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Angels of Love

Cover Photo
Works of Art

Tiffany's, the famous jeweler on
New York's Fifth Avenue, had works
of art made of pasta for their Val-
entine window displays.

The intricate patterns and designs
made from wagon-wheels, shells, fu-
silli, folded noodles and other pasta
shapes, attracted attention to the
jewelry items for sale,

Iralian Style Spaghetti
by Marie Flasschoen, free-lance
writer in the Kansas City Star
The best way to leam how to
fix genuine ltalian spaghetti i= to
ask native Italian cooks, some of
whom eat and e this satisfying
and tasty dish about twice a week.
None of the seven cooks who gave
us their favorite recipes cats spag-
hetti in local restaurants for various
reasons —the ones from northern and
central Italy think the sauce is too
sweet; the ones from the south think
the sauce is too sour. All of them
agree that they make spaghetti so
well, so often and in so many differ-
ent ways that when they eat out, they
would rather have something euntirely
different=Chinese food, for example.
All the women emphasized one
rule of the thumb: “Do not overcook
the spaghetti. Be sure it's al dente,”
which means cooked to the state
where the pasta offers some Tesistence
to the teeth—usually 8 to 10 minutes.
Other tips offered:
e When you saute garlic, don’t let
it turn brown or it will impart a bitter
taste to the sauce.

e Fresh parsley can be frozen.

e Tomato sauce has reached the
proper degree of density when it
starts splattering. At that time, hal-
ance a cover over the saucepan to
keep the splattering toa minimum and
to allow steam to escape. When the
splattering begins, the sauce is 5 to
10 minutes from being ready.

Beyond technique, there is little
agreement on what makes perfect
spaghetti. Each women interviewed

refers her own creation to any other,
And each adds a bit of her native cul-
inary talent as well as ingredients to
come up with the recipe,

Anna Casuso grew up in the
Marche region of Italy near the Adri-
atic Sea where fresh clams are abun-
dant, so it's not surprising that her
favorite spaghetti recipe features
them.

Then there is Loretti Rossi,  petite
blonde from Tuscany who was taught
how to prepare a simple and tasty
parsley spaghetti by her mother.
Mrs. Rossi serves it in winter when

other herhs are not easily available

in Italian markets.

Tina Ambrosi's spaghetti with dic.
ed heef is an old Sardinian family

recipe
mother.

on this sauce by telling her, “Your
mother doesn’t make it as well as

you do.”

Mary Inzerillo, wlo came to the
United States from Poggioreale. Sic-

ily, in 1920
ndinother

by her mother and
Her father praised her

said: "I watched my
cook and this is how |

eamed. Spaghetti with fava beans

and ricotta cheese was my grand
mother's Tavorite in Italy, and I've

been making it ever since.”

Milanese ssoaghmi is Rose Suare
glino's specialty. Rose, who can

Kansas City

in Sicily in 1803, owned o resta:
here, Her dish, a spaghetti co!
with sauce and brea
topped with fried caulifiower
artichoke hearts, is traditionall;
ved on St. Joseph
(an Italian national holiday).
At 79, Rose is very active, |
and witty and still cooks with “a
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from Palermo pro

crumbs

's Day, Man

bit of this and a little bit of tha

Licla Snichelotto,
Italian at the Univeristy of Kan
a newcomer to the United State: a1
she still spends four months i v
in Rome. Her s
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Weigh and package
faster in bags,
jars or cartons.

Attention macaroni, noodle and pasta manufacturers.

Wrighi Machinery's complete line of automatic weigh-
ing ?'}" packaging systems offers you a choice without
sacrificing high speed filling accurary.

Wriite today fo: techmecal bulleting.
Specity Englsh, German, French or Spanish
Vice President Martin D. Cicchelli,
Wright Machinery Divisson,
Rexham Cosporaton
Boxs 3811, Durham North Carolna 27702, USA.
Telephone (919) 682 8161

TWX 510927 0925

v
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\ ‘right Modular In-Line Net Weighers
| r packaging in jars, cans and cartons.

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

high speeds.
Wright Mon-0-Bag® form/

Licia's sister, Grazia Serra, uss 7

gu-type sauces

spices such
meg

prostitutes.

made with meat

as rosemary, sage.

and cloves. She also fixes a !
spaghetti-a favorite of Neapolits

Tue MACARONI JOURNA

fill/seal machines with scales,
auger or volumetric fillers for
pouch, side-seal or square
bottom bags.

WRIGHT MACHINERY DIVISION




Whether you serve spaghetti as an
entree—the American way—or as a
first course—the Italian way—remem-
ber that if you substitute ingredients,
the results will be disappointing.

Spaghetti with clam sauce
Serves 4
¥ cup olive oil
2 garlic cloves
1 tablespoon parsley, cho
-3 can (10 ounces each) w
clams
1 can (16 ounces) peeled tomatoes,

e small

1 can (15 ounces) tomato sauce
with tomato bits
1A teaspoon salt
14 teaspoon pepper
% teaspoon garlic powder

1 pound spaghetti

Heat oil in saucepan. Add gaclic
cloves and parsley. As soon
as garlic is a golden color, remove it
and throw it away. Add clams with
juice, chopped tomatoes with liquid,
tomato sauce, salt, pepper and garlic

. Stir.

Cook over medium heat until con-
densed, about 45 minutes, stirring oc-
casionally. Cook spaghetti as direc-
ted. Pour sauce over spaghetti, mix
well and serve immediately.

Spaghetti with four cheeses
Serves 4

3 ounces fontina cheese

3 ounces Emmenthal cheese

3 ounces Gouda cheese

3 ounces Parmesan cheese

14 stick butter

4 tablespoons g}:lt:ipplng cream

1 nd s i

Cui:o?nnimp.aﬁmmmthll and Gou-
da cheeses into 1/16-in-thick strips.
Chop Parmesan cheese into tiny
pleces. Dice butter into teaspoon-size
chunks. Place all these ingredients in
bottom of a 4-quart serving bowl.
Cook sp:‘%‘blelti as directed.

Pour ned, hot spaghetti over
cheeses and butter and stir well, un-
til cheeses and butter melt. Add
cream, mix lightly and serve immedi-
ately.

Tart Spaghetti
Serves 6
1 can (28 ounces) peeled tomatoes
Y cup olive oil
2 garlic cloves, crushed
1 garlic clove, minced

2 tablespoons ca
15 black Sicilian mrs cked i
oil, pitted and cut in half
1 hot chili pepper, whole
1 teaspoon oregano
¥a teaspoon
3 anchovy f minced

s

Run contents of tomato can
thrcugh blender or tomatoes
into small pieces. [leat oil in a
frying and saute two crus
gardic doves until gulden, then dis-
card them.

Add minced garlic and cook un-
til golden. Immediately add toma-
toes, capers, olives, chili pepper, ore-
gano and pepper.

Cook over medium-high heat 20
ininutes, stirring constantly. Add
minced anchovies and panley. Lower
heat and simmer gently 2 minutes
longer. Discard chili pepper. Cook
spaghetti as directed.

Four sauce over spaghetti mix well
and serve immedialoly with freshly
grated Parmesan cheese.

Panley spaghetti
Serves 4

3 cans (142 ounces each)
ed tomatoes

V4 cup olive oil

13 teas; salt

1 garlic clove, minced

% small dry pepper, minced
i 2

Va tter

1 pound spaghetti

Chao, tomatoes into  small
pieces and place them with their
juice into a saucepan. Add oil and
salt. Simmer until sauce is the right
consistency, l}l:;llt 1 htl:)uur. Add garlic,
pepper. and hutter. Covk 5
minutes mﬂ. Cook spaghetti as di-
rected.

Pour sauce over spaghetti, mix
well and serve immediately with
freshly grated Parmesan cheese.

Spaghetti with fava beans
and ricotta chesse

Serves 4

% cup olive oil

6 green onions, including green
tops, cho

1 can (15 ounces) green fava beans

1 cup water

V4 teaspoon salt

Y4 teaspoon pepper

Serves 4
1 can (28 ounces) peeled tomatoes
¥ medium-size chopped
% cup olive oil
2 tab'es butter or margarine
Vs poand lean beef cut in Yi-inch
cubes

% cup dry white wine

2 garlic cloves, crushed

Vs teaspoon salt

Ve teaspoon pepper

V3 teaspoon mumrybe. crushed

1 or 1 cube instant

bouilon

1 pound spaghetti

Run contents of tomato can
through blender or chop tomatoes
into small pieces. Saute onions in oil
and butter until brown. Add
meat cubes and cook until browned
on all sides. Add wine and simmer
until wine evaporates. Add crushed
garlic cloves, salt, and rose-
mary. Stir briefly. mpt:mlou wd
houillon. Bring quickly to a boil, tir-
ing frequently. LWC‘I‘ heat and s -
mer 1 hour, until sauce condense

Cook spaghetti as directed, I' wr
sauce over spaghetti, mix well d
serve immediately with freshly gri ~d
Parmesan cheese.

This recipe for Milanese spagh i
has to be prepared
Budvdhmﬂicimtlorlpounddl; g

th.

