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New School Processor Rules ......
New

Cost of similar advertising space

would have ben enormous,
Here are examples:
l“, C(fm.rrlury “New
pes for Pasta” “Pasta
mleld-:ﬁ)le-pngemlonpudlenur-

fag economy and versatility. Four
recipes are recommended ‘at “under
50 cents per serving,” Entire page —
“Getting to Know the Pasta Family™ —
includes shapes, definitions, nutrition,
planning pasta meals, how much to
cook, how to reheat. Circulation: 4,-
303,851,
Modemn Bride, August/September,
“Cooking, Easy Does It story recom-
ﬁ\IMA recipes — Macaroni
and Tuna Chowder, Party Time Mac-
aroni Casserole. Circulation: 25585086.
Weight Watchers, August. Baked
Macaroni and Salmon recipe. Circula-
tion: 800,842,
Woman's Day, August. “Money-

Saving Menus for August: suggests
Spaghetti with Clam Sauce. Circula-
tion: 7,560,329,

Working Woman, August. “From
Pesghetti to Pasta” titles double-page
color story stressing economy features
of pasta when entertaining. Circula-
tion 340,997,

Bon Appetit, July. “Too Busy to
Cook?” article recommends Spinach
Pesto recipe. Circulation: 1,144,718,

Ebony, July. “Dining Outdoors”
story shows Spaghetti Frittata recipe
in color s Circulation: 1,262,619,

House Beautiful, July, Cover Story.
“Great New Pastas . . . Guiltfree and
Good for You!” “Pasta titles Feod and
Drinks section with full page color
photo of pasta shapes and copy —

“Discover lhe encrgy food of the 80's,
It's light, nutritious, quick-cookin
pastal It's sauced with delicious fres
vegetables, seafood, cheese. On the
nest pages, Italian food expert Elisa
Celli lhnm a wealth ol' lnfunnatlon
and her favorite recipes.” Two
devoted to color tos and fnur
recipes, pasta buffet. Nutrition stress-
ed in story. Circulation: 867,008.

Ladies Home Journal, July. Health-
aroni Salad recipe in color photo.
Circulation: 5,502,149,
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MACARON! WEEK—a national publicity effort for macaroni producliii ' oe! »wseies Py

! . ' o releases geared to the
f Publicity Covers National Macaroni Week in Every Media gl; S P Lo

’ National Macaroni Week, October F ed v 1 an exclusive area basis,
: 9-18, 1960 has the theme “Pasta :

i Means More for Less”.

' The theme is adaptable to many
subjects and can be used to address
the many ts of the cansunier
market on a varicty of topics:

.' ® [nflation, with pasta the answer to

: families on a tight food budget

® Nutritious meals for the one- or
two-person  household,  which
make up more than 50% of our
family profile today

® The need for on-the-go meals pre-

pared in a hurry

Meatless meals

Low-calorie, low-cholesterol meals

Gourmet meals and pasta cooking

. tips for the new appliances

: ® Ethnic menus

i ® Health-oriented menus, mmhlnlnﬁ

: ta with natural foods, wit

#

' Macaroni Chicken Dinner
+  (Makes 4-8 servings)

i m;h—ﬁbﬂ foods, with low-fat foods :gn elbow macaroni (8 ounces)
i ® Pasta with recycled foods  tablespoon salt

® Pasta as an extender with poultry,

| quarts bhoiling water
Jow-cost meats, fish goants

bablespoons  water

1 National magazines will carry mac- e fives (2V4 to 3 0
i aroni materials as features. Placements ,_u.h‘“:l'h':;'ﬁ(ug o xl )
; will include: -
! ® True Confessions — “Make Ahead : 4 ‘:m“ cheese
i Pasta Meals™ with color photo, 1 ey (2“: o oun
® Lady's Circle — “15-Minute Meals” i o
i ' 0 liced
with photographs. | medivin onion, !
® Modem Bride — ;l;lu:}d Buffets” ’“_. ;lh#_t"lfu pepper, cut into strips
with our recipes supplied. :
Redbook — * » adually add macaroni and salt to
: =Low Celoce Eataes dly boling water so that water
with recipes and menu suggestions. 3 . f fpslies s |
For Telovision, a script on the lets: “Food for Athletes. ¥ + bo uncov
The Sunday Supplement, Family theme “Pasta Means More for Less” Press Party i In" I““’"‘“Y' until tender.
i Weekly, plans to use a series of six  with a sports nutrition sub-theme will A Ariaal event. the ) ¢ lander,
*Pasta with Vegetakle Sauces” recipes.  he accompanied with props: 1-quart " ion at 110 A Mhile 1 icaroni is cooking, beat
{ Corning' Autismn’ Hisvest (Wit meat -2 Fomity, odsiod 8 and 2 1.} i
g Newspaper Syndicates to receive ming Autumn Harves! meat . famous Italian cuisine n the , lespoons water until just
. placements include Newspaper Enter- motif) casserole, pasta preducts, four lage of New York City, saw more ® Dip chicken pieces into

E?R Assoclation, Associated Press, slides, and recipe leaflet on "Food for (0 0 0o e New York o ‘.:16 i into cheese, coating

ng Features, United Features, Cop-  Athletes™, f SN et 8
ley News Service, Westchester Rock-  Radio script will be sent 10700 com-  caper hg’,”m"m"‘"” ot
land Newspapers, Los Angeles Times, mentators of women's interest pro- gund,y supplements, televisi®
New York Daily News, and General  grams nationally. radio mingle with macaroni mss

a large skillet in hot oil brown
“en, a few pleces at a time, add-
more oil if needed. When all

Features. Trade releases to grocery publica- turers from the National MO"REE™ e browned off drip-

In the black press releases have tion will be pointing up related iten  Manufacturers Association who P Add tomatoes and stir well to
gone to Amalgamated Publisher, Afro- sales opportunities along with points  dated them on current trends 8 S8 brown bits, Add chicken, onion,
American N pers, Atlanta Daily made as pasta spells it out. wheat situation. President Lot ‘I;'PPH and macaroni. Cover;
World, Bi min Mirror, Houston consumer specialists  Thurston, jr., made brief : mlﬂula or until chicken is

Supermarket .
Daily Informer, Pittsburgh Courier.  and sposts publications will get leaf- the past year's
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Makes 4 servings)

8 ounces spaghetti

1 tablespoon salt

3 quarts boiling water

1 package (10 ounces) frozen
sroccoli spears

2 cans (6% to 7 ounces each) tuna,
drained

2 tablespoons vegetahle oil

Y cup grated Panmesan cheese

Gradually add spaghetti and salt
to rapidly boiling water so that water
continues to boil. Cook uncovered,
stiming occasionally, until tender.
Drain in colander, Place on platter.

\Vhile spaghetti is cooking, cook
broceuli lo'l,;wing directions until just
tender; drain. Add undrained tuna,
oil and cheese. Heat through, Serve

with spaghetti.

: ¥ 5
Baked Noodles with Spinach
and Yogurt

-
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Buked Noodles with Spine=t:
and Yogurt
(Makes 2 Generous Servingn)
4 ounces wide egg noodles
(about 2 cups)
12 teaspoon salt
1Y2 quarts boiling water
1 contaizer (8 ounces) plain yogurt
Y2 cup creamed cottage cheese

package (10 ounces) frozen
spinach, thawed

2 tablespoons chopped ounion
Ya cup shredded cheddar cheese

Gradually add noodles and salt to
rapidly boiling water so water con-
tinues to boil. Cook uncovered, stir-
ring occasionally, until tender. Drain
in colander.

Combine yogurt and cottage cheese
in a 12 quart baking dish. Combine
noodles, spinach, onion and coltage
vheese minture, Top with cheddar
cheese. Cover and bake in 400°F,
over 15 minutes. Uncover and bake
until cheese is melted and browned.

Cookbook Calendar

Betty Crocker’s Cookbook Calendar
for October pictures Lasagne, Zucchi-
ni Toss and Classic French Dressing
under the caption: “Betty Crocker's
Dinner Parties™ makes entertaining
casy, whether it's a sitdown dinner,
impromptu supper or “Buffet Italia-
nos” as pictured,

Complete the buffet menu with an
antipasto tray of assorted raw vegeta-
bles and your choice of olives, pickled
mushrooms and beets, marinated arti-
choke hearts, hot green chili peppers,
For dessert, Biscuit Tortoni.

Lasagne

1 pound ground beef

Y3 pound ground lean pork
1 can (28 ounces) whole tomatoes
1 can (12 ounces) tomato paste
2 teaspoons garlic salt

12 teaspoon oregano leaves
1 teaspoon basil leaves
2 cups creamed cottage cheese
V2 cup grated Parmesan cheese
3 cups shredded mozzarella cheese
12 ounces lasagne noodles, cooked
Y2 cup grated Parmesan cheese

(Continued o poge B)
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prest ally reduces the time required in the production cycle.

lghe drying temperatures reduce plate counts to well below industry standards while
whar :ing product flavor and quality.

Hectre nic controls sequentially start and stop fans as the product moves by.

Meumatic controls regulate relationship between time, temperature and relative
humidity.

At the end of the final dryer, a power-driven cooling section reduces product temper-
sivre to a safe packaging point.

keibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers.
kaibanti, the world’s foremost manufacturer of Pasta Eq:ipment.

Plate Counts Side Panels Open for Cooking Qualities Drying Time
Slashed. E&T _Fh:nmg Improved. ehappcd.
Tight to kiness Elimine!
Conserve Energy. o :ﬂ -l

-
|
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Storage Silo

: rauban\h

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

with Spreader

Bm\ﬁ corporation

0 EAST 42ND STREET-SUITE 2040 ~ NEW YORK LY. 10017

PHONE (212) 602.6407-602.6400 = TELEX 12-6797 BRANY
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D indlications point to 1860 being
smotlicr banner year for publi-
yesults for pasta.

thought we'd start off the up-
b with the Pasta Foodservice Man-
aad its impact on the media in
s few short months,

We distributed approximately 250
to foodservice executives and
ting directors of major contract
w3, fast ford chains, airline feed-
callege/universities, including 50
school frodservice directors, In
we distiibuted the manuals
dly to our contacts in the food-
e press, both national and re-
.. and to members of the NMMA,
This initial dhtﬂ' bution has u&
requests for approximately
itional copics which we have sold
the purchase price of $10 which
s printing, postage and handling

Feodservice Manual Orders

A profile of these orders includes

h cutlets as:

Mamma Leone's

P Hut

Charlie O's

Loog John Silver's in Lexington,

* Kentucky

Taba’, Pizzeria in Ana Maria, FL

.« Boy's Steak House in Clovis,

//New Mexico

't‘hl \illa in Janesville, Wisconsin

TeCo cord Caterer in Burlington,
“ﬁ\ llm

Astoni: < in Simsbury, Connecticut

The O Spaghetti Warchouse in
Dall: . Texas

Caisep, s Italian Station in Abi-
lene 'exas

Moserenl, the Pospla’s Cheic*

Lasogne Instructions served mozzarella cheese in line across  Pour salad into large bow! r divid
Cook and stir ground beef and lasagne. Cover and refrigerate, Heat  among lettuce cups.

round pork in large skillet until ¢ to 350°, Bake uncovered 1 hour, Classic French Dres: ng

off fat. Add tomatoes; Let stand 15 minutes. 8 servings.

rown. A A
break up with fork. Stir in tomato Zucchini Toss # s b, i Erenl. s Tnc. in Atlanta,
E::le.l garlic salt, oregano leaves and Classic French Dressing (below) 214 teas garic salt r,im'_ .'l.

caves, Heat to boiling, stirring 1 head lettuce, and chilled % to V4 teaspoon freshly cround [l GO 'y of San Diego
occasionally. Reduce heat; simmer un- 1 bunch romaine, washed and pepper. Tivel Center
covered 20 minutes. chilled Shake all in ts in tightly o Wehojc to generate additional re-

Stir together cottage cheese and ¥4 2 medium zucchini, thinly sliced
cup Parmesan cheese, Setaside 1cup 3 i
of the meat sauce and ¥4 cup of moz-
zarclla cheese. In baking pan 13x5x2

ered jar, Refrigerate. Just before
green onions, sliced ing shake again, 3 cup.

Prepare dressing, refrigerate, Pasta Primer Jeaflet containing P
Tear greens into bite-size pieces following: What is Pasta? How s P*

ts thiough the foodserivee maga-
s when announce the Man-
43 mailability in their reader col-

As indicated the manual is

inches, alternate layers of %5 each (about 10 cups). Place greens in large ta made? Why is Pasta Nutrito®] ing a broad spectrum market
noodles, remaining meat sauce, re- plastic bag. Add zucchini and green: Can Calorie ()!rmmterl Enjoy Pl Ove of the mostouutl':dlng ce-
maining mozzarella cheese and the onions and refrigerate. How to Shop for Pasta; How to SEmti we have “"“‘-‘-"‘d‘l‘“bﬁ:""

cottage cheese mixture, Spread reser-  Just before servin dressing ' Pasta; How to Cook Pasta;
ved meat sauce aver top; sprinkle with  over vegetables in -5 Clnscp‘mr bag n:l! n-dp'u. 'lwhuoolullcu l:lﬁﬂp:;:
Y3 cup Parmesan cheese, Sprinkle re-  shake until vegetables are well coated.  shipped Fo.b. Palztine, 1llinois

", is this one in Michigan's Foods
: , a monthly magazine
Qa2 fon of over 16,500 res-

taurateurs in the state of Michigan.
Pasta Means Profit captions the photo
of lp:‘fhcm on the February cover.
The editor has reproduced our Man-
ual word for word in a photo offset
version on special pasta paper. He pro-
logues our chapter titles with: “dur-
ing the next nine months, Michigan
Food Beverage will publish the in-
formation listed below. Remove the
ges and place in a Joose leaf binder
wr your files and consideration.” He
ends the section, with a headline:
“Coming in the March Issue of Food
and Beverage . . . The Second Article
of Pasta on Profits — What is Pasta?
Some Definitions. Don't Miss It!”

More Important Placement

Perhaps the most significant place-
ment to date is the story entitled
Pasta Plus which ran in the May issue
of Restaurant Business, a national
publication with a circulation of 70,-
000 plus reaching operators serving
50 million meals per day. This major
7-page feature repeats a large percen-
la;:gof the ln!nml:tion in the l?:mual.
It zeroes in on the versatility of pasta
and includes a full-page color photo
of pasta entrees and another color
series of salads, sauces and meal
starters. Information includes nutri-
tional and ¢conomical value of serv-
ing pasta, as well as our rooking, stor-
age and yield data. Brief case histories
are incorporated of how various res-
taurants merchandise pasta for profit.

