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: FoLD-PAK  ERE
is package appeal

Fold-Pak (formerly Fibretabard) 1s synonymous with
pasta packaging We make packages for the bes!
pasta manufacturers in the business (have been
doing 1t for years)

bes Looks at Macaroni

|
Now with Fold-Pak a truly employee owned com-

pany. you can expect and get a supernos package
Why? It's obvious. Pride' We alone are responsible
for the package we print we want to be proud of 1t
You will be too

Fold-Pok Corp , Newark New York 14513 315.331.3200
Englewood Clitts Sales Ottice 110 Chaorlotte Ploce
Englewood Chitty, N J 07632 201.568-7800



EUROPEAN STUDY TOUR
Thlrt)' two Americans, three Ca.

nadians, a Mexican and a cou-

ple from Columbia made up an
international study group sponsored
by the National Macaroni Manufac-
turers  Associstion departing  from
New York City and visiting the
IPACK-IMA  Fair in Milan, pasta
plants in northern Italy and Switzer-
erland, and Bnishing up at a Maca-
roni School . Zurich.

Milan

After adjusting to the time change
we visited the Duomo - magnificant
cathcdral with thousands of pieces of
statuary on the rooftop - the Galleria,
original in-door ilmiping mall - and
other attractions of the busy commer-
cial center of Milan.

The next moming we were off to
the IPACK-IMA Fair at its opening
at 9 am. and stayed until it closed at
6 pan. Here was the greatest collece-
tion of macaroni processing eqquipment

thered in one place at one time in
the world, plus a packaging show,
plus materials handling equipment.

That evening we were entertained
by the management of the Food Sec-
tion of the Show at a little family trat-
toria with a three-hour meal with
much pasta, wine, and a four-piece
band.

Imperia
Wednesday moming we were off to
Imperia by 8:30 am. — it was a
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three hour trip over the mountains and
to the sea north of Genoa on the
Italian Riviera. Because it is a port
city, Agnesi uses half US. and Ca.
nadian durum in his raw material.
He mills 250 tons daily and makes 300
tons of pasta, They installed high
temperatnre drying five years ago to
improve cooking quality.

General Manager is Riccardo Ag-
nesi who speaks only Italian. His sis-
ter, Geneva, translated for us. They
entertained us at a long luncheon
featuring spaghetti with tomato sauce,
spaghetti with pesto sauce, and lin-
guine with tiny little dams still in the
shell along with other elegant dishes.

Their father, recently deceased,
was the founder and curator of the
?}'ﬂgbﬂli Museum at Pontedassio, a

hort distance away. Here is a collec-
tion of old equipment and photo-
graphs and articles which clearly
show that the Italians were making
pasta long before Marco Polo went to
the Orient. One of the pictures is of
Sophia Loren sent to the Museum by
the National Macaroni Institute some
thirty years ago when she was Frst
getting started in movies and was
known as “The Spaghetti Queen.”

Parma

In Parma we visited Barilla, the
largest pasta manufacturer in ltaly,
This ten-year old plant has eleven pro-
duction lines of mammouth machines
which turm out 4,000-7,000 kilos per
hour. Production is in a straight line
following a U-shaped building. It is
reported that there are 200 bicycles
used in the plant for messengers, They
run three shifts: 5 am.-1 pn.: 1 pm.-
9 pm; 9 pm.-5 am,

Also in Parma is the HBraibanti plant
which has eight lines and turns out a
great varity of products. It has a
most efficient warchousing amd in-
ventory control facility.

Bologna

Friday in the Bologna area we vis-
itedd Corticella owned by the Commu-
nist Party which does its own milling,
epg breaking (and also rachgiug for
cooperative grocery outlets), and pas-
ta manufacturing on cight lines. We
were most impressed with the press-
men in shorts and the lady fork-lift
driver.

We visited Zamboni in  Bologua
where we saw the manufacture of coil-

ing machines, ravioli np:!t:nml. and
nesting machines. They produce

cartoning, weighing, and bag-makin§
machinery. ‘

In Cento, just outside of Hologn (|8
Fava, a family concern, makes drye »f
for Braibanti. We met the father and
youngest son as the older son was it
the Fair.

Saturday was a travel day back to
Milan where we ran into a noon-time 5§
rush at the airport and one of the
agents lost a ticket for one of the 5§
members of our party, He had to buy |
new tickets, pay overweight, and
fight his way through the customs con |
trol line to make the flight. The happy
ending to the siory was that Swissair 8
straightened it all out in Zurich onj
Monday. i

At Carticelle

e, grinding, and sifting, pasta ex.
uders end dryers. The latter subject
Was piven by Walter Stehrenberger
the Minneapolis, office.
In the afternoon Dr. Holliger dis-
wsed pasta under the microscope
wl research at Buhler, Mr. Grunen.
lder discusted the caleulation of
ofitability which will appear in the
lacaroni Journal in toto. George iDe-
md discussed hygiene and sanita.
m including bacteria control. in the
ving process,
Joseph Volpi, marketing manager

Zurich

We stayed at the Atlantis Sheraton 8
Hotel on the outskirts of Zurich which 8
is a pastoral site which was once af
dairy farm with a dairy bam still there 8
and walks through the forest on the §
hill behind us well patronized by the 8
local citizenry. On Sunday at noon Dr §
Louis Capol of the Swiss Macaronif
Manufacturers  Association came to
visit with us and spend the aftemoon
discussing matters ranging from Comnr- 3§
mon Market problems to the U.S S8 Volpi and Son, representatives of
elections. biacomo  Toresani  equipment  for

From 8:30 to 4:30 on Monday and [@hinese noodle ‘mu-uiug made the
Tuesday we were bussed to the Nova giint that while durum flour is used as
Park Hotel for the Macaroni Schoc! e prime raw material for Chinese
conducted by b Buhler-Miag firn, felles. itis an entirely separate busi-
Movies and slides supplemented the malt “’“?‘ roducts sold in the fresh
papers given on grain receiving, clear. (iate. dried as ltalian pasta products.,
wl fried in deep fat. He explained
At the Japanese noadles do not con-
in egg whereas the Chinese noodles

L lobert Ernst, formerly a represen-
= : tive of Buhler and now a macaroni
—— wufacturer in Switzerlamd, discus-

 quality control and maintenance
dicating that maintenance should be
A-ured as a capital cost of 20 percent
o cquipment investment. We visited
| s plant on Wednesday in Kradolf
' were impressed with the highly
licient operation and detailed labor-
sory control, from raw materials to
i islied goods.
Uzwil
i \ls0, en route to Uzwil we stopped
Winterthur to visit Weilenmann to
the installation of a new high tem-
rature long goods line.
Uzwil is Buhler's home town. We
ere impressed with the engineering
cilities, laboratories, and extensive
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machine  shops  that  employ  some
23500-3, 50 people.

We finished our tour at 4:30 and
four couples decided that inasmuech
as we were close to Lichtenstein, they
would rent a VW minibus to have
dinner there while the rest of us went
to a country hotel for Swiss bowling
and supper.

We returned to New York the nest
day tired but happy and full of know-
ledge on the many possibilities in pro-
ducing pasta. As Joe Manser of Bub-
ler said, “The name of the game is
profitability. You must make muoney
to buy machines and stay in business.
Quality is what your customers de-
mand in vour market.”

Slow Rise of Pasta in Spain

Yasta production is slowly increas-
ing in Spain, but per capita consump-
tion is still at a low Jevel and “pasta
plays little part in the Spanish diet.”
This is indicated in a survey of pasta
manulacturing in Spain by Eurofood.

Total Spanish pasta production in
1975 was 105,000 tonnes, against 100.-
000 in 1977, 59,000 in 1976 and 57.000
in 1975, Per capita consumption is es-
timated at 3 kilograms per capita,
contrasted with 27 Kilograms in Daly.

Eurofood said that 100 Spanish
companics pruclnu' pasta, but maost
are small, artisanal firms. Twenty-sev-
en companies are of commercial size,
belonging to a national trade associa-
tion, and accounting for 80 to 85% of
the industry’s capacity, estimated at
130,000 tonnes per year. The three
largest companies produce about 48%
of the annual output.

Two of the leading Spanish pasta
companies are French-owned. Hijos
de Francisco Saula, a subsidiary of
BSN-Gervais Danone, which produces
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At Barille

under the Sanka brand, and Rivoire v
Carret Espanola, a subsidiany of 1i-
vaire et Carret, which produces under
the Rivoire v Carret amd Lustruen
brands.

Other leaders in the Spanish pasta
imhistsy are Productos Alimenticios
Galle and Industiias Riera Marsa. the
Latter a subsidiany of Standard Bramds
Ine. of the US. which also lmuluu'\
baking ingredients, sonp bases ad
e pridducts,

AACC Shor: Course

The American Association of Cereal
Chemists offers a short conrse on Pas.
tu and Durim Wheat Quality June
F-6, 1950 at Harris Hall. Noth Da-
hota State University, Fargo,

Designed for T technologists,
millers, pasta processors ad durzm
wheat marketing specialists involved
in the durum wheat milling and pro-
cessing industry. the short counse will
review dusmm wheat guality and mill-
ing amd semoling .mJ spaghetti pro-
cessing amd drving. Ditferent expeeris
mental milling and semaling purifica-
tion equipment will be discussed.
Equipment  used o determining
wheat, semolina and spaghetti gual-
ity factors will be reviewed and e
plained. The relative importance of
the varions ||tl.||il3 factors to vml-luu-
duet quality’ will abo e discussed.
These factors inclnde test weight, vi-
treons hernel content. protein. ash,
moisture,  kernel  size distribution
thousamd kernel weight, milling char-
acteristios as determined by farine-
graph and mivograph. spaghetti eolor,
andd spaghetti cooking quality, The lee-
ture: material will he supplemented
with a visit to durum wheat eaperi-
mental field plots and laboratony tlll'l“-
ostrations,




not so conventional any more.

Some people have recently been making a big
thing about a “new” technology for drying pasta
!:uith microwaves, to be specdific), and comparing it to the
conventional” way — our way — to their benefit, of course.
Well, we'd like to say a few things about our way

of drying pasta, and when we're finished, you can make
your own comparison.

]
} Low costs, right
. J from the start.

When you make your comparison
between ours and theirs, be sure to
include costs, and that means both
initial costs and maintenance COsts.

About initial costs, all we wanl 1o say
hera is, give us a call and we think
you'll be pleasantly surprised.

As for maintenance costs, well, if
you've ever had any dealings with us
you know that our basic design
philosophy is based on the word
“gimple”, Thal means every part of
everything we make is straightforward
and uncomplicated — and built o last.
Every part is easy 1o get to, for
cleaning and repairing. If you need a
replacement part, all you have to do is
pick up the phone, and it will be on its
way to you the same day. And there
are no major high-cost parts (like

To begin with, 338 BTUs
g;lvpond!

our way of drying pasta has been

getting less and less “conventional”
for quite some time. What all this has been doing has By gentle drying we mean the entire magnetron tubes) in our driers. So we
True, we still use pipes filled with hot Mmmxmw process — which takes into account can say ~th confidence that our
water 10 heat the air which dries the m"”"“""’m‘db'm.m"-m\z:' lnnum:pmductimpmbbm ran:mmenggnuammmm
Bu!‘we'voboendevdoplng mhwmim. m':a.n :2.“ ocy. ""'“""‘:w""" P""‘&ni"o:'r’ We welcome comparison.
better and better ways 1o insulate and designed and buit five years ago, and pOuR Wikers e niow chieve 8 D8 H you'd like to start your comparison
seal our driers 5o that less heat is lost it came to only 338 BTUs per pound SiNCISsicY (ate, Wit SR ) D between ours and theirs by getting
: which is o - of the product coming out of our drier more information about Demaco
Better instrumentation and better air comparable to the new can be packaged and sent o stores : © hosi
exchange techniques make it easier 1o technology drier. And since then, what around the country. That's about as driers, please don't hesitate to call us.
maintain the opli with all the nzw insulating materials
optimum drying free of waste as you can get.
conditions inside the drier. and fachnciogies that have bacome
va.led'lﬁalﬂﬂwd senling, e
Gl ordent e s YO i ' an griie Wik PRk I gel Dl':mco
figure by al least a third. When we the best results. :
make our next test, which we plan to One other point about Demaco Dimmbgsamcmﬂgogom’. |
do with our latest model now going on driers: you can use them 1o dry any B e B s 440,
the market, we fully expect it 1o use kind of short goods. Absolutely any 2(.2:963-6000.
Cable: DEMACOMAC NY.
less than 200 BTUs per pound. kind. Without exception. Western Rep: Hoskins Co.,

Baox F, Libertyville, IL 60048. 312-362-1001.




USDA Adopts Grain

Inspection and
Weighing Rules

Rules to put extensive changes in
the US. Grain Standards Act into
cffect April 10 have been adopted by
the US. Department of Agriculture,

Leland E. Bartelt, administrator of
the USDA’s Federal Grain Inspection
Service, said the new rules — adopted
hy Congress during 1976 and 1977 -
include inspection and weighing pro-
cedures, registration and rrcotd-gh-t'p-
ing requirements, exemptions from
mandatory inspection and weighing
of export grain and requirements for
sampling inspection equipment per-
formance.

“In preparing final rules, we stud-
ied written comments, recommenda.
tions of the U. S. Grain Standands Act
Advisory Committee, and information
from meetings held across the coun-
try with grain industry representa.
tives and other interested groups,”
said Bartelt. "And we considered the
growing importance of US. grain ex-

rts as well as marketing procedures
or domestic grain.”

Major Provisions

Major provisicus of the new rules,
detailed in the March 11 Federal
Register, follow:

— Technical requirements are set
for gniu-wl.-lghll?g eyuipmenm and
offidal weighing functiouns,

— Effective May 1, 1961, use of the
word “official” in connection with
weighing will be limited to the Feder-
al Grain Inspection Service and those
agencies that perform services under
the At

— Elevators exporting up to 15,000
metric tons of grain during a calendar
year will be exempt from mandatory
inspection and weighing if they did
not export at least 15,000 metric tons
of grain the previous year,

— A former exemption from man-
datory weighing of grain shipped by
truck or rail into Canada from export
clevators not located at export port
locations will be eliminated.

— One stowage examination will bet
reqquired for land carriers when grain
lots are sulunitted for both official in-
spection and weighing and for export
cargo and waterbomme domestic ship-
ments when grain lots are officially in-
spected or officially inspected and
weighed. This examination is not re-
quired for export cargo and domestic

8

shipments of grain offered for official
weighing only. An applicant can re-
(quest a stowage esamination when-
cever the service is desired,

— Effective Jan. 1, 1982, diverter-
type mechanical sampling will be re-
quired for official inspection and cer-
tification of barge lots and other car-
go shipments and will be required for
grain inspected in Canadian ports be-
ginning March 31, 1981.

= Official inspection  personnel
must be informed if an insecticide
has been applied to grain for which
an inspection or weighing service is
requested.

- liemrd-lm-]ﬂnr provisions will
affect ouly grain elevators and mer-
chandisers who have official ins
tion or weighing services under the
Grain Stnmﬁnh Act. Elevators must
keep shipment records, and merchan-
disers must keep purchase and sale
records,

- ﬂ;c‘limm relationship  be-
tween FGGIS approved weiiherl
is clarified, and the responsibilities
that each approved weighing facility
has for its employees who prﬁonn du-
ties related to weighing and inspec-
tion of grain are spelled out.

Copies Available

The new regulations, as well as ap-
proved final impact aalysis state-
ment, are available trom: Issuance
and Coordination Staff, Federal Grain
Inspection  Service, USDA, Room
2405 Auditors Building, Washington,
DC 20250. Phone: (202) 447-6371.

Questions about how the new regu-
lations will affect the operations of
inspection agencies and other seg-
ments of the grain industry should be
directed to the appropriate FGIS re-
gional director.