Milanese spaghetti
Serves 4

Sauce
1 can (8 ounces) tomato paste
2% cups water
2 can (15 ounces each) tomat:

sauce

1 :::l teaspoon salt

1 ng teaspoon sugar

2 | onions, chopped

% cup olive oil

2 garlic cloves, minced

1 can (7 ounces) Pasta con Sarde
Condiment (Milanese mix)

Continued on poge 28)
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1. Maldari Quality
. Maldari Workmanship

2
3. Maldari Service

D. MALDARI & SON3, INC.
$57 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555
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| Braibanli

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

| meonﬂon

¢ 60 E. 42nd St. - Suite 2040 * New York, NY 10165 * Phone (212) 682/6407-682/6408 * Telex 12-6797 BRANY

R——— Y - Py " - -

BRAIBANT! has in operation a new high temperature drying

line for a wide variety of short pasta shapes:

~Cobra 1000 press with two 16" diameter die holders
- Shaker type TM/1000 AT

-2 Metal rotary dryers model Romet 24/8

-1 Finish dryer type Teless ATR/17/4

-1 Cooling shaker

LUSTUCRU Macaroni Co. - Grenoble, France




Probably the best known spa iy
the country, La Costa, about an hour
north of San Diego, satisfies both the
mind and the body with top-notch
facilities and the very best treatment
for convention attendees. The Na-
tional Macaroni Manufacturers Asso-
ciation holds their 77th Annual Meet-
ing there July 12-16, 1981.

On 6,000 sprawling acres you will
find 25 all-weather tennis courts (Bve
of them lit for night play) and the
Toumament of Cham, Golf
Course. There are two r courses,
as well. Horseback riding is available.
The swimming pool goes without say-
ing and water sports are available
nearby.

The hotel has a lovely variety of
dining spots to give your daily meals
interest. The Continental Room, open
for breakfast, lunch and dinner (with
duncing nightly) holds 250. The Se-
ville Room, a charming Italian grot-
to, is open for dinner only and serves
gourmet-quality Italian food to 110.
The intimate Steak House holds 80
for dinner only. Pisces isdl mfocid
specialty room open for dinner only
and serves 130. m; the only room
not on the modified American Plan.

Close to San Diego

La Costa sits in peaceful solitude
on sunny California slopes, two miles
inland from the great Pacific Ocean.
It is close enough to San Diego to
enjoy sll that city’s world-famous at-
tractions — the San Diego Zou, Wild
Animal Farm, Sea World, Old Mex-
ico = and not that far {tom Anaheim,
California and the amuzing world of
Mickey Mouse, Disneyland.

The La Costa Spa is matchless, In
a soothing, luxurious atmosphere you
can be whirled and swirled, patted
and smoothed, annointed and coiffed,
exercised and tanned. Every poison
your body ever held will be soaked
and steamed away, it seems.

No wonder La Costa has been
twice winner of the orrrsdgious Gold
Key award as one of the top 25 re-
sorts in the country.

An interestin gram is bein

ed to ukg r::mluge of t.hE
abulous facilities. Mark your calen-
dar and plan to attend — July 12-16,
1881. Reservations forms from the
N.MM.A. office,

10

La Coste: on 6,000 ocres with the Pacific in the Bechgrosnd.

Convention Plans

Sunday, July 12

Board of Directors Meet,

9 am. to 1 pm.

Welcoming, Reception,

Dinner Party.

Monday, July 13

8 am. Breakfast of Champions
for everyone.

Long Range Plan Report.

Coll Toumament.

Tennis Mixer.

Italian Dinner.

Tuesday, July 14

9 a.m. Round Table Sessions.

Aftemmoon committee meetings

and recreation.

Free evening.

Wednesday, July 15

8 a.m. Macaroni Manufacturers
Breakfast

9 u.m. Session on Product Promotion,
Association Business.

Free afternoon.

Eveuing Social and Banquet.

New Members
The National Macaroni Manufac-
turers Association welcomes three
new members among manufacturing
Gourmet Pasta, Great Neck, N.Y.:
Salt Lake Macaroni & Noodle Co.,
Kearns, Utah; and
Fortune Macaroni Co., Fresno, CA

Ragu' Foods, makers of Rngt;'
spaghetti sauce, have renewed their

associate mcmbcnhl&

Macaroni School

The annual spring technical seni-
nar held by the National Macaroni
Manufacturers Association will b a
Macaroni School at Radisson Soith
Hotel, Minneapolis.

Arrival and welcoming recep: on
will be from 6:30 to 7:30 p.m. M n-
day, April 27.

April 28: 7:30 Breakfast. Mon g
session on durum wheat with par.

its from the faculty of North '

ota State University,

Afternoon svision with Intemat o
al Multifoods team on tests for dur im
wheat and milling quality ccatro

April 29 will feature a mon ng
tour of the Peavey mill at Hasti 2
Afternoon session will hay * .. on
energy distribution, distribuvua o 5.
and sanitation practices check-li: .

April 30 will be a ml;nhlng ses ion
on pasta processing wi - ta
tions from gh.tim ‘:fwlm
banti, Buhler-Miag, DeFrancisci, and
Microdry Corporation.

After luncheon there will be chock:
out and departure.

Reservation fee of $75 for w™
bers $150 for now-members, forns
available through NMMA office.

THE MACARON] JOURNAL

The future
of the pasta industry.




AMALZING VARIETY
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Eastman
VS,
overcooked
macaroni
products

Yuck! Let's foce it, there's nothing more unoppe-
tizing to look ot or try to sell than soggy spagh#*ti,
macaroni or noodles.

Macaroni products which stay firmer longer offer
conners, frozen food processors and mass-
freders many odvantages. Advantages that will
make you hoppy as well as your customers.
Here's where our Myvoplex® 600 glyceryl mono-
stearate comes in. It's a starch-complexin) agent
of high purity which enables the macaroni to
withstand lengthy cooking periods, retorting,
flash-freezing and reheating while resisting
bacoming sticky or losing “al dente” firmness.
This meons easier handling for people who cook
racaroni products. And, the fact that our

) yvoplex 600 comes in powder form meons

s npler and easier processing for macaroni

r anufacturers.

# k your macaroni supplier to incorporate
} yvaplex 600 in your product.

F r further details, coll 800-251-0351 free.

( 1 Tennessee, ca!l 8(10-352-0301.)
# k for Health and Nutrition Info. Center.

C send the coupon:

Ld —— ——

Eostmon Chemical Products, Inc., Kingsport, Tenn. 37662

Please send me more information on Myvaples 600.

CLYBOURN CARTONERS
OFFER 4 BASIC
PRODUCT FEEDING
& FILLING SYSTEMS ...

and more

smptee Hiling . ideal for most free Howing products such
upom; wnﬂes flakes, macaron, nce. etc

weight soales For tree flowing, muliishaped products
mhnwwmuwmulhnds wiapped candwes, and
wmnsmmnwtmm

ny Recommended for hard 1o leed, semitree

ﬂo-ng mdum hike ultratine powders and muxes with shortenings.

Hoading A standard 7° extension pro. des 14° of space
Mmmmlmlmhmolhmwm pouches,
bister packages, cans. bottles, tubes and sold ilems Ideal for
cperahons where product changes are tequent and production
vdunﬂlﬂulm
+ Ay nahe b an and pouch ik 1 Botties and
cans Itwsnwm:mvews au posiioned ucumety nto car
fons at hegh speed Clybourn's bt tray conveyor can e
form/hil/seal machsne to vertical cartoners for products hke
macaron and cheese dinners

Whether you have a hard to feed product. frequent canon suze
changes, or requre s:ft prool sealing— there's a standard Clybourn

cartones nght for your needs

A comprehensive assortment of options and accessones makes
1t possible for us 10 satisty a wide range of cartoning requvements

For more information, write tor brochure No. CMC 1015 and
please specify the type of hiling system required

Clybourn

Machine Company

7515 N Linder Ave Shoke IL 60077
N2677-7800 Teier 289472

a dvison of Pasalt ing




he final day of the Winter meet-

ing at Boca Raton saw a series
of round table discussions to get
membership input on long range
planning. Here are highlights from
committee reports.

Chairperson  Nancy Thurston  of
the LllJl:l Group reported that 14
women came to share their views,
Their first major decision was that
they favored a changing of the name
of the National Macaroni Manufac-
turers Association to the National
Pasta Association.

The main discussion of the ladies
centered on how to make newcomers
feel welcomed at conventions, It was

rted that scveral ladies were at-
tending their fint convention.

It was suggested that at the first
welcoming  reception  newcomers
come a half hour carlier than the rest
of the group to meet the Executive
Committee and their wives who
would them and in tum intro-
duce them to other members on their
arrival.

Another suggestion: a  breakfast
table the fist moming with a sign
for NMMA Newcomers especially
for the ladies to find friends at the
first function.

While convention programs are
mailed out in advance, many of the
wives did not see them, and they
urged that the husbands bring the
program home so advance planning
can be done.

For the registration desk it was
suggested that the sign-up sheet for
golf and tennis should indicate
whether the players were beginners
or advanced mainly because they
would feel more comfortable playing
with a compatible group. There
should be sign-ups also for sightsee-
ing and shopping trips and a chair-
person to coordinate these activities.

The ladies dislike convention bad-
tes, but couldn’t come up with any
witer  solution  for  identification,
Women prefer to wear them at the
cocktail parties and then take them
off when they go to dinner.

They prefer  sit-down  dinners.
They like the cocktail parties and the
opportunities for meeting and sociali-
zing. The [Italian Dinner Party

should be continued  despite  prob-
16
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MEMBERSHIP INPUT ON LONG RANGE PLANNING

Left te right: Jeon Helfernen, Ruth Heshing, Nency Thursten, Seady Johenten.

lems of preparation on occasion, be
cause we are a pasta association.

Entertainment is not necessary at
these dinner functions as the ladies
prefer uninterrupted dinner conver-
sation.