In the same issue, in the Menu
Planners Guide a color photo of
linguine carries the copy, “Durum
Macaroni Food Service offers you a

8 THE MACARON!I Jour: fitees, 1980
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PRODUCT PROMOTION REPORT

by Elinor Ehrman, Burson Marsteller, at the 76th Annual Meeting

wealth of information on pasta. Rec-
Ir‘s. tritional content, cost yield,
shapes available, innovative serving
suggestions and more.

The foodservice books joined in the
promotion of our fried pasta which we
featured at last Fall's Tiro a Segno
editorial press luncheon. Here it is
with our full-page color photo in
article entitled Simple Snacks with
Deep Fried Pasta. The story which
runs three pages in the February issue
of Fast Service incorporates our rec- { :
ipes for frying pasta and for prepar- ' E
ing accompanyioy dips. Circulation of |
this hook is 50,000 )]l?ls, reaching op- !
erators responsible ’m‘ serving 25 mil-
lion meals per day.

Other Snack Stories

From another angle, here again our
fried pasta confections are positioned
as Bar snacks and Hors d'Ocuvres.
Caption reads “Every customer at the
bar will want to try these unusual
deep-fried pasta nibbles. Although
they reuire a little labor, food costs
are Jow.” This is the March issue of
Restaurant Hospitality, with a circu-
lation of 76,555 targeted to operators
:l‘:[""““"" for 45 million meals per

¥

The April issue of Food Service
Marketing carries a 4-page case his-
tory on the Copenhagen restaurant in
New York City. Full color photo fea-
tures Copenhagen Salad, a macaroni
salad wit‘: peas and carrots, as a pop-
ular standard feature served with
Roast Beef and Horseradish Sauce
on the Danish smorgashord,

The magazine has a circulation of
106,689 reaching operators serving
31,866,000 meals per day. |

Consumer F ]
And now, for the Consumer Pro- v
gram. Our Box Score for the first 5
months indicates that we are keeping
up last year’s pace. Of 57 placements
with major magazines, here are the
highlights. J
We always like tu be in Weight | 4
Watchers Magazine, and here is a ;
major feature which ran in the March 1
isue, with title noted on the cover
of “Live-It-Up Pasta Meals!” Caption
reads “Pasta can add delicious zest
to your meal plan as you lose weight.”
(Continued on page 10)
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Product Promotion
(Continued from poge 9)

Copy reads “Pasta! This versatile
E:ln product comes in hundreds of

pes and is lar the world over.
A low-fat food and a good sourve of
protein, pasta can be enjoyed on your
weight-loss " Nine retipes
are included, along with caloric count.
Circulation: 822,480.

And again In the June issue, we
have two separate food features high-
lighting recipes — Spaghetti in
Sesame Sauce in “Foods that Make
The Meal” and Spa with Pesto
Sauce in “All About Herbs.”

Good Housekeeping Twice

Another double-header this period
was the Good Housckeeping Maga-
zine. The February issue ran its Big
Pasta Cookbook cover story of “50-
Plus Ways to Eat Pasta — “Plain or
fancy, sauced or stuffed, in all shapes
and sizes, store-bought or homemade
— all absolutely delicious!” There fol-
low B full-color pages of pasta dishes
and 24 recipes, plus Quick Serving
Tips. In the same issue in The Better
Way section, is a full-page Shapes
Quiz featuring 12 pasta shapes includ-
ing the lesser-known riccini, maruzze,
cavatelli, stelline farfalle, tortellini.

No longer does pasta mean just spa-
hetti

gAglln. the April issue of Good
Housekeeping, in their 45-minute
Cookbook feature highlighted pasta
in 80 Spring Menus Under 45
Minutes, Included were Pasta Prima-
vera with Stir-Fried Chicken, Zesty
Chicken with Orzo. Circulation of
Good Housekeeping: 5,178,296,
Color in Woman's Day

Another fine placement was in the
April issue of Women's Doy in a color
feature entitled “Make Two, Freeze
Onel” Microwave reheating instruc-
tions are also included with the reci
for Clam-Stuffed Mannicotti. CirwI:
tion 8,083,799,

Our }nlncement in the June/July
issue of Modem Bride is entitled
Let's Cook Italian. This 3-page fea-
ture which credits NMMA runs 3

es. “Pasta is the staplc dish of
‘:Ehn cooking. Enteriain your guests
with a show-off entree — Tuna-Stuffed
Shells or a flag-waving Red, White
and Green Lasagne.”

Moving along to Newspaper Culor
Puﬁes. we are in step with last year
with a total of 81 placements to date,

10

Here are a few of them:
Dallas Times-Herald — “The Spa-
gn:ﬂb‘ linguinis and the lasagnas of
world want their tations
cleared. They are not the villians re-
sponsible for Dallas’ bulging waist-
lines. The only thing they stretch is
your budget.” Circulation: 241,208.

This 2-photo feature in The Daily
Oklahoman incorporated 5 recipes in
a winter feature circulated to 176,403,

Sing Praises For Pasta; Its A
Money-Saver Yet Tasty Dish, This is
the headline in the Birmingham News.
Circulation: 174,483,

Even the New York Times ac-
knowledges Pasta's progress in the
world of gourmet foods. In their Janu-
ary 20th ::ue‘ “If w;wh:d to make a
list of the major lopments in
American taste within the past dec-
ade, it would most certainly include
the discoverey that there is more to
Italian pasta than spaghetti and la-
sagna with tomato or meat sauce.
During the 1970's, many Americans
began to do as the Italians do — serve
their pasta with a variety of subtle
sauces made with les, fish,
poultry, game or meat.” Circulation:
1,403,077.

Newspaper Syndicates

In the category of newspaper syn-
dicates, we E\-e equalled ll.;t’"yelr’:
number of 75, with a potential circu-
lation of 464 -million. -Three -place-
ments ran this period in the
per Enterprise Association food pages.
Circulation 25 million each, Eacl: ran
with one of our photographs and
“pasta” headline.

Two other syndicates — Associated
Press and King Features. Nutrition
Cookbook, with such headlines ss:
Pasta: Dollar Stretcher with Protein
Value Almonds Enhance Pasta’s Pro-
tein and Minerals,

Here are additional b/w placemen
in major newspapers with good head-
lines as a result of our exclusive re-
leases to major market pers.
Papers represented include: Houston
Chronicle, Mobile Register, Knox-
ville Jorunal, Providence Journal, Co-
lumbus Dispatch, St. Louis Globe
Democrat, Cleveland Press, etc.

In line with our mini-campaign,
Pasta . . . Food and Athletes, we had
this placement in Family Weekly
Cookbook of February 17, entitled
Foods from the Winter Olympics.
Featured in the Olympic circles and
the lead-off recipe is our formula for

P T B ]
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Chicken Noodle Soup. I
for freezing are also includc .

Leaflets in Supermar} s

And in collaterial distrib tion,
have offered leaflets entit' d P,
Meets The Challenge to Su;
Consumer Specialists. Those vho g J §
n l:;:«! supplies for the.r out ’

A&P K , Von's, §
Markets and mmgrr

Leading up to our National )
roni Week Fall campaign is
photo and release to the gro
trades. “Pasta Means More For |
is our program theme.

Store operators are reminded of
related item sales impact of pastap
ducts. Here a recipe for Spagh
with Meat Sauce illustrates ho
8100 purchase of i
$10.07 [i: related ft'xo:l.lw?m::;t &
matoes and herbs, onions and d
and beef,

Future Plans

Currently in the works and in pl l
ning stages , . . Our new Recipe A
let geared to Sports Nutrition Sp
fic placements of:

Family Weekly — Summer isst

Pasta with Fresh Vegetd
Sauces
Woman's Day Simply Delicid
Meals in Minutes in major p
section — two color phutos
Working Woman — August -
page Quick Pasta Article
NMMA color, recipes and b
ground information.

14th Annual Macaroni F. nily B

union — ember 17

National Macaroni Week - U

Ler 211
TV Kit — Pasta Means
Less — Macaroni Wecel
And in Foodservice: A set f 6
ipe cands to with th Mant
and targeted to variou:

ore B

Current Placoments

Grit, Aug. 8 — "Hot or © |
give you more for less™. " &
vegetable anti pusto sal.l. b
and receiges with 2 addiional
ceipes. Circulation: 899,15

Chicago Tribune — Jaly 17.
summers hot dish: cold P
For receipe=. Circulation: i

Philadelphia Inquirer, July %
you are tired of salads, try t/
Chef-style macaroni sﬂ}_*d s
receipe. Circulation: 41728
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1f it looks good and tastes goad. That's geod pasta! f
W But goodd pasta requires good products. Like Amber's o
Venezia No. 1 Semolina, Imperia Duram Granular, o '
- Crestal Fancy Duram Patent tlour
Is Thanks to unitorm high quality, color and 4
granulation, these ingredients make your pasta ‘
' operations n more smoathly
m Amber works oad lusively with the tinest durum
. wheat grown by farmers of the nothern plans. And

Amber grinds this fine durum in its modern etficient mull
And Amber senves you right by matching your
specs and by shipping when promised And the
consumer gets o hreak, oo, because the proot is i
the eating. Call Amber now tor your own proot '

. AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION W

Aills at Rush City, Minn » General Othces at St Faul Sinn 55100 Phone 012 6l 318
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(BUHLER-MLIolT GOODS LINES. ..

Performance Yojan Depend On!

t Energy-Saving Design
temperature and high humidity drying, requiring a mini-
n volume of fresh alr. The most energy-efficient design!

is 1%" thick with polyurethane foam core. Aluminum lining
side for heat reflection and absolutas vapor barrier. No heat

, high-efficlency units require less floor space.

ling air fan motors are mounted Inside dryers, utilizing
of electrical energy. (New type of energy-afficient motor
ailable).

in heat recovery system (optional) utilizes exhaust air heat.
Product conveyor belt made of special heavy
duty roller chains, extruded aluminum alloy

and Sanitation Control “S".shaped elements and anodized aluminum

temperature drying controls bacteria. Dry bulb  product side guides. Automatic conveyor chain
p adjustable from 100'F to 180°F. tensioner and lubrication system.

are in front panel for product control during operation.
ais0 give sasy accessibility for weekly cleanouts. Swing-
side panels extend entire dryer length, allowing fast
and service.

ia sbsolutely tight, yet sasy 1o clean, maintain and super-

sty Product

dyer is equipped with a patented, U.S.-built BUHLER-MIAG
H Control System that allows the product to adjust its own
¢limate. The result ir. a stress-free, nice yellow-colored

@yinc ‘emperatures, In combination with ideal drying
icre: > cooking quality of final product.

®t los '3 are minimized through the entire production

M, In .ding startups, shutdowns, production interrup-
,lr.ld changes.

Juality is What Really Counts! o Srecs siey e oroecis cver

[~

¢ ality is yours from BUHLER-MIAG equip- e and sasy service. AC or DC varisble

\f; speeds. Standard US.  bullt drive com-
TTBB  Capacity: up to 0,00 ustomer recognizes and deserves it. Can  ponenta.
Models TRBB and y: up flord t give him less? s
i3 for it rmation on BUHLER-MIAG Short Goods Lines axd other Macaroni Processing Equipment
MODEL , y /y
RE-DRYER | FINAL DRYER | CAPACITY,LBS/HR In tegnty_ -

TRT

T

500- 2,000

TRNA

TTNA

(BUHLER-MIADG)

in design

1,000- 4,000

TRANC

TINC

S0 S BUHLER-MIAG, INC., P.O. Box 9497, Minnaapolis, MN 55440 (612) 545-1401

TRBB

TTBB

4,000-10,000 BUHLER-MIAG (Canada) LTD., Ontario (416) 4458910

- - 2
in constructio \\\
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from
“Chain Store Age/Supermarkets,”
July, 1980

ln e of the old adage that pasta
pc:s:mlmaouupuﬂnm
omy goes down, pasta posted only
marginal real gains last year — al-
though, say the experts, the picture
should brighten somewhat in 1860,
Pasta producers and retailers had
the ailing economy would
dtbewgul-lnudmpbm
year as consumers retrenched from
proved wrong,
Although sales rose 4
ly more than 20 over 1
tonnage inched rising barely
3 percent in many cases.
Pasta pros cite two reasons for the
poorer - than - anticipated  showing,
First, an increase in the cost of raw

MARGINAL GAINS AN UNEXPECTED TWIST

staples, a tly drawing economy-
e Wheey e 1 priced st T5¢
items. is at T3¢
npo-.md,liullt‘:;:apmmd.bumn
40¢, and at 10¢, says an Illi-
nois , what else is a consumer
likely to do?

“We're kidding ourrelves if we
blindly stick to the old axiom that
we're depression-proof,” adds a re-

<
-

B —

§
g
£
J
;i

For instance, says Lester

uweller Co., “1

chairman of the country’s No. 1
, Foremost-McKesson's C,
has been

materials resulted in higher prices on s indeed a nutritious one. U,
the supermarket shelves. At the same George McGovern's Senate Nutrition pushes. One tried
time, plentiful potato, rice, and bean Sub-committee and other ;anmmxwmd
crops dropped shelf prices on those tal groups now call for a recommend- {Continued on poge 18}
Posta Products: 1979 Performoance —$) Million Supermarkets
SALES PROFIT ASEMT,
Bl
11/, 1] % of Grens B
% of Dept. Prailt fikre
E $ Vol. $ Vel % of Gres 3 ]
(Millioms)  (Milllom) D, Preid ML) Whee.
Macaroai Dinners 1834 148.83 12012 2390 1638 29.50 ] 198
With cheese 1448 117.50 B148 421 1237 73 1 190
All other Mac. Dinner  3.86 313 3864 — 1891 398 718 1 ny
Noodle Dinners 694 56.39 5486 279 758 13.67 17 2
With Mest 9% 7.3 932 — 1598 1.09 19 3 it}
All other lioadle Din. 598 48.56 4554 6.6) 649 11.70 14 ul
Spaghetti Dinvin 328 26.64 21.58 2345 330 591 3 14
With Meat 1.93 15.67 13.80 13.53 1.82 329 1 e
All other 138 1097 1.8 A1.00 148 268 2 M4
Noodle Mizes n (%7 414 5148 x 157 3 40
Macaroni 2220 180.16 144.90 2433 2240 4042 b1 ] 14
Elbow 9.07 763 62.10 18.97 9.06 1635 10 2
All Other 13.13 106.53 5280 28.66 1334 24.08 19 1né
Noodies 14.87 120.63 9798 1812 15.48 2786 n nl
Flat 1139 92.4) 75.90 2178 1238 28 1 Hl
All other 343 28.20 2208 nmn 310 5.58 ] 194
Spaghetti 2220 180.16 14151 nun 2137 38.56 10 n4
Regular 15.64 12690 113.16 1214 15.61 2817 14 !
All other 6.56 53.26 2838 .8 576 1039 6 195
Pizza Mix 3.48 2820 2346 2020 3.69 6.66 7 34
One-Pot Dinners w/ %1
Fresh Meat/Fish Added 522 4230 41.40 217 6.01 10.88 9 2.
With Noodles/Macaroni 232 18,80 1754 4 236 46 4 us
With Rice 39 KT 1 214
Ali Other 251 sA2 4
Noodles w/Sauce Mixes 154 330 3
All other Pasta Dinners 116 207 fits
TOTAL 100.00 180.41 122

% of 1otal store volume — 0.52%.

there
even a resurgence of alty she
lhltmkeondnlllm:!