Mr. Ken Swanson is regional direc-
tor for the Chicago Region; encom-
passing the states of Minnesota, Wis-
consin, Michigen, Ilinois, Indiana,
Ohio, West Virginia, Maryland, Penn-
sylvania, New Jeney, Delaware, New
York, Connecticut, Vermc:at, New
Hampshire, Massachusetts, Rhode Is-
land and Maine. His telephone num-
ber is (312) 353-2335.

N. Gail Jackson is regional director
for the Kansas City Region; encom-

assing the states of Montana, North
Dakota, South Dakota, Wyoming,
Utah, Nebraska, Colorado, Kansas,
Missouri, and lowa. His telephone
number is (816) 374-5395.

National Agricultural

Transportation Policy
Recommended

A rurdl trausportation task forc:

mnr:r changes in the “rules

of the road” fer railroads and truckers
doing business in the United States.

The Rural Transportation Advisor:
Task Force, a joint team co-chaired by
Agriculture Secretary Hob Bergland
and Transportation Secretary Neil
Goldschmidt, recommends:

— Incentives to encourge states to
increase truckload limits to 50,000
pounds and length limits to 65 feet
on interstate and other major high-
ways, along with incentives to states
trying to resolve varying state regula.
tions.

— Regulatory reforms to permit
railroads and shipper to enter into ne-
gotiated or regulated contracts

— Use of long-term loans to fvance
rail rehabilitation on lines serving

5.

— Immediate acquisition by rail.
roads of a demonstration, free-running
fleet of 500 fifty-foot, wide-door, gen-
cral purpose boxcars and 500 covered
hopper cars to augment the railroads’
individually-owned car fleets,

— Continuation of federal financial
assistance for railroad branchline re-
habilitation projects.

— That ll:c Interstate Commerce
Commission (ICC), Department of
Transportation (DOT) and Depart-
ment of Agriculture (USDA) monitor
the effectivencss of the task force’s
recommendations and write a repor:
to Congress each yeas.

~ That the federal govermment take
more responsibility for interstates anc.
other major highways, thereby releas
ing more state funds for the main
tcnance and upgrading of non-majo-
highways.

— That the secretary of agricultun
be given authority to devel ‘:r ant
regulate standard contracts of hau
for trucking fresh fruits ani vegeta-

bles. Loading and unloading respon- §
sibilities would be imposed on ship- i

pers and receivers,

In the area of waterway service im-
pediments, the task force recommends

replacement of Locks and Dam 26 on
the upper Mississippi River with two
locks. g

“The recommendations are part of
the final report by the task force,

(Continued on page 10)
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Sometimes the people hardest o please are
sitting right around the family table. So the smart cook
really uses her head...and serves up good-tasting
fu cus l");iﬂ:lll(\i{l-’l‘:mt noodle dishes begin long before they
reach the table. They begin on the farms of the northern
plains, where the nation’s best durum wheat is grown.
From this durum wheat, Amber Milling mills fine
pasta ingredients...Venezia No. 1 Semolina, Imperia
Durum Granular, or Crestal Fancy Durum Patent Flour.
At Amber Milling, we're serious about pleasing our
customers, We know you're fussy about quality. So we

deliver semolina and durum flour that makes it casier mlr
you to please all your “fussy™ customers. Specify Amber!

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Aills at Rush City, Minn, o General Otfies at St Paul. Minn. 35105 Phone (612) Ha6 9413
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'lrumpoﬂuﬂon?olky “These 59 million ‘iﬂgl*l.m. Subo-d AUH m'“ﬂ’ \, ,/;, 'l/\ SEDY N !)(/\f”' I/[”!,' /!/"7}/,]"!,]

(Continued from page 8) families—with 10.8 million children— o
Reports Earmnings
which deliberated ten months to es. 3¢ o 8 : hl.eun:'rm bﬂ‘ﬁ“nd Net e e " - o /
tablish the policy,” said P. B. Smith, V=7 five have incomes below the = et eamings board Allie \,
assistant secretary of agriculture for poverty level, compared with one of Milling Canc':I the third quarter «
marketing and transportation every 168 two-parent families,” she the current year were up slight
Smith said the rr[[:'t debiice agrt says. ly from a year earlier, but net incom

s e | T b ik o e e

‘ gests solutions to problems, based on
public hearings lhrluk force conduc- Durum Markets in March Net sales of Seaboard in the first th

No. 1 Hard Ambus L\irum Range  fjuarters of the current fiscal year ro
3 g 1, Dt o Yol s Lo e e S
‘. abondonments, several highway and apolis with semolina quoted at $13.75  Vious year.
waterway bottlenecks, ind problems to $14.30 granular 15¢ les, durum  For the 36 weeks ended Feb. 2
between shippers and carriers. flour 409 les. 1980, Seaboard's 1.et income totaled|

*“The task force set forth guidelines $4,905,364, equal to $3.30 a share on

for an adequate milroad transporta- the common stock against $6,211,418
tion s)si:ne?lnduling changes in fed- Director of Freight Car or $4.58 a share, in the previous year.
eral regulation of railroads” Smith Sales for GATC Third quarter net income of Seahoard
said. Denis L. Koziol has been appointed  totaled 81484152, equal to 81
Congress formed the task force, be  director, Freight car sales for | share, against $1,412961, or $1.0

said, in response to agriculture’s American Transportation Corpora- *hare, in 1679,
ial transportation needs, ,\lemm tion, a subsidiary of GATX Corpora-  In the third quarter, Seaboard had
weir:n from agricultural aut.ll Itnnslpnl'- ;:"on. Thea {n.tl::nt was announced 1,487,677 shares of common stock out-
tation organizations as well as from Robert F. Mack, vice tof standing, against 1,365,085 a a8

the academic community., marketing and sales for tmhw Net &Iess of Seaboard loryell: fr:

company. 38 weeks of the current fiscal yeas

Koziol joined GATX in 1973 as amounted to $280,644,679, against

Farm Number Drops; manager of market research for 3225353781 in the preceding year.
Farm Size Increases GARD, another GA™X lubs.idhry. He Net sales in the quarter ended Feh.
In the five years that the Agricul- became a member wf the GATX cor- 29, 1960, were $95,355490, against

fiire 1t has collected the sta-  Porate planning department in 1977, 360,812,064 a year ago.
tistics, the trend hasu’t changed-the and t‘"’ '&P':il"‘“{i ma‘,f.;{ of cor-  ~yuit sales domestically reached a
number of US. farms is declining [;m"' ;“;m' e B Corora- new peak, reflecting greater coverage
while the average size continues to in- “’E i i T R in our market areas,” Seaboard said.
crease, f o a U‘ : Chi degree  “However, flour prices have not fully
The number of farms dropped 1.8 11;; :‘o}l‘;'!" hzim?r:d M“{%"ﬁi“ reflected the cost increases of infla:
percent during 1979 to 233 million, =+ " ola, and in 107 I\el oeived 1o, especially the mpid rise in bank
and an additional un:h[i)le{cmt is I::I‘\Il:gm R 1N in.‘;-llmugui y [nterest rates.”
expected this year, While the num! et D.'s‘“ g Fnen . |
ofp;:.nm declines, average size has L’l‘:“ [M’m' "'";‘“:-l’“l"'l"“y' He, L In "g"dmr !ar:u unmmws:_
crept up from 444 acres in 1978 to w“.ilel N‘:i e live I Ar ) shea some improvement, but vary
450 last year and an expected 453 this " mnm| ghhm“'mu“ Tranenortation [rom country to cruntry. Tlé,hmen in
yeas, e ocean shi and high costs of bun.
| e amoun of Gl 15 2P AE SO B Leing i ave Incrmed righ
illion acres— 3 i t
g. ping 2.95 million acres in 17 and a the est flect of privately owned kaes; Ehe ool Shwstion 15 woranumting

. il tank in the United foreign exchange shortages in some ] SN W R Y J e it
peoected L% welON b1 1o ?talu. ulwell c:snntl':er ll‘!dl'l'b.td developing countries that are forcer| i Bt ic e M s T Uk A ovegoithe = oo B e va ke the
P T freight cars, which transport petro- 10 curtail food consumption in order wnxce (0 shightly ditferert posia is an ort, Whot we do experience—over 50 years of - board curselves —at our
Single-Parent Famitics leum, chemicals, food, fertilizers and 0 meet '““SY_.“"‘I’ considered of i f“-.(;,ﬂmaﬁ).“ with posta of Diomond Pock-  providing the leoding nomes Diomond Poperboard Division.
| il a coal for major industries and users of  higher priority. B o ooty o modhof | 0ging Proccts is onart—ond in pasta with complete single  You and Mama know thot
| or: the Increase bulk commodities. Seaboard's eamings before taxes in - . "‘J:Iq b’ptnhﬂot!l:pd omm wting science. source pockoging service: oll pasta is nol the same. Al i
! A striking increase in the number of GATX provides capital equipment the 38 weeks ended Feb. 29 totale & —without measuring! Apinch Like Moma, we know that  mouth-watering grophics, Diomond, we | now that all |
single-parent families has occurred  and services for extracting, processin 064,964 with $11.945.- 88 here. A dosh there. She gets alike. product-protecting structural  cartons ond lesels ore not the
1 Sltributing iy, and leguld bulk | focps compared el R design, and machine-oppli- Lot us give you the
since 1970, and distributing dry and liqu 075 in the previous year, with pre-tax § it right, every single time. Not  Each pasta needs its own i some. Let us give you
Beverly L. Johnson, a research ana-  commodities in North America and oo 0 b i e goseg . | frominstinct, From experi-  special kind of pockogeor  €ation engineering. Diamond recipe for o perfect
lyst at the Bureau of Labor Statistics, overseas. It provides railcars for lease 152, B ith O;,’H'!M ¢ M8  ence. From yeors of lasogne,  label 10 oppedl to shoppers’ The ingredients that go pasta packoge. Coll (513)
says that nearly one of every five fam-  and sale; owns and operates ocean- mpucd ot SU1 R year Sgy  (ottucini olfredc...ravioli... increasingly discrimirating  info your pockoge's paper- 422-2772 today. We're
ilies with children under 18 is now going and Great Lakes vessels and %8 Provision for income taxes in the § rigotoni con salsicce. tGEtes. » boord are going tobe right,  waiting o serve you.
maintained by a si Eull: liquid terminals; manufacturers 38 weeks was 3,750,000, against &8 )

ngle parent who is
divorced, tnﬁ widowed, or industrial and transportation equip- $5.733,656 in the same period of fiscal

never married, The ratio was one to  ment; and provides financing for capi- 1979, and for the quarter were $1.- @
nine in 1970, tal equipment. 082,000, again $1,304,108.
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MOND INTERNATIONAL CORBPORATION
g‘n‘u A.lﬂ.- SROOUCTS DIVISION
407 Chon.s Street, Muddietown, Oheo 45042
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Lee Contwell

W. L. Cantwell ot
North Dokota Mill

W. L. Cantwell has joined the North
Dakota Mill and Elevator as Director
of Marketing according to Sam Kuhl,
General Manager of North Da-
kota Mill

Mr. Cantwell previously was Na-
tional Account Executive handling in-
dustrial product sales for Intemational
Multifoous Company. Mr. Cantwell
recently retired from Inte.national
Multifoods after 30 years of service
which began as Territory Sales Man-
ager for consumer and industrial pro-
ducts in South Dakota, Minnesota and
North Dakota.
chL Kuhl i‘ndl!el::ul that lh;::\crnt-‘:-

capacity for ing wheat r
mill ul\:sd mmplﬂrd%l!y and the
new 6,0000 cwt. semolina mill will be
fivished this fall, making Mr. Cant.
well's appointment a timely addition
to direct all the marketing activites
of the North Dakota Mill.

Mr. Cantwell will be responsible
for all Sales and Marketing activities
of the durum and spring wheat divi-
sions, reporting directly to Mr, Sam
Kuhl, General Manager.

C.C.C. Purchases

Focus of sttention among all seg-
ments of breadstuffs was on actions of
the government to offset the impact of
the embargo placed Jan. 4 on the ex-
port of grain to the US.S.R. in excess
of the 8 million metric tons of wheat
and corn provided by a five-year
agreement with that country. In mid-
March Commodity Credit Corp.
bought wheat and U.S.D.A. announc-
ol plans to sell “rights” on Soviet con-
tracts.

C.C.C. purchased 16580905 bus
of wheat ugl;l.m! its Brst invitation in
a program that provides for the pur-
chase of 146975000 bus to be E:lcd
only as an intemmational emergency
reserve, or to assure supplies for P.L.
480 programs. s urchases included 14,
650,757 bus of hani winter, 1,346,579
bus of soft red and 572,288 bus of
soft white. Spring wheat and durum
are excluded from the program.

Egg Products
March Price Range

Central State Nest Run $9.90 to
$13.05

Southeast Nest Run — $5.40 to
31010

Frozen Whole — 409 - 4¢

Frozen Whites — 25¢ - 27p

Dried Whole - $1.57 - 81.72

Dried Yolks — $1.61 - $1.75

Poultry and Egg fituation
From the US. Depariment
of Agriculture

Production of poultry and in
1080 is expuitdpt:ueamd ﬂﬁlgﬁ

1979 levels. As a re::i::li large total
meat supplies, i y dur-
ing the E‘In hlﬁ.‘:‘ 1960 1'5"0]]:; and

prices are expected to average
well below the year-earlier levels.
During the second half of this year
red meat supplies may drop below
the year-carlier level, and broiler
prices are likely to exceed the July-
December 1979 level. Turkey prices,
however, are expected to remain well
below 1979 levels throughout the
year. Returns to poultry pio-
ducers are expected to be less favor-
able than in 1979.

Egg production ~ontinues above a
year ago, largely because of a higher
rate of lay, with the flock size remain-
ing about the same as a year earlicr.
The heavy culling of old layers dur-
tug the second halfl of 1979 and carly
this year has results in a younger
flock. Egg output in January was 3

ent above a year earlier and pro-
mimn during the first hall of this
year is expected to average 1 to 2
percent above 1979 levels.

Egg Use Up in 1979

Consumption of eggs increased less
than production in 1979 because of
fewer imports and greater hatching
use than in 1978. Egg imports declin-

ed nearly a fifth from 1978’ 11.5 mi .
lion dozen, sheil equivalent. Imparts
are Distorically small and accounte)
for less than two-tenths of one percer |
of the total 1979 egg supply.

Fewer eggs went for exports while [§

estimated hatching use increased 121§

year. Exports of shell eggs and ¢

products totaled about 78 mnuﬁ
dozen (shell equivalent), down about
20 percent from 1978. The decrease
was attributed to fewer exports of
both shell eggs and peoducts.
Shell egg exports dccll:ﬂ!"". ]
to 42 million dozen, whii vy
duct exports dropped frot: /8 i 1978

to 36 million dozen (shell ey -~ imival-
ent) in 1979. However, shipments of
shell eggs and egg products to Ameri- 8
can temritories, at 23 million dozen,

were m& t. ¢
Hatching egg use in 1979 is esti-
mated to have increased 8 percent to§

490 million dozen. The gain was due |

to on increase in both the number oi §

broiler chicks and
hatched. The numberﬁ-:yorcr chicks
hatched in 1979 was almost 8 percent

greater than in 1978, while the

type chick hatch was up over 5;‘;5:

cent. ‘
Egg consumption fur 1979 is esti-g

mated at just over 283 eggs wmrltl
a

son. This is 5 eggs above 1978

more than 2 years ago. With larger
egg production expected in coming
months, consumption could match or
exceed year-carlier levels during the
first half of 1960.

Breaking Use Up; Stocks Down
Eggs mnvlnﬁ into breaking char-§
nels during July-December were usj
about 6 percent from 1978, as ih:
shell egg market weakened in the
summer and early fall and stocks «f§
frozen egg products remained lov-§
Breakings were down during the fint
half of 1979 because of the relativel, 8
strong shell markets. Shell egg:
broken under federal inspection i)§
1979 totaled 701 millien dozen, u)
from 658 million dozen in 1978. Lic- &
uli egg production for immediate cor-
sumption and for processing rosc
about 2 percent to 415 million pouncs §
Frozen egg production dedlined about i
4 percent to 332 million pounds. Pn§
duction of dried at 80 million @
pounds, was up 5 million pounds from
the previous year. Production of egg
ucts will continue strong during
the first half of 1980 to meet current
needs because of very low stocks.