Product Promotion Committee—Paul
Vermylen, Chairman

The group liked the name “Pasta™
but cautioned until we have a pro-
tected standard, we should not
change the name to “Pasta Associa-
tion.”

The Mission Statement should
highlight two things: (1) the aspect
of ’Smmoﬁug our product for the
good of the industry; (2) government
relations as an important area of con-
cern for the Association,

In the general objectives area it
was felt that the critical areas that far
outweigh all others in importance
are industry development and con-
sumer education, govemment rela-
lations, standards and nutrition, in-
formation ;mld statistics, However,
we a other areas or objectives
as lhc?r[:h of smaller manu!ni:ituren
and the need to recruit new members.

We strongly object to the use of
the word “assist”™ in several objec-
tives — instead substitute the word
“inform™ or “disseminate information
relative to . . ." We feel it is not the
mission of the Association to directly
“assist”™ the members in areas where
we are supposed to be in competition,
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Industry development and consu-
mer education — retail program -
Pasta has a high potential, and we
are all in agreement that we should
give product jon our very best
cffort. It was agreed that we should
see a plan designed to help pasta
reach this potential. This plan shoull
e.body not only the things we are
doing now in public relations anl
publicity, but should consider an
udvcntslnﬁepmgmn to focus on n
moving t tive as of tl-
fattening phobia and building 1]
positive aspects of taste and nuti
tion, vemsatility, and ecconomy.

It was suggested in the develo
ment of a total plan to include a pil
program to test its efficiency o
means of funding.

The macaroni manufacturers mu
take the lead in funding. It was note
that when freight rates go up, as th
have recently by 14¢ per ewt., it -
reluctantly paid, and we agoni
over the penny or two that we co
tribute to product promotion. The
is no proportion between the tv
elzments of cost. We are going
have to be willing to spend more »
order to do more,

As for the foodservice program. it
is too new to properly evaluate, bt
we like the direction it is taking.

We feel that we should not push
the idea of reliance on branded pro-
ducts—experience proves otherwise—
maiuly that competition dictates that
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elimen, Stue
Dennis Hill. Becks te
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qulity and price are far more im-
po tant,

he Foodservice Manual is a very
Valuahle tool and should be regularly
espanded with (1) new menus; (2)
ad litional equipment  offerings; (3)
information of interest to school
teachers and students with informa-
:‘u on sizes and shapes, nutrition,

All preparation instructions should
be made “idiot-proof™.

Arait, 1981

pblesd, Poul

Monus Gass, Andy Andersen, J.

erry Huttoan (beck te comers),

Tony Gisie, Robert Renzeni, Sam Arene (bock to camers),

Backs te comere: Al Ketshoo, Bill

Trade Relations Committee — Ted ).
Settanny, Chairman

There was agreement that we
should continue our trade panels ex-
tending the invitation to key repre-
sentatives from three or four sections
of the country; west; midwest; south.
east, and that this kind of panel
could be part of the Winter Meeting
program amd a retailers panel part
of the summer program.

Ogburn, Weker Stohranberger,
Luigi Grausilli. Latt te right: Frod Woeitle, Ra'ph Burgess, Charles
s, Henry Guerrisl, Altred Roazsni. sl s

We suggest the development of in-
formation  program pointed toward
the trade with perhaps four mailings
a vear that would be general in na-
ture but would lend themselves to
individual customizing by braml or
company. Such mailings would in-
clude information on space manage-
ment studies, moisture loss informa-
tion, wheat crop quality information,
nutritional information, selling ideas
such as ticins and related item sales
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Trade Relations Committec
(Continued on poge 17)
(81.00 will get you $10.00) etc.

We should broaden the scope of
trade relations to include quality as-
surance director, food nutritionist,
buyer, merchandiser, advertising
manager, store set-up manager, etc.

The trade is the catalyst to reach-
ing the consumer. We should give
morn thought/action to the foodserv-
jce end of our business as well as to

grocery sales.

Our group nppnm-d the change of
name to the National Pasta Associa-
tion and suggested development of
an appropriate logo. We need aware-
ness and ready identification.

We think a great job was done on
Pastaville, USA, and if the same lcad-
ership and thinking could be leveled
at "Pasta” we could pastasize the
trade.

The role of the National Affairs
Committee was ed on by An-
thony H. Gioia, rman.

1. Take leadership role in areas only
affect the National Macaroni Asso-
clation members specifically.

2. Try to form a coalition with other
associations or groups on issues
that affect more than our industry.
This helps with our clout and also
reduces our cost.

3. We feel strongly that govemment
relations is an important function
for the NMMA for two specific
functions:

a. To inform members of Wash-
ington government activities.

b. Become active in expressing
our point of view wl:m our
interests are being threatened
or positively enhanced.

4. Consider working more closely on
inter - committee communications,
especially with the Standards
Committee as it related to issues
with the Food & Drug Adminis-
tration. In addition, any assis.
tance we can provide to the im-
portant thrust of product promo-
tion which is vital to our Associa-
tion and industry’s survival should
be encouraged.

5. Broaden our coverage to indadi
all agencies, namely, EPA, OSiHA
and Consumer Products Salety
Commission. Be aware that there

are problems that affect our in-
dustry besides the traditional
agencies we have worked with in
the past, such as FDA and USDA
—possibly join other larger trade
associations here in lending our
su for those vital issues in-
volving the above agencies.

6. Members should keep committee
informed of their respective state
policies that may affect our indi-
vidual members and in cases of
this kind, we would suggest join-
ing other associations in the state
and to lobby on our hehalf.

. Encourage NMMA members to
improve communications  with
their federal and state legislatures
and local and state trade associa-
tions and serve as national pasta
linison with these groups.

8. Gary Kushner to be considered not

only our legal counsel, but our

on-site  Washington representa-

tive.

-1

Some s way to implement
the above: Washington Meeting

1. Develop more specific agenda for

briefing at Washington meeting,
demonstrationg relevance of sub-
ject various speakers will talk on
to pasta industry and sending no-
tices earlier to facilitate schedul-
ing and better attendance by
members.
Specific speakers could be chair-
men of Senate and/or House Ag-
riculture committees plus appro-
priate committee and relevant sub
committees, plus FDA and USDA
policy makers,

Possibly have speaker to discuss
topic of how companies become
involved in the political process.

3. Have Gary Kushoer identify key
congressinen who could affect our
industry — Gary to inform mem-
bers if their fic congressman
might be key to our industry.

4. Invite other Washington based
trade association guests who have
food interest to our Washington
meeting and/or reception.

5. The committee felt that s
legal and govemment re
bulletins that have impact on the
pasta industry should be sent to
manufacturers with the weekly
newsletter.

e
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Standards & Nutrition Committee -
C. Mickey Skinner, Chairman

Our group would favor a nai -
change and would consider it he! -
ful to broaden membership and px |
resources. The Pasta Associati o
would help identify the competitic ..
Our competition is potatoes, bea ..
rice, and meat.

Ve have not done a good job
selling nutrition. We have a produ.t
that is highly nutritious, and we must
sell this fact to the consumer, W\e
agree that we should petition the
Food and Drug Administration to in-
clude “pasta” into the Standards of
Identity for Macaroni Products.

Other we might under.
take: (1) anticipate projects to be
taken up by regulatory agencies
rather than being on the defensive;
(2) develop data and/or Blm on pasta
nutrition; (3) d=velop nutritional data
for consumers; \{) develop data as a
criteria for quality of raw materials.

Durum Relstions Committee—Lloyd
E. Skinner, Chairman

He pointed to existing programs
as fnlltpr:s: (1) felluw:hl;f in Cereal
Technology at North Dakota State
University at Fargo; (2) agronomv
program at NDSU for durum varie'v
deve This is d-
serving of su from exporte: .
and their assistance should be soug!
(3) Support of the Crop Quali
Council whose objective lsp::dmm .
dependable durum ucti
through stimulating research in hi:
quality, high-vielding, disease res -
tant durum. They are also to impro *
communications among all elemer +
of the durum industry and goves -
ment. (4) The Durum Industry A -
visory Committee was started di -
ing the Johnson Adminlstmﬂon.'{ J
original problems were export sub -
dic‘: and the efforts were to help ¢ r
farmer fricnds; (5) Pastaville empl »
sized the importance of increasi: g
consumption of in the domes ic
market. This effort should be enco.ir-
aged.

As future activities:

(1) we would like to promote dur-
um tours at harvest time as an edv-
cational means to leam more about

(Continued on poge 20)
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A North Dakota Mill, there are
miny factors that make it one of

th * top mills in the nation. The

w rld’s finest durum wheat is milled
w h the most modern milling

e Jipment. Superior laboratory and
te ting facilities assure you of

q ality control. And, one of the

§' +atest contributing factors is team-

wortk. Everyone at North Dakota
Mill works together to insure the
highest level of quality production

When you order your durum
products from North Dakota Mll,
you become part of a team where
each member is doing his or her
best to insure that your products
are the finest available. When you
start with the best durum wheat,
and mill it with the finest milling
equipment, you can’t help but win'

Because at North Dakota Mill, we
deliver teamwork

We Deliver

Shown below are three of the North
Dakota Mill people working together
on some common goals. LeNt (o right:
‘Skip® Peterson, Leo Caniwel and
Howard Berg.

the durum people

Grand Forks. North Dakota 58201

Phone (TO1) 795:7224




Durum Relations Commitiee
(Continued on poge 18)

our raw materials; (2) a joint effort in
working with the USDA on feeding
the necdy m is needed; (3) we
must bring influence to bear on the
members of the Wheat [Industry
Council so they understand and ap-
preciate the special values of durum,

Technical Research Commiittee —
Fred Woelfle, chainnan.