¥

DONT FORGET TO
CAST YOUR VOTE
FOR THE RIGHT

DIE!

D. MALDARI & SONS, INC. .
557 Third Ave., Brooklyn, NY 11215 ]

Phone: (212) 499-3555

America's Largest Macaroni Die Makers Since 1903 —
With Maragement Continuously Retcined in Same Family

e T
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noodle products have had their great-  double vision readout. Sauce
est impact not on pasta but on the dry  offclals, however, see It ¢! uh; &

¥
%
E
2
:
3

“The ideas on this one are just un-  retortable pouch packaging for the

prel o nany victims as one \:I‘ belim%"ml the rpulwsnﬂn. Mike Kraft “a la Carte” line, i
dinner m.utcu.‘ using pasta asa v. iiclely s many tragedies, survi Perry, “but economy will have a Kraft “a la e fully-cooked J
Nissin (Cup o' spaghetti sauce, consumers . e poy tly Theorhd[-khm are lot to do with it, because the economy oL i e &((::,:N Flc:'—Can M:::: i
ﬁdﬂr their pro-  ing spaghetti sauce over me -, pim, giants of the industry: Nis- has a lot to do with convenience. able pouch are being test marketed.
the dry soup and vegetables, as well as n i «chan, Inc. Sanwa Foods,  Because of the economy, consumers Requiring no refrigeraton and ready

And pasta producers point dishes. ; perial, Nestle S.A., Ameri- suddenly viewed some products as ov- 4, corve after heating only five min- g
Oriental-style noodles are  Convenlence is also enc. i General Mills, Kraft, and forcing a quick reforma- .o <0 1 Carte” entrees include Beef i
water fried, in fact, people to give up old habit. | These companies and a host of tion. “They did a hell of a job when Buréundy Creamed Chicken, Sweet :
traditional enriched noodles made  of using two products (tom.io s [lleionals are in a market that they came into the market,” says one N Gour i’ori.BedS!cw andl Yol i
sccording to strict Government stan-  and tomato paste) plus water to mule [l bees: relatively fiat in the last year.  critic, “but they had no repeat sales,  gyronganoff. , 3
dards, own spaghetti sauce, niany [l Dyy soup and instant lunch sales bmmenunw[ormucr.thcywm “The Flex-Can retortabl 5% , !
e now buying ready-to-serve prepamillde marginal gains in 1979, although  way overpriced. W “uw“‘m" ”’P‘;“ e ’ :
Tramssctiens) sauce, , s ve three-  But competition has brought prices :mrging 1‘1" i dpl;:'g).u[ {
Usit Seles  Dellar Sales same scenario is apparent a [l Serpdding: down, and retailers could have a Beld m“r:i'i"“ [;a'-.iydA.lldl s l &
3637 spaghetti dry mix dressings. The need i, shead an average day with deals if the fire stays hot. In- i ('l‘ige:: (:' focd ':“;"I et- ; I
Ao to add paste, seasoning, and water sllecent last year for the combined deed, some manufacturers say that "B ¢ “" R ld"Mm’l':mge , i

the enveloped product goes againi [l conne j discount stores are jumping into the I"""'EEI;%' o, ltl‘ym h ChCom !

the consumer’s convenience graia, Il “Its a real S in some r:-f market as the deals more at- ;;L h‘:;"m“’ l:"mmp;] rﬂ:g |

says Martha tractive. e [

Spaghetti Ssuce 2 Winner A Bt Mills, Minneapolls, whose  “The category has leveled off as far food costs by providing energy savings E

ug-o-Lunch is knocking heads with as its oes,” says Chuck Mac.  #nd longer shelf life.
pton’s Lite Lunch and Nestle's Cup  Connell of (§nml Imperial, whose

Noodles. Take 5 was an early entry into the Cuts Cooking Time

Pat of the problem may be the market, “From here on in it could be  Thethinprofile of the Reynolds Flex-
oduct itself. Although the manufac- all out war, because what space is  Can retortable poiéh cuts precooking

Sauces and dnminz are entering =. g.- e
of economic tur- 979 1 $172s
nutritional

nlaiuunuum m:lmmulm?b“:
years, Until sales up to gourmet tastes by

began to level off, it was the fastest ingmd:gumbimﬁmummhuﬂ
onion, onion/peppers and sausat
peppers.

rise, consumption of beef drops, and Canned & Dry Soup — Giats Figh
pasta and spaghetti sauce take off as for Market Share
trade down their meals. “Double, double, toil and n}l&'
That's what happened in the con- fire bum and cauldron bubl = th bam
when Shakupeu'ewuﬂﬁ:."wﬂ
sales rose 20%. Yet pasta sales pot, both this year and last, 1 : bes
imally and cauldron of competition a inst¥)
The jury is still out on generic pas- remained soft the first quarter of 1880.  soup/lunch acturers i1 part
ta; its success in some markets has Spaghetti sauce, however, has fared lar worked overtime to conju ‘upte

Nestle, S.A., for instance, which de- can lifestyle of the 1880's, has been  sulting in superior food taste and
thped the popular Time, has sclected by Kraft, Inc. to introduce its  color, and heat sensitive nutrients
gest research and new “a la Carte” line of convenience are not affected as greatly as with
, Intlubnﬂnen,“a:uudtngma h',l‘ibemm& s i canned foods.
pany spokesman. Swiss con- Elex-Lan ‘petort o In addition to Kraft’s use of Flex-
v is spending a plece of that produced and mn_'lteicd by the Flex- CIIII‘ flm_ its a la Carte line, the Rey-
. \-marketing its Lunchtime, ible Packaging Division of Reynolds ' " ooioble nouch is also being
J000k 20 one-serving product Metals Company for the consumer used by ITT Continental Baking Com-
h var ‘ies mnging from cheese and institutional food service indus-

i ny for marketing its Continental
» chow mein, tries, Reynolds ix 2 .oujor supplier of mul cutroes, The: Defeuss Do [

Product Usage rtment is also using Reynolds Flex- i
WP ssive Grocer's 1980 guide ot e Whai's Not (p‘.“m for its Meal, Ready-To-Eat pro- d |

! M' ’n,n_ hﬂ:" = Whiata “’ keashy s Not™ n of retortable pouch meals to re-
- o 8 e . ﬁ:lce c-rations by military units 5

et, health, con- (% Change) +28 +2 ers are convinced the concept is  there is all there's going to be.” time for Kraft a la Carte entrees up \ ]

estyle. And the  Ist quarier 80, v. il viable, no one seems to be com- !uwprmm.ltrmvidulmthmery '1'

will determine ¢ quarer 79 satisfied with the actual items, Kraft Flex-Ca savings and shelf-stable convenience !

the sales fate of many products. phanges in iﬂ'ﬂn& size, packaging, fo l'_". n-Lan while offering consumers premium [
ghetti sauce has ridden the  Suill, is the base for 85 percrstJiind even the themselves are  “Flex-Can", a leader in retortable quality in a light-weight package. i

/ convenience / taste / esca- ofspgtﬁilnmun;e.'mhlxti il in the offin pouch food packaging for the Ameri-  Food processing time is reduced, re- i

e e o ez

Eschmive in the feld. Retortable pouches are i

been offset by poor sales in others, letter. brew that would win shelf s acc =gy % Using f S e also being used in several internation- 4

Meanwhile, Oriental-style “instant™  Pasta execs are perplexed by this  customer loyalty. e o %5 Ne 4 al markets. 1

4 5 canned . | i

Reynolds Flex-Can has been devel- s i

SAUCES: 1979 PERFORMANCE — 1 MILLION SUPERMARKETS n ﬂm;&‘u s -5 = oped in both the retail/consumer 8-

Snb, Preft B M o~ a ; ounce size and a #10 can size equiva-

% of Gros Brasd G = + 33 fsicluding flavored lent for foodservice markets. Flex- f

% of l“;’d. l“":. o Khegt. h-‘ﬂ *‘l r;s " . 10¢ 2oesnand minon) n hiod e Can's thin profile provides major stor- §

[ ~J S-S A D, Profi (M)  Whee Rl s 53 NC o age and shipping savings with one

Dry Mises and Seasonings thousand 8-ounce poudws \l’l‘iglllﬂg &

] "':r“-h- a little over 12 pounds versus 109 ) H

Spaghetti Sauce Mix 122 15.67 17.94 —12.64 182 sn ] 33 (with pasta) s NC 586 pounds for one thousand 8-ounce cans, i

Spaghetti Sauce 2634 M1L9) 27048 6.7 2.3 66.65 M Wi Canned spaghettl, macaronl 399 NC 548 Additional information is available :
Meatless 1522 195.83 161.46 2129 1324 79 20 194 Flavored, 4 rice from the marketing director, food and
With Meat 937 120.63 654 .78 803 B4 i2 194 mizey ny 04 70.1 beverage packaging, Reynolds Metals

With Clams 195 5.7 2.08 1354 196 (15 —' - Dinner Mizes (sdd meat, fish) 29.1 02 59.1 Company, Richmond, Va. 23261.
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é—Peosticides Anclysis.

LABORATORIES, Inc.

EST,

1920

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni,
1—Vitcmins end Minersls Enrichment Asesys.

I—w.dwlunhhpnl

3—Someline ond Flour Anelysis.
4 dlero-anslysie for sxtronceus matter.
S—Sealtery Plont Surveys.

Noodle and Egg Products.

T—Bectericlegicel Tosts for Salmenells, otc.
S—Nutritional Anslysis.

JAMES ond MARVIN WINSTON, DIRECTORS
P,0. Box 361, 25 Mt, Vemon St.,

SALVATORE DI CECCO

Enchesive Solow Representetive fas:

RICCIARELL] FIRM:
Automatic Pockoging Machinery in
cartons or cellophane bogs for:

Long ond short goods mocaroni

Cereals, rice, dried vegetoblies,
coffee, cocoo, nuts, dried fruits,
spices, etc.

BASSANO FIRM:
Complete pasta lines equipment
Rolinox patented processing equipment
Addross:

RR. 1V
Richmend Hill, Onterie LAC 4X7
Conads

What do you want with Len DeFrancisd?

Lok al it this way.

Amacasoni production line is not something that you order from
atog. plug in, and forget about.

¥'s 8 major project. 9
Properly, it should be spedifically designed for your plant, for the
diic location i’s going 1o occupy in your plant, and for the

adat environmental conditions it will meet there.

i should be installed with the same skill, and the same care and
on with which it was designed.

And, because It Is a major plece of machinery, it should be

gy attended to by its and bullders until it is working
periecion — and for as long after that as it remains in operation.

P.0. BOX 334
PALATINE, ILLINOIS

The MACARONI

JOURNAL

Please enter one year subscription:

FOODSERVICE MANUAL

containing
(1) Pasta os a Sales Tool.
(2) What Is Pasta? Some Definition
(3) Pasta Categories and Shopes.

(4) Pockoging, Stomge, Cooking
Directions

(5) Food service Equipment ond Pc to
Preparation.

(6) Nutrition and Calorie Counts.
(7) Cost/Yields of Posta Products «nd
Trode-up Tips.

[0 $12.00 Domestic O $15.00 Foreign (8) Merchandising Pasta.

: {9) Pasta in Trade ond Foodservice Medid
Fimn Write Price $10
Address. A NATIONAL MACARONI
City and State _ ip MANUFCTURERS ASSOCIATION
R | New Sublerigh P.0. Bex 336, Palotine, IL 60067
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Ridgefield Park, NJ 07660 Phens: Whike every machine or vital component ks enecied and
(201) 440-0022 (416) 773-4033 d in our plant, it has to be dismantied for
mi. When it's set up in your plant, we
i 10 be sure it's set up just so.
We do this — not because we
b a customer’s ability fo put one
A PASTA

it's just that we want you o get everything out of our machine
we designed and built into it.

So Len, Jiggy, Joe DeFrancisd, or someone just as skilled (in
engineering, assembling. or production). stays with you all along
the line. He's pant of the package. He's there o protect your
interests and get the machine into profitable production lor you
soon after it armves. He's a professional skeptic. He makes sure the
macaroni production line does exactly what we say it will. And,
when he says it works right, it works iight.

This Is precisely the way we work. In fact, since we started
serving the macaroni industry in 1911, it's the only way we've ever
known how to work.

If you'd like to work with peoph: who work that way, why not

cuntact us? Ask us to make travel
arrangements for Len or one of
our men just kke him

DEFRANCISCI MACHINE CORP.