Could it be the durum people?

IN 19807

the durum people

NORTH DAKOTA MILL
Grand Forks, No:th Dakota 58201
Phone (701) 772-4841
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6. Clinten Mervich

Reorgariation at Muellers
G. Clintus Merrick has been named
President of the C. F. Mueller Com-
of Jersey City, New Jersey. Les.
E‘nyﬂ. Thurston, Jr., formerly Presi-
dent of Mueller's, hus been named
Chairman of the Board and H. Eu-
gene Blattman has been named Ex-
ecutive Vice President of the pasta

The announcement was made by
Foremost-McKesson p
President Norbert W. Markus, Jr.
Mueller is an operating unit of the
Foremost-McKesson  Foods  Group.
Markus said that these changes re-
flect u consolidation of Foremost-Mc-
Kesson Foods Group's Grocery Pro-
organization into
the C. F. Mueller Company.
romotion Merrick, 36,
was Vics President of Marketing and
Product Development for the Fore-
most-McKesson  Foods  Groups
Blattman, 44, was most recently Foods
Group Vice President/General Man-
ager of the Group's Grocery Products
Development unit. Both were head-
quartered in San Francisco,

Prior to joining Foremost-McKes-
son, Merrick was with General Foods
ation for 11 years, most re-
as Marketing Manager for the
Pet Food Division. He was graduated
in 1965 from the University of Tulsa
und in 1968 received an MBA degree
from Stanford University,

H. Eugene Blattman

In 1078, Blattman became Viee
President, Marketing and Business
Development for the Food Ingredients
Division. For four years prior to that
he was President and General Man-
ager of Gentry International in Gil-
roy, Calif., a dehydrator of onions

[}
'
|
I

and garlic, which was acquired by
Foremast-McKesson in 1975. He was
graduated in 1938 from Whitman
College, Walla Walla, Washingion.

L. R. Thurston, Jr.

Thurston, 38, joined Mueller in
1969 as Vice President and Assistant
to the President. In 1971 he was nam-
ed President, and in 1975 he was also
named Chief Execuitve Officer. Thurs-
ton's carcer spans many years in the
pasta industry including seventeen
ycars with Megs Macaroni Company
in Harrisburg, Pennsylvania He was
graduated in 1948 from Pennsylvania
State University. Thurston is current-
by First Vice President and a Dirves
tor of The National Macaroni Manu-
facturers Association.

The C. F. Mueller ml:;ny. loza.
tedd in New Jersey, is est pasta

ucer in the United smup‘:'nhe
oremost-McKesson Foods Group is
one of five operating units of San
Francisco-based Foremost-McKesson,
Inc.

Forsmoni-McKewson Boosts

Payout for Retired Employees

Foremost-McKesson's 2,500 retired
employees were pleasantly su
when they received benefit s
earlier this month which had been in-
creased by as much as 18 percent.

Thomas E. Drohan, president and
chief executive officer, said that the in-
crease is designed to help cligible re-
tired employees keep pace with the
rising cost of living.

The anwant of the increased re-
tirement Denefits is based on a slid-
ing scale. Those emnployees who re-
tired in 1973 or earlier received an
18 percent increase and persons who
retired from the company as recently
as 1978, had their benefits boosted by
3 percent.

Drohan said that the improved re-
tirement payout will cost Foremost-
McKesson about $7 million.

Foremost-McKesson Eamings

Net income of Foremost-McKesson,
Inc., in the third quarter and nine
months ended Dec. 31 showed in-
creases over comparable periods a
year ago. Net income for the quarter
totaled $19,999,000 equal to $1.13 per
share in on the common stock, up
22% from $16,351,000, or 93¢, a year

Loster R. Thorsten, Jv.

ago. Revenues for the pe

ted $006,576,000, up 13%

For the nine months ended Dec, 313
net income was $60,143.000, £
per share, up 30% from $43.
213,000, or $248. Revenues totaled
$2,733,225,000, up 12% from $243,

Thomas E. Drohan, president
chief executive officer, said the foods
group’s operating profits were dow
9% last year in spite of an &1
cept t in the dain
division and a strong performance Inf
the water division.

president of Venet Adver-
ising, and Jill Johnson, account ex-
t the finishing touches on a
nce Superoni products—
new family of high-protein pastas.

baskets are being sent to radio
nd television stations carrying com-

for Superoni. The $2.5-mill-
on campaign to introduce Superoni
est expenditure ever plac-
a new pasta product. It
ill run in New York, Chicago, New
England and Detroit. In addition to
Wive Superoni pastas, the basket con-
hetti Sauce, cheese,
Superoni, the pasta
being position-

be said, were of
margins in the whe
business, market expansion
gredient costs in pasta operationg
and continued heavy expenses asso
ciated with the u
manufacturing facilities.

A 42% operating
ment by the Foods
$2.3 million from the settlement
two class action lawsuits against pack

aging and ingredient suppliers.

packed with protein,
against other sources of protein,
t:ch as meat, poultry and cheese,

enet Advertising, Inc.
Every night, five days a week, Ve-
Inc., bums the mid-
aght oil. The finn's staff works in
hree shifts to produce ads for its
ets and the pro-
lucts that are sold there.
Venet, based in New York and with
large New Jersey office, is a retail-
riented advertising agency. Its clients
ets, notably the
n, and consumer pro-
fucts such as Prince Spaghetti, Len-
'Ts Bagels, LaYogurt, White Rock
Beverages and Kahn's Meats. In 1979,
billings of $32 million.
Frm, which was founded in 1954,
uartered at 888 Seventh Ave-
ue in Manhattan, It has a staff of

rading of pas _:

fit im :
(?::up indpuﬁ

C. F. Mueller Company

Christian Frederick Mueller car
from Cﬂit!mnm That year i}
began selling noad!
in apushcart door te do:ts.slly 184
it was a factory o
erations built it into the largest pas
producer in the U.S. :

Inheritance taxes took the busim
from the Mueller estate and a grou
of alumni and friends gave the busi
ness to New York University in 1947
The University sold the business tf
Foremost McKesson for $115,000,00

tion. Three geo

“The retail arena is the most
_nwkctin force in
Venet, president and

THE Macazon! Jo

founder of the agency. "It is the step-
child of other fullservice agencies
and the core of our wgency’s business.”

In addition to the development and
production of print and broadeast ad-
vertising, Venet assists its clients with
all aspects of retail selling from dis-
tribution through point ot sale. For
some clients the agency even partici-
pates in sales calls to store buyers,
Mr. Venet uses the term “sell-through”
to define this full-service retail mar-

keting capability.
Venet's divisions include:

= Venet Production Services, Ine.,
a 10,000-square-foot facility in
Union, New Jersey, housing a
complete nnlaclrputmmt for
typesetting,  layout, hotostat
and other services. The staff
works there around the clock
producing more than 150 Path-
mark newspaper advertisements
cach week, It is headed by
George Coscia, vice president
and director of retail operations.

= Pan American Communications
Inc., which provides advertising
and other marketing services for
the Hispanic market. It is head-
ed by Bodd Rodriguez, vice
president.

= Mayer/Martin - Ine., a  visual
communications finn specializ-
ing in advertising, sales promo-
tion, point of sale and corporate
design. Roman Mayer is presi-
dent.

Bob Bruning Promoted

Robert J. Bruning has been promo-
ted to the position of technical man-
ager — four and durum quality con-
trol, for the U. S. Industrial Foods
division of International MuPifoods.

In this position, Bruning is respon-
sible for quality maintenance, testing
and quality standards for »ll of the
company’s U.S. flour and durum mills.
He also supervises Multifoods’ test
bakery and analytical laboratories at
the Technical Center in New Hope,
Minn,

A native of St. Cloud, Minn., Brun-
ing has served as quality control man-
ager for .\lullil'ooés' Industrial Fools
division since 1959, He resides with
his fumily in Shorewood, Minn.

Headquartered in Minneapolis, 1n-
tematonal Multifoods is a worldwide
food processing company with annual
sales of more than $1 billion.

4. 8. Jey Rebitie

Ronco Sales Manager

J. S. (Jay) Robilio has been named
General Sales Manager of Ronco
Foods, Memphis-hased pasta manu-

Annonncement of the appointment
of Mr. Robilio to the newly created
position was made by L. M. Ander-
son, General Manager of Ronco,

A yraduate of Christian Brothers
College with his major in Marketing,
Mr. Robilio has been with Roneo for
10 years, serving as Advertising/ Mar-
keting Manager for the past two of

He is a member of the Board of Di-
rectors of CHC Alumni, the American
Marketing Association, and the Sales
and Marketing Executives of Mem-

He is married to the former Bar-
bara Cook of Memphis. They have

Distingvished Service

Robert ). Mazzoni, Jr., of 9903
Glenda Court, Lomisville, Ky.,
troller at the Delmonico plant of San
Giorgio Macaroni, Inc., was recently
presented the President’s Award for
Distingnished Service by the presi.
dent of San Giorgio, Joseph P, Vivi-

The award is given annually for
outstanding achievement amnd contri-
bution to the success of the company
during the preceding fiscal year.

Mazzoni was office manager for
San Giorgio from 1971 until appoint-
ment to his current position at Del-
monico. San Giorgio is a subsidiary
of Henhey Foods Corporation.
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Drastically reduces the time required in the production cycle.

Higher drying temperatures reduce plate counts to well below industry standards while
enhancing product flavor and quality.

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

'l Pneumatic controls regulate relationship between time, temperature and relative
8 humidity.

U8 At the end of the final dryer, a power-driven cooling section reduces product temper-
§ ature to a safe packaging point.

Braibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers.
Braibanti, the world’s foremost manufacturer of Pasta Equipment.

Side Panels Open for Cocking Qualities Drying Time
Easier .Flt:mng Improved, Chopped.
Lock Tight to

¢ Eneray. Stickiness Eliminated
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Kra™ Corporate Officers

Kraft Chairman John M. Richman
has announced the creation of two
new senior executive vice president
posts: one covering U.S. operations
and the other covering operations out-
side the United States. Elected to as-
sume these two positions on May 1
were  Heribest  Kohlhaas, 50, and
James F. Scull, 47, respectively. Both
will report to Kraft President and
Chief Operating Officer Arthur W,
Woelfle,

Mr. Richman also announced the
following additional elections of cor-
porate officers: Harold J. Handley,
44, as senjor vice president — research
and marketing development, effec-
tive August 1; Mardie MacKimm, 48,
to the newly-created position of sen-
for vlce‘rrnklml - public affairs; Ed-
ward W, Smeds, 44, as senior vice

ident - human resources; and
[:::u F. Harris, 44, as vice president
public relations.

With particular reference to the
Kohlhaas and Scull -ps‘o‘llnmmm.
Mr. Richman pointed out that several
senlor operating executives are sched-
uled to retire during the next five or
so years, "What Bud Woelfle and |
have done,” he said, ‘is to place two
younger members of management,
each with an outstanding record of
achievement, into positions of auth-
ority in areas of the company which
will broaden their base of experience
and enable them to participate in the
decisions, including "pe- ple’ decisions,
which will help determine the future
of the business.

“The time to do this,” he empha-
sized, “is now, while those outstand-
ing exccutives who have done so
much to make Kraft such a successful
international business still have time
to contribute significantly to assuring
an orderly transition of management
over these next several years.

U. §. Operations

In his new paosition, Heribert Kohl-
haas will have responsibility for all
U.S. operations including the Retail
Food and Dairy Groups, the Food-
service and Industrial Group and the
Operations Group which handles pro-
curement, production and distribu-
tion of the majority of Kraft products
marketed in the United States. A na-
tive of Bavaria, Mr. Kohlhaas has
served as president of Kraft Interna-
tional since 1976, Formerly, he head-
od kraft operations in Germany.

For the past two years, Mr. Scull
has been chairman and managing di-
rector of Kraft Foods Limited in the
United Kingdom. Born in New Jersey,
he held a variety of operating man-
agement positions in the U. S. Daicy
Group between 1964 and 1975, He
was cooperative viee t- hu-
man resources preceding his UK. as-
signment.

Research & Marketing Development
Mr. Handley joined Kraft from the
J. Walter Thompson advertising ag-
ency in 1976 as vice president - Ellx\
ery products for the U.S. Retail Food
Group. He will succeed Chester R.
Green who retires on Au 1, 1880
after 43 years of outstanding service.
An ex marketing executive,
Mr. Handley will manage the com-
bined efforts u(\‘d Kraft research l':d de-
velcpment corporate  marketin,
development, which were first bmghl:
together under the direction of Mr.
Green seven years ago. To ensure a

completely integrated relationshi
withpltlw ng groups, this vihlp
function report directly to A, W.
Woelfle,

Public Affairs

Mrs, MacKimm wil head a newly
formed Public Affairs Department
which will encompass the combined
responsibilitiies of government and
public relations, community and civic
affairs, and consumer affuirs. She has
served as vice president - public re-
lations for the past six years. Joining
Kraft to succeed Mrs. MacKimm is
James F. Harris, 44, who has been
Allied Chemical Corporation’s direc-
tor - public affairs since 1977. He was
formerly assoclated with the Confer-
ence Board and Exxon Corporation.

Human Resources

The of Mr. Smeds from
vice dent to senior vice presi-
dent l:m.l::mun resources reflects in-
creased responsibilities for that func-
tion. After holding several divisional
posts in personnel administration, Mr.
Smeds was fint elected a corporate
officer two years ago.

Other Appointments

Mr. Richman also announced other
personnel developments outside the
United States.

Alex G. Moon, 52, a native of Liv-
r:ol. wil succeed Mr. Scull im ihe
Inited Kingdom as chairmar and
managing director of Kraft . oods
Limited. Mr. Moon, currently U. S.

T T T S L T T T I Y R

Retail Food Group viee president of

administration, has held significan
corporate and group positions in bot )
countries.

In Canada, Thomas P. Quinn, 5.
vice president and director of ma.
keting of Kraft Limited has bee:
named to succeed his fellow Canadia
Russell J. Greenwood, 00, as pres.

dent and general manager of that}

company next year, Mr. Greenwood
has elected to retire March 1, 1951
after 38 years of notable service, the

last twelve as head of Kraft Limited #

Mr. Quinn will serve as executive vice
president of the organization during

the interim period. Kraft Limited will §

report directly to Mr. Scull,
Axel Ribbe, 55, managing director
of Kraft G.m.b.H., has been appointed
of the newly fo “Kraft
rope,” also reporting to Mr. Scull

A native of Germany, Mr. Ribbe will}

coordinate rement, uction
marketing [l,:;c“ulﬂ uﬁp'\::liﬂ fou
Kraft operations in Belgium, Den
mark, Germany, Ireland, Italy, Spain
Sweden and the United Kingdom.

In conclusion, Mr. Richman noted i

that one result of these appointments
will be a reduction in the number of
people reporting to Mr. Woelfle and

to him. “Over time,” he said, “this}§

should give us both opportunity to
devote more attention to planning fr
the future and, in particular, to the
issue of growth and diversification

both within and beyond the food busi |8

ness.”

Kraft, Inc. is an intemational pr- 8

cessor and marketer of food products
Worldwide sales in 1979 were $64
billion. Eamin, for
$188 million, or gj’l per share.

Regional Manager at Skinne

Richard M. Standley has been pr»
moted to Regional Manager of Soutl
Texas for the Skinner Macaroni Cor

pany. '
Standley wil be responsible for s«

pervising Skinner sales activites in tl«
greater Houston and Southemn Texu
marketing areas. He will report direct:
ly to Lorimer.