1. Purpose~To serve pasta manu-
facturers and related industries

by providing technical rams
uv.r:n'lm that will Wr:iamf
their efficdiency and effective-
ness,

1I. Objectives

A. To develop programs and
services to inform the mem-
bership of ways to
(1) Increase productivity
(2) Improve sanitation
(3) Improve product quality
(4) Reduce energy costs

B. To increase communications
and coordinate information
between related industries
so that they will be better
informed and help with
manufacturing  problems.

C. To get the membership to
participate in the programs
developed by improving the
quality and quantity of in-
llomutkm available.

D. To educate the member-
ship through a technical
seminar through a writ-
ten technical article.

11I. The above objectives are to be
accomplished through the fol-
- lowing programs:

A. A survey to determine from
the membership what
lems they would like solved.

B. A S nﬁtTrchulml Seminar
to Id in Minneapolis
on April 27-30 at which time
the machinery manufactur-
ers will instruct on mainten-
ance, cnergy savings, sanita-
tation and productivity.

C. Having technical bulletins
exchanged between related
industries to improve aware-
ness and an understand-
ing of cach others’ prob-
lems,
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D. Develop a three-ycar semi-
nar program so that the
topics and issues discussed
are timely and covered in

depth.

Macaroni School

Henry Guerrisi Chairman of the
Committee for the Macaroni School
gave the outline of plans for that
meeting to be held April 27.28-29-30
at the Radisson Seuth Hotel, Minne-
apolis.

Arrivals and reception the evening
of April 27.

The moming of April 28 will lrai
ture presentations from rsonne
from North Dakota State l‘;::lvenlty
on Variety Development and Agro-
nomic Characteristics of Durum
Wheat; Basic Structure of Durum
emphasizing its unique chemical,
E;I)::cal. and quality characteristics;

logical Properties of Durum and
how they are tested on the mixo-
graph, dough conder, and farino-
graph.

The aftemoon will be spent at the
Intemnational  Multifoods  research
center where they will demonstrate
the various tests employed by millers
in the selection of wheat and quality
controls through milling.

On April 29 the moming program
will be devoted to discussions on en-
ergy conservation. The afternoon will
feature a tour through the Peavey
mill at Hastings.

On April 30 the moming session
will be held on macaroni processing
control from dough mixing to egg
feeding to extrusion and drying high-
lighting maintenance, sanitation con-
siderations, and new developments in
equipment.

Canadians

Alton McEwen gave the report for
the round table Igr Canadian manu.
facturers,

The Canadian Pasta Manufacturers
Association was established in 1973,
and, of course, “"we include the term
pasta.” Our mission: (1) to promote
pasta consumption in all forms—we
devote most of our time to this (2) to
ensure the well-being of the industry
in the areas of govemment relations,
standards and nutrition, and with re-
lated organizations (3) to enhance our
participation with NMMA and to en-

sure maximum benefits and contril .
tions to the total inlustry.

Our objectives: (1) product pro
tion—we have utilized Burson-Ma -
teller in Toronto for the past seve |
years and see positive results; (2
government relations we must
the ball on our own to Ottawa;
standards and nutrition—invol:
packaging, enrichment, and ensuri; .
an important role for pasta in ti«
Canadian diet; (4) other related o
ganizations—we do not have support
of the Canadian millers, Canadian
\Wheat Board, or other suppliers, and
we must work to obtain this; (5) we
can improve our input of information
through the weekly newsletter and
the Macaroni Journal; (6) technical
developments that are occurring in
Canada can be shared; (7) energy is
less of an issue in Canada, rating only
seventh instead of frst as in your
country.

Millers

Ilcpoﬂlng for the millers was Ro-
bert M. Howard who stated: “We
have an identity crisis—are we simnly
the supplier of an ingredient to the
food-processing industry, or are we
full partners in a totally integrated
industry where we participate eaual-
ly in the decisions and activities?

*We do recognize that the enl
result of any is the grow''
of industry profitability. and this »
directly related to pasta consum -
tion, so we are vitally interested. \\
do believe that the role of the mill
is essentially a supportive role in t'
promotion of pasts products. We o
prepared to work in establishing a
carrying out specific activities tl
the millers can effectively and n -
sonably engage in. We will thi
about where we fit in.”

Discussions of the Egg Products P
ducers were reported by Mel Krig |

Any opinions, statements, etc. thut
I mention are rot to be interpret 4
as those representing the egg ind .+
try but rather those in attendance a
our table. (Vito D'Agostino-Hennii 2
sen Foods, Mike Gilmartin-Comn:t
cial Creamery, Dean Hughson-Wald-
baum Co., Mel Krigel-Monark E2f
Corp.)

(Continued on poge 22)

THE MACARONI JOURNAL
L9

g T s e T

U manng

1t looks good and tastes goad. That's good pasta?
But good pasta requires gookd prodacts. Like Ambaer
Venezia No. 1 Semolinag, Tperia Duram Granalar or
Crestal Fancy Duram Patent towr
Thanks to uniform high quahity, color and
pranulation, these ingredients make your pasta
operations run more smoothly
Amber works exclusively with the tinest duram
wheat grown by farmers of the northem plains And
Amber grinds this fine doram i its modem ethcent mldl
And Amber senves you nght - by matc hing your
specs and by shapping when pronised. And the
consumer gets a break, oo, hecause the proot s n
the cating. Call Ambaer now tor your own proot T

&
AMBER MILLING DIVISION of THE GRAIN  tRMINAL ASSOCIATION w“!"

Alls at Kush ity Munn o Gaeneral (ttees at St Paal Minn 55505 Phone 612 oo ad it




Egg Products, Producers
{Continued from poge 20)
1. Egg Products Mission Statement
To serve as manufacturers and
suppliers of functional and quality
egg products, to provide market in-
formation, and to give technical assis-
tance when needed. To promote egg
products as being nutritional, to act
as liaison between the NMMA and
the American Egg Board, and to pro-
mote the nutritional value of pasta
products containing eggs.

2 Questions to the Industry—Ad-
vantages of Egg Solids vs. Frozen
Solids content is governed by govern-
ment regulations whereas frozen and
liquid are not. Please note that these
regulations do not say that whole
egg must be 25% solids or yolk 45%.
(‘amu\umt!y. you zan calculate your
egg solids conterit in your noodles
exactly using dried egg solids. Bac-
teriol standards also are casier to
control. One should also consider the
cost of energy-much higher using
frozen; the cost of refrigeration, ship-
ping, warchouse storage, handling,
dis, of containers, etc. There s
also a ible loss of 3 to 5% of
liguid that remains in the can. Dried
eggs can be prepackaged to give the
exact pou .mfe needed for your
batch size you need not worry
about the required egg content.

We are wondering if there is a mis-
conception for the need of dark colo-,
The yolk in a fresh shell egg today
is much lighter than in years gone by.
The housewife has become accustom-
ed to a lighter color, and may think
that color has been added to noodles,
Are you paying extra for color that is
nct really necessary?

We have a suggestion—why not
develop a complete mix for noodles
which contain all the dry ingredients
including eggs for the homemaker?
Cookie mixes, cake mixes, numerous
pasta dishes, etc. are on the grocers
shelf, but not a noodle mix. There
are machines that are available for
making noodles at home that sell
from $9 to $250. This would give you
as a company more visibility. People
are becoming more interested in
cooking at home.

3. Looking Ahead for the 5-Year
Period

The egg products industry is a
shrinking imrtutry. The representa-

tives attending this convention now
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represent about 75% of the dried ega
production in this country. Though
we are small in numbers, cur t
nology is broad. We are anxious to
help promote pasta products, and we
have a vested inte.est in selling more
egg products including products us-
ing eggs. Capitalize on the high pro-
tein value of products containing
eggs. We are most appreciative of
your business and stand ready to
help whenever possible.

——————— ———

Resolution

At the Board of Directors Meeting
at Boca Raton the following resolu-
tion was presented by Mr. Paul A.
Vermylen, immediate past president
of NMMA and Chairman of the Pro-
ducts Promotion Committee.

Whereas the National Macaroni
.\lanul;.n':-:mers Association, mindful
of its changing and expanding role in
furthering iIlheswell'm.- and growth of
the pasta industry, has started to de-
velop a long range plan, and

Whereas it is probable that such
a plan will outline the need for ex-
panded staff, product promotion and
other services, and

\Whereas it is probable that such
a plan will outline the need for ex-
panded staff, roduct proomtion and
other services, and

Whereas that portion of each mem-
ber's dues allocated to advertising,
publicity, and is based on
a charge per hundredweight by flour

that has changed very little

in recent years; now, therefore, be it

Resolved: That the Executive
Committee be directed to appraise
the ability of the Association to meet
the cost of expanded activities as
they may unfold in the long range
plan and, in the event income fall:
short of these requirements, to recom-
mend to the Board of Directors at
the Summer Meeting in July. 1981,
a revision in the rate of contribution
that will cover projected exnenses.

The motion was carried unani-
mously.

Egg Board Named

Members: N. ). Hecht, Walden, N.Y.
Emanuel Hirth, Manchester, CT

J. W. Hamby, Jr., Durham, N.C.

J. R. Biggers, Winter Haven, FL

J. L. Newlin, Burket, IN

H. L. Steinbrueck, Troy, MO

National Egg Products

Corporation
NEPCO (National E%g Product:
Corporation) has been a leading sup-

plier of egg solids for the food indws
ty. They serve the industry with
spray albumen, spray dried yolks,

y dried whole eggs and four
spray dried blends. The eggs come in
poly-lined 50-pound boxes and 150.
200# drums. Liquid whites, yolks
and whole eggs are shipped to the
customer in temperature controlled
tank trucks. NEPCO guarantee its
product and assures customers of
products that meet their individul
specifications.