Whout St Brookiyn, LY, 11206, 212-963-6000. TWOC 710-584-2449. Cabie. DEMACOMAC NY. Western Rep. Mo €o. 04 F, LievTyvle. L 60048 312 367 1011

Ot it T o ——a—— -
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WIDE SPREAD SPROUT DAMAGE
by Melvin G. Maier, Administrater
North Dakota Wheat Commissien

Weather damage to the 1980 North

Dakota durum crop already extensive
is potentially more serious than the

situation in 1977, the last year in obe i i
which serious damage occurred.
According to wide spread and num-
erous reports fully one-third of the Durum Crop Poor
crop hus already been Prices Up Sharply
Damage estimates range from bleach- Durum wheat uction on |
edkmhlodlmofgudetnhlgh 1, forecast at 90.5 bushels (2
aunugu actual sprouted ker- million metric tons), was 13
Twenty-one counties in the below 1979, Yield is forecast at |
northern half of the state ed bushels acre as hot dry
mdnmplnlm“ek'l North E:td uupundcrm'l"l:
: Crop and Livestock Report- for the durum crop in North D
g Service Report. Maolvia 8. Maler kota was mostly poor. By mid)
"Wdﬂ'wh'g""b:l‘:f none of the durum crop was good. #
reported in swathed grain. Up to weeks of wide spread rain and tem- remlwfdr,mpumlm
August about fifteen t of the perature conditions are ideal for ger- In face of the cTop prospect
durum crop in central and northern  mination not only in the swath but in  buyers the sot price for \
North Dakota has been swathed and m‘msr-m damage in 1 Hard Amber Durum to $755%.
another twenty-five percent has been standing grain of from 2 to 5% has er bushel on July 15, the highest pr
combined. Samples of harvested dur- been reported in numerous areas of since January, 1974.
um with an excess of 20% sprout have the state.
been reported. Most reports are less  The 1980 North Dakota durum crop Stocks
than lha:l.wbtlat tnl:“tpmut damage, was already badly reduced by drought  According to the Crop leportig
even at % level can adversely  with most market observers anticipa- Board, US. old crop dunim whe
affect the quality of dnrum products.  ting no more than a 60 million 1 stocks in all positions on June 1, 14
‘S]rmul ed durum has lost much  North Dakota durum crop, Carryover  were 57.4 bushels (1.5 mill
“mlluclul‘ilcﬂyiulhdmgh*knw- ofhlghqunlllydumm!mmrﬂyuﬂ metric tons), which was 37 perced
molin or durum Rour is mised o pro-  of 57 millon buhels and 1980'US. below last year's 85.8 millic, bus
uce pasta. Pasta products such as production of 90 bring the total durum  (2.33 million metric tons) a: | 14
spaghetti, lasagne and other loug supply to 147 million bushels, Last cent les sthan two years 0
break apart 'll“w‘ll'ﬁﬂ'hp?- year's domestic consumption totalled  year's farm holdings accour d for 7
:le:.\\menmkedlhwhuk al 54 million bushels and 83 million of the total or abou H.4m
te” or firmness of products made shels were ex Prices for No. ma;(mmn!un:mu
from 100% sound durum or blends Hard Amber were up sharp- compared with 60.7 milli
of 100% sound durum and wheat. ly and are expected to increase (1.90 million metric tons)
Much of the northern half of the further as the situation worsens. percent of the total stock:
state has experienced more than two The larger spread (about $200- ago.
Ares Harvesind Yield Preduciisa
Endicated Indicateod Bediomted
Stnde 1978 1979 1900 1978 1979 19 wn 1 in
1,000 ncres [ 1,880 Iomabebs
Minnesota 9 7 129 ns 370 0 m 2849 3412
Montana 2% 32 400 300 210 110 8,700 6,825 4.400
North Dakota 3240 3250 4,000 s 60 150 102.060 84,500 60.000
South Dakota 1% 165 225 200 220 170 3,500 3,630 340
REE s
Arizona 91 70 s 70 750 750 6370 1057
California 1s 45 100 750 500 780 8625 :ﬂ 7.500
Total US. 4,024 3932 4999 N 2.1 1 133328 106,654 90512
20

stocks totaled 12.9 million

2 thousand )metric tons

. vith 16.1 million bushels
%000 . tric tons) last year, April-
earance this year totaled
i bushels (722 thousand
to ' compared wtih 18.7 mil-
s or 509 thousand metric

wodr.

Exports
.S exports of durum wheat for the
year totaled 79.3 million
(22 million metric tons),
hich was an increase of 13.4 million
shels owrlulnym. The largest im-
mAFrh with a total of
12 metric tons. Durum
hoorts out of Duluth/Superior since
opening of the shipping season
ough July 10, 1850 totaled 15.8 mil-
™ compared to 11.4 mil-

Is one year ago.

Canadian Situation

Durum wheat, according to Cana-
n statistics, increased to 3,200,000
ey com to 2,800,000 acres
pown in 1979, The visible supply of
radian durum in licensed storage
ad in transit on July 2, 1980 amount-
dt0 7192 thousand metric tons, 74.3
bousand 1netric tons more than last
rar. With the early opening of the
Lawience Seaway and the new
s added during the last

ear, Canlian exports of durum in
he June 79-May 1980 period in-
peased | 1.7 million metric tons

----- o 1.4 million metric tons
d year lgeria, Italy, Poland, and
¢ USY . were the largest import-

total of 1.5 million metric

it Durum

s ply and demand factors
¢ provided substantial
the durum market may
ially increase acreage and

Foductic  in the southwest durum
of € lifornia and Arizona. Dur-

" In t.- southwest competes for
reage w ith cotton which is currently
ncing a very favorable market
ation. If that price strength is
Btained at current levels or higher,
Lo may a good share of
. potential 1981 SW durum produc-
: area. On the other hand if poten-
Producer returns from durum ap-

0

pear to be greater than from alterna-
tive crops at seeding time (December
and January), durum acreage could
increase substantially with the poten-
tial of 35 mil. acres or a possible 30
mil. bu. crop in 1981 compared to
18.7 mil. bu. produced in the south-
west in 1950. Substantial quantities
of 1981 Califomia durum an e
portedly already been contracted.

1981 Target Price

USDA has announced that the 1951
target price for wheat will be increas-
ed to at least $3.81 per bushel from
the current $3.63. At the same time,
the Department said that there would
be no set-aside program for either
wheat or com next year, Secretary
Bergland did, however, leave open the
rmillilily of a paid-diversion program
or wheat acres dependent upon the
supply situation in the spring. Deci-
sions on a haying and grazing pro-
gram will also be made later. Fanmers
must comply with Normal Crop Acre-
age to be eligible,

Mill Closing

Changes in transportation rank
among the major cconomic reasons
cited by Seaboard Allied Milling
Corp. for closing its 12,500-cwt mill in
Kansas City.

The impact of diminishing export
flour business also contributed to the
decision,

If economic conditions would be-
come more favorable within the next
year, the company would give strong
consicleartion to reopening the mill,
it was stated.

Closing of the Kansas City mill is
in harmony with the company’s pio-
neering role in the shifting of milling
operations from the wheat growing
arcas of the central Plains to the con-
suming centers of the Southeast and
East.

With the Kansas City closing, wheat
flour milling capacity of Seaboard in
the US. will be 72,100 cwts. Adding
durum capacity of 6,000 cwts and rye
capacity of 1000 cwts brings total
milling capacity to 79,100 cwts. Doub-
ling nF wheat flour capacity at Albany,
NY. currently under way, will in-
crease wheat flour capacity of Sea-

BRI T T

board to 79,100 cwts, and all four
to 56,100 cwts.

The mill to be closed in Kansas City
ranked with Culpeper, Va., as Sea-
board’s largest plant, both at 12500
cewts. Next in size is Buffalo, at 11,500
cwts. When expansion at Albany, N.Y.,
is completed, it will be Seaboard's lar-
gest milling complex, at 19,000 cwts,
including 14,000 cwts of wheat flour
and 5,000 of semolina,

The first step in Seaboard’s shifting
of capacity was opening of a new mill
at Chattanooga, Tenn., in 1963, A mill
was opened at Jacksowville, Fla,, in
1965, and a mill at Culpeper, Va.,
came on stream in 1970, Seaboard
apened a bakens” flour and semolina
mill at Port Allen, La., in February,
1975. The Albany mill began opera-
tions in June, 1976.

Seaboard has flour mills in Jackson-
ville, Fla., Port Allen, La., Albany awd
Buffalo, N.Y., Chattanooga and Cleve-
land, Tenn., Culpeper, Va., and two at
Topeka, Kas, In addition, the camn-
pany has flour mills in five countrics
in South America and Africa with &
combined capacity of 20,600 cwts,

Pillsbury Annual Report

The Pillshury Co. 1950 annual re-
port gives major attention lo returns
on capital investment, declaring that
“improving the rate of return on in-
vested capital requires  satisfactory
rates of return on new capital pro-
jects, improving returns on present
operations and  converting  existing
assets with unsatisfactory returns into
cash for reinvestment at more attrac-
tive returns.”

This is in line with the company’s
goal of achieving an annual per-tax
return on average invested cnpilal of
35% . The actual retum in fiscal 1960
was 19.2%, as average invested capi-
tal in the year increased by 24% to
$1.24 billion. Invested capital is the
sum of working capital and non-cur-
rent assels.

The report sets forth the following
criteria on new investment decisions:

“New capital projects are subject
to a common discipline of analysis
throughout the company. Profit-add-
ing projects must generate at least a
16% after-tax return on net cash
flows over the life of the project, This
minimum was increased from 15%
d-ring the year.

(Continued on poge 24)
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o ides essential, timely market data-
| helps you make sharp buying decisions.
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: .:l)\l .\Ii!il‘ing kn‘:ms that when yvou buy is often just as important as
3 0w much vou buy.
r— So 10 help our customers. we combine our nearly 80 vears of mn-depth market

experience with the sophistication of ultra-modern data processing techniques —
to provide our customers with dependable. detailed information on the current
market conditions and the significant trends

s is an extra service — a benefit for ADM Milling customers. As a result.

customers have confidence in the fact that they are basing wr———y,

ir buying decisions on the most accurate. up-to-the minute ik

ket dara available. . .8 ( . 3
S8\ ou are positively assured that you will get top quality = e .
“te reliable service. and dependable delivery (with our computer B\ k. v

Faings nasaplus) — as well as valuable market information you
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Pillsbury Report

(Continued from poge 21)

“This hurdle rate for project eval-
uation is not to be confused with the
pre-tax retum on invested capital
used for measuring the current pro-
ductivitiy of the total pool of capital
employed. Projects successfully meet-
ing our hurdle rate will enhance the
retum on total invested capital”

The report says that American
Beauty pasta maintained market lead-
ership in its aress west of the
Mississippi River. American Beauty
had a 21% share, against 11% for its
nearest competitor,

Pharkating

William J. O'Meara has been pro-
moted to marketing manager — Elk-
ery flour/durum for the Industrial
Foods division of International Multi-
fnods Corp.

In O'Meara’s new capacity, he will
be responsible for the pricing and
marketing of Multifoods bakery and
specialty Bours. sol:e was formerly ex-
port/specialty Bour manager.

In other action, Amel{ﬁl. J
has been promoted to export ﬁes
manager for the division. She will

Government Purchases
The following table shows A.S.CS.
of durum flour, farina and
pasta products in 1979, with compari-
sons, in cwts.

Cwis 199 1978 1M 1976

Durum

Flour 54,100 86,500 111,200 87,330
Farina 25,780 27,220 21,860 29,840
Macaroni 125,330 154,090 10,320 83980
Spaghetti 154,610 0 0 0
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handle marketing and sales of all ex-
port flour including USDA and P.L.
480 bids. Both O'Mecara and Jaeger
report to William B. Deatrick, division
vice president — marketing, Industrial
Fi division,

International Multifoods, based in
Minneapolis, is a worldwide food pro-
cessin mmmy with nnle.ll sales of
$1 billion, company opera-
tions in the Uultedl::llu. Clnp::!:.
Venezuela, Mexico, Brazil and fran-
chising activities in the United States,
Japan, Canada and Thailand.

Foremast-Mcl{esson
Establishes Scholarship Fund

A $1.5 million scholarship fund has
been established at New York Univer-
sity by Foremost-McKesson, Inc.

The new fund was announced joint-
ly by Thomas E. Drohan,
and chief executive officer of Fore-
most-McKesson, and Dr. Ivan L. Ben-
nett, Jr., acting president of NYU, the
country’s largest private university.

Dr. Bennett said that income from
the fund would be used to provide fi-
nancial aid to highly qualified students
at the university. The scholarship will
be adrainistered by NYU and awarded
on me it as well as need, with prefer-
ence yiven to current employees, chil-
dren and children of present,
retired »nd deceased employees of
Foremot-McKesson, As many as 100
studen/s may receive financial assis-
tance under the scholarship program
each year.

Although the scholarship

will be nationwide, Drohan noted that

12-WEEK TREND V5. YEAR AGO AS OF NOVEMBER 16, 179

Selling Areas Marketing, Inc. re- t-ends of Food Operators Handling

reports Generic Label Penetration and  Generics.
Dellars Posads
Generic Gemeric PL Total PL Gemeric Gemeric FL

Cabe- % % ‘1 % % % 1.1 vy
gory Share Change Chamge Change Share Changy Chenge Chamge
Pasta kX +1389 +34 + 164 63 +114.7 —35.1 + 94
Canned
Pasta
Dishes 32 +++ N.R. NR. 4.5 +4++ N.R. Noa-
Dry Reportable
Packaged
Dinners 4.1 +414 —55 + B84 83 + 338 =17 + 69
ltalian Food

Sauces 6.7 +++ +34 +139.6 110 +++ —82 +1498

+ ++ Cain of 500% or more

approximately 1,000 Foremost \lcks
son employees reside in the ey
Niw York City ares. Many | they
employees work for the C, F. luelly
Cumpany which Foremost-M Kegy
acquired from NYU in 1974 Th
Mueller Company, the nation".
pasta manufacturer, is headqu.arterd
in Jersey City, New Jersey. The For
most-McKesson Wine & Spirits Grog
is headquartered in New York City.
The t company, which repon-
ed 837 billion in sales last year, i
::;5! ed in the distribution of
calth care, wine and spirits
chemicals, and in the manufactore o
food products. Foremost-McKesson
headquartered in San Francisco.

Pasta in Other Countries

From Cali, Columbia comes the
port that there are some 53 plantsin
the country with wide variations x
to production capacity.

In addition to wheat semoliny,

soy, com meal and rice
are used as raw materials.

Spaghetti is the most popular shape
accounting for some 35% of ronsump
tion. Noodles are next accounting for
15% of consumption.

The industry is plagued with price
wars and low profit margins hecause
of over capacity and beccuse con
sumption has not met expectations

In Spain

In Spain consumption trend: haw

Macaroni and vermicelli . ¢ th
most popular varieties sold i cell>
hane between 80 and 90 pes as p

ile.
United Kingdom

The United Kingdom is pre licting
growth at 5% per annum fron. 1
that is extremely low when co: |
to European or US. ems

The six domestic plants face « ompe
tition from poor quality imports fro®
other European countries. They bave
insufficient funds available to dram*
ticcaly change quickly consumer es
ing habits away from the tradit
British potato to pasta.

In Begium
The country’s three maker
report a slight increase lnp“:lﬂ-

W nt wei

ang! + at PMMI Show

Amon: the new products introduc-
Jat th 1980 PMMI Pack Expo by
vangle Package Machinery Com-
, Cl. .ago, I, were a variety of
stry *irsts,” including the first all-
qopro cssor controlled packaging
sem and the only entirely self-con-
ined n\ing system.
The company also exhibited its new
stem for packaging fragile items and
pew accessory that
suntly generates performance data.
Completing the Tiiangle exhibit
a packaging system that makes
bt bottom bags and a twin tube sys-
that delivers the production and
atility of two machines in little
ore space than one unit occupies.

The Triangle exhibit featured state-
the-art packaging systems includ-

System 2000 — This all micropro-
sor controlled packaging system
mbines a Flexitron 2000 weigher
d a Pulsamatic 2000 bag machine.
features digital ke;board control,
[RT screen readout, and cartridge
Besides more efficient and highly
munte performance, the System
005 key! and CRT combina-
m greatly simplifies operator con-
o In%lll:mopcnlmlmadﬂm dia-
ue, Trian rogramned cait-
: m!wmby the operator
ut memory loss,

Flexicas: r — Tidengle's new ag-
g fysten is the or sel!-mlr’n.t‘a:lknfd
st for { xible pouches that elimi-
ey all | nd-packing by integrating
valety « | functions,

The sys: ‘m erects a corrugated box
T KT ey it It
: s ilexi es into it,

seals .nd dlichuguglhe box.