Employed with Skinner since 19758

Standley served as a district manager
in Houston and South Texas prior to
his promotion.

Standley worked on the Skinner
Macaroni account for Service Broker
age Company, Houston, for several
years prior to joining Skinner,
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GOLDPIECE!

The value of this "goldpiece”
increases dramatically when
used in your food processing
extruder.

Let us show you how. Call

D. MALDARI & SONS, INC.
557 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555
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How To Sell Mere Pasta To The Feodservice Industry

by Gus Capollupo, Food Service Division, San Giorgio Macaroni, Inc., at the Winter Meetin; } _

fter twenty-five years of p('d(":l‘lf
I finally get to meet my
versaries. It's a good feeling to be
rt of a group that has made Italian
ro‘od a universal favorite,

Kids used to call me a spaghetti
bender with an ethnic slur, It hurt.
But now it gives a good fecling to see
that spaghetti has e a favorite
consumed by everyone,

There is a great opportunity for
growth in pasta if we go after it
Could we be discouraging use of pas-
ta by Iuweriuf quality of foodservice
products? Or by lr:lr‘:trrlonnlng fune-
tions to improve uct performance
and use? Is food service pasta as good
as it is at home?

It is a challenge to the industry to
have good pasta served away from
home where the product is often first
sampled.  Foodservice  presentation
should encourage consumption at
home., All foods are vying for a fair
share of the food dollar being spent.
Open any foodservice magazine and
you will see other industries adver-
tising new uses, profitability, and ev-
ery other benefit.

I am amazed at how the pasta in-
dustry has grown. Yet there are still
sections of the country that need to
be developed into high consumption
markets. In low volume markets there
are opportunities for growth with the
traditional Italian fare, red sauces,
meats and cheeses that are common-

lace in high consumption markets.
rn high \'nﬁlnu‘ markets opportuni-
ties exist o create new uses in res-

20

taurants and at home. High volume
uses may cat red sauce pasta at home
once a week, at a restavrant once a
week; at school they are also gettin
redsavced pizza. New recipes with
white sauces, seafood, vegrhm:s. and
cheeses are tasty, easy to re and
generally  economical. v can be
used as a main dish or a side dish. A
campaign aimed at the foodservice
industry could provide new recipes
for sampling and increase unﬁr in
bath low volume and high volume
arcas, The highways are loaded with
restaurants featuring hamburgers, hot
dogs, pizza, chicken — but not pasta.
Is it because of quality or possibly be-
ing relegated to a low-cost hard-to-
serve right kind of food competin
with the preferred eat-at-home qu
ity.

Mass Feeding Institutions

A large percentage of foodservice
pasta being used today is going to
mass-feeding institutions. There is op-
portunity in restaurants. As the trend
of ﬂlil.lﬁ away from home grows it
could affect our retail volume. We
must get our share of foodservice
business in order to hold our own in
the retail grocery business. The Pas-
ta Manual is a good first step.

The Associution’s efforts to increase
foodservice business will benefit ev-
eryone. The cost of the manual may
limit wide distribution so 1 would
recommend a smaller version to fit
into a file folder in the salesman’s
brief case and be easily available,
People are seeking information.

Without organized distribution this
material might not get into the areas
where it is most needed or wasted by
duplicated distribution. It might be
made available by advertising in trade
journals. There are 3,000 foodservice
distributors  listed in Chain Store
Age’s Foodservice Directory. More
exist but are not listed. Distributors’
salesmen should be provided with the
manual also — they weed product
knowledge, Chain restaurant opeia-
tors number over 2000 — they oper-
ate 3 or more chain restaurants — over
125000 restaurants of all types. And
how many independent restaurants
are there that could increase the use

of our products? There: are tens «f

thousands dieticians, home econ§
mists, school foodservice rator s §
industrial research sad developme-
tal stafls that could improve their I8
also with this material. Finally, pasta
salesimen and brokers might benefi
from exposure to this manual also.

In retail it is expensive rating
points, column inches and coupom
that reach the consumer. In foodserv.
ice it is low-cost information distribw.
tion and trade journal advertising is
what it takes. Who is there to do it*$
There is so much at stake, the job is
so big, that only the Association car
do it effectively, efficiently and quick-

now.

Food Distribution

I would like to say a word about
food distribution. Not too long ago it
was totally fragmented. The lowes

possible price by the smallest amoun S8

more often than not got the business

Gencerally, quality was not a factor it
fellln the order. Foodservice wa
ooked upon as a outlet for over-rum
or sub-standard quality. Not so today §

The business is dominated by big 8

volume distributors. Some are in the§
billion dollar sales category. They an

hig sophisticated companies. The
know and recognize the need fr
quality, service and reliability. Price (8

today, is not necessarily on top of thef
list. Fewer customer complainty a1

fewer lost customers, fewer picku » 8
and reduced paperwork when pr»8

ducts don't orm as expected. T3
day’s price rl:l.i':cu quality. :

The Payolf 1 f

Finally, the pay-off is the end-us 3§

What is the product’s image wil}
them? How do we convince them

use our product? How do we rea

themn? Association can do it fxJ
the industry quickly, efficiently ad

authoritatively. Education can't wui i

or be presented fragmented. 1 am
convinced that what was Italian food
a, can become much more e

ar if varicty and menus are offend 38

to hoth economical and gourmet sec

tors. In ltaly they do not eat pasts;
with ouly tomatoes; so let’s offer more

variety and quality. Thank you.
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ly. It is a project that should be don B8

Opportunities in Food Service
by Mary Duffy,
Saga Corporation

Mary Dutfy

Saga Corporation of Hartford, Coni-
necticut is a foodservice company,
with sales of $§720,000,000 annually.
That's a lot of fod purchases away
fiom home. Over 36% of the Ameri-
can food dollar is spent away from
home. We have a captive andience
with school lunch children—Interstate
serves 500,000 a day, five days a week,
nine months a year — to the adult in
the company cafeteria, in nursing

§ home, hospital, vending machine.

Many pasta people do not know
who we are while other major manu-
facturing companies have trooped in
and out of my office with promotions,
selling programs, merchandising on a
continuous basis. Part of my job as a
marketing manager is to designate

2 with whom we do business and how

we do business most profitably.

We serve a diverse audience from
the youngster to the older person. We
ire a business that is regulated by the
federal government. We are married
to the up-swings and down-swings of
the economy. We are an industry
with much on jts mind. We feel it is

d ' to you to supply us with tools to

do business, The Pasta Manual is an
excellent start but it will not reach
too many kitchens. We need more
than that from you. We need multi-
lingual recipe cards that can be used
and re- in the kitchen. We need
cwoking instructions. We need cost-
vield information. We are constantly
looking for different menu ideas. We
:]"ﬂ'd mtlwlundising programs. Why

d e think of pasta as just spa-
ghﬂp:i.oxiih red nuc[:;’ Why ci;::n'i !t’:)'
managers have more tools to build
upon pasta?
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W do pasta bars in many of our
schools = kids have a choice of two
or three kinds of pasta and different
kinds of sauces. But we need more
teols.

There is a big job ahead of you in
reaching food service hecause it hasn't
been penetrated any where near the
estent tnat you can do. We serve
millions of people one to two meals
a day anywhere from 5 to 7 days a
week. We are ready to work with you,

Some Ideas for
Selling Restauranteurs

by Dave Steadman
“Ideas for Restaurant Profits”

My magazine is concerned with
tableeservice restaurants with alcoho-
lic beverages, In the US. and Canada
there are approximately 17,000 hotels
and motels with from two to six res-
taurants with varying degrees or soph-
istication plus room service plus ban-
quet and party business. There are
approximately another 28,000 restaur-
ants offering table service with alew.
holic beverages, preponderately non-
chains, although some have two, three
or four other operations with other
names, other themes. There are ap-
proximately 5,000 private and military
clubs that do a reasonable food and
beverage volume,

Major Concerns

Each manager has to respord to his
local market. What are his major con-
cerns? Food costs are at the top of the
list. Customer traffic is important to
him — getting vew business, getting
customers back more frequently. You
know about energy costs. He has
problems with help — training them
and replacing them. He often works
twelve hours a day, six days a week.
He may have to step in for any key
employee who at the last minute is a
no-show. A minority came out of ho-
tel schools. Many grew up in the busi-
ness and some come from other busi-
ness pursuits,

They often begrudge time spent
with suppliers. Very few are market-
ing oriented. How many medium-
sized cities do you know that have
more than a handful of outstanding
restaurants, if that many? Not judged
by haute cuisine, but rather by serv-

ing good fond with wann attentive
seavice and making an interested of-
fort to suggest house specialities in
in vither appetizers, entrees or des-
serts, after-dinner drinks, appropriate
wines and/or beers to complement
the fomd. Many operators know that
these are things they shonld be duing
but they find lots of reasous for why
they don’t get done.

Undenstanding that these are the
facts of the marketplace gives you an
outstanding - opportunity to sharply
increase your sales. Finst look at w Iual
the innovators and movers are doing,
There is a chain of restaurants called
Pappy’s competing with  Ponderosa
in Penusylvania, Maryland and Dela.
ware = 43 restaurants, 6 company-
owned, the balance franchised. Origi-
nal menus offered roast beef, steaks
and a variety of hamburgers but these
were removed from the menu bes
cause of high costs from the company
units and were replaced by lasague,
spaghetti, ravioli, manicotti and piz-
za. They maintained their sales vol.
ume at one unit at 700,000 a year,
but substantially reduced  his fod
costs, He charges $3 to 84 for an en-
tree with gardic bread and salad bar
extra,

In Manhattan, the Fleet Street Res-
taurant emphasizes seafood.  Under
house specialties they list manicotti
(¢ $6.25, ziti (@5.95 with Italian sau-
sage at 31 extia. As a daily special
they will offer a different times stulf-
ed shells, capitelli (« $6.95. Linguine
with clam sauce, fettucine Alfredo are
offered as specials or a side dish. Spa-
ghetti is ullvrﬁ] as an alternative to
French fries with about 10% of the
customers taking the spaghetti,

Marriott’s  Essex House in New
York City is changing their menu in
the King's Wharf Room from general
American foad to Intemational Clas-
sical. Chef Berger has created an ap-
wetizer selling from 83 to $6 called
l"t‘ltlu‘illl' Essex prepared with three
cocktail size shrimp and pea pods. It
calls for table-side serviee,

What Else Can Be Done?

What clse can these people do?
They can upgrade their entree pre-
sentations. They can offer side-dish
alternatives to French fries and baked
potatocs. They can come up with
uniqque combinations of eutrees ad
side dishes,

(Conlinued on page 27




Super cool summer salads start with
w st made by Peaves experts from
our line Semoling and Durum Hlours,

Industrial Foods Group




Ideas for Restauranteurs
(Continued from page 21)

The key to moving products is the
wholesale salesman. Promotion is es-
sential. Others have successfully used
table tent promotions. Clipons on the
menu. Winelists offer extra help for
higher profit items and extra sales
items. ore, develop meaningful
merchandising aids.

Many chefs are interested in know-
ing about new proJucts and how they
can use them. Chef contests are fre-
quently run in our magazine — this
helps develop creative recipes.

“Wholesalers generally are in very
good shape today,” according to Ger-
ald Peck, t of the National
American Whoalesale Grocers’ Asso-
ciation in an interview with Lauren
Reinertsen of Su News. But,
Mr. Peck admitted, distributors do
have “some problems”,

The No. 1 problem is labor cost.
“Productivity, at best, is at a stale
mate. On the national (all industry)
level, productivity is down. We don't
have any h:rdﬂe information on the

rocery industry, but we believe it
ield its own and should continue to
hold its own.”

The problem of labor cost is closely
followed by inflation and increasing
energy cost, Peck noted. All three
major concems are constantly bein

by NAWGA's educationa

vogrh:ms.helddcd.
: Wholesaler opportunities are not

eclipsed by these problems, accord-
ing to Peck. l:‘rrlmuy growth erea
still is wholesaling to major retail
chaina.

“Groceries are a very stagnant mar-
ket,” Peck admitted. “Business comes
out of the competition — wholesale or
retail — rather than significant ton-
nage

“There's an absolute need for spec-
falization in service,” Peck said, citin
the growth of new store formats su
as limited assortment and warehouse
units.

“A wholesaler has an obligation —
as self-serving as it might be — for
support of its accounts, Retailers are
oll dependent on measurements of
how they're doing, and unless they're
very mphlﬂlclu'i they can't do this
themselves.”
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Data Prucessing

Peck cited a growing need of whole-
salers for assistance in data Exﬂ-
sing, a function which “cannot be dis-
associated from buying, transporta-
tion and warchousing.

We're moving into a more com
tive situation,” Peck wamed. "Whole-
salers have to be very careful that the
stores thcz serve are positioned com-
titively,

Retall accounts of wholesalers, in
addition to mul.rlmnu pressures, are
also confronting the bewiklering so-
phisication of a “technology boom.”

Peck asked, “What does an inde-
pendent retailer do? Does he depend
on an equipment salesman to explain

scanning? No, he depends on his
who ol

Wholesalers are increasingly con-

scious of the competitive \rhilli!y of

their accounts, Peck said, and the

ability to l::-n those accounts de-
on business sophistication

NAWCA’s Services constantly have
to span a wider gap, according to
Peck, who pinpointed the organiza-
tion’s major accomplishirents during
1979,

“There’s a tremendous need today
to stay close to the needs of members,
because those needs are constantly
changing. There's a growing spread
belwrcn&wlut once was the ‘typical’
wholesaler and the large wholesaler
of today. NAWGA has to spread in
both directions.”

Foodservice Crows

NAWGA's Intemmational Foodserv-
ice Distributors Association division
had a membership increase of 86%
during 1979, bringing total IFDA
membership to 100. IFDA now has its
own asembly, exposition and

ized seminars at NAWGA's an-
nual convention,

Many of the education needs of
NAWGA members were met during
1979 through NAWGA's third bi-an-
nual productivity conference, which
focused on equipment, technology,
management and motivation. Attend-
ance at this conference doubled from
its p.evious level, Peck noted.

In 1979, NAWCA added a conven-
tion seminar aimed at executives of
the smaller wholesalers, which will be
offered annually. At the other end of
the spectrum, NAWGA also met the
needs of its largest members by ex-
panding its in-house school offerings
and bringing its line-supervisor school

to corporate headquarters around the
country.
Major Publications

Major publications from NAWGA
during 1979 included a bibliography
of training films, a 200-page energy
management manual and a list of
3,500 locations for backhaul.

NAWGA's energy management
manual focused on the how-togol en-
ergy conservation in a grocery ware-
house and a truck ﬂeet.gAcmding to
Peck, the manual was revised from its
original highly technical format and
now is “in operators’ terms.”

The publication of the distribution
i\l:ttd:. isting 3,500 points at which a

butor could make a customer
up, was another major accom-

pickup, . jor

NAWCA also conducted a surve
of receiving hours in 1979, Peck not
explaining that the study was in re-
sponse to Interstate Comamerce Com-
mission inquiries. Findings showed
most were for extended
:wht:‘rkdny hours mceivlnetd two

ts; some er drpoh reveived on
a 2-hour huhg

On Government Front

On the guvernmental front, NAW-
GAs' Washigton office moved to larger
quarters added a full-time staff
member last year. Peck doesn't feel
pressured by the exodus of trade asso-
clations to the Washington area, ex-
qlnlninﬁ that NAWGA, in New
‘ork, hus "a close liaison with our
Washir office — we don't need
across- proximity.”

NAWGA's stand on key trade issues
rernains constant. It is supporting the
industry’s legislative effort on behalf
of backhaul. * has to prevail
sooner or later,” Peck said hopefully.

NAWGA is “close to announcing™
a significant breakthrough in franchise
d re, Peck noted, which results
from submission to the Federal Trade
Commission of a petition for the ex-
emption of grocery wholesalers.