Egg Production

The nation's laying flocks produced
599 bhillion eggs during January,
1981, :ﬂgﬂmt ess than 6.05 billion
produced a year ago, according to
the Crop Reporting Board. Produc
tion included about 541 billion for
table or commercial type eggs and
5.79 million for hatching eggs. Layers
totaled 292,000,000 compa ed with
2¢5,000,000 a year carlier. Layers in
February totaled 290,000,000 one per
cent fewer than a year ago. Egg-type
chicks hatched during January 1951
totaled 37,100,000, down 3 percent
from a year ago.

Egg Products —
February Price Range
Central State Nest Run—$12.30-814.40
Southeast Net Run - $12.30-315.50
Frozen Whole — 43¢ — 30¢
Frozen Whites — 24¢ — 25¢
Dried Whole — $1.82 — $2.05
Driced Yolks — $1.92 — 8217

H. §. Koen, Jr., Hope, AR
E. C. Hughes, Warrior, AL
A. Cobarrubia, Turlock, CA

Alternates:
John A. Ricca, N. Billerica, MA
Maurice Cohen, Hollis Center, ME
Toemmy Neal, Shelby, N.C.
J. B. Linville, Zephyrhills, FL
Harry Herbruck, Saranac, MI
Sheldon A. Vermes, Hopkins, MN
Cecil M. Hinton, Ashland, KY
Eugene Harmon, Poteau, OK

All terms end Dec. 31, 1982
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WINSTON
LABORATORIES, INC.

P.O. Bex 361 — 25 Mt. Yernon Street

Ridgefisld Park, New Jersey 07640
Phone: 201-440-0022

It is with pride that we call your attention
to the fact that our organization estab-
lished in 1920, has throughout its 61 years
in operation concerned itself primarily with
macaroni and noodle products.

The objective of our organization, has
been to render better service to our clients
by specializing in all matters involving the
examination, production, labeling of maca-
roni, noodle and egg products, and the
farinaceous ingredients that enter into their
manufacture. As specialists in this field,

solutions are more readiiy availcble to the
many problems affecting our clients.

We are happy to say that, after 61 years
of serving this industry, we shall continue
to explore ways and means of improving
our types of activities to meet your require-
ments and help you progress with your
business.

Jamu J mndon
marm'u 8 mndon




PACKAGING SHOULD BE A TOOL OF TOP MANAGEMENT
By Charles C. Rossotti, President
Rossotti Consultants Associates, Inc.
Representing St. Regis Paper Company

At the recent Winter Meeting of
the National Macaroni Manufactur-
ers Association in Boca Raton, Flor-
ida in February, a two-day seminar
was established regarding a project
the Association called, “Strategic
Planning for the Nest Five Years™
Each group in the industry met
arately conceming their  specilic
business operations. 1 acted as dis-
cussion leader for the packaging
5“;“1" there

n our were represen-
tatives of l?l::u[\'\frlghl Machinery Di-
vision of Rexham Corporation, Dur-
ham, North Carolina and H. J. Lan-
gen & Sons Ltd., manufacturers of
Packers and l‘nd‘lglncﬁ Equipment
from Scituate, Massachusetts. Also,
Thomas Sanicola, ﬁg Fau::
Packaging Corporation, and myse
as a lgegal consultant on packaging
to the macaroni industry and also
representing the St.  Regis Paper
Company.

Our presentation on packaging to
the members of the National Maca-
roni M”;;Jrinkmdownmn‘kim CO;'I
sisted of ing packaging in
two major groups . . . the mﬂ:Elnlul
aspects and the graphic aspects of
I-ndmﬁlng. Ones point that we
ought up in our discussion was the
advisability of packing twenty-four—
1 Ib. packages to the shipping case
for the major large volume items of
macaroni and sp;rhctli, rather than
the present pack of twenty—1 Ib. pac-
kages to the uu-un'l'he reason for
this suggestion is that most
items, g.guch as canned gm
items similar to macaroni, are largely
packed two dozen or 24 items to the
case. On s ties, the macaroni
industry is already packing one dozen
items to the case, such as egg noodles
and fancy macuroni varieties.

With the advent of the metric sys-
tem coming upon us and the fact that
such a larger pack would reduce
paper work, handling costs and stan-
dardization of pallets, which alto-
gether might save a manufacturer
from 3 to 4 or 5%. Considering what
a manufacturer spends on shlpplng
containers in a year, this coul
amount to a substantial saving.

£/
Charies C. Rosatti

The tatives of the Wright
Machinery Division of Rexham Cor-
poration pointed out that they are de-
veloping equipment to set up, Bl and
close 250 to 260 cartons a minute
vertically for free-flowing macaroni
items, net weighed. This company is
developing machinery to fill and seal
noodle packages 150 to 170 per min-
ute, net weighed. This company is
dveloping bag filling machinery for
shiort cut macaroni items up to speeds
ol 50 to 60 bags per minute on a sin-
gle tube, with four scales, net
wd'é{\:‘ll. They also have available
an e twin tube that will handle
160 to 120 bags per minute, net
weighed.

Langen

The representatives of the H. ].
Langen & Sons Ltd. of Scituate,
Massachusetts have developed ma-
chine called B-1 with an auto-load
for long based on feeding
speeds of from 160 te 180 cartous per
minute. This equipment is fexible to
take packages from 1 1b. to 4 Ths. of
practically all long macaroni goods
varieties.

Gi

On the graphics aspects of packag-
ing for the macaroni industry, Tom
Sanicola of Faust l’adugin% Corpor-
ation and 1 agreed that in food pac-
kaging, such as in the macaroni in-
dustry, the top management of
food manufacturers should be con-
scious of making their pachgir:ﬁ a
tool for the overall activities in their
business,

There are numerous reasons fo
top managements to understand.

During the seminar on strategi
g for the macaroni industn
during the next five years, the result:
of questionnaires sent to the manu
facturers in the industry, stressed tha:
one of the most important project:
the industry should on for
product promotion would be the end-
use, consumer product promotion.
This specific was given a 96%
priority over all other activities that
the macaroni industry should expand
on in the next five years.

During the seminar, the ladies at-
tending the convention were can-
them utowhetbcrd Mornntﬂwyrud

ages the macaroni pro-
ducup.lclkwy buy. The women voted
unanimously that they do read infor-
mation on the packages conlaining
nutritional, cooking, serving and the
advantages of using and eating maca-
roni ucts as against other food
products. They a that macaroni
in itself as a ct, has many attri-
hutes for people of all ages, starting
from youngsters to men and women
of all ages. Here is an area where
macaroni manufacturers can take ad-
vantage of the wealth of valuable in-
:’:nmtion put out by their pnbl{t'r re-
tions organization, Burson-Mars-
teller and their nutritional advisor,
the James ). Winston Laboratories.
There is a wealth of such material
that is at the of all members
of the National Macaroni Manufac-
turers, at virtually no cost.

Constant messages to the consum-
ers, year in and year out, spread over
millions and millions of packages.
certainly could be of great K:m-ﬁl to
the industry promoting end-use con:
sumer information.

The macaroni industry leaden
agreed that they are getting stronges
and keener competition from such
food products as rice, beans and po-
tatoes. Therefore, whenever, an op-
portunity presents itself, especially at
a very low cost, to promote the con-
sumption of macaroni product:
throughout the nation, it should be-
hoove the top managements of the
manufacturers in the macaroni indus-
try to take full advantage of such
opportunities. Packaging, therefore.
could well be a tool for tap manage-
ment.
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sales of Flexible Packaging
Projected to Stretch to
$12 Billion by 1985

Sales of flexible packaging are fore-
ast to grow at an average 10% an-
wal clip over the 1978-1985 period,
wdvancing from $6.4 billion to $12.1
hillion, according to a study by Frost
& Sullivan, Inc. With this shipments
of related machinery are projected to
grow from $140.4 million $304.5 mil-
lion, or some 12.7% per annum.
M‘The study wnmlmm ll:llnllt::m of flex-
i 8 v tes, T
d et ﬁ Sandwich u,.g;,:}ﬁ.
bage b&- wraps are excluded.
Projected dollar amounts reflect an
estimated 9% anoual inflation, aver-
age growth comes down to 1% in
packaging and 3.7% in equipment.

Converted fexible packaging will
remain, by far, the largest segment of
the industry, as sales more than dou-
ble from $3.5 billion to $7.2 billion
over the period, the market research
firm icts. Real annual growth is
put at £% per year, componded.

Sales of heavy duty bags are scen
increasing from $1.2 billion to $1.9
billion, with real th curtailed by
reduced shipments of textile bags.
This slowdown will be umuttn.-ld Ioulal

ree by gains in paper multiw
ﬂ nll-plui‘i: bags. S
bel.ul by plustic merchandise bags,
t ry and merchandise segment
will Eﬂd frora $1.1 billion to $21 bil-
ion, resulting in average real annual
srowth of about 3.8%,

Voiume of plain wrappers will not
ieep pace wiil’l!: inflation, edging up
rom $577 million to $865 million,
Frost & Sullivan estimates,

Food Leading User

Food companies will retain their
position as the leading users of con-
verted flexible packaging, the study
wtes, Nonetheless, non-food applica-
tions are expected to grow signifi-
cantly on the strength of medical/
surgical d bles and instruments.
Food's share of the market dropped
from 72% in 1976 to 60% in 1979 and
is expected to slip further until 1082
before climbing back to the 60%
mark by 1885 by virtue of the retort
. nally developed 10
Ori y devel some 10 years
ago, l.Ele retort is just I:;ﬁinning to be
marketed in quantity. While previous-
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ly perceived as a strong alternative to
frozen foods, this packaging form
now appears poised to make its
strongest initial inroads in industrial
feeding and, to a certain extent, gour-
met foods. At present, the Army is a
large user, employing the concept for
field rations.