7 Syt — Fi products are

lly | andled by Triangle's new
Spter. Product rapidly “slides”
and form-fill-
g, thereby avoiding breakage.

Weighgard — The company's new
my!i:?ﬁlslnw
Mol of Triangle’s 1600 series
“on weighers instantly gener-
) Binimum and maximum weights,
8t weight and standard devia-
samples are not .ocessary since
“Sheard data is determined from
[0 m

e

'l'vlu‘b. "'l'l Product (FP) System

automatic calculations of the previcus
100 weights per scale headl.

Flat Bottom Bag - This exclusive
system creates a package that stands
erect by relaxing flm while lower
package gussets are formed and seal-
ed, preventing product from entering
the folds,

Twin Tube Systems — Twice the

uct than a single tube model in

ar less space is produced with this

new Triangle packaging system. Dual

controls I!faw two different products,

weights, bag sizes and materials to
run at the same time.

Additional information is available
by writing Triangle Package Machin-
ery Company, 6655 West Diversey
Ave,. Chicago, 111 60635,

Spaghetti Winder

An invention patented by a Swiss
merchant wraps spaghetti around a
a fork so that it can be lifted to the
mouth without splattering the table-
cloth or clothing. Janos Zapomel, who
runs a hardware and cookware store
in Basel, was granted patent 4,211,372,

The winding is done in a circular
device that can be attached to the
edge of a dish, The cater pushes a
fork loaded with loose spaghetti into
the device and rotates its collar. The
patent says the disordered spaghetti
is neatly wound on the fork. The win-
der is being manufacturer in Basel,
and Mr. Zapomel is reported to be
planning production in the United
States.

Accurate Checkweighing

Accurate weith readings are an
important part of every checkweigher.
At Hi-§ Checkweigher Co., Inc,
every checkweigher is designed and
built to meet each customer’s accuracy
needs. The range of accuracies avail-
able varies according to a number of
factors including product weight, line
speed, product characteristics.

No Exaggerated Claims

Hi-Speed does not makeexaggerated
claims for checkweigher accuracy. Ac-
curacy is quoted according to statisti-
cally valid parameters and to the level
of accuracy required by the customer
to solve their weight problem. Some
applications require and are therefore
designed to prived accuracies of + 3
milligrams. (‘;Lher checkweighing ap-
plications may have accuracies as high
as = 1 ounce. It all depends on what
is needed.

Rigorous Accuracy Tests Before
Shipment

Every Hi-Speed checkweigher is
subjected to a rigorous set of accuracy
checks before shipment. These accur-
acy tests begin with the Automatic
Checkweigher Test Procedure (ACTP)
which consists of a multiple series of
20 pass tests around the reject zone
limit. All COMPUTA-WEIGH equip-
ped checkweighers are further tested
with accuracy tests at ¥4, Y2 and %
capacity plus a 100 pass test to deter-
mine the accuracy based on the stan-
dard deviation statistic. All accuracy
test results are shipped with every
checkweigher as a final proof to the
customer that the machine was built
and tested to conforn to the accuracy
specifications made in the customer
purchase order.

Thiy is not standard procedure for
some other checkweigher manufac-
tuers and it should be. It is to every
custoiners benefit to have recognized
accuracy test procedures which meet
approved and valid statistical guide-
lines.

Sample Accuracy Test Forms
Available on Request
Complete information and sample
copies of Hi-Speed accuracy test pro-
cedures are available from Hi-Speed
Checkseigher Co., Inc, P.O. Box 314-
M], Ithaca, New York 14850.
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Partners.

Peavey and pasta makers Working together partners in
protit. Milling of Semonna and Durum flourisn t a sideline
with Peavey We re more in the total peopls tending

process than most supphiers to the pasta ndustries from
field to table Peawes 1S a leading supphier in botn quality
products and product:on capacity for service to customers
toral needs We o been at it over 100 vears And ae
believe our tulure groat depends on helping our pasta
manutacturers arow

Infac! pastas a&ay of iie sith many of our Peayey
peopls Everything we do has one objechive To bning you the
tinest Dutum products With nich golden color The color of
quality K ng Midas Semalina and Durum tiour

That's why we beain aith the North Country s tinest Durum wheat And mull g
in facihties designed specitically for the produchon of — -—"f‘r;,vr—l
Semolina and Durum fiour 4

We make pasta in miniature: press and dryer 0perations &
And we check the pastia tor color and corstancy We also
work with out customers on nes product nno,ations
creative shapes & TS M ature eQuipment
Confidentially. of course

We even develop 1ecipes using pasta Likne the dishes al

A

the le Anything tha! he s Mk PASIA MOTC appe,
te1h

e houss.ale s q 1 tor the DS MAaRers
And good tor Pease
Today Pia. & thes * st s ppoeet of Duram produ
atotal range 1 AN 1 wiations Tomatch your needs
Plus people aho ook u nIMemes, 68 48 yOur pasta pariner

I)Cil\'C} Food Group

Saies Mices *




DIETARY GUIDELINES AND THE FOOD INDUSTRIES

by D. Mark Hegsted, Adminisirator, Human Nutrition, U.S. Department of Agricul ure,
Speaking to the Institute of Food Technologists

assume that the honor | have of
talking to you is indicative of a
changing perception and interest in
nutrition among food technologists.
I have been lurd many times in the
past that ‘you can't sell nutrition." 1
am sure that the evidence is abundant
that a product that is nutritious —
however that is defined — may not
sell. We do not buy or consume food
simply to fulfill our nutrition needs
and a product will not sell unless it
has other characteristics that are de-
sirable, Yet it is also true that our diet
must fll nutritional needs and the
challenge, is to uce ucts
which l':nl only yief:lr:dnulﬂul::sddld
but are sellable in other ways as well.
An increasing proportion of the total
amount of food consumed by the
American public is now processed to
greater or lesser degree outside the
ome. As more women work, share
the responsibility for producing in-
come and have less time to devote
1o food “Irepantion. it is likely that
this trend will increase and as it does,
the nature of the food eaten and its
nutrient content will be increasingly
dependent upon the commercial pro-
cessor rather than the person who buys
and puts the food on the table. It
seems to me inevitable that the food
industries must assume greater respon-
sibility and be held responsible for
nutritional consequences of the Ameri-
can diet.

This is not an casy task since we are
talking about the “diet™ as a whole.
The array of products available is so
large that it is clear that anyone who
has adequate knowledge can select a
nutritious diet. Yet this large array of
foods accompanied by promotional
efforts makes it increasingly difficult
for any consumer to select food ap-
propriately. As it becomes more and
more difficult for the consumer to con-
trol his diet and make appropriate se-
lections, it is legitimate to ask where
the responsibility of the industries lies
in assisting the consumer. In simpler
times it was probably legitimate to
assume that if a grocer presented food
products in an attractive place and
was pleasant and helpful, he had ful-
filled his responsibility. With only a
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few hundred items to select from, a
reasonably  knowledgeable person
could be expected to select a reason-
ably nutritious diet for the family.
Now the definition of a nutritious diet
is more complex as our knowledge of
nutsition has increased, the consumer
is ex to a great deal of promo-
tional effort, and the vast array of pro-
ducts makes it more difficult to distin-
guish between products or increases
the opportunity to make less than de-
sirable selections. The challenge and
opportunity for the food industries is
clear.

Americans Are Healthy

It is important to emphasize, of
course, that the net effect of the great
changes in our food supply during the
past 30 or 40 years has not been a
negative one on the health of the
American people. As has been empha-
sized in the Surgeon General's R
(1), Americans are healthier now than
they ever have been and the food in-
dustries have played a role in this.
This does not, however, mean that the
Lealth of Americans is optimal or that
nothing remains to be accomplished
in nutrition, Quite the contrary.

Processing of food by industry is
often, if not ﬁ:nvmlly. perceived by
the public to be a negative influence.
Same of the reasons for this are as ap-
parent to this audience as they are to
me. Yet it is abundantly clear that this
is not necessarily true. Most of the
food we eat is processed either by the
industry or at and the process-
ing procedures can be, and probably

usually are, better controlled inds.

trial processihg than they are .t home

Setting the record straight i simph
another challenge for the food indue
tries and nutritionists, Yet processing
may have negative effects on nuti
tion quality and blanket denials are

also inappropriate,

We are now in a transition period

in the definition of a nutritious diet

Prior definitions were based almos
entirely upon vitamin, mineral and
g,olein content. This was appropriate

or 30 years ago and consistent with
nutritional knowledge. It is now w
longer appropriate. The joint state
ment issued by the USDA and
DHEW entitled “Nutrition and You

Health; Dietary Guidelines for Amen-
cans’ sets new objectives and, nct
withstanding some objections which
have been made, esents a consetr
sus of scientific opinion on the issvs
at this time. The message is one of
moderation, not only moderation i
total calorie consumption, tut with
specific recommendations for modet
ation in the intake of fat, saturated
fat, cholesterol, sugar, salt an alcobd
and recommendations for increasd
lrs and
2 oo
recom
reased
ned b

consumption of fruits, vegeta'
grain products. This represen
siderable departure from pric
mendations which urged i
consumption of products de:
assure an adequate intake of -
nutrients. The essential nutri its are.
of course, just as essential nov 15 they
ever were. The Dietary Guid nes &
not mean less concern about
nutrients but this concem
combined with a concern for
stituents listed above, This i
difficult job, It is not possibl. for &
ample, to throw the uival ol 8
vitamin pill into a pr:]ud o labd
it nutritious.
Deficiencies Occur

Nutritional deficiency disc.ses B
doubtedly do still occur in th United
States and we must be viglant ®
searching for those who arc
nourished and find means to allevid®
these differences when they &8 b
identified. 1t should be clear, howe't
to any one familiar with the cw!
evidence that most of the defices?

ust be
e cor
A mort

tenes - hich can be identiBed are
el mild and nutritional defi-
. s not constitute a wide-

Not the Last Word

It is not concluded that the Dictary
delines are the last and ultimate
word in nutrition. All recommenda-
tions stand to be corrected when it is
jutied by evidence and experience.
Recommended Dietary Allow-
uces, for example, which have pro-
vided the: basis for dietary recommet
dations in the past, have been regular-
reviewed and modified at ve-year
. It was not concluded that
modification of the RDA means that
t recommendations were use-

o e
Wi

would | m

The ¢ blishment of RDA has al-
vin b done with the full realiza-
tion that : e nutrients needs of indivi-
duals of - ailar age, sex andactivity do
vy and with the understanding that
the nutrirut needs of a fic indivi-
wuld not be The RDA,
tereforc. have always been relatively
Erverous und in excess of the expected
*ed of most individuals. The levels
lected by & particular committee can
h.dluquﬂly are debated, and
h‘tmhm‘
comclusions

tions should maximize henefits and
minimize risks for the greatest num-
ber of , The same principles
must be followed in developing rec-
ommendations to moderate consump-
tion. Since practically everyone in the
United States is at some risk of devel-
oping one or another of the chronic
diseases associated with over-consum-
ption; since our capability of identi-
fying those at risk is limited; since
there has been no risk identified with
reduced consumption of fat, saturated
fat, cholesterol, sugar, salt and alco-
hol and incre muuml]:‘i:sn of
fruits, vegetables and grain ucts;
and slr:g no advantage has been
daimed for diets high in fat, choles-
terol, sugar, salt and alcohol and now
in vegetables, fruits and grain pro-
ducts, it would be i ible not to
the public wit[: such advice.
is no more and no less than the
conservative position that nutritional
recommendations should maximize
benefits and minimize risks

No-Growth Industry

It would seem quite clear that no
dietury jons can be de-
veloped which will be equally and
uniformily acceptable or advantugeous
to the food industries as a whole. Total
food consumption in the United
States is probably about as large as it
can get and the extent of obesity indi-
cates that it is higher than it should
bt:lTM food sales cannot bcne‘;npe::-

to increase cxcept in propo 0
population growth and it would ap-
that we now waste enough food
to account for population for
years to come. Distribtuion is, of
course, not uniform nor adequate but
it would aj that within ¢he US.
the food industry is or ought to be
practically a industry, Thus
to Eﬂn or lesser degree, every part
of the industry competes with all other
parts. Increased consumption of one
product ought to be balanced by de-
creased consum of something
clse. Projected or actual increased
sales will come out of the hide of
someone else in the industry. Nutri-
tional recommendations to increase
of one class of products
should ordinarily be associated with
decreased consumption of others.

Ita; inevitable, therefore, that
the nutritionist will be seen as an op-
ponent to some segment of the indus-

try. This was not so bad as long as the
recommendation was simply to limit
consumption of total calories which
fell, more or less uniformily, upon the
industry us a whole. More specific
recommendations to limit consum
tion obviously pose more speci
pblems, We understand that the
rnr::ilwu of husiness is to make money
and that no one likes to have the dis-
advantages of his product displayed.
Yet it is also a truism that excessive
consumption of anything, whatever its
nature, is undesirable, The food indus-
tries do encourage overconsumption.

As | have already indicated, the
sophisticated  consumer which you
serve Increasingly deserves and de-
mands better information about the
advantages and disadvantages of a

uct and its place in the diet. Ty-
pical food advertising focuses on the
nutritional advantages of a product,
however trivial these may be. [ sup-
pose the basic question that the indus-
try faces is whether or not or how the
industry can present a balanced pic- \
ture which wi\l truly assist the consu-
mer in making wise choices. We all
agree that the message of moderation
does not imply elimination of products
from the £d yet it obviously docs
mean less consumption of some kinds
of ucts or constituents of pro-
ducts. The only industry that I am
aware of that has seriously tried to
deal with the problem of over-con-
sumption is the liquor industry. The
issue can at least be raised whether
or not in a sophisticated society, bom-
barded with advice, a message of mod-
eration and corporate responsibility g
may not be as effective as the hard
sell.