As to the possibility of wage and
price controls, Peck said NAWCA op-
erates as though “controls are coming,
alttough we are not supporting themn.
Controls seem to be a good answer
to those who are not economically
knowledgeable. If inflation incicases
and mnlhu;: t&muhm. in the des-
peration to ng, it's possible
controls may come lbm%t."
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\ holesalers May Serve
! sre Restricted Areas

Jany wholesalers are likely to be
ving more restricted areas by the
lkthmﬂwyth’t:hy;‘? =tw firms
] ize in select arge or-
n.qw”lflll:l the rest will lln?;nt be
reed to deal with small accounts
lclieves James Sweeney, outgoing
hairman of e National-American
Wholesale Grocer's Association.
Seemingly insoluble problems with
inflation, energy shortages and erosion

| of productivity could well transform

the whalesale grocery business, he
sairl.

Pessimistic View

Sweeney gave a rather imistic
appraisal of 5’* industry’s h':u‘:u in an
interview with Sally Bell of Super-
market News.

Good trepds are “increasingly hard
to find,” % said. "I ;:\'e to Mhdcn l:
them.” Sweeney, who is t
Waples-Platter Cos. here, lp':r’liolenlrr
with annual business topping $500
million, said his biggest concern is a
“contrast between certain con-
tinued inflation and the lack of im-
provement in productivity, or cven a
productivity decline.

Ie believes the long-range answer
to falling productivity is more ware-
house mechanization, but develo
ment is stymied by insufficient t
during the period of high inflation to
invest the “tremendous capital” re-

nired.

Complicating the situation for the

all is the fact that larg-

volume and higher sales than many

\‘emnra!ejlohmﬂytlwm

ianization that would augment

eir business profits.

In this no-win situation, Sweeney

edicted, a “realignment” of custo-

crs and methods may be necessary,
| large firms will continue to buy

o their smaller competitors.

Mechanization for Big Firms

“The mechanized large wholesalers
ith sophisticated automated equip-
wnt will be serving the large urlan
numnu"' whereas
will become the customers of the
'mall wholesalers that are able to

work at a higher gross profit.
Sweeney sees this trend hastened
by soaring fuel and labor costs, which
will 'Fothy end in a geographic
of areas served
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wholesalers. We just can't serve finns
as far away as we have in the past.”

Fer his firm, which now serves a
radivs of 175-220 miles, the drcle
could be pulled in to no more than
100125 miles, he said.

As wholesalers are forced by the
fuel problem and economics to serve
smaller arcas, Sweeney explained, a
gap is left in rural and “fringe” arcas
in which the small firns will tend to
specialize,

Although Sweency remarked op-
timistically that “any time there’s a
problem, there've got to be oppor-
tunities for the people that work out
the solutions,” he said that today it is
*impossible to do any planni.g when
there are so many variables. We're
taking just one foot at a time.”

“I feel more uncertain about the in-
dustry than I did 10 years ago. Several
problems have become apparent in
the past several years, and 1 don't see
any progress towand solutions.”

Long Range Planning Needed

He said NAWGA should continue
its long-range planning for the next
three to five years to serve the indus-
try's shifting needs and help solve the
“largest single problem we have” —

uctivity levels.

Productivity increased for many
years after World War 11 with devel-
opment of mare efficient technology,
but that trend has sto he added.
“There's a limit to how big trucks
can get, a limit to more sophisticated
methods.”

But Sweeney said that explains only
part of the fall in uctivity. Re-
sponsible fo; most of the decline is a
clnnge in values and a shift in the
traditional work ethic, he believes.

“There is a perception that ware-
house work is not meaningful labor,”
he observed. "It has almost acquired
a social sti like yard work or do-
mestic wnmonc of our young men
want to make a carcer of unloading
boxes, pulling orders and that sort of
thing, so they are not interested in
leaming how to do a better job.”

Covernment regulations don't help,
he added. “The Office of Economic
Opportunity harasses private business
by accepting almost any claim of dis-
crimination.

While affirmative action plans may
have laudable social goals, “there’s a
loss of productivity whenever hiring

by - sclection is Lxsed on anything but

quality,”  Sweeney  asserted. “The
country  has  made drastic  social
changes in the past decade, and we
are paying the price in productivity,
though perhaps it's worthwhile.”

Twin Dilemmas

Sweeney worries about the twin
dilemmas of hiﬁh energy and labor
wists, noting they are outstripping
other factors in the inflationary s irur.

Productivity increases used to keep
costs down, but no longer, he mlt‘.
As the middlemen, wholesalers re-
cvive much of the blame from consu-
mers for higher prices, he added.

Sweeney fears that the seemingly
insoluble inflation will lead to wage
and price controls, which would Er
“disastrous™ for all segments of the
food industry.

“Food is the most visible commd-
ity in the economy, so people immedi-
ately note and resent price increases.
People see increases, and up go their
tempers right away. In an clection
year, it makes Congress particularly
sensitive to political pressure,”

Controls would not work, the exe-
cutive asserted. “How do you freeze
the prices of utilities and petrolenm?”
he asked “The Arabs control that,
And how do you freeze the price of
any vital item we import?”

With wages and prices reduced to a
rovernment burcacratic formula, pro-
:]udlﬂly would fall even further, he
predicted.

Real sales growth is hard to second-
guess, Sweeney said. If the cating-out
trend continues, the end of the food
business that serves restaurants may
show the only real growth. But if
gasoline is rationed and cating out
becomes more difficult, the whole
salers’  deliveries  to  supermarkets
wonld dimb.

Bright Spots

Despite his pessimistic view of the
decade ahead, Sweeney noted a few
bright spots.

He expects chains to rely more
heavily on wholesalers than they do
preseutly, because the same need for
more sophisticated methods and high-
er capital investiment also plagues re-
tailers, who often prefer to invest their
available funds in what they know
best: New stores that generate new
business.

Additionally, as warchouse systems
become more sophisticated, a com-

(Coniinued on page 10)
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ADMS owntransportatlon net\mrk reeds the flow of wheat and flour-

" allows total control of product delivery.

ADM has the largest and most modern transportation network of any milling company in the
United States. The figures are impressive by any standards,

This network includes more than 400 hopper grain cars and more than 700 airslide flour cars.
ADM owns more than 50 hopper trailers for grain and more than 175 bulk trailers for flour.
L Inaddlbmlbccompmyommdopemunmlhansunver-gomgmmbuga

ADM has steadily and carefully built up this transportation network to
[) ensure the smooth and uninterrupted flow of grain to its milling centers
8 and the timely and efficient delivery of flour to its customers.
lndud of allowing itsell to become heavily dependent on common carriers,
ADIlaminmdﬂowdnpmnuuehmdlaibylhemmpanysown transportation

~apcw-

network, thereby avoiding potential problems of availability, scheduling, and delay.
The key word in this innovative system is “efficiency” — and it'll work in your favor every time.
In this respect — and in many others — ADM Milling Company is unique in the market.
But all you really have to remember is that ADM assumes total responsibility for — and
maintains total control of — the quality and availability of its products.
And that's a definite advantage to you.
S ADM MILLING GQ.
4550 W. 109th Street * Shawnee Mission, Kansas 66211 * Phoae (913) 381-7400

ADM aise supplies qualiy baker's shorieaing, cora sweetners, 30y protein and vital wheat ghuten for the baking industry.

ADM Milling — supplying Breadwinners since 1902




(@BUHLERMIAG) EXTRUDERS . .
Performance Yoy an Depend On!

nitary Design
ve . Structural Members complelely ericlosed; can't collect dust
L or dirt.

Motors and Drives are open, away from product area and
easy 10 service.

Drive Guards are completely enclosed in oil baths for chain
drives. Belt Drive Guards are open at bottom, to prevent
dust and dirt accumulation.

One-plece Uniqua Trough Design has smooth rounded
corners for easy cleaning. Product hangup on mixer walls is

virtually eliminated. T

Outboard Bearings on mixer shafts absolutely prevent Press base and bell guard reflect the clean,

product contamination by lubricant. Seals may be replaced efficient design and attention (o detail in every

without removing bearings or shalts. Buhler-Miag piess. Base is slurdy and easily
accessibla. All joints have smooth weids lor
easy cleaning

sy Supervision and Operation

Mixer Cover has plexiglass window for easy inspection.

Variable Speed Drive with remote control for accurate
capacity adjustment.

Time-Saving Hydraulic Die Change Device.

gged Construction
Time-Proven Design assures long, trouble-free extruder life.

l ? R ‘able U.S.-built Drive Components selecled for low noise
or ration.

Model TPCD Capacity, 8000 Ibs.h

0. uct Quality is What Really Counts!

Pt .de quality is yours from BUHLER-MIAG equip-
nt ‘our customer recognizes and deserves it. Can

Eight Models — Capacities from 50 to 16,000 Ibs/Ig:: xd o give him less? R P i ChartOS ivica TREARG Senms

extruder)

Cc act us for information on BUHLER-MIAG Extruders and other Macaroni Processing Equipment.

Maded Lbefiw. Capecity
TPLE (Single Screw) Lab Extruder 50- 300
TPAE (Single Screw) 630 1,320 We can help your _"////// ®
TPAD (Double Screw) 1.320- 2.640

rofit picture, re- _— ( )
TPBE (Single Screw) 1,000- 2,000 P ’ — -
poms =] gardless of your Q= BUHLER-MIAG
IPCE Siogle Serew) i lant size. : x i
Tom = L e e onain
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Sweeney Interview

(Continued from page 23)

mensurately higher degree of often
unavailable management is needed,
so distribution is ceded to the whole-
saler,

The advent of the superstore also
should benefit wholesalers, according
to Sweeney, since many of them may
be too far from chain distribution cen-
ters to make self-supplying practical.

Pessimistic as Sweeney is about the
industry’s futun: in the coming years,
he sees cause for eventful optimism.

“We've always found solutions to
problems in the long haul, and 1 think
we will again — but that's more
through faith 1 suppose. There will be
more improvements in technology
down the line. We will become more
economical and cost-effective than we
are today. It's just that only a few of
us are large-scale now or have the ca-
pital to take advantage of available
technology.”

High Cost of Money Cuts
Whelesale Delivery Lovels

The high cost of money has reduc-
ed the service level of many whole-
salers’ deliveries to retail customers,
and that level will continue to con-
tract. Also with the cost of money
now 20-22% and the Emspect of
25% money at hand, the pressure
continues for manufacturers to in-
crease terms for  anticipation and
stretch credit, according to many su
Miers and wholesalers attending
National-American Wholesale Gro-
cers’ Association’s annual convention
in Chicago. f :

The sures of expensive capita
were Iul:::lrd openly l:l‘:ring a wl:)rk-
shop session on Distributor/Supplier
Productivity, but the subject also was
widely discussed in the halls and cor-
ridors of the Palmer House Hotel,

In private, virtually all suppliers
agreed that the pressures for extended
credit terms were growing, but none
would admit that any move in that
direction might be forthcoming soon.
Unlike the recent increase in coupon
handling fees, when the inevitability
of the move virtually was teiegraphed
several weeks in advance, there seem-
ed to be agreement that extended
terms were not imminent. Manufac-
turers are facing the same high money
costs as their customers. One rep put
it as follows: “If we extend credit
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terms, we have to pay those same
high money costs. If we do it, prices
will go even higher.

It was pointed out te him that re-
tailers and wholesalers might not ob-
ject too strongly to that, since dis-
counts are rarely figured into merch-
andising programs, and therefore
might be more likely to help the pro-
fit picture.

At Kellogg's

However, some manufacturer con-
cessions along longer terms were no-
ted. R. C. Fox, executive vice
dent, marketing of Kellogg Co., noted
that his firn's terms are 2/10 plus
average delivery time, Thus, many
customers actually are paying 2/15
to 2/18. Most wholesalers were reluc-
tant to concede they had deliberately
reduced inventory quantities or elimi-
nated items from stock. However,
many did concede their service levels
had slipped recently. Many blamed
this on late deliveries of certain items
by manufacturers. However, many of
the manufacturens’ reps
their inventory levels for some items
had been permitted to dwindle at
their depots. In recent years, many
wholesal have aimed at service
levels of 96-97%. Few admitted to
dropping much below 85%. (It is axi-
omatic that any increase in the num-
ber of inventory tums — the product
of cither a sharp uptum in volume
with no change in inventory or stable
sales and reduced inventory — will re-
duce the service rate, Until recently,
a rule of thumb was that one annual
inventory tvm was the equivalent of
1-11.5% in the scratch rate — the
shortfall in the service level)

At Fleming Foods

Robert B. Pitts, vice president,
groceries, frozen food and dairy
items for Fleming Foods, Topeka,
Kan., said Fleming strives for a 90%
service level currently. Not too long
ago, il that level fell below 9%
there were good explanations within
the company or someone was taken to
task, he said.

Several wholesalers last week were
talking in terms of 92% delivery
rates, and the idea of 90% did not ap-
pear to be alien to them. As one
wholesaler put it: “When they spoke
of 97% decliverey rates, they really
were talking of 95% or a shade under.
Now we're talking 92%, and I guess
mast of us would settle for 80%

T TP TR L e

Asked if there were strong retailer
resistance to outages of ordered items,
this same whol pointed out that
the same retailers are reducing their
own inventories to hold them as low
as possible. When such a retailer is ap-
prised of the fact that unless he is
willing to accept a reduced delivery
rate, ﬁe is faced with a possible in-
creased upcharge to pay for the cost
of maintaining slow-mover inventor-
ies, he either accepts the outages or
begins carrying his own reserves ol
the slow movers.

Drop Slow Movers

A supplier admitted that the same
problem exists at his level. "Our fast
movers aren't the problem,” he ad-
mitted. Earlier, at the productivity
forum, Fred Holloway, executive vice

ident of Giant Wholesale Corp.,
ohnson City, Tenn., urged manu-
facturers to start eliminating many of
their slow movers as a boon to all
levels of the industry that are forced
to carry burdensome inventories.

Christ Hoerr, 3d. president of Chris
Hoerr & Son, East Peoria, 1., moder-
ator of the session, said his irm had
reduced the service levels by cutting
inventories and further had elimina.
ted a number of slow movers entirely.
Ralph Moehring, president of S. C.
Shannon, Inc., Appleton, Wis., said
the firm recently had called in its high-
est-volume retailers, explained the
problem to them and had them vote
for retaining or eliminating some 600
slow movers. “They were most under-
standing and cooperative,” he said.

When Hoerr asked for a show of
hands by other suppliers and whole-
salers who had cut or who plan to cut
slow movers and inventories, there
was 1o response.

Yet some of those in attendance lat-
er admitted to having taken such
moves or were contemplating such ac-
tion soon,

At the Workshop

At the workshop Hollaway said
“We all make too many mistakes —
suppliers and wholesalers.” All too
often suppliers, wholesalers and even
tdalltnpxlrgﬂ that the uitimate aim
of the entire food distribution system
is the satisfaction of the consumer, he
said.

He dectied the lack of communica-
tion in many firms. “Too often the con-
cem ends when the order is taken.”

(Continued on page 32)
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INNOVATION ~— DESIGN
COMPLETE LINE MANUFACTURERS OF PASTA AND
CHINESE NOODLE Pl EQUIPMENT

Our newest unit featuring an extruder 1o form the
shee’, and a blanching unit to cook the dough which is
then chilled prior 10 its being automal filled with
meat or cheese. The sheet is then rolled to form a con-
tinuous product and is cut to your required length for

CANNELONI-MANICOTTI LINE

packaging.

A precooked Lasagna strip or strips can be made
without wng'tm fil apparatus — and cut 1o your re-
quired lengths.