Trends

In its 240-page analysis of the in-
dustry, Frost & Sullivan also points to
trendds in construction and materials.
Among them:

e A move away from single weh
to multiweb construction, as packag-
ers take advantage of new technology
to obtain superior protection for their
products without overpackaging.

@ A shift to customizing. The wide
variety of materials and construction
methods available today allows for
the Inllnrin% of packaging to specific
products (where quantity is sufficient),

o Plastic films will continue to chip
away at paper and, to some cxtent,
foil. Coextrusion prompted this shift,
with packagers discovering that they
can achieve excellent bamrier charac-
teristics at reduced costs by combin-
ing the propertics of one film with
another.

e High density polycthylene and
polyprophylene plastic filins will con-
tinue to grow significantly, though
low density polyethylene will remain
the most wicl:;)' used film,

Equipment Area

In the equipment arca, form/gll/
scal devices will continue as the ma-
jor segment, as sales advance from
$35.6 million to $1200, 2 5.1% annual
rate in real terms. Figuring behind
this growth is the development of
cquipment with greater speeds and
fill accuracy, along with increased ap-
plications of the retort pouch.

The sharpest real annual growth,
13%, is anticipated for skin packag-
ing equipment. With skin packagin
enjoying an expanded role in such
markets as hardware, tools and auto-
motive supplies, sales of related
equipment are seen bounding from
A12.3 million to $40.5 million during
the period.

Vacuum/gas equipment is also ex-
pected to *trong real annual
gains, 11% as the co of fresh
meat flexible packaging takes hold at
the packing level and eventually, at
the supermarket. Gas flush and vac-

uum packaging eqquipment will bene-
fit from expanded applications in
medical/suigical products. All told,
volume for this equipment is scen ris-
ing from $8.6 million to $25.7 million.

Little or no real annual growth is
anticipated for shrink wrap equip-
ment ($30.7 million to $51.9 million,)
stretch wrap (8254 million to $53.3
million) and industrial baggers §7.5
million to 131.1 million).

For further information, contact
Customer Service, Frost & Sullivan,
Inc.. 106 Fulton Street, New York,
NY 10035, (212) 233-1080. Report
#5849,

Case Packing

“Case Packing,” the fifth volume in
the Packaging Machinery Operations
training courses developed and pub-
lished by the Packaging Machinery
Manufacturers Institute, is now avail-
able, according to PMMI Education
Committee  Chairman  Eugene V.
Waterfall.

“The course teaches the different
case packaging operations as they are
related to the types of products being
packaged, the techniques used on
various types of machines, machine
capabilities, set-up and changeover
procedures, and common maintenance
and repair requirements,” Waterfall
says.

Self-Instructional Format

Like the other volumes in the
PMMI course, "Case Packing” is pre-
sented in a self-instructional format
which a student may use alone or in
a classroom situation. This volume can
be used separately or as part of
PMMI'S overall Packaging/Conver-
ting Machinery Mechanics Training
series.

Sample lesson titles indude “Case
Closing and Sealing,” and “Coding
and Marking.”

This series complements the basic
FMMI Components training courses
which prepare mechanics to handle a
broad range of typical industry ma-
chinery, including packaging and
packaging-related convesiing machin-
ery.

“Case Packing” is available for $15
per copy in the United States. For
complete information on the PAMI
courses, contact PMMI, 2000 K Strect,
N.A., Washington, D.C. 20006.
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Milanese Spaghetti
(Continued from poge &)
Bread crumb topping
1 tablespoon olive oil
1 cup bread crumbs
Artichoke-and-cauliflower gamish

15 -

tablespoons water
14 cup grated Romano cheese
14 teaspoon salt
V4 teaspoon pepper
V2 teaspoon sugar
1 can (14 ounces) artichoke hearts
packed in brine
I package (10 ounces) frozen
cauliflower
% cup olive oil

For the sauce: In a saucepan, mix
tomato paste, water, tomato sauce,
salt and sugar and simmer for 1 hour.
In a frying pan, saute onions in oil
until golden brown. Add garlic and
saute until garlic is a golden color.
Add milanese mix. Stir well, and add
misture to saucepan. Cook 1 hour
longer, adding water a little at a time
if sauce becomes too thick.

While sauce is cooking, heat oil in
skillet. Add bread crumbs. Brown
bread crumbs on medium heat, stir-
ring constantly-about 5 minutes. Set
aside to cool.

For the artichoke-and-caulifiower
garnish: Beat egg, add water and
mix well, Set aside. Mix together
bread crumbs, cheese, salt, pepper
and sugar. Set aside. Boil cauliffower
according to directions on package,
no more than 4 minutes. Cut arti-
choke hearts in half. Drain vegetables
well. Dip them in egg, then in bread
crumb mixture, Fry in hot olive oil.
Drain on paper towel. Set aside, keep-
ing them warm and separate.

Cook spaghetti as dirccted. Place
spaghetti on a serving platter. Pour
tomato sauce over it. Sprinkle bread
crumb topping over sauce. Amange
fried cauliffower around spaghetti
and fried artichoke hearts on top of
break crumbs. Serve immediately.

Pasta Sales in Germany

The sales trend of pasta products
in West Germany is steady with a
weak upward trend.

Problems originating in the agri-
cultural policy of the European Com-
munity such as the price relation be-
tween durum and soft ‘wheat and the
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relationship  between  Importing
countries in northern Europe versus
the wheat producers, France and Ita-
ly, create problems along with mone-
tary considerations.

There are 25 to 30 large pasta
producers in Germany with possibly
another 50 operating on a handicraft
basis often with bakeries.

In Australia

Pasta sales are static with some ex-
pansion in house brands and generic
sales.

While there are only six plants,
there is an excess of manufacturing
capacity, and consumption is static
due to competition from Chinese
noadles, rice, and potatoes.

Blends of durum wheat and semi-
hard wheat are being utilized and

ed in polyethylene at 500 grams
retailing al $0.63, 750 grams retail-
ing at $C.84.

s e e e e s

Record Year For Hershey

Hershey Foods Corporation re-
ported a recimd year in 1960 with
net sales, net income and eaming per
share exceeding last year's record-
setting pace.

Eamings per common share for
1950 were $4.38 compured with
$3.78 per share for 1979. Consolida-
ted net sales for the year were $1.-
315,289,000 compared with $1,161.-
295,000 in the previous year. Net in-
come for the year increased to $62,-
055,000 compared with $53,504,000
last year.

Eamings per share for the fourth
quarter of 1880 were $1.35 compared
with $.94 per share for 1979. Net sales
for the fourth quarter of 1950 were
$375,579.000 compared with $319.
(76,000 for the same quarter last
year. Net income for the quarter was
$19.218000 compared with $13,267.
000 in the same period of 1979,

Results of Friendly Ice Cream Cor-
Ln:rnﬁon. acquired in early 1979,

ve been incuded in the consoli-
dated results of Hershey since the be-
ginning of February, 1978, Compara-
tive Rgures for the twelve months of
1979 include only eleven months of
Friendly's operations.

“We are very pleased with the re-
sults of 1950, a year of major accomp-
lishment for Hershey Foods Corpor-
ation. Particularly gratifying were
the margin improvements by Her-

shey Chocolate Company and
strong sales increases registered |
our major divisions in the foun
quarter,” said William E. Dearde
vice chairman and chief executiv
officer,

“Most of Hershey Chocolate Con
pany’s excellent sales increase was tl
result of unit volume growth. Tl.-
success of new products such o
Whatchamacallit and Reese’s Piece.,
and solid gains by traditional pr-
ducts, es ly Hershey's Syrup,
Kisses the standard bar line, in-
cluding Hershey's Milk Chocolate,
Almond, Mr. Goodbar, Krackel, Spec-
ial Dark, Kit Kat, Rolo and Reese’s
Peanut Butter Cups, are responsible
for this growth, The three-week strike
in November at the Company’s main
plant in Hershey resulted in a con-
tract settlement agreeable to both

and did not have a material
effect on the Company’s overall per-
formance.

“Friendly lce Cream Corporation’s
sales increased significantly during
the year. While some of this gain is
attributable to price increases to off-
set higher costs, a comparable pr-
leon is due to volume growth.

riendly’s modification programn to
upgrade existing restaurants, new
restaurant openings and  expanded
menu selections, supported EI ag
gressive marketing rams, are the
basis for this grmnﬁ.mﬂ

“San Giorgio-Skinner, Inc. enjoyc
sales increases during the year grea'-
er than any other company in t:
pasta industry and achieved distrib: -

tion in new market areas as a resi t
of its marketing strategies.

“We hope to achieve addition |
growth in 1981 despite the uncertai -
ties which confront us. Inflation, hij |
interest rates, high energy costs a |
the lingering effects of the 19')
drought are cause for concemn. !
face of these factors, however, + °
ex to make towa
achieving our strategies goal
Dearden concuded.