Criticized from All Sides

The Dictary Guidelines have, of
course, been criticized from all sides.
They cither go too far, they don't go )
far enough, or to quote Dan Green- \
berg (2) “No one can quibble with the
Guidelines — seven ints, What's
curious . . . is that it could have been
issued 10 years ago.” In other words,
the Guidelines are common know-
ledge already. 1 do not wish to deal
wilﬁ all of these criticisms. The evi-
dence to be reviewed is massive and
has been accumulating for many years.
The guidelines are in accord with the
conclusions reached by many expert

(Continued on page 32)
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WITH EACH MICROWAVE
DRYER

B Up to 4 imes the production in
the same leet of floor space (a bar-
gain in itself with construction
costs in the $40 sq /It range)

B Free production 542% with a
5-day week

W Save energy Tesis prove over
50% total energy savings com-
pared to some compenhtive dryers

B Santdtation savings Mimimum
$100 each cleaning Most easily
sanihized dryer hose it down or
steam clean i

B Save on installation Fabricated
and assembled at our plant Up to
5.000 man-hours savings

B Other factors of increased flex:-
bility less waste from spillage
more exact moisture control

A BETTER PRODUCT

Finally we have the capability
we ve been trying to achieve for
hundreds of years—drying maca-
roni products from the inside out
Untl now we have had to wait for
the product 1o sweat or ‘rest so
that the moisture would migrate to
the surface. when we could again
dry some more in small stages
We had to be careful not to “case
harden’ the product so the moist-
ure would not get trapped. thereby
causing the product to keep drying
on the outside, but not properly
and to check at a later date
when that moisture finally did
make ils escape

SAVE OVER $1MIpI1IN TEN Y

Microdry actually proc  as 34
ter product than does ¢ venty
processing The supe nty g
the cooking strength nd b
when ready to eat. ar the g
enhancement and m: obiplg
when presented in th: packs
We will be pleased to « .bmitg
ples of product made < the
press. same die. same f.:v mate
but dried inconvent onal
Microdry units You will readiy
the color difference cook
taste the bite differences
measure for yoursel! the sta
sluff off each product

B Kills all weevils—eggs lxJladryng operation from
ton line comparisons by Iwo

and adults
B Kills all salmonella Stag* wrecessors. Shows tolal energy

Coh and Coliforms Great),
duces total microbial counts

B Makes a produc! =:th ne
color

%
L. 3
#

T'ne Macarosi Jot s BRKI0RE K |9K()

_——1

WHAT USERS SAY:

B Lowest downtime We keep an
accurate record of all downtime
and express It as a percentage ol
time down to time scheduled
Microdry leads the list at less than
20

o
Plant Manager ol a leading mid-
wesl operation

W All future equipment will be
Microdry

Techrical director of a large pasla
plant

B | guess the greatest comphiment
| can pay to Microdry i1s that if we
were going 1o install another Short
Cut hine in our Operation it would
definitely be a Microdry' Micro-
wave Dryer

Execulive Vice President. pasla
manultacturer.

v

EARS!

UNITS IN THESE LBS HR
CAPACITIES 1500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE ON ORDER FOR

m GOLDEN GRAIN PLANTS

7 umits

Chicago. Seattle. San Leandro
mDAMICO 1 unit

Chicago

m CATELLI 1 unit

Montreal

m GOOCH 2 units

Lincoln. Nebraska

mOB 1unt

Fort Worth. Texas

®LIPTON 2 umits

Toronto. Canada

® GILSTER MARY LEE 3 units
Chester. Illinois

mWESTERN GLOBE 2 units
Los Angeles

® PILLSBURY CO (Amencan
Beauty Division) 2 umits

Kansas City. Kansas

M SKINNER 1 unit

Omaha, Nebraska

m Diewasher by Microdry. More
compact. 2.000 p.s... water nozzle
pressures

MICRODRY Corp World leader
in ndusiral miciowave heating

MICRODRY

3111 Foslona Way
San Ramon CA 9458). 415/837 9106
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Dietary Guidelines

(Continued from poge 29)

groups over the past 15 or 20 years
and r_r‘m-mll sensible advice to the
public based upon current knowlecge
and no one has seriously suggested
that following the guidelines will im-
pair health,

Nevertheless, some of the criticisms
and counter proposals are rather re-
markable, The statement from the
Food and Nutrition Board (3) in con-
formity with the position of the Ameri-
can Medical Association (4) is that
“Every individual should he aware of
his risk fnd:’r le, which includes
assessment yperglycemia, hyper-
cholesterolemia, hypertension  and
family history.” Then, if any of these
.p;r ”:!mormml‘;. they should see their

clan receive a te die-
tary advice. "Abnormal’ pm‘ defined
but consider what this means. Nearly
half of Americans die of coronary
heart disease and, thus, if our ability
to define risk were adequate about
half of all Americans would be in this
group. Some 20 percent or more of
Americans have clinical hypertension.
The value reaches 50 t or more
in some age and sex groups and there
is increasing evidence that increases in
blood pressure less than those defined
as clinical hypertension do impose
some risk. Most Americans have some
increase in blood pressure as they
grow older. 20 to 40 percent of Ameri-
cans are obese, Perhaps 5 to 10 per-
cent are diabetic. Many, ps most,
Americans have more one risk
factor, but what appears to be antici-
pated is that nearly the entire popula-
tion would eventually be “on a diet”
specified by their physician. This sug-
gestion is made in spite of the repeat-
ed conclusion by the nutrition com-
munity that the average physician is
not well informed about nutrition and
we also know from ourexperience with
obesity that being put on a diet is not
a very effective exercise. This recom-
mendation ignores public health prin-
ciples, Public Imh‘:umellmds are re-
quired to deal with public health
problems and this is particularly true
of the chronic diseases which may
have a long incubation time and in
which treatment is admittedly not
very effective, Public health methods
should, of course, be supplemented by
treatment and curative medicine and
those at highest risk should have

2

:L:Idnl iltrhntl;:mt Yet even if we could
w group at hi risk—
the 20% , assuming m conld
be identified--we would not effectively
deal with the public health problem
(3).

This kind of recommendation ig.
nores the fact that atherosclerosis,
which untﬁlu coronary heart dis-
case, deve over a very lon, od
of perhaps 20 or more yurf lI':'.ﬂthe
effects of this and similar discases are
to be ameliorated, good dietary prac-
tice over a life-time will be required.
Everything we know about these dis-
cases tells us that children should be
uufht good dietary practice which
will not only maintain their health
but ect them from future health

If we follow the philo:nvhiul argu-
ment of identifying individuals at fl:l

and then ing a te indi-
vidual advice to its logical end, then
we would also ask for each indivilual
to be examined to determine whether
or not he is at risk of nutritional defi-
clency of any of the 40 to 50 essential
nutrents while consuming his usual
diet, and then have a physician pro-
vide appropriate advice. After all
why should we bother an individual
by urging him or her to consume a diet
which will provide all the essential
nutrients at levels specified by the
RDA when we believe that relatively
few individuals will benefit from such
diet?

The statement from the Food and
Nutrition Board wamns against broad
general recommendations and then
proceeds to make such a broad general
recommendation against excess salt
consumption. An examination of the
evidence will demonstrate that there
are more convincing reasons to re-
duce fat and cholesterol consumption
than to reduc~ salt consumption al-
though both, of course, are appropri-
ate.

Finally, the Board states correctly
that when the benefits of a recominen-
dation are uncertain, it should be care-
fully examined to be certain that it
will not be harmful. They should have
borne this caveat in mind when they
conclude that the average American
does not need to reduce his fat and
cholesterol consumption. To my know-
ledge no-one has concluded that diets
of the kind recommended in the Die-
tary Guidelines—will be harmful in

any way and a great many
our curret i

lated to sex, physical ity, ag
dietary advice. Obesity is a risk fact
and the deve t of long-term d
cipline should
diets physical activity Is im
IUmlmion of salt and alcoh
s wise, We are also in agreement thy
dietary fat and cholesterol are l'“ﬂ
tant determinants of serum lipid

els and that these are risk factors d
atherosclerosis and coronary heat
disease. Where we disagree primaniy
is in the most sensible adviie abodt
dietary fat and cholesterol ¢ msump
tion for the American publi
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A Backs Moisture Loss Rule

Ina major victory for the flour mill-
industry, Food and Drug Admin-
tntion has a net weight
regulation which retains the
wgnition of moisture loss in family
bar and certain other packaged foods.

In its new , the F.DA.
mld est:blish a maximum accep-
ble leve! «f moisture loss in flour of
1 ;Cun- t regulations Proﬂde only
e reaso: ble variations” from slated
weigh ut do not spell out these
b, Tl % variation is considered
onabl v milling industry experts.

\. action, published as a
e in the Federal Register
tems from petitions sub-
7 by weight and meas-
of California and several
in the wake of a historic
e Court ruling upholding
of flour millers and exist-
egulations on net weight

The F

Aug, ¢

State Petitions

Thesta petitions urged the F.D.A.
" thange: 1ts labeling regulations, as
ol ag asking for revisions in similar
5 of the t of Agricul-
", which permit weight variations
e to unas le deviations
Ranufacturing or to loss or gain of
|1 e conten in distribution.
efiect, the Supreme Court said

=, 1980

fuii ¥

federal lations must prevail over
Californias more  stringent  state
weight labeling regulations, which
make no allowance for gain or loss of
moisture and require that average
weight of the package when inspected
at retail must at least be the stated
weight on the package.

F.D.A., in publishing its proposed
rule, reiterated several points made
by the Millers’ National Federation
and the Grocery Manufacturers of
America at 1977 hearings on the reg-
ulations.

“The evidence gathered at both
state and national levels,” F.D.A. said,
“fails to substantiate the claim that
consumers have been subjected to sus-
tained or intentional short-weighing.
On the contrary, the most recent na-
tionwide survey reveals that consu-
mers routinely receive a 4% overfill
for the average of all packaged foods
purchased.”

Comnenting on the California pe-
tition that a minimum weight standard
at the retail level be established, F.D.
A. said, “The Millens' National Fed-
eral estimates that the level of over-
pack required to accommodate the
position advocated by the California
petitioners lies in the 5 to 6% range.
Congressman Dan Edwards from the
10th district of Califomia indicated
than an error level of 5% on cach
packaged food would result in an ex-
tra charge to consumers totaling $1
billion annually.”

F.DA. also cited the Federation's
testimony that use of hermetically
sealed containers to reduce moisture
loss would cause flour and rice to de-
teriorate more quickly when stored
in air-tight containers, and would
substantially increase the costs of
packaging.

The F.D.A. indicated it would con-
sider product additions to the cate-
gories, as well as additional maximum
moisture loss ranges, if justified by
submitted data. It cited dried fruit,
macaroni and noodle products as ex-
amples of other foods losing moisture
during storage but for which "a rea-
sonable judgment regarding an ac-
ceptable level of moisture loss could
not be made.”

F.D.A. said comments on the pro-

1 should be submitted by Nov. 6

to Hearing Clerk, F.D.A., Room 4-62,

5800 Fishers Lane, Rockville, Md.
20857,

e N e e i

USDA Issues Nutrition
Labeling Data Sets

The United States Department of
Agriculture has recently issued a
booklet on Food Composition Data
which is an expansion of data pub-
lished in “Nutrition Labeling . . . Tools
for It's Use™ and “Agriculture Infor-
mation Bulletin #342."

Twelve compaosition values for com-
mon household measures of 585 fowds
are included.

Composition values are for food en-
ergy, protein, carbohydrate, fat, and
percentages of the U, S, RDA for pro-
tein, vitamin A., vitamin C, thiamin,
riboflavin, niacin, calcium, and iron.
Calories have been rounded to the
nearest whole calorie and to the near-
est gram of protein, carbohydrate, amd
fut. Nutritive values are based on those
in Agriculture Handbook No. 8, “Com-
position of Foods . . . Raw, Provessed,
Prepared”; Agriculture Handbook No.
456, “Nutritive Value of American
Foods . . . In Common Units™,

U.S. Recommended Daily Allow-
ances as follows:

Protein oo
Vitamin A 5000 International Units
Vitamin C -

-5 grams

60 milligrams

Thiamin .o L5 milligrams
Kiboflavin ... 1.7 milligrams
Niacin om0 milligrams
Calcium oo o L) grams
Tron oo 18 milligrams

Macaroni and cheese have been in-
cuded in the “Meat Alternate”™ sec-
tion. Baked from a home recipe, 1 cup
exquals 200 grams; 1 cup of canned en-
riched macaroni and cheese equals 240
grams.

One cup of home cooked chicken
and noodles equals 240 grams, This
is listed! in the “Stews and other Com-
binations™ section. In the same cate-
gory are various forms of spaghetti.
The following equivalents are given.
All amounts are l‘nr 1 cup of enriched
spaghetti. Spaghetti in tomato sance
with cheese from vither a home
recipe or canned equals 250 grams.
Spaghrlti in tomato sance with meat
balls from a home recipe equals 248
grams, while canned spaghetti in to-
mato sauce with meat balls cquals 250
grams.

3
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Labeling Data Sets

{Continued from poge 31)

In the pasta and noodle section the
following values are given: Maca-
roni (enriched) cooked to the ten-
der stage and served hot has 140
grams per cup while if served cold the
nuvmber of grams decreases to 105. If
the macaroni is cooked to a firm state
the number of grams per cup is 130.
The number of grams per cup of
cooked, enriched noodles is 160.

One cup of either chicken noodle,
turkey noodle, or beef noodle soup,
all canned, condensed, ready-to-serve

with an equal volume of
water contains 240 grams. The same
figures apply to dehydrated chicken
noodlcmp(!u.puhh"renﬂudwltb
4 cups of water) or noodle soup
(2 oz. package mixed with 3 cups of
water.)

USDA and FDA Reproposs
Net Weight Labeling
Requirements

The U.S. Department of Agriculture
and the Food and Drug Administra-
tion of the Department of Health and
Human Services are posing to
:mdify their net weight {:l‘:eling regu-
ations to ly define just how
much the wp:ie:h’lc of a aged food

label.

“We are aiming for regulations that
will result inaccuratestatements about
the contents of containers,” said Carol
Tucker Foreman, assistant secretary of
agriculture for food and consumer
services.

“The lack of precise federal la-
tory guidelines has made it difficult
for state and local authorities to de-
termine if net weight declarations are
accurate at retail,” she said.

Jera E. Goyan, FDA commissioner,
said, “The defining of what variations
are allowed should benefit consumers
and producers alike.”
£l The USDA proposal defines net
Y weight as the total weight of the pack-
age and contents minus the weight of
the packaging materials. USDA has
not determined whether to include
liquid absoibed by the packaging in
the net weight, Foreman said.

"We particularly want public com-
ment on the liquid issue,” she said.
“We will decide after reviewing the
comments.”

B o

may vary from the weight listed on the  I®

“Reasonable variations” from stated
net weight have been permitted since
Congress used the phrase in 2 1913
amendment  which  recognizes the
practical impossibility of packaging to
cxact net weights, Foreman said.
However, the current regulations do
not define “reasonable variation.”

uantifiable standards. Compliance
a’nuld be based on the weight of a
number of samples taken

from each production lot,

For example, if the total weight of
10 random-size containers from a lot
of 250 containers equaled or exceeded
the total of thel:%eled weights, the
lot would be in compliance, she said.

The would allow single
ges within the lot to be under-
weight because of un-
avoidable variations that occur dur-
ing manufacture. However, the pro-
sets a limit to the =nount any
single package could be underweight.