COMPLETE LINE OF PASTA COMPLETE LINE OF CHINESE NOODLE
EQUIPMENT FEATURING: MACHINERY MANUFACTURED BY VOLPL
*Ravioll Machinery Sheeters (Single and Two Station)

*Tortellini Machinery Compactors

‘Shester—Kneaders Skin-Cutters

*Also Available Combination Ravioli/Tortellini Three and Five Bag Mixers

Gnocchi Machinery Furtune Cookle Equipment

Extruders Folder/Stackers

*AreUS DA Approved

SHEETER/KNEADER/ CONTINUOUS NOODLE

production Noodie cm CUTTER LINE ‘
your specifications (instan- umr:::'nn”d“ z:vu:"l In.::c mﬁ m:'m? 600 lW&nm v ol noo-
m tion. die automalically — biending, mixing,
e TS ARGHGHEONG G W 88 one & el

RP.
SSBROOK®
2043 Wellwood Avenue, East Farmingdale, L.I., New York 11735
(516) 203-4010 » (212) 409-5022 « TELEX: 647031

May, 1980
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Workshop

(Curdicyed from page 30)

He wamned suppliers that they often
don’t supply the services they should.
Suppliers often run service levels these
days which are not satisfactory to the
wholesaler, and this reduces the
wholesaler on!len‘ice level to the retailer.

“l can only get uct from the
mmuflclum."ﬁw m “My custo-
mais, if they don't get it from me, can
Eet it from any one of mymmmllm"

Vhen a manufacturer has a -
ice level, he forces the wholesaler to
carry extra inventories, and at today's
cost of money, this is prohibitive, Hol-
loway said.

He also urged manufacturers to

backhaul as a benefit not only
'3« distributor but also for the sup-
plier.

Manufacturers are in the same boat
as wholesalers, Pitt said. Unless com-
municastion among all levels of the
industry improves, some facet of the
industry gets hurt. He cited favorable
freight rates for manufacturers, which
often cause extra costs for receivers.
He mentioned top-load nail cars,
which force men to hand-unload por-
tions of even a unitized load.

Too often list prices are increased
i linlhemlddllaf a deal, he said.

t indicates poor planning, Pitts
said. He also asked for more uniform
case sizes and easily readable case
ideutification,

Manufacturers were asked to mark
rail cars with an indication of which
side of a freight car to unload sl:r-
sheeted loads from. If they are attack-
«d from the wrong side, they must be
unloaded by hand.

A nuinber of secondary case sizes
were changed to take 14 or 28 unils
instead of 12 and 24 in order to make
for more unitized loads, Fox said. Kel-
logg strives to make loads 48x40x60,
nzﬁqn heavier slip sheet is being test-
ed, he added.

Also being experimented with is an
air bag to hold loads in transmit
from being damaged. He tenned mon-
ey rates “not high — insane.” Fox said
Kellogg sees little difference in re-
sponse between 5% and 10% allow-
ances.

h Adams, vice president of R.
T. French, Co., Rochester, said French
makes promotional allowances off in-
voice, He urged that damage verit:-
cation data be attached when dam-
aged allowances are taken.
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Aseeco Lids Quality Control

Quality Control, a phrase that is ¢o-
day associated with both private busi-
ness and government regulators.

Quality Control —a necessity
brought about by the desire of pro-
ducers to deliver to the ultimate user
a mﬂuﬂ “without excuses”, Not sat-
isfied that his product was “as good™
as any but that his uct was as
good as it was possible to produce.

Quality Control is not confined to
any industry; whether it be the butch-
er, the baker or the candlestick mak-
jes to anything being pro-
duced by man. There is a time wom
phrase, “1 did the best I could with
the tools 1 had.” In today’s modem
thinking this could well be changed
to “I did the best with the best tools
available,”

Quality Preservation

The engincering staff of Aseeco
is trained to think “there is a better
way™. This thicking extends beyond
the strict ity Control of the ma-
chines built by Aseeco, to preser-
ving the quality of product to be han-
dled on the machines.

Both large and small ucers of
food products budget ll:l:aqble por-
tion of their funds for research and
development and within their Re-
search and Development Department,
comes Quality Control. By no means
confined to introducing new products

but of major importance improving
and protectin quality go:lwir
standard products.

Most producers shy away from de-
signing their own machinery, having
found that it is economically unsound
to cugineer and design one-purpose
equipment. In years, they were
forced into building their own machi-
nery, but today they can tum to ma-
chinery specialists with their prob-

lems,

Asceco fills this gap between
conventional standard nns highly so-
phisticated specialized machines. The
Quality Control factor becomes mani-
fold, first consideration being to de-
sign equipment that will not degrade
the customer’s and, of equal
importance, to deliver a unit that

built in Quality Control as related to
its performance and construction. Ev-
ery producer of food products today is
confronted with sanitation controls.
While it is our opinion that all food

plants are aware of the necessity of
maintaining sanitary conditions @
their rlnnu for self protection, th
new federal and state regulation:
have become very strict, and so it
hehooves every plant to check regu
lations before purchasing any pro
cessing, storing or conveying equi
ment. In Nu:g York state, u.5 :.lnllg
tion inspectors wam buyers to check
with their department before making
a purchase, for, as they say, you can
buy what you want, but if it does not
come up to their standards, it will not
be allowed to operate.

Aseeco has been aware of this
for some time, in fact have shipped
units to New York expressly to be
checked for state acceptance. This
comes under the head of Customer
Quality Control Protection. It is well
to point out, that while some of the
regulations seem extreme, it is to the
user’s benefit.

Product Protection

Aseeco fits into the Quality Con-
trol picture by virtue of designing
and fabricatin fqu::pnent that pro-
tects your ijud. very time a pro-
duct is tra ed, it is subject to
degradation. You can use the highest
quality of raw ingredients, exercise
great care in the extrusion to
tearing or burning of the dough, be
extremely critical of the uniformity
of each die cavity that your desired
tolerances are held to, install the best
available humidity and temperatun:
controls in the drying process, endin;;
up with a picce of product that you
are justly proud of. Then what! Hov
much handling is done from the drye
to the consur;r anhgc? Up a con
vevor into a tote bin? Tiote bins push
ed into a storage area, identity lost a
to what is fresh or old? Rins emptied
into a package machine hopoer? Ev
ery transfer is a point of breakage
Docs the consumer package look like
the goodd product that came out of the
dryer?

Specialists
This is the field in which Aseca:
spedializes. Protect the Quality Con
trol of your product so that it gets

into packaging with the least possible
amount of degradation. Storage de-

signed with know how that will meet
sanitary regulations and will give
Quality Control.

(Continued {rom page 4)
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»* ASEECO

o - BUCKET ELEVATOR

® The Versatile Buckel Elevators with Space Age Design-Sani-
Plas Buckets (Polypropylene) FDA approved, Sanitary Delrin
rollers on chain—reduce [riction and wear. Pre-lubricated

chain bushings where lubrication is not possible. Section-
alized uni-frame construction permits easy changes in height
or horizontal run—allows for ease in cleaning and inspec-
tion. Available as standard with conventional frame or sani-
tary open tubular frame design. Capacities to 4000 cu. It/hr.

Write for Bulletin CAL-50

D ~ :/
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USDA APPROVED
LTSN TBULAR FRAME
POLY-STARLESS DA ALUMINUM

-.b‘v
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VIBRATING CONVEYORS

T

The Modu-Tran I Vilwat-
ing Convevor feeds product

-~

sidewavs as well as in the

= ‘ nonval forward direction
i This unigue develupment In

. e Asean Corporation makes it

-‘ possible to split a stream ol

. product, to any rates of flow

Vibrating Conveyors: Ideal for conveying materials gently desirml, with sanitary esthetic
without breakage. One piece stainless steel trays whic h are P cally designed vibrators
U pitscan besinstalled in seties

sell cleaning meet the most stringent sanitaticn requirements. b
All units utilize cotrusion free “Scotch Ply™ reactor springs K‘ 1o distribute product to mul.
which can be washed down plus zimple maintenance free ' tiple packaging machines o

tor several use points simulta:
peausly on demand.
bulletn e /TIO

""POR "MON FARE FLOWING" ITEME SUCK AS:.
,I‘ﬂheﬂ'“'ﬁ_“‘ﬁ“_‘l—“ *mas
(T o e et
5 o oy e
B e nnoanm
Elcmsmvaen

pusitive eceentric drives. Capacities of up to 2500 cu. fr. hr.
with lengths over 60 feet,
hulletin cve-30

}
:

JTITILL I Y

services offered: m&: Enq;:uu and Control Panels

Erection anu tart-up
ASEECO 887 W. Olympic Bevlevard, Beverly Hills, Calif, SOR1Y M
(21 682-R780 TWX 990-490-2901 S EENESSNEENIRNEESESS]
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1979 Corrugated Box
Shipments Up 2.8 Percent

The corrugated box industry's ship-
ments in 1979 showed a 28% increase
over 1978, according to preliminary
data released by the Fibre Box Asso-
clation,

“Total shipments reached 250.7 bil-
lion square feet, equivalent to some
25 billion corrugated and solid Bbre
shipping containers,” according to
FBA vice president Robert F, R A
The figure is a new recond high, ex-
ceeding the 1978 record by 6.8 billion
sqquare feet.

The corrugated industry’s growth
record for the decade of the 19707,
Rebherk noted, averaged 3.0% per
yaw, desgite the recession years of
191%-74. Actual figures for the last
four years, 1975 through 1979, were
+ 113%, +50%, +74% and
+ 28%.

The final number for the year was
reached when December shipments of
18.1 billion square feet were tabula-
tedd. The total for the year-end month,
normally the lowest of the year due
to holiday shutdowns, was 28% be-
low the December 1978 figure. How-
ever, it was still the second-highest
December total in the industry’s his-
tory.

Despite the December  decline,
fourth quarter shipments were up
0.7%. A year-to-year comparison for
the carlier quarters showed +8.0%
in the first, no change in the second,
and +28% in the third.

Quarterly Profile

“The quarterly profile of industry
shipments for the year indicates vir-
tually a flat volume trend,” Rebeck
said, with 63.3 hillion sqquare feet ship-
ped in both the first second quar-
ters, 62.1 billion in the third and 62.0
hillion in the fourth. “The range be-
tween the high and the low, in terms
of ln-nmulaﬁ of the year's total, is
only ¥2%,” he pointed out, explaining
that a ten-year profile of the industry
shows a typical range of 1%, from
24.6 to 25.6%. The highest shipments,
historically, occur in second quar-
ter, and the lowest in the first and
fourth quarters.

The highest quarterly shipment to-
tal in the im!mllry's hislnryfnm.a bil-
lion square feet, occurred in the sec
ond quarter of 1978. The 1979 quarter-
Iy totals were, in order, the 3rd, 20d,
4th and 5th highest in history.

M

“On a basis,” according to
Rebeck, “all of the Association’s six
statistical Areas showed increased
shipments in 1979 except Area 3 (East
Central), which registered a decline
of 0.7%. Shipments in this Area (in-
cluding Liddiana, Ohio and West Vir-
ginia, most of Michigan and part of
Pennsyivania) have been affected by
dl‘dillill& automotive and appliance
markets,” he said.

The largest regional shipment gain
was reported by Area 2 {Southeastem),
with a plus of 7.7%. Only one other
Area, 6 (Western), had an increase
greater than the national average,
+ 42%.

Among other preliminary highlights
released by the Association, the con-
sumption of containerboard — the in-
dustry’s raw material — reached 183
million tons in 1979. This is another
record, 34% higher than the 1978
total. Containerboand is the largest
single product of the US. pulp and

paper industry.

Inventories

Rebeck also noted that inventories
of containerboard at box plants on
December 1 reached 1.84 million tons,
equivalent to 5.2 weeks of supu'[y.
With the exception of a dip in No-
vember, he said, inventories have
been relatively steady for the past
six months.

The Association’s preliminary data
is based on actual reports by its mem-
ber comapanies, accounting for some
two-thirds of total volume, and on es-
timates of non-member volume, Re-
beck noted. A year-end census of non-
members, already underway, will re-
sult in the publication of final data
later in the Spring. Final totals are
usually within 12 % of the preliminary
numbers,

Checkweigher Prints
Production Records

Uses of Preduction Records
Production record printouts are use-
ful for intermal quality control pur-
poses as well as an indication of com-
pliance with Weights and Measures
regulations. Hi-Speed’s new Compu-
ta-weigh Weight Control  Center,
in wmndi{m wi;:' a remote printer,
i com nsive ]
I:-::nls of valul:n'lrte roduction weight
information for packagers and manu-
facturers alike. This information can

save valuable manual labor data gat)
ering costs and climinate errors due t)
human computation. For innovativ
managers, engineers and supervisor:,
production record printouts can pri -
vide hard ¢ proof of successh |
product and labor nvln&wimpﬂm-
ments to the efficiency of the packag.
ing production line.

Variety of Printouts Available

Four basic printouts are available
vith the Computs-Weigh; Para.
meters, Subtotals or Totals, Print Ex-
ery "N Package and Print Sample of

“N" Packages. To lir:ﬁ)lily production
record keeping on ntouts, the
printer first prints a heading that iden-

tifies the time, date, line no. and lot
no, The Parameters Printout prints all
parameters entered into the control as
a production record and as a verifica-
tion of all settings (e.g. target weight,
zone limits, etc.).

The Subtotals and Totals Printouts
rint all accumulated production in-
’unmliun including count, weight
totals and statistics.

The Print Every “Nth Printout

prints the weight of every Nth pack- §

age (N=1-99) allowing no-line fller

analysis. For example, on a multiple !
head filler, the printout can be coor- |

dinated with a specific filler head.
The Print Sample of “N” I‘rinh;l:l
nts consecutive [nch e weights for
Edumple of N 'ugmg(N - slh- 99
This print sample capability provides
consecutive weight data for on-lin:
monitoring and sampling. It may als»
be used to analyze weights from on:
cycle of a multiple filler by se -
ting “N” equal to the number of head -

Automatic Weight Distribution
Curve Information

Until the introduction of Hi-Speed s
Computa-Weigh  Weight  Contnl
Center, weight analysis

cal sampling techniques. Quality coi -
trol personnel have had to manuallv
sample the
package compute the mean
weight and the deviation «f
the weight distribution curve.
Manual data collection and statisti-
cal analysis is a lengthy, time consuns-

ing and expensive method of package §

weight control. The COMPUTA-

WEIGH has been designed to autv-

matically compute the statistical infor-
(Continued on page 36)
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hadtole §
performed manually, through statist - §

uction, weigh each |

“Our Clyboumn cartoners
helped us meet the de-
mands of an expanding
market, yet control man-
power costs through auto-
mation.

| “We depend on the sccu-
| racy of our Clybourn o=+
toner with net weight sr/iles
o carton grass jee<i. For
packaging com, peas and
| beans, we get very uniform
{ performance from the two
] Clybourn volumetric filling
| machines we are using.

66 %9

| These machines require

| very little maintenance. We

| are now adding automation
equipment to a Clybourn
machine that has served us
for more than 11 years!

“We especially like the
compactness and simplic-
ity of the Clybourn design,
which saves space and
mm'l operator training
easy.’

Il your product packaging
could benefit from the same
welght accuracy, uniformity
and dependable operation
enjoyed by Northrup King,
join the family of satisfied
Clybourn customers.

For more information, or a
quote, call orwrite ustoday!

| CLYBOURN MACHINE COMPANY
| @ division of Paxall, Inc.

7818 N. Linder Avenue

Skokie, I1linols 60077

(312) 877-7800

GOLDEN
GRAIN
SAY 699

‘“We Prefer Clybourn ... to
carton all our products!"
“We have eight Clybourn
cartoners at work in lllinois
and several more on the
west coast. We use them
to package our complete
product line including mac-
aronl and cneese, Rice-A-
Roni®*, Noodie-Roni* and
more."

*Our Clybourns range in

age from 12 years to recent
deliveries of two fully-au-

tomatic vertical carioners |
with volumetric fillers. All |

the machines are operating

efficiently. Our oldest Cly- |

bourn is still running at orig-
nal speeds and delivering
the accuracy we require.”

““We prefer Clybourn ior 1

its simplicity of design,
dependability, and
quick service we get when
needed. . . . And we'll be
buying more Clybourns in
the future.”