The Board of Directors of Hershi ¥
Foods Corporation today declared 2
regular quarterly dividend of $.40 p<r
share on the common stock. The divic
dend is peyable on March 31, 1951
to stockholders of record February
23, 1981. It is the 205th consecutive
regular dividend,
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Durum Situation Durum Supply and

from USDA Wheat Situation,  Disappearance

February, 1961 DURUM SUPPLY AND

US. Durum stocks on January 1 DEAFFRARANCE
totaled 103 million bushels, the low. Milisn Ba. 8681 7980 7879
est midyear level in 5 years, Produc- ngm,
tion has been about the same for the L 61 86 67

\ ucticn 108 106 133

last 2 years, but hls:1 u-aslonsl rem:: Total 170 193 202
disappearance significantly lower Domestic Use 30 49 44
1080-81 carryin (table 2). As a result, Eapors i 3 L
this year's Durum supply wli“ do?m Ending Stocks  $§ A 8
12 percent. Even more significant for
the supply outlook has been the ex- Prices and absence of acreage restric-

tensive sprout damage suffered by
the 1850 crop, tightening supplies of
high quality Durum. About half of 0
the 10 million bushels of Durum held um
in the reserve in January 1980 has
been redeemed.

Reflecting this season's high prices,
June-December disappearance was a By
fourth lower than a year ago. This re-
sponse should continue for the re-
mainder of the marketing year, but
yearend stocks will still reduced
to the lowest level in 6 years,

Early Exports Strong
Eaily season Durum uroru were
strong, mainly a spin-off from 1979
80°s record loadings, but since then

demand has fallen off because of
concern over quality and price. Mid-

tions are sure to induce ex
Durum seeding—even above 1979's
record 5.5 million acres. “Desert Dur-

Arizona and California

—are also likely to increase plantings.

Commeon Market

Grain
Common Market, which had
imported more grain than it sold
abroad for more than a decade, has
become a net exporter of wheat, bar-
ley and other grains,

These exports aren’t ex
have a major effect on markets in the
US., but US. officials believe the
Common Market will become a more
aggressive competitor in countries
where the two compete for sales. The

pected to

: E Community has become the
January export commitments were al- ;
muost half up'n those a year ago, as all miﬂ; !:?:ﬁ“' l":’d"“" ‘::' ";’::z
the United States’ regular Durum 73 CIFCT lll“glu e pr
buyers cut purchases. For the two b - & Prodncey
largest customers, Algeria and Tu. 0™ and soybeans.
nisia, total chases are running s e
about 15 million bushels below last Dyrum Markets in F.bmry

season. Exports for 1950-81 could
total 65-70 million bushels, consider-
ably below last year's record 83 mil-
lion.

This year, smng wheat producers
will indicate their 1981 planting in-
tentions in March, but the strong

No. 1 Hard Amber Durum Range
from $6.10 — $7.75 per bushel, Min-
neapolis with semolina quoted at
$19.65 to $20.40, granular 15¢ less.

After twelve consecutive weeks
durum fell below the $7.75 high in
carly March to $7.50 per bushel.

US. AVERAGE RETAIL PRICES FOR CEREALS AND BAKERY PRODUCTS, 1980

‘eresh snd Bakery
£ Products November December
Deollars Per 1-pound
Rice, white, long pruin, precooked 1236 1.252
Flour, whiie all purpose 0211 021
Rice, white, long grain, uncooked ._S’ﬁl .;‘l‘:
ti B .
Bread, white S19 319
Bread, ;mﬂlm K1Y 825
Bread, whole wheat, pan 737 J47
Bread, wheat pan 530 551
Rolls, hamburger a9 B0l
Cupcakes, :hnmllu:h }.;;‘l }%:
Cookies, chocolate B
Crackers, soda, nlujp 520 846
30

Andreas Named

Dwayne O. Andreas, chairman
the board and chief executive offi ¢
of Archer Daniels Midland Co., 1 .
catur, llL, has been named “Food .
dustry Executive of the Year' by 1 -
Wall Street Transcript.

The publication, a New York fin.
cial weekly, said selection of 1.
award is based on interviews with .
dustry executives, financial analysts,
money managers, trade journalists,
members of the academic community
and other professional sources.

In addition to selecting Mr. An-
dreas for the “gold award™ in its com.
petition, The Wall Street Transcript
named Anthony ). F. O'Reilly, chief
executive officer of H. ]J. Heinz Co,
Pittsburgh, Pa., as runner-up or win-
ner of the silver award. The publica-
tion's bronze award will be presented
to E. Robert Kinney, chairman and
chief executive officer of General
Mills, Inc., Minneapolis.

The publication’s announcement of
the awards included the following
comments on Mr. Andreas:

“He has consistently been in the
forefront of the industry in anticipat-
ing such trends as the growth of the
high fructose com syrup business and
the demand for fuel grade etha-
nol. Rather than diversifying outside
his company’s traditional activitiis,
he has found new opportunities wit':-
in the framework of the processin ;.
milling, refining and storage of gra »
and soybeans.

“Mr. Andreas has positioned AD |
for further h in the 195 s
through heavy investment in com w !
milling capacity and in plants whi

will be .Inthel :
decade, the finn's eamings have ris
from 34¢ a share in the year

June 30, 1970, to $3.05 in fiscal 19* .
A number of analysts predict in s -
stantia! additional gain in fiscal 195

First Half Eamings

Peavy Company announced ret
carnings for the second quarter end-
ed January 31, 1981 of $6,307,000 or
$1.12 per share on sales of $213,655-
000. compares with net eamings
of $8,082,000 or $1.07 per share on
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sies of $193,463000 for the same
jeriod a year ago.

Net camings for the first six
nonths of fiscal 1951 were $13,427,
(00 or $240 per share on sales of
$422,626,000. This compares with net
camnings of $12,526,000 or $2.21 per
share on sales of $384,160,000 for the
first half of fiscal 1980.

The previous year's second quarter
and six month camings have been re-
stated to reflect the current method
of valuing US. Farm Store inven-
tories, which are now on a LIFO
basis. The impact of the restatement
is to reduce last year's second quar-
ter net camings by $263,000, or 5
cents per share, and last year's six
month eamings by $499,000 or 9 cents
per share.

Last year's second quarter and six
month eamings reflect a write-off of
goodwill, in the amount of $1,369,000
or 24 cents per share,

Chairman’s Statement

Peavey Chairman and Chief Ex-
ccutive Officer William G. Stocks
said: “Agricultural Group eamings
increased for both the second quar-
ter and six months, although grain
merchandising operations in  the
North Central States were hurt by
lower grain volume resulting from
last summer’s drought in that region.
Commodity brokerage operations had
significant increases in both trading
volume and eamings.

Both the Flour Milling and Home
lirand Divisions had improved earn-
ings, but the costs absorbed by the
L'rownberry Division in maintaining
rarket position following the loss by
fre of its Ohio bakery in October,
1350, caused the eamings of the Food
Group to be slightly lower than last
vear in both periods.

Retail Group camings were above
those of comparable periods last year
when Group eamings were reduced
Ly the previously-mentioned good-
will write-off. Northwest Fabrics had
increases in both sales and eamings.
Farm Store Division sales were
higher, but eamings decreased due
to lower margins and higher adminis-
trative costs principally relating to
management information system de-
velopment costs. Building Supplies
Division sales and camings were be-
low year ago levels reflecting the de-
pressed condition of the housing in-
dustry,
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Interest expense increased signi-
ficantly in both periods due to higher
levels of short-term debt to support
increased commaodity inventories and
higher short-term interest rates,

Commenting on expectations for
the full Bscal year, ending July 31,
1981, Stocks said: "Given our first-
half results it now appears that earn-
ings in fiscal 1951 may exceed last
year's record camings.”

Peavey Lists on
New York Stock Exchange

Effective February 25, 1081, the
common stock of Peavey Company
will be traded on the New York
Stock Exchange under the ticker sym-
bol PV.

Peavey's common stock has traded
on the National Over-The-Counter
Market since the Company went pub-
lic in January, 1973.

Commercial Creamery
Company

Commercial Creamery Company
has much to offer the pasta industry.
Their products include a wide variety
of dehydrated cheese sauces-cvery-
thing from generic macaroni amnd
cheese diners to deluxe Fettucine Al-
fredo-as well as products such as
dried egg solids and scasoning for
macaroni salad mix. A family busi.
wss with years of experience, they
can supply dependable products that
have been tailor-made to fit each cus-
tomer's unique requirements.

Established in 1908, Commercial
Creamery began business as a su
plier of butter and eggs in the Pacific
Northwest. Their spray drying exper-
tise dates back to the 19205, In those
days they dried milk powder, butter-
milk powder, and eggs. They began
spray drying cheese products in the
carly 1950s. With thirty years of ex-
perience  behind  them, they have
mastered the intricacies of manufac-
turing quality cheese powder,

They begin with ingredients that
are strictly controlled. Cheese must
be properly aged in order to yield
the desired characteristics in their
finished product—the flavor, color,
and cost of the finished product are
directly affected. Cheese and other
ingredients are routinely tested be-
fore they are used to make certain

they meet specdifications. They oper-
ate a complete microbiological labor-
atory, and analyze critical ingredients
as well as their finished pmc,flu-ls.

Much of their time is spent work-
ing on new products, They have de-
veloped a complete cheese sauce in
piece form—nugget, granule, or flake
—which makes a one step pasta din-
ner. With this product there is no
need for a separate packet of cheese.
Cheese picces can be packed directly
with the pasta. A package containing
the correct proportion of cheese
picces and pasta can be casily pre-
pared. The consumer needs only to
add a measured amount of water and
cook. There is no draining required,
and no other ingredients to nd&.