Besides defining “reasonable varia-
tions™ for the food under iu.nhrkd‘lo-
tion, FDA is to allow for
weight losses m t of lost mois-
ture in selected food for which there
are data. Frozen fruits and vegetables
packed in cartons could lose up to 1.0
reent of their weight due to mois-
ture loss, soft ripened cheese would
be allowed up to 3 percent and flour

ed in Kraft paper would be
permitted up to 4 percent

Food or associations may
submit data justifying moisture losses
for other foad products to FDA.

Hermetically sealed containers can-
not always be used to reduce moisture
loss, Goyan said. Some t&. :d com-
modities need to “breathe,” and
rice, for example, deteriorate more
quickly when stored in airtight con-
tainers, he said. Certain cheese must
be packaged to allow continued aero-
bic curing and moisture must be al-
lowed to escape from many baked
guods to prevent foods from becom-
ing soggy.

The USDA proposal takes into ac-
t:dunt the thousands of consumer and
industry comments on two 5
USDA proj , Foreman um
jority of comments opposed the
carlier proposed changes.

“Significant new data obtained since
our 1977 proposal has given us reason

for & new propos |°
Foreman. “The present propo |
into account the comments a: |

“The National Advisory Co.amitte
reviewed the proposal,” she s.d. “We
believe the remedies the

cies with a >

The net weight standard pr
in lm—kmndl as &elm

dry Pbdy.ﬁ: material, lkluid'nab
free liquid ﬂutﬁ.ﬁ&md“l:m t!:

“"Our previous
the drained wei
many consumers believed they wer
paying for liquid" Foreman said
“However, a study by USDA’s Econ
mics, Statistics and tives Ser-
vice showed in the marketplace
are ad Fbﬂdownwud to reflect the
liquid that is included. Thercfore, 2
drained weight system might nat pr-

vide the savings to consumers wr
thought it would, but we'll still take
comments on the value of this sy
tem.”

tended for further processing
hfing. The allowable variat
bulk packages are defined in
posal.

Comments gn the USDA
should be sent to: regulation -
nation division, room 2637-5
FSQS.“’n!hl:ln DC.202 .
ments on A pmpoul st
sent to; office of the heari . ¢
(HFA305), FDA, room 462, 3
ers Lane, Rockville, M., 2085
ments are due by Nov. 6.

USDA's Food Safety and Juali
Service is rmbla for « curs¥
labeling of federally inspect| me*
and poultry products under the Fedet

Act and th. Post

al Meat |

sible for

Wrigt - Modular In-Line Net Weighers
for p:: xaging in jars, cans and cartons.

Weigh and package
faster in bags,
jars or cartons.

Attention macaroni, noodle and pasta manufacturers.

Wright Machinery's complete line of automatic vyeigh-
ing and packaging systems offers you a choice without
sacrificing high speed filling accuracy.

Write loday for techrcal bulleting
Jpecity Englsh, German,_ French ot Sparsh
vice President Martin D Cicchedh,
Wight Machinety Daision,
Rexham Corporation
Box 3811 Durham North Carolna27702,USA
Telephone (919) 682 B161
TWxX 510 927 0925

L)

I - P

Wiright Rotary Net Weighers for pack-
aging in rigid containers at extremely

high speeds.

Wright Mon-0-Bag® form/
fill/seal machines with scales,
auger or volumetric fillers for
pouch, side-seal or square
bottom bags.

WRIGHT MACHINERY DIVISION
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New Schoel Lunch
Processor Rules

New lations governing the pro-

cessing of flour and other foods into
different end products for use in
school lw* " and government lrﬂl:;:g
programr . ' been proposed by
Food drilimp;:winr of the
Departn. . of Agriculture.
The proposal, published in the Fed.
eral Reghll:':l jl::w 24, would streng-
then regulations goveming contrac-
tural provisions, substitution of do-
nated foods with commercially pur-
chased foods, labeling requirementu
use of commercial distributors, inven-
tory management and overall pro-
gram supervision.

The action is in response to a rt
issued in Febnmy.pol'm. I»-R{?.S.
D.A's Office of the Inspector General
stating that tighter program controls
were needed on processed donated
foods.

Waste and Fraud

“0. 1. G. determined that
leh:f activities were not being conduc-
ted in a manner which assured that
recipient agencies were receiving
maximum benefits from end ucts
containing donated foods,” US.D.A.
says of that study, “The audit report
revealed that wastef! and possibly
fraudulent practices have occurred in
ltmoeulug as a result of inadequate
ederal guidelines and insufficient
monitoring.” The F.N.S. notice indi-
cates that most of the problems have
been in the processing of U.S.D.A.
ground beef.

The regulations include
the following provisions:

8 Processors may continue certain
foods meeting U.S.D.A. standards for
donated foods, including fcur, but
would be required to certify that foods
they substitute are as or bettey
quality than the donated foods that
go into processed products,

B rs may continue to use
commercial distributors to deliver pro-
cessed ucts, but now are account-
able for quality and quantity of goods
delivered.

8The proposed regulations also re-
quire US.D.A. inspection of certain
processing operations, limit inventor-
ies of US.D.A. foods that processors
can keep on hand to four months’
:.:I'&ply unless a higher level is specifi-

ly approved, and require closer

federal monitoring of each state's use
of processing contracts.

Macaroni, spaghetti added to list
FNS. p to the pro-
sent list of substitutable items to in-
clude com grits, peanut ules,
ruuttd"dpumm. wybnnwd :!:l maca-
roni F ready on
the list lr?. bsu‘:::.' flour, rice, rofled
oats, rolled wheat, dried peas, levtils,
dried beans, cheese and peanut but-

ter,
“Any suitable donated foods,™
F.N.S. points out, “may be comming-

led with commercial foods as long as
the identifiable characteristics of the
commercial foods at least meet the
minimum s uirements
of the donated foods, Section 2508 (q)
(4), as revised, would require proces-
sors to maintain records which would
it an accurate determination of
the donated-food inventory when
commingling takes place.”

The proposed rule would eliminate
the stipulation that substitution only
take in instances where deple-

ted inventories would otherwise hold
up production. “This requirement,”
F.NS. says, “is considered unneces-
sary in the light of permissible com-
mingling.”

Improving School Lunches

If Rep. Fred Richmond (D, N.Y.)
has his way, Fedenally subsidized
school lunches will be widely upgrad-
ed to the “nutritionally superior level
instead of just remaining “nutrition-
ally adequate.”

That would mean inciuding low-fat
as well as whole milk, Under this plan,
propased by the chairman of the Sen-
ate Agriculture Subcommiltee on
Domestic Marketing, Consumer Rela-
tions and Nutrition, all bread in the
school-lunch would have to
be whole-grain. De:serts would be
fresh fruit only. Meals would have to

be Jow in salt, sugar and fat. So-called
“competitive foods” would be limited
strictly — ly soda and candy.

While the nutritionally su
school lunch would not be tory
under Richmond’s H.R. 6496, a strong
incentive would be provided to
schools and school districts. This
would take the form of a 10¢-a-day
increase in the Federal subsidy for
nutritionally superior meals. Schools
and districts could continue serving

nutritionally inadequate meals [ thy
chose, but would lose the ext/  dime
Richmond to 1 ut,

The for an
nutritionally better school lur h pro
gram is attributed to the M ition
Nutritional Foods Association ind i

president, Dave Ajay.

Richmond, a figure it nutr.
tional and fmll.'z:lp initiatives &
Congress, argues that schoolchildr
too g:::‘l know little about the rela
tionship between good eating habin
and healthful living.

“The poor eating habits acquired
in youth usually last a lifetime, hr:r
ing in their wake table sick
nesses and ill health,” the Brookin
Congressman «=id. "Even if, as thy
mature, chi)dren Yearn about nutritin
and health, they may already have
been adversely affected during then
formative years.”

While the 20-year-old Federalh
aided school lunch program is co-
sidered a success story in terms o
providing  nutritionally
meals for millions of students, educ
tors and nutritionists have been cll
ing attention to ways in which the

program could be improved.

Why Is Posta Nutritious?
Each day’s menus should includ
foods from the basic four food group
Pasta is a part of the bread and cemil
group. Parta is enriched. Nutricit cor

tent appears on all packages.

Pasta cts are valuab - pro
viders of protein. They ahve good
distribution of essential amin sdd

which are necessary for o ‘imum
health and growth. Pasta is suall
served or prepared with me -, b

poultry or cheese whic con
:ﬁ:entthe content n the

wa:‘:umofunmoidt P:;‘
urnish proportions of 1 ¢
recommended daily allowan = fo
adults:

...................

Egg noodles
Pasta is a low fat, low sodium, easlf
digested food.

THE

MACARON! JoURKE,

o -

For its outstanding contribution

to the macaroni industry

through achievement of a
widespread reputation

for quality pasta among thousands
of diners in the San Francisco

Bay Area since 1971. ..

MODESTO LANZONE'S

is hereby recognized by
Seaboard Allied Milling Corporation
and presented the “Che Pasta” Award,
symbolic of excellence in
Italian cooking . . .

* la buonacucina italiana e famosa.
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ow do you like
ur eggs?”

EP(

al effort to prepare your eggs
t them. When it comes to baking
:akes, doughnuts, and making
nayonnaise, and salad dressings,
' 7 with the products you require ac-
ioyou:  articular formulas. We go out of our
terve v eggs the way that meets your

spec* cations. And whether it's SPRAY
, SFRAY DRIED YOLKS, SPRAY DRIED
EEGGE, or any of our FOUR SPRAY DRIED
3 We guaraniee you'll be pleased with our eggs,
control, and our service. You can have your eggs
Y ¥ou want them, shipped to you in poly-lined 50

Yones or Lasger drums. And we can provide you with
ses, yolks, or wholz eggs shipped to you in selected
Fe tank trucks. You have only to call or
And tel us how you want your eggs. y

it]

EGG PRODUCTS CORPORATION
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New Jersey Plugs Unit Pricing

“Shopping the unit ng way”
was u.fpuﬁm of a Im:.:id wn%m
held in North Bergen by the New Jer-
sey Division of Consumer Affairs and
the New Jersey Food Council, to an-
nounce a statewide year-long cam-
paign urging shoppers to save grocery
dollars by comparing prices.

At S Rite on John F. Kennedy
Boulevard, Adam K. Levin, Director
of the State Division of Consumer Af-
fairs, and Jay Adelman, president of
the New Jersey Food Council —
resenting over 80 percent of New Jer-
sey's  supermarket retailers — des-
cribed the details of their joint efforts.

The press conference featured
Bugs Bunny, who with his famous
one-liner, “What's Up, Doc™ — UP,
Unit Pricing — ulrlll lymbollu.“lhe cam-

ign. Bugs will appear on all mater-
mlg“lnd media mle'l;.gu to be dis-

seminated throughout the umpnig:

Levin declared, “New Jersey is
first state to implement a unit pricing

consumer education a pro-
El'lm we view as very vniuable to the

, who today is searching for
additional ways to save money in the
meenmrtel.'

‘Our goal is to reach over 60 per-
cent of all as surveys indi-
cate that currer!’ only one to five
percent of all i ppers — most of
them middle i <y consumers —
utilize the UP i-.hod. We are ap-
pealing to all consumers and in par-
ticular senior citizens, low income
consumers and children, the future
shoppers,” Levin continued.

Bugs Bunny was selected as the
mascot because he is recognizable
and likeable and can present a sim-
ple and clear message. The By,
Bunuy theme, as well as the ovenﬁ:
education campaign, was developed
by Venet Advertising Inc. of Union
and New York.

Extensive Campaign

The campaign will consist of super-
market advertisements and ys
which l?.n on Sunday, June 22, with
radio and television public service an-
nouncements and a Division of Con-
sumer Affairs’ hot-line for inquiries
and reports of supermarket non-com-
pliance, to be phased in by Decem-
ber 1.

Levin added that he is pleased to
have the total cooperation of the New
Jersey Food Council, in this rare dis.

40

ew Jersey

(r.), president of the New Jersey Food Council

ign

campa
president of V, Advert PRODUCT TESTING:
Division of Consumer e

Affgirs, ond Joy

of government and industry
working together for the benefit of
i ponded by saying, “All
Adelman res by saying, ®
of the Food Council membrrsg have
expressed their intentions to sponsor
advertisements promoting unit pric-
ing, and to post signs ...5 pamphlets
to educate their customers on the
value of UP. We are looking forward
to a sucevssful campaign.”
Supermarkets, under a regulation
enforced since 1976 by the State Di-
vision of Consumer Affairs, are re-
quired to affix unit price labels to the
ct or grocery shelf directly be-
m the product. The unit price
label must include the name, size,
unit price and total cost of the
duct. Since all cts of the same
category must the same unit of
measure, the consumer can easily

com, the cost unit of different
llmtr[::‘luds a3

“In an age of wild inflationary and
recessionary cycles where value is of
critical importance and there is no
uniformity of package size, the unit
price lal;‘d provides an invaluable
method comparison,” Levin
declared. P

Venet Advertising
Wins an ANDY

A 1950 ANDY Award of Excellence
has been awarded to Venet Advertis-

ing, Inc., New York, for its Prix
Macaroni radio campaign.

The campaign features G-
radio spots utilizing an Italian
rangement (a mandolin included)
Steve Karmen's “1 Love New Yod
theme song. The commercials, d
oped by Murray Skumik, scnior via
president and creative director; My
na Gelman, producer, and Nax
Weishord, copy writer, talk .hout
goodness of pasta, its versa:ility
why Wednesday is Prince spagh
Day in New York, New J: wsev
Connecticut. The commerc ils w
produced in October 1979

Venet Advertising, Inc. woo
ANDY award last year fo: its L
der’s Bagels campaign.

The Andy awands are 0w
by the Advertising Club of * w0
This year 39 awards were
various categories,

——

$10 Million Ragu Expan
C’ iebmug,h - M‘ T

widl?(.'l'. announced plans for 8
million expansion of its Ragn m#
facturing plant in Rochester, NY. 1%
expansion wil involve mstmdiﬂl‘
a 225,000 .lt.distrlbut'i_c:dl:l_‘ﬂ"
jacent to existing ity.
struction will begin in Septem
with completion scheduled for

Tue MacazoN! Jousss
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ASEECO s aiso a service company whose years of intemational processing
experience Can provide you with:

@ Plant 1 ing—Layout and Mechamcal
® Elect Engineering and Control Panel Design
® ! -c:\‘ and Procurement

@ Eraction and Installation of Machinery

@ Ptant “Start-Up” and Final Adjustment

@ Training of Operating and Maintenance Personnel
® Service Aher Sale

apysication and design of ASEECO products, a research and
development faciity is maintained 1o conduct actual on-product lests 1o determine
ics and 1o oblain data for the design ol specialized process

TURN-KEY PROJECTS: . I
I addtion 10 the design, engineering and supply ol equipment, ASEECO will, i
der* od, assist in commissioning a process facilty mm.mmmm
umdmmmmmm‘mumﬂ of operating
personnel, conducting trial and test runs and the supervision of initial operations.
PROJECT FINANCE PLANNING:

ASEECO is pregared 10 assis! chents in oblaining comprehensive project
mmmummummmqummm
sufted 1o your requiremnents and locating the source that can provide it. J

Ask for the following literature.
w mm

Nan;

Add; - 5 Zip

ASEECO Condensed Engineering
& Spaciications Catalog.
16-page catalog prowides
fealures, applications,
specificalions and model
selection guide lor entire
ASEECO hne. Includes
diagrams and pholographs
U S. and foreign sales
offices isted. A must on any
equipment specilier's desk.