%inminbo
uou-meco.
If your product packaging
could benefit from the
same accuracy, sift-proof

the |

seals and dependable oper- |

ation enjoyed by Golden
Grain, join the family of sat-
isfied Clybourn customers.

For more Information, or a
quote, call or write us

today!

m

CLYBOURN MACHINE COMPANY
@ division of Paxall, Inc,

7815 N. Linder Avenus

Skokie, Illinois 80077

1(312) 677- 78000

May, 1980

ARM &
HAMMER
m 66 99

o0
“We like our Clybourn
cartoners because they are
easy to maintain, adjust
and clean.

“We run all of our prod-
ucts on Clybourn vertical
carloners with volumatric
fillers. The producls in-
clude Arm & Hammer Bak-
ing Soda, Laundry Deter-
gent and Washing Soda, in
carton sizes from 8 ounces
to 4 pounds. The machines
have taken consiagerable
pounding over the years, |
yet still giva us the weight
accuracy, carton sealing |
and overall performance we |
expect.

“And one of the big rea-
sons we are so satisfied
with Clybourn is good ser-
vice. We always get a quick
response when a problem
arises.”

Les oraalaid |
ROBERT COMSTOCK

cwmomgl ht Company. Inc.
Piscataway, New Jersey

It your product packag-
ing could benefit from the
same weight accuracy, sift-
prool seals and dependable
operation enjoyed by Arm
and Hammer, join the
family of satistied Clybourn
customers.

For more information, or
a quote, call or write us
today!

s

CLYBOURN MACHINE COMPANY
a diviwon of Paxall, Inc,

7515 N, Linder Avenus

Shokse, I1mois GOOTT?

1312) 677 71800
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Checkweigher

(Continsed from page 34)

mation needed for age weight
control, on-line, and wl:‘:mﬁ the need
for manual sampling and computing,
This allows Quality Control personnel
to study the production package
weight distribution more closely and
more frequently than has previously
been economically feasible. This in
turn henefits p-cth:nn who can there-
by wespond to ges in the £l
weight distribution curve more quick-
ly and with more accurate informa-
tion,

Complete Information Available

Complete information on the
dudlnnp'ﬂtmd printouts ..-aﬂ-‘?;i:
from Hi-Speed's (‘.ampmo-“’d.ih
Weight Control Center may be oh-
tained from Hi-Speed Checkweigher
Co., Inc, PO, Box 314-M], Ithac
New York 14850,

HI -SFPEED
COMPUTA-WE I1OH
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CUPMULATIVE PRODUCTION

AVERRGE = - 51

STD DEV = 0

Aseeco — from page 32
Many of the major food producers
are more concerned with the protec-
tion of their ucts from degrada-
tion than in the actual dollars saved
by the use of an automatic storage
facility. Fortunately, this savings is
threefold: labor savings in handling.
product savings in waste and the im-
measurable savings in getting your
uct to the consumer in best
possible condition. Quality Control.
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Underpackaging Competition
Restrains Packaging Costs

A half-billion packages are opened
cach day to '[un\l:l‘e fmﬂms with
the billion pounds of food they con-
sume for nutrition and pleasure. While
the price of packaging is not declining,
it is not increasing particularly rapid-
ly either<less than 10% rise is ex-
pected this year—which means that in
constant dollars packaging costs are
going down.

Vigorous competition within the
pnct:‘flng ilulu:l[:u has worked to
the advantage of pudmgt:: and con-
sumers. Competitive packaging su

iers and ld\p':x-ing l'rdmoi)gg luE
eld nﬁllng costs in check. Some
costs lag behind the pace of inflation
white many others have actually been
reduced.

Factors Reshaping Industry
~ew materials, substitutions, light-
weighting and new production pro-
cesses and new concepts are mf:p-
ing the packaging industry, according
to a coriprehensive overview of pack-
aging i1 Industry Week. The publica-
tion 7oints to the innovations made
witnin the :lllld\lﬂl)' as L!s 5,000 firms
cope with shifts in aging mater-
hlspemw machinery npri changing pro-
cesses. Packaging is a $46 billion busi-
ness in which only a few finns have
topped the billion;lolhr ma;ls. .\:::l
aging supply hnns s less than
one bi "IEI dolp]ﬂln umuflllt_:

The Packaging Institute, USA (Pl/
USA) the country’s leading profession-
al society is distributing the article
which describes packaging’s contribu-
tions to the American economy and
some of the current problems facing
the industry. PI/USA indicates that
the information presented will help
consumers, businessmen and govemn-
ment officials make the ‘best possible
decisions on the role of packaging in
the Am>rican economy.

Packaging firmis no lonuger compete
among each other in terns of costs
and perfa-mance. “Increasingly, leg-
islative fiat is impairing packaging’s
effectiveness with simple-minded con-
straints on a distributic 2 systems that
legislators really do not understand.”

Week summarizes recent
debates over litter recycling programs
versus beverage container deposit reg-
ulations as various states seek solu-
tions to litter clean up problems. Al-

e & st e, several tts
a of all litter, several states an
attempting to reduce litter by restrict
ing hcwr:fe packaging. However, th
success m dve Eydinl
programs by the state of Washingot
since the early 1970's has reduced tota
litter by 66% and helped create a $2°
million recycling industry and 1,000

new jobs,
State Efforts Incomplete

Efforts in other states, such as
Michigan, fail to deal with the total
problem. Michigan's recent legislation
called the “bottle bill® costs consumers
an estimated $160 million to reduce
its beverage contained litter by 8%
resulting in a saving of $600,000 of the
state’s litter clean-up costs of $10 mil-
:Inn. according to the prominent week-
y.
By reducing metal can and glass
bottle weights, packagers have reduc-
ed solid waste, litter and, of course,
costs. The technologies which fostered
these savings have also provided flex-
ible and semi-rigid packages such as
those for bieach, oil and syrups which
add to contemporary savings.

Despite popular belief, goods in this
umulr!;ri are more generally ander.
packaged than overpackaged, The
continuous evolution of better pack-
aging methods is essential just to
maintain an effective cost/function
balance. Competition between metal

and glass, tics and cellophane,

paper and plastics, etc. has repeated)
demonstrated the evolution mukq-

ing towards the most cost effectiv:
materials and methods,

Although almost all of today's pad -
aging is indeed eventually found i\
dumps, the quantities are only abott
one-tenth of what they would be |
attempts were made to distribute wi -
packaged food. Garbage and trim ar:
the results of food without packag-
ing, according to PI/USA.

Most consumers rrwfnlu the cot -
veinence of packagel food, whether
canned vegetables or ice cream, s
largely a reduction in waste and cos-.
Although fresh alternatives are usual-
ly available in retail groceries, mo:t
consumers purchase the more econo-
mical packaged forms for their safety
and sanitation, says PI/USA.
PI/USA asserts that economic pres-
sures on costs and incentives for n~
cycling are constantly moving an ever-
changing  packaging community.
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For its outstanding contribution

to the macaroni industry

through achievement of a
widespread reputation

for quality pasta among thousands
of diners in the New Orleans
French Quarter since 1934 ...

TONEY’'S SPAGHETTI HOUSE

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.

March 1, 1980




Even the rich
can be seen
goingincircles...

With a Wright Machinery Rotary NT Weigher, going
in circles can be a very profitable idea

: Macaroni and noodle products are packaged in
- rigid containers at speeds lrom 12010 220 weighings
! ; per minute, depending upon product and charge

) weight. And the Rotary NT Weigher allows the
packager 10 maximize speed without a compromise
In accuracy

Wright offers two models of the Rotary NT
Weigher: the 12-scale and the 18-scale NT Weighers
Il greater speed is required, two 12-scale NT
Weighers may be combined into a Dual Rotary Net
Waeigher that boasts a tolal of 24 weighing heads

e So don't hesitate if your apphication requires
something different from the well-known Wright
Form/iill/seel Systems or Wright Modular Weighers

ik Go in circles with a Wright Rotary. You'll be in fast,

¥ top company. Write or call Martin D. Cicchelli, Vice

e President— Sales, lor technical literature and price/

delivery information.

WRIGHT MACHINERY DIVISION

P.0.BOX 3811, DURHAM,N.C. 27702 » 919-682-8161

Rexham
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A TET A,

A LR SR e e e i e L s

39




Customer-Employee
Relations Needed

The emergence of a new “blue col-
lar” elite and a continuing growth in
single persim houscholds are amor
the changes in life style — househo
structure which will demand new
strategies from food marketers, re-
tailers, and wholesalers during the
'‘80's. The findings were unveiled at
the annual Midwinter Executive Con-
ference of the Food Marketing Insti-
tute by Arthur White, executive vice
(u-uldml of Yankelovich, Skelly and

Vhite i1y a study
FMI and Family Circle Magazine,

The “gentrification™ of the cities,
the movement of the ambitious and
the. educated to the inner city, said
VWhite, should not be underestimated.
Nor should this new “urban rlnf' l:-‘
stereotyped as made up entirely
professional people wllhl:dvmwcd de-
grees. White emphasized the new
“blue collar elite” should not be over-
looked citing as the example, the hus-
band who is a plumber making
$20,000+ and the wife who is a nur-
sing supervisor making $15,000+ for
a total annual income of more than
$35,000.

They share an appetite for unusual
and esoteric luulsl:l-‘: spirit of “ven-
turesomeness” — which needs to be
recognized by both supermarkets and
food manufacturers.

Still another group which is inade-
quately catered to by the food indus-
try, according to the Yankelovich stu-
dy is the single person houschold. Pro-
jecting a total of 225 million out of
a total of 90 million houscholds in
1983, White asked if their needs in
terms of portion sizes, pricing bene-
fits, and store services are being con-
sidered. Many of them are older con-
sumers who have their own special
needs.

The biggest change in expectations
among customers over the past year
is the growth in the l«linf that super-
markets have a responsibility to “help”
the customer get the best buys and
values for the money and to help with
information on their inflation and nu-
trition concerns, the report shows.

Communicating with Employees

Looking ahead to analyze implica-
tions for employee communications to
the “Me First™ generation, White

inted out that young employees are
ocused  on  fulfilliment,  self-under-
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standing on meaning. “If they do not
find meaning in their work, they shift
their attention — and — to lei-
sure time activities, causing less in
productivity on the job,” said White.
ha':; an intense need for feed-
back and for recognition
which can be nmm and not
necessarily costly ways by managers
who undenstand this new labor force,
according to the Yankelovich report.
New forms of employee communi-
cations, said White, should view feed-
back mechanisms as a two-way street,
enabling management to tap em-
ploymgfor valuable information on
customer complaints and suggestions.

FMI

The Midwinter Conference annual-
ly attracts some 500 top executives of
supermarket and wholesaler compan-
ies, as well as top management of su

ier organizations. Food Marketin

nstitute is an organization of f

retailers and wholesalers that con-
ducts programs in research, educa-
tion and public affairs. FMI's 1,000
member companies operate 24,000
stores with a sales volume of $85 hil-
lion yearly, half of all grocery sales in
the United States. FMI membership
includes food chains, independent gro-
cers, voluntary wholesalers and coo
eratives in the United States, Ca.mn{:
and about 30 foreign countries.

FMI to Puki: - Comprehensive
Sanitation tducation Manual

The Food Marketing Institute
(FMI) announced it is pn-]nrlnr a
comprehensive education manual to
help retail food store managers and

rsonnel comply with the new US.

conod  and Il;rug Administration's
Model Sanitation Ordinance.

The ordinance — though not man-
datory — can be adopted by state,
county and local governments and
will be issued in about 60 days. In
areas where it is enacted, state regula-
tory officials will use the ordinance as
a guideline when inspecting retail
food establishments.

FMI Vice President John Farquhar
said the FMI manual will translate the
ordinance’s language in an easily un-
derstood manner and illustrate critical
sanitation control sections of the or-
dinance.

“The FMI manual, ‘The Necessary
Step,” will provide a detailed explana-

tion of the ordinance and will acquai
food store managers and personr:l
with the law and technology invel.
ved,” said Farquhar.,

“The illustration will help food sto+
workers understand sanitation conti )l
priorities,” Farquhar added.

The mnnu?l will [dm include quir-
terly report forms for self-inspecticn.
a list of penalties for mm-mmr.
posters  highlighting  key control
points, charts and graphs providing
technical data, and a slide program.

“The Necessary Step” follows up a
brochure FMI produced last ;rrlng
informing Institute members of the
rnding model ordinance and high-

ighting — through illustration and
captions — critical sanitation control
areas,

“Response from that brochure was
very positive, so we decided to offer
our members I&mu‘lhinﬁ more compre
hensive,” Farquhar saia.

Farquhar said he expects “The Nee-
essary Step” to be availuble to mem-
bers by early spring at a nominal
charge.

“Store managers will have access
to our manual before their state, coun-
ty or local government adopts the or-
dinance,” he explained .

“The Necessary Step” is one part of |

PR

REREA BRI e T

MANUTACTURING
SERVICING

é

¢ comprehensive, seven-part FMI §

sanitation education
ing all aspects of the retail food in

dustry from transportation to fod
stores and warehouses.

“This is the first time a major tralc
association has been involved in sai i
tation education on this level,” Fir
quhar said.

FMI Announces Coupon
Study Results

Supermarket handling costs of g »
cery product coupons have risen ¥
percent in the past six years, a mw
Food Marketing Institute (FMI) stu:ly
shows. Results of the financial anaiv-

sis, conducted by Arthur Andersm

and Company, reveal that coupon 1~
demption costs for manufacturen’
coupons ranged from 522 cents to

8.96 cents per transaction in 1979. The )
results are consistant with those of 2 §

recent Retail Council of Canada study

ram cover- ‘

which found that the average 197 §

cost per transaction in that country
was 7.7 cents,
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Coupon Study

(Continued from page 40)

The new FMI analysis updates a
1974 Andersen study and uses, when-
ever possible, data from the same firms
and the same cost accounting meth-
ods. The update is limited to a com-
rrhon of costs for 1974 and 1979,
No cffort was made te add new firms
or to alter basic accounting proce-
dures.

FMI rescarchers stated that there
were fewer firms and market areas
contributing data to the new study,
but the conclusions of the update are
inore indicative of nation indus-
try experience than original findings.

Widely differing labor rates and
varied handlin and ac-
counting ces account for the
broad range of coupon handling costs,
reported FMIL.

The Institute also announced J'-lnns
for another study to develop “opti-
mum” coupon handling and practices.
The study recommendations will even-
tually be disseminated to the industry
to help boost coupon handling effi-

ciency

A Record 81.2 Billion
Coupons Distributed in 1979

Manufacturers distributed a total of
1.2 billion coupons during 1979, ac-
cording to Nielsen Clearing House
estimates.

This represents an increase of 8.5
billion coupons or 12% over the 72.7
billion circulated in 1978. Over the
last four years couponing activity has
more than doubled, with distributions
rising from 35.7 billion in 1975 to 61.2
billion this past year.

Daily newspa) accounted for
523% of total coupon distributions in
1979 versus 55.6% in 1978. Sunday
papers and magazines increased in
share of coupons circulated this past
year. Further gains were made by
freesstanding inserts, whose share of

% OF COUPONS DISTRIBUTED
BY MOET?'A

Daily Newspaper
Suuln' y Paper

(Hillions)
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distributions rose from 13.4% in 1978
to 149% in 1979. Dizect mail offers
accounted for 3.2% of total distribu-
tions, while in/on ‘pu-k promotions

nted 7.9% of all coupons cir-
culated last year.

Productivity Is o
State of Mind

Productivity is not the result of
technology as much as it is a state of
mind, and lcl'linrinfmpnducuvﬂy
gains lies “more in we think
about productivity” and use human
resources, Hirotaka Takeuchi, assist-
ant profesor at the Harvard School
of Business Administration, told the
FMI midwinter executive conference.

Takeuchi described the Japanese
Quality Control Circles approach to
creating productivity and said, “There
is a successful formula for achieving
produdtivity gains.”