MRiEiaias aaseens
SRP, -

l ASEECO CORPORATION 8857 West Otympic Boulevard, Beverly Hills, CA 0211 (213) 652-5760 TWX: 910-480-2101
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Choosing Supermarkets
Quality and thimhnen of meat ;nd
uce are most im t fac-
E::lmed by consumers mlug
their supermarkets, according to a
surevy conducted by Burgoyne, Cin-
cinnati, a market research irm.
2430 randomly-selected consumers
from all of the country during
the latter half of 1979. The just re-
leased survey, in two volumes, analy-
zes the responses on the basis of de-

mographics and geography.
Among other survey findings:

= Over the year, 182%
of the consumers had changed the su-
permarket where they do most of their
shopping. 3

— More than 60% rated private la-
bels as mﬂ\e same quality as
national Almost 40% of the
consumers buy generic brands.

— Although most said they are in-
Auenced in where to shop by super-
market newspaper ads, more
three-quarters said they are not in-
fluenced by television ads.

Most Important Factors

The survey nnll)-ul*d the most im-
nt factors in selecting a super-
mﬂ. putting them on a lulepe;l
1-9. The most important factor was
said to be quality and freshness of
meat, followed by quality and fresh-
nes of fruit and vegetahles; attractive-
ness and cleanliness of the store; over-
all prices, and variety and selection of
merchandise. Given a relatively low
rating were advertised specials

Switching supermarkets was most
common among young people and
large families. The most common rea-
son for switching was lower prices,
cited by 368%, followed by moving
to a different area, cited by 20.6%.

When asked why private label
goods are priced lower than nationally
advertised brands, 609% said it is
because advertising costs are elimina-
ted, while 3L1% said the quality is
not as good or as consistent.

About 60% said the quality of ge-
neric products is about the same as
that of private label. The most popu-
lar generic items were paper products,
purchased by 61.9%, followed by can-
ned fruit and vegetables
by 40% of thuse who had bought ge-
nerics,

42
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ttha. 511
15 Helplul pnnu(d in service

produce, deli) bl 516 10
16 Short walt for checkout .20 41 10
17 Good selection of low-priced

siore brand items 96 454 33
17 Aisles clear of boaes 496 440 10
19 Bagpens oa duty 490 422 LB}
20  Good frozen foods

depariment 480 198 28
21 Good selection of nationally

advertised brands 4719 358 20
2 New items that | see
23 Pleasant luo.:i:n. decor :: ;'.2 ; :

1.2

4 M%miu 4.6 43.7 14
25 Manager is ¥

and belplul 443 354
26 Not usually over-crowded 429 ns
k1) Unit pricing on shelves .
28 Ond aheie el budget s i

priced generic (no brand ?

pricad penerc A - Could it be the durum people?
19 Open laie hours 395 216
30 Good drugs and loiletries

section 346 15.7
5] | Have deli depariment 3.4 17.1
32  Good assortment of non-foods

merchandise 35 96
)] Carry purchases 1o my car  3).32* 19.6
n Have in-siore bakery 3.2+ 119
35 Eye-caiching mass displays 2.8) 6.2
:: IP_cupk know my mame 2.52 69

rading stamps or

other extras 4 84
k] | Sell hot foods 1o take out

or eal in slore 191 o

ads influence where they
R"mmams of the s
said they had seen at least soine food
store advertising on television in the

e X’ L o S B -
s

past two weeks, but 81.1% said
ads do not influence their s lecti®

supennuhu.

Moreover, 74.4% said they
pare prices between supe

of those, 784% do by by
{Continued on page 44!

THE MACARON!

the durum people

Grand Forks, North Dakota 58201
Phone (701) 795-7224
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Choosing Supermarkets
(Continued from poge 42)
supermarket ads,

A total of 763% said they buy
their fresh meat at a supermarket,
while 83.7% said they buy their pro-
duce there. And 35.8% buy most of
their health and beauty aids in super-
markets. More than half, or 36.4%,
said they never shop at convenience
stores,

A total of 11.6% said they were par-
ticipating in any game or contest at a
supermarket where they shop when
the ]s:n'cf:y ;vu co;:luudn‘a:. When ask-
ed their feelings about the importance
of ease of check cashing when decid-
ing which supermarket to at,
51.7% said it is "very important.

Further, 55.6% of the nts
:‘ﬂ, t once a week, A48%

they had shopped in one market
the past month, and 41.6% said they
had shopped in two. The average
amount spent per week in supermar-
kets was 84882, while the average
amount spent per week in any type
of restaurant was $12.58.

Non-Food Items

More mothers (369 ) bought health
and beauty aids in supermarkets than
other women surveyed (31%) in the
report, Sixteen percent of the mothers
surveyed lmughl:ﬂrmr blades and bat-
teries in markets,

Nine percent of other women sur-
veyed said they buy batteries in food
stores; 15% of the same group said
they buy razor blades there.

Competitive pricing was rated as
the mast important requirement by
both n:others and other women rating
supermarkets’ general meschandise
departments. ‘They also said they
wanted to see weekly specials, more
attractive and cleaner displays, and
more quality merchanddiie. Ali the
women surveyed sai] tley would
rather have all genewwl mev:handise
in one location, not iatsgreiid with
groceries. They also would like to sce
a broader selection of brands, sizes
and categories.

Nutritional Lobeling
Is a New Trend

“Nutritional Labeling™, a
concern both in the industry and
among consumers is the topic of a
new three-day course off by The

4

Center for Professional Advancement
on June 80- July 2, 1980, in the Aca-
demic Center in East Brunswick, NJ.
Nutrition, nutrient stability, legisla-
tion, compliance, methods, c?:llmem
and economics are among the topics
to be covered.

“Major things are still happening
in this feld”, stated Dr. E Kar-
mas, Course Director. He went on
to explain that “food manufacturers
must go ahead and make sure they
are offering the best to their consu-
mers even though that legislation has
not been finished. They need to de-
velop new products and it is manda-
tory to have them labeled when nu-
trient claims have been made”. Dr.
Karmas who is presently an Associate
Professor in the Food Science .
ment of Rugers University, quickly

Comment on Food
Label Format

The Food and Drug Administration,
the D:Jmtmmt of Agriculture and
the Federal Trade Commission have
scheduled a series of four public meet-
ings to discuss implementation of a
research ram to develop and test
altemative food label formats. At the
same time, the three lfrndu are so-
liciting suggestions for design of
labels.

First Meeting Oct, 6

In a notice in the Federal Register
of July 8, F.D.A. states that the first
meeting will be held Oct. 6 at the De-
partment of Health and Human Serv-
ices Auditorium at 330 Independence
Ave., 8.\, in Washington.

F.D.A, points out that the agencies’
position statement on food labeling
issued late last year called for further
public comment on tentative positions
as well as on food labeling issues on
which the agencies have not yet
reached tentative decisions.

"This notice,” F.D.A. adds, “an-
nounces the formution of an inter-
agency task group to coodinate ef-
l(§rts by the agencies and the public
to develop research and evaluate the
alternative food label formats. As part
of this ram, the agencies are so-
liciting information from the public
and planning a series of Your public
meeting at key junctures in the pro-
gram, The notice also announces the

initiation of a two-year 1 DA
search and development | ojeg,
how to communicate l.bei infon
tion. It is important to empl. isize

]

Stating that it had contracted
the New York design irm of
P. Cersin Associates, Inc., to cres
number of alternative food labe
mats for presenting nutrition aad
gredient information, F.D.A. adie

Submit Data

“The agencies encourage the o
industry, food and nutﬂi‘lm ‘
sionals, consumers, and other
ted members of the public to
data to F.D.A.andmmuu 3
to display or arran infosn
tion m«h rlleﬂivelfe so that they s
be incorporated. . . in sam
formats. Suggestions llmldph 5
but not be limited to, mech:
devizes or schemes for
displaying nutrition
infoemation (such as pie chars |
grapls, nutrient density, and 1
«cal or verbal scale) as wall as &
erations of layout, typ? sh~, tod¥
use of colors and symbols” &

F.D.A, states that following ¢
pletion of the label design projet
early 1981, it intends to “co
consumer research to evaluate
communcation effectiveness of the
ternative formats. In view of the lnf
amount of nutrition and ingrcdiest
formation to be accommodat-d o8
food label, the complexity of i
information, and the IarFe ey
alternative formats likely to be
duced in the design phase, the
cies believe that consumer 1:-sean
necessary to screen the formats
identify those that are more I®
understood by consumers a-d us

to them in evaluating and
foods,”
Altemmate Formals
At the Oct. 6 hearing, Genin
sentatives will report on pre
developing alternative label
The other public meetings, FIX
says, will be held "at approprist!
view and decision points during #
course of the project.” Written &
ments should Eosubmlmd by
8 to Hearing Clerk, F.D.A,
482, 5000 Fishers Lane, HockiS
Md. 20857. %
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DeFroncisel Mochine Corpovation ... 19
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ADVERTISING RATES
Weat Ade ... ... .. . 85150 per lime
Misimen 35.00

WANTED: Demece weed presses,
For informetion write

dio-washars. 0. Bex
136, Peleting, IL 60047,

Coming Events:
Peck Expe — Peckeging
Machisery Manufecturers
Institwta
McCormick Place, Chicoge
October 27-31, 1980
Internotional Durum Forum
Remede Inn, Minet, North Dekote
Nevember 11-12
Netional Foed Broken
Assecistion Convention
Les Vegas, December 5-10
N.M.M.A. Winter Mesting
Flarida

Becs Retonm,
February 4-8, 1901

—————————

Pack Expo Sets New Hours
New show hours for Pack Expo
have been set by the Packaging Ma-
chinery Manufacturers  Institute's
Show Committee for the 1980 show

46

opening October 27 in Chicago'’s Mc-
(‘.ormlci Place,

Monday through Friday, the show
wil open at 9:00 a.m., an hour earlier
than customary for the PMMI show,

For the first four days, Monday
through Thursday, it will close at 5:00

.M.
On the final day, Friday, the show
will close at 2:00 p.m.

Giuvseppe Marcello Volpi

Volpi & Son Machine Corporation;
SoBrook Division; of 2043 Wellwood
Avenue, East Farmingdale, L.I., New
York 11735; is very sad to announce
the death of its founder — Mr. Giusep-
pe Marcello Volpi — at the age of 50
on August 9, 1980

Mr, Volpi was born in Fubine, near
Allesandria in the Piedmont section
of Italy in the year 1900, He came to
New York City in 1915 and joined his
father Pietro and older brother Mar-
cello (both of whom had previously
come to the United States) in their
own machinery manufacturing com-
(umy — Pietro Volpi Machinery of
vew York City.

This company manufactured pasta
“how™  machinery and peri |
equipment and was acquired by Con-

idated Mmrmﬂnu.l\llddmry in
1918. Consolidated Macaroni Machin-
ery Co. consisted of Cavagnaro,
Cevasco, Ambrette and De Fran-
cisci — all to lster go their sep-
arate ways. But Gi Vol it
the following 28 )m dlep:hq\)-:'g-
wiro Company — his son Peter to join
that company under the tutelage of
his father as an apprentice in 1938,
at the same time continuing his stud-
ies in school.

After Peter Volpi, Ciusepps's son,
retumned from overseas duty dun--
wol:lﬁj:v:grh:l' l;.eeco-lmmded. aloiy
wit father, the present Vol
Son Machine tion — thel::uﬂ-
ed SoBrook M Company. This
company started out in a small garage
on Ninth Street, near Third Avenue
in Brooklyn, New York, in early 1946.
It was to remain in this early shop un-
til 1851 when it moved to its newly
built building at 542 Third Avenue —
also in Brooklyn. The end of the "50's
also brought further expansion of the
facility to 544 Third Avenue, The 50's
alsc saw SoBrook Machine Company
becom= SoBrook Division of Volpi
and Son Machine Corporation.

iy

Giuseppe and his son Pete) i
ed new lines in the textile
turing Feld; as well as contin
icing, designing, and then
Chinese Noodle machinen
New York City area.

The decade of the 1960's » Voby
and Sot1 build its textile maciine ks
to an paternational reputatim wi
very litle sales effort but wod
mouth. It also saw some small eyps
sion of its Oriental noodle lin
tion to the Northeast US.A.

In the late 1960's they took on
northeaster USA Sales Agency ap
ment with Giacomo Toresani of il
Italy — utihizing its in depth kn
ledge now in the Bield ~ re
where it all began for them in 19

August 1871 saw the addition of
third generation of Volpi and Son
Mr. Joseph P. Volpi, then 23, the
of Peter; and grandson of Giuseppe

As Joseph P. leamed the trade
began utilizing his e degres o
marketing to the best of his abilit
expanding the Chinese noodle line
all over the US.A_ and Canada; a
creating new markets with his fath
and grandfather in the testile line,
well as expanding their relationshs
with Toresani into a more |
one with the North American couts
ent as their area of jurisdiction.

As a result of this three generati
effort, and in the company’s 50th
of business, \’olrl Son |.egan
alizing its need for further ¢ pansi
In September, 1978 they m«
entire operation onto Long |
a much larger, more "
where they are today.

Ciuseppe Volpi remaine. «
consultant in a daily capaci .
end, He died on the jobas «n
of an unfortunate, untimely cid
leaving behind his wife of 7
his only child Peter; three : 1
dren; and five great-grandd .

An enormous man in phy
strength he even
his vitality, stamina, and desi - to®
er stop movii g

He is, and always shall b severe
missed by his entire family; the b
ness he founded; and the industry ®
knew him. This tribute t him
something nobody at Volpi and ¥
&wﬁ:l would need to be giver
10 years.

Giuseppe Marcello Volpi
1900 to 19680
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ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY
SINCE 1898

REPRESENTING

St. Regis Paper Company
COMPLETE SERVICES IN

PACKAGING MACHINERY SYSTEMS AND MATERIALS

FOLDING CARTONS — CORRUGATED SHIPPING CONTAINERS

COMPLETE GRAPHIC ART SERVICES

INCLUDING DESIGNING AND FULL ART WORK PICTORIALS

Sales Offices and Plants Strategically Located

Cherles C. Rossotti, President Jack E. Rossotti, Vice President
George Leroy, Vice President and Marketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jerssy 07024
Telephone (201) 944-7972
Established in 1898
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