In the QCC approach, teams of em-
ployes ho regtphnr meetings to im-
prove working conditions, quality
standards and productivity. It must
be a total system approach and cannot
:eork :;n a piccemeal or token basis,

said.

Attitude the Key

Human attitudes, not methods, are
the key to productivity gains. Put your

rimary focus on people,” because
they “either make or break productiv-
ity . . . There is no ‘quick and dirty’
ways of improving uctivity. Give
yourself a reasonable time span to
plan and set up = productivity pro-

gram.

“Productivity should be everybody’s
business. Grass-roots involvement is
the necessary condition on one end,
and top-management commitment is
the necessary condition on the other
end,” he said.

“Equally important is the construc-

tion of a productivity team (much like
the Quality Control Circles) that will
serve to synthesize the two ends.

“Get le excited about ue-
tivity, which should be challenging
and fun,” Takeuchi said.

“Contest among stores and em-

loyees, awards and presidential

dshakes offer a good start. Capita.

lize on an individual's yeaming for
self enrichment and on his or her na-
tural instincts for competition. Make
the employe's energy for creativity
and competition be directed toward
the work place.

i m-p}\ wreTeTImT—

“Disseminate as much constructi ¢
information to as many people with u
the company as possible. At the sare
time, collect as much informatiiv
about work and people as possible.’

QCC Approach
In setting up the team or QUC a»
proach, firms should:

-.\lnk:‘fmlet productivity a our

porate g
~Translate productivity into a per-

sonal goal for each employe.

—Foster pmdwﬂﬂll;'o’;hnm hoa
group or team. Without full and con-
tinual company support, productivity
will not become a company-wide
movement.

Top management must be involved
and visible in the effort.
Incentives for improving produc

tivity should be honor-based and not

necessarily financially based,
Information flow, both ujward and

downward, is indispersible for a pro-

ductivity program to be successful.

Benefits
Citing some benefits from the QUC

L-ngmm in Japan and a few US
rms that use
startling benefits. Chief among them

is ]q:;n'u 10% productivity gain in
the gainst 2% for the U.S. and 2
zero v =ven minus figure for the su-
permarket industry.

In 1976 Matsushita employes sul
mitted 660,000 written suggestion

for ways to improve productivity - |

more than 10 suggestions per emplo «.
In 1966, only one suggestion a yoar
per employee had been made.

Honda Motor Co. has implement«d
more than half of the more than 1 n il
lion suggestions it has received si e
1954.

The average saving per busin»
unit in Japan is estimaterd to be 3623-
000 a year on an average expendit: re
of $8,400 — “an incredibly high be «-
fit cost ratin.” he said.

The 1ate of defects in Matsushita’s
color TV sets is under 1% one-ﬁl{‘l'l; to
one-tenth the U.S. or European def <
rate, he said.

American tellers at branches of 4
Jupanese bank in California made
about half the number of errors d
their counterparts at nearby US
hanks, Absenteeism and labor tunr
over at Japanese-run U.S, firms usuak
ly are 50% under rates for compar
able US. firms.
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Survival Tied to
Strategic Planning

Management  that

anticipates
change through the use of long-range
strategic planning will be in the best
ition to survive and grow in the
980s, George Odiome, professor of
management at University of Massa-
chusetts, said in a NAWGA general
assembly recently.

Business failures generally are not
the function of the energy crisis or
inflation — “the causes are uniform -
bad management.” He cited figures
from Dun & Bradstreet showing that
92% of all failures are traceable to
this factor.

During the 1980s, most failures will
be "acts of management, or misman-
agement, faced with change. We doa't
like change, and the older one gets
the more dificult it is to take.”

He urged executives to become

solvers and not become “mis-
ts” or fall into what he called the
“activity trap.”
Many companies start with great
oals, get sidetracked. “We're so
Eluy getting there, we can forget what
we're in business for, and the momen-
tary lapse becomes habit.

“Then the: habit becomes precedure,
and the last act of a dying company
is someone writing a ure,” Odi-
ome said.

As times change, the objectives of
business slso must change, he said.
“So, we must sit down with uu:‘rm-
ple and tell them what's expected.

Cost of New Employee

He pointed out that, including
Iringe benefits, it will cost about 820,
000 to add a new employe during the
10805, and companies will have to
look at altemative ways of getting

uate help and keepirg labor cost
o

One way to increase productivity
among employes and be more hu-
manistic in dealing with “people pro-
blems” is for firms to adopt the at-
titude that “capitalism is a birthday
party — everyone has to get a piece
of cake. The moneytree companies
are those which bet on people. Out
of people we grow profits.”

Speaking later at a workshop on
strategic and long-range manage-
ment planning, Odiorne said planning
often is associated ouly with com
ies the size of IBM or General Elec-
tric. Some smaller companies may fall
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into the “chronic activity trap of do-
ing the same thiugs as last year, only
ing 10% to expenses.”

The first requirement for a proper
strategy is to map out a calendar of
events in advance of the annual bud-
get. The first move is to pull out all
the audits to find out if there is a ma-
jor need that must be funded in ad-
vance. Companies then should pro-
ceed with three-to-10 year plans l;:
major s, which should be s,
ed wil,:tlri?rly before they begil::

A few key people at the top eche-
lon must be responsible for strategic
planning. Those executives must con-
centrate on that and develop other
people to take care of day-to-day op-
erations. “Cood will save
pennies, but good strategies will make
you rich,” Odiome said

Over Automation
Top management may be getting
by over-automation.
“Data is like a stack of hay with in-
dividual straws all pointing in differ-
ent directions. Top management needs
information” that may be like finding
the needle in the haystack.

In addition to protection against
too much data, management may have
to shield themselves from people,
“When someone walks into your office

with a em, have him walk out
with an objective. A lot of e like
to walk in and put the em on

your back. Make sure you put it back
on theirs, or else you're working for
your subordinates.”

Risk Management Stressed

Risk management will have to be a
big of food wholesalers’ business
in the 1950s, and there will be many
risks for wholesalers and others in the
next 10 years.

The warning was given by Clayton
Yeutter, ident of the Chicago
Merchantile Ezchpuge, at a general
assembly of £,  HAWGA convention.

Graiu Fashi~go Hurts

The grain embargo is hurting the
United States much more than it is
the Soviet Union, because there still
is a leak of grain to the USSR, not
only from this country, but also from
some Latin American countries, he
added.

Reflecting the embargo, the Soviets
will im about 30.5 millioa tons of
grain this year, whereas they had

planned to import 35 million tons. O »
om covers only 17 million to: s.

As a result, the USSR may end o
with no grain shortage despite 1w
em| ‘eutter said.

But he contended that the griin
embargo has done this country mare
mmrge damage than is realizid

ibited from importing U.S. gran
the Soviets may look for sources in
countries such as Brazil for soybeais,
for example.

Once this market is lost to US.
farmers, it may take years to get it
back, he reasoned.

Consequently, we have got to con

tinue our momentum with expoits §

and not have ts such as
the Soviet embargo, or the producer,
or farmer sector of our economy will
be ailing, and this affects food whole
salers, he said.

Farm Cost Rising
Costs of farm tions are rising
dramatically and we will feel their
effects this year and in 1981, Yeutter
said. Commercial banks are concer
ed about credit lines to farmers. How-
cver, there will be greater stability in

farm prices because of the erabarge. |8

“but it is still a volatile world . . . you
have got to think globally.”

The exchange soon will have a
ho;i.rd heef futures program, Yeutter
sa

He chastised the Carter Adminis-

tration for seeking voluntary price §

freezes.
Recesison Coming

Despite false starts by those ww
bave been predicting a recession in
V79 and carly this year, a magazi »

editor predicted 1980 would be a yo ur : i

of business recession.

Inflation will moderate to some « v
tent, unemployment will rise and pr »
duction will decline somewhat, as w Il
profits, said Robert Bleiberg of Bir-
ron's National Business and Financ i
Weekly.

Moreover, he believes the recessi w
could be more than short-lived. B it
he added that the country’s monetan
policy is heginning to show results.

Althoughi mandatory price contruls
“are not just down the road,” Bleiberg
said voluntary controls may tumn into
mandatory controls. But ke ‘I"'EF‘I:
“The good news is that controls are
not on the way. The bad news is that
they are already here, albeit volun-
tary.”
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B o er for

¢ Move to Energy Conservation

teve \Weinstein of Su rket
's reports the food industry has
ities to more en-
cient operational technigues
. is beginning to gmip them Has
1i mann, Jr., national intecligence
litical economy in the
(o utral Intelligence Agency, said dur-
ing the FMI midwinter executive con-
ference.
lHeymann gave a negalive assess-
ment of the out| for this
country, but listed factors that could
brighten the picture considerably. In
fact, he is “cautiously optimistic that
with luck and ingenuity” the nation
can cope with the crisis without affec-
ting economic growth disastrously,
For the supermarket industry, he
said this means ‘you are in luck he-
cause you have demonstrated that you
have the ingenuity.”

Facets to Conservation
There are two facets to the conser-

i \athu:.;:{qmrlunitiu available, Hey-
tan

One was termed “micro techiniques,”
involving small  conservation  steps
taken in stores, warchouses and pro-
lhu;'nm facilitive. This is "easier,” he
saidl,

“Macro teckniques™ were described
as more difficult. Heymann referred to
i:... listrywide  efiorts,  including
thanges in processing technology to
more advanced I‘ormf such as frecze
do ¢ and the retort pouch, new
s of packaging, and better use
o usportation, Including regional,
' t national, distribution of
| s to conserv fuel,
mann painted a “pretty scary

picture — in fact, a kind of dis-
- leading to slow economic

h and hi; ces,” if public at-

o
s don’t

sumption oil in the 1970s
la new discoveries, and
" could be an even sharper dis-
I in the '80's, he said. Whereas
i il discovered in the past could
I ssified as “giant” or “super giant™
£ this has not been the case in
st 10 years,

'w countries in the Persian Gulf,
with the largest oil reserves, want to
tviserve their supplies, he added. In
I"-OPEC days, the oil companies
tiide the production decisions in
these countries are “not indifferent to
the fate of the world economy.” Hey-
Mann's example was the increase in
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production by Saudi Arabia after the
oil supply from Iran was cut drastical-
ly.

Fields in other OPEC countries,
which would like to produce more oil,
are cither mature or depleted, he said,
and non-OPEC countries cannot in-
crease production sufficiently. “US.
production in the lower 48 (states) is
irreversibly declining, although drill-
ing is at a record high. We can slow
the decline, but we cannot halt it.”

Natural gas possibilities in the Uni-
ted States are favorable, he said, but
the same depletion problem exists,
Coal is more plentiful, but efforts to
raise production are hampered by en-
vironmental problems. The once great
promise of nuclear energy has Ln
diminished by safety and environmen-
tal considerations. He called other
possible enegry  sources  “inconse.
quential,”

On the Brighter Side

But Heymann feels his dismal fore-
cast will be brightened by a nnmber
of factors. For one, he anticipates
greater reliance on nuclear energy,
with apposition to it lessening becanse
of necessity.

He also thinks the attiteelde of the
Persian Gull oil countries towand
conserving their surplus could change
dramatically. This will be based on
both economic and political consider-
ations. Economically, they will realize
their future is linked to the economic
health of the industrialized countries.
“They are recycling hundreds of bil-
lions of dollars into the industrial
world economy,” Heymann pointed
out.

Politically, he noted. these Persian
Gulf countries were shocked by the
Soviet invasion of Afghanistan and
fear a possible takeover by the East or
the West should the oil supply situa-
tion hecome desperate.

Finally, he projected a meaningful
conservation effort, both by the Gov-
emment and by individuals.

To preserve our link with Sawdi
Arabia and other oil-producing na-
tions on which we depend, John Stoes-
singer, professor of political science at
Hunter College, New York, advocated
a Mideast version of NATO, hased in-
itially on the use of Egyptian man-
power and Israeli technology.

Domestically, Stoessinger said, the
U.S. must leam from West Germany
and Japan, which have healthy econ-

PSRRI E A A

omies despite their alimost total de-
|u'mlt-uw on imported oil. “They work
ike hell,” he said, with high produe.
tivity and a good “work cthic.”

Prescription for Rejuvenation

Stoessinger’s  prescription for  this
country’s rejuvenation includes: Cut-
ting back on management’s excessive
involvement  with Government amd
unions, so companies can put more en-
ergy into creativity and productivity,
letting oil prices rise to encourage ex-
ploration while giving material help
to the poor, who will suffer from this;
climinating or cutting taxes on per-
sonal savings; paying teachers more
money to attract better |'ll1)p||' s a
possible way to instill less materialis-
tic values in young people, and treat.
ing our older people with less “hrutal-

Burus Roper, chairman of the Roper
Organization, disagreed  with  those
whao say the American public is pessi-
mistic and has hecome conservative.,

Roper conceded the public has mov-
ed from its one-time rather “naive
total optimism,” but denics? i has be
come pessimistic and has lost faith,
The public still has strong faith in our
basic institutions, he said, although it
may not like the way those institutions
are being operated. And despite con.
cerns, it has a strong conviction about
its ability to get along and about the
future of its children. He character-
ized the public mond as “somewhere
between optimism and realism — and
a gnLul way from pessimism and des-
pair.

.\,}prmim.ltlll_\ the same percentage
of those queried consider themselves
conservative amd liberal as did so siy
years ago, Roper said. In addition,
while more than twice as many per-
sons polled considered President Car-
ter's Lm]gd presented in 1979 too big
as said it was too small, ou cight of 10
specific items in the budget, the pub.
lic felt more money should be spent.
The same reactions applied to govern.
ment regulations in general, as op-
posed to specific regulations.

Why We Need Big
Oil Companies

“The large size of these companies
is, in part, only a reflection of the im-
portance of oil and gas to our national
economy. Moreover, only firms with
substantial financial strength are in a
pusition to undertake the very risky
and costly exploration.
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Coming Events:

AACC Short Course on Peste end
Durum Wheet Quelity
at North Dekote Stete Univenity
Fargo — June 3-6

76th Annual Meeting N.M.M.A,
Wentworth by-the-Ses
Portsmouth, New Hempshire
June 25-29

N.M.M.A. Washington Mesting
Maytlower Hotel, Washington, D.C.
September 18

Neationsl Maceroni Week
October 9-18

International Durum Forum
Remeda Ian, Minot, North Dekeote
Nevember 11.12

N.M.M.A. Winter Mosting
Beoca Reten, Floride
February 4-8, 1981
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On the lne ot the Clombske, scheduled for Thursday svening.

76th Annual Meeting

The 76th Annual Meeting of the
National Macaroni Manufacturers As-
sociation will be held June 25-29, 1950
at the historic Wentworth hy-the-Sea
Portsmouth New Hampshire.

Meeting theme: Strategic Planning
for Survival.

Wed., June 25: Board Mecting, Re-
ception and Welcoming Dinner,

Thu., June 26: A Broad Brush at tic |
economic outlook, the political scew. 3

the energy crunch.
Fri. June 27: Grocers' Panel.
Sal. June 28: Strategic Planning

Seminar led by George S. Odiore. |

Plus Tennis Mixer, Golf Tournament. f

Sight-seeing tours.
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PROBLEMS - EXPERIENCE

With more than half a century of experience we believe we might
be able to help if you have any problems in our areas of experience.

PACKAGING —we believe we have undoubtedly
modernized more packages than any
other sources. We constantly con-
tinue our updating processes.

PROMOTION —we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
believe we can help promote your
oroducts that you have by study, and
rixommend additional products that
might be promoted in your trading
areas.

MARKETING —rather than depending entirely on
advertising dollars, we can show you
modern marketing methods which
will help caopture more of your mar-
ket. We have done it for others.

MERCHANDISING — We can point the way towards new
profitable products and lay out mer-
chandising methods.

We have experience in these areas.

Charles C. Rossetti, President Jock E. Rossetti, Vice President
Geerge Lerey, Vice President ond Marketing Director

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