Their macaroni  salad mix has
proven to be very popular in the sum-
mer months. In addition to spices and
scasoning, the mix contains cheese
chunkettes — cheese flavored pieces
that we make from cheese der.
Picces of cheese, highly visible in
the macaroni salad, have eye appeal
as well as adding fHavor. Chunkettes
are shell stable and can be included
in the salad mix where ondinary
cheese would be out of the question,

Another product they have devel-
oped is granular style cheese powder.
This is a spray dried product with a
larger particle size than their regular
cheese powder. It looks much like
grated cheese but is lower in mois-
ture. Granular cheese powder can be
used in shakers just like grated
cheese. They can make & variety of
flavors, from mild cheddar to Panme-
san or Romano.

They continue to experiment with
powdered sauces for pasta, using new
ingredients to improve functionality
or flavor. They make cheese sauces,
cream sauces, and sour cream based
sauces, Whether a creamy,  mild
cheese sauce for children or a more
sophisticated flavor such as Roman-
off, they can provide powders to fit
any customer’s needs.

As their needs have grown they
have expanded their facilities. They
now operate three drying plants: in
Spokane, Washington; Jerome, 1da-
ho; and Afton, Wyoming. They have
a number of packaging machines and
can supply product in retail or insti-
tutional sized packets as well as in
bulk. Their capabilities allow them to
satisfy even the most demanding re-
quirements.
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People who want to stay trim
should realize the nutritional value
and low caloric content of pasta products.
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ADM Milling — supplying Breadwinners since 1902
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€O, . soy protein and vital wheat gluten for the baking Industry
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Pasta Party for
“New Jorsey 10-Miler”

What a sight! Hundreds, maybe
thousands, of runners devouring pas-
ta the night before the big race. Will
their trainers and coaches approve?
Will they even be able to move?
You can bet they willl

That's why wnﬁcl ts in the sec-
ond annual “New rnmey 10-Miler”
were llnil:cghur for the Buitoni Pasta
Party M 4, the night before the
race, for a carbo-loading meal; run.
ners, as well as other athletes, know
that you can't run with the gauge on
empty.

The Buitoni Pasta Party was sched-
uled from 5 to 8 p.m. at the Jewish
Community Center in Cherry Hill.
Admission to the dinner for free for
the up to 4,000 runners expected to
enter the race and $2.00 for guests.
The “New Jersey 10-Miler™ race, or-
ganized by the Greater Camden
Association of Life Underwriters and
co-§ by Buitoni Foods Cor-

, will feature many world-
class runners such as Randy Thomas,
Bob Hodge, Paul Friedman and Elli-
son A

Why would runners want to “fill-
up® on pasta the night before a big
race? Primarily because, as many
athletes have discovered, pasta pro-
ducts are an ideal source of com
carbohydrates, needed to build up

lycogen stores in the body, prior to
Fﬂl y physical exertion. Complex
ydrates, such as pasta pro-
ducts, are preferable to simple car-
bohydrates for carbo-loading be-
cause they contain no fats, no sugar,
and no cholesterol.

Food for Athletes
According to Bill Smolka, Buitoni
Vice President of Marketing and
Sales, “We at Buitoni became ac-
tively involved with running because
the products we market are an ideal
Imdp for athletes.”

“Races such as the ‘New Jersey
10-Miler’ are often entered by ama-
teurs who may not be aware of the
proper kinds of foods to eat before a
race. Although we recognize that at-
tending one “Buitoni Pasta Party” the
night before a race will not make up
for a poor pre-race diet, it helps make
the athletes aware that carbo-loading
is now an accepted method of affec-
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ting physical capabilities and stam-
ina.”

The “New Jersey 10-Miler™ was
run on Sunday, March 15 at 12:00
noon. The race course and
ended at the Hyatt House on Route
';0 dl:d Cherry l(l’:ll Tulll\‘rnmhlp and ;ﬁ

i Collingswood
Haddon p':'o"a:'mhlp.

Entry fee of the race was $4.00
price to March 10, later
was $5.00, Information on registra-
tion and race details was obtained by
calling a 10-Miler Hot Line telephone
number: (600) 662-8118.

Opportunity for Pasta

What has happened to the tradi-
tional pre-game fortifier, aboundin
in protein, called beefsteak? Stu.E
isn't obsolete, but it has yielded be-
fore the onrush of carbohydrates,
which the genluses of nutrition con-
tend deliver energy infinitely faster
than the once favored porterhouse.

According to observers of the hu-
man system, carbohydrate tums to
Elumu-. which is by the

lood to the liver, where part is stor-

ed and part goes to the muscles.
When the glucose reaches a muscle,
it joins with glucose already there to
form glycogen, an important muscle
fuel, which, presumably comes in
regular, unleaded and mr-tme. Fired
by this glycogen, the athlete is ready
to let ‘er rip.

Sports Center Dining

Not too long ago the most common
kind of athlete was the “"armchair”
variety, ted irmly and comfort-
ably in front of the television. Base-
ball, football, tennis . . . the sport it-
self didn't really matter that much.
In fact, the basic requirement of arm-
chair athletics was that somebody else
did all the sweating.

Today, however, chan
and lifestyles have creat
uation. People began—slowly at first—
to trade in their rs and their sets
for running shoes and tennis racquets.
They bought health and racquet club
memberships, lesson series and sports
magazines; warmup suits, sweat bands
and shirts with alligators on them.

At the same time, their tastes in
dining were also maturing—there was

g habits
a new sit-

menus that would offer them nourish

ment, good taste and variety.
It was just a matter of time befor,

entrepreneurs ized the poten
tial profitability ﬂ mmblnlngp:;\m

two popular leisure-time activities
and sports center dining was born. It
began with juice bars and yogun
stands, then grew to include a wide
range of eating experiences.

Sales Growing

According to National Restaurant
Association figures foodservice in
recreation and sports centers is expec-
ted to enjoy strong real sales of
26% in 1081, as individuals
more interested in health, ftness and
varicty in their daily routines. Projec-
ted food and drink sales for these
operations is predicted to reach $2.
708,078 in 1981, a 136% increase
from 1960. (Projected sales for 1950
is $2,383,517.) And from 1978-81, food
hcill‘tii‘:sw in sports and recreation cen-
ters a com annual th
rate of 124%. i i

Formats Vary

How are these sports center dining
establishements shaping up? While
cartons of vending machine orange
juice were once standard fare, there
are now fresh and exciting altema-
tives. Salads, high-protein es and
sandwiches on whole-grain breads
lead the list of favorites; other com.

mon items include f ueezed
juices, vegetarian dishes, fresh fruits
and wholesome desserts,

The operations themselves are also

varied, offering both self-serve and

tableservice and formats.
Menus range from limited olfﬂlnil to
complete meals, lly highlighted
by a selection of fresh fish, lean meats,
fresh produce and freshly-baked
breads and desserts.

Nutrition Confusion

over the health and nu-
trition of various foods are
causing confusion in the mind of the
consumer and thus resulting in de-
creasing interest in the subject, ac-
cording to Dr. John Colmey, vice-
president and general manager of the

THE MACARONI JOURNAL

technical group of Nahisco, Inc., East
Hanover, N.).

Speaking before the food and bev-
erage industry seminar of the Finan-
cial Analysts Federation, Dr. Colmey
referred to the widespread confusion
as "a serious threat to the nutritional
well-being of the American public.”

He noted that in a recent survey by
Nabisco, consumers who were given
a list of 13 factors relating to food pur-
chase decisions ranked taste first,
cost second, convenience third, and
nutrition “anywhere from eighth to
13th.”

Throughput—-moving the merch-
dise from 5:!\1.‘!)’ to the retail shelf

is undoubtedly more wasteful of
labor and time than any other ope:-
ation in the supermarket. It is also
the operation responsible for most
damage to merchandise and fixtures,
s the

one which is least organized
in the allocation of task to employee.
By adapting the concepts of the as-
sembly line to the supermarket, Tech-
no's new ThruPut Stocking System
wrings the slack out of shell stock-
ing. Thruput increases productivity
rates for case cutting, price marking,
and sorting, and com the time
span from back room to shelf, It also
virtually  eliminates merchandise
damage, and facilitates employee ac-
countability.

Thru Put Stocking System

The complete ThruPut Stocking
System consists of only two compo-
nents: the input conveyor, a price
marking table and an output convey-
or in one unit, and the stocking carts,
easily rolling high capacity receiving
carts onto which merchandise is im-
mediately sorted by aisle or family
groups as it comes off the output
conveyor. Typically, cight stocking
carts are placed in readiness to re-
ceive 300 to 350 cases. The double
shelf permits the safe stacking of fra-
gile or crushable items because the
weight on the bottom layers is limit-
ed. Steady pace, division of labor
with the resultant high skill level for
each task, continuity of process, and
the substitution of mechanical for

Armi, 1981

Owtput Coaveysr

manual conveyance yield the same
benefits to the supermarket as they
do the fadory—intensificd utilization
of both manpower and equipment.

Three Person Team

A three person team which can he
casily trained within one week to
achieve a minimum productivity rate
of 300 cases per hour is responsible
for cutting, pricing, and sorting, One
team member, stationed at the input
end of the conveyor moves the case
from the pallet to the conveyor-
mounted turntable, cuts it open and
sends it along to the price marking
table. Since the input conveyor is
movable and expandable it can be
placed. in a matter of seconds, at
successive pallet loads as each is pro-
cessed. A second team member, sta-
tioned at the illuminated marking
table at the center of the ThruPat
System reeeives the cut cases, prices
the contents and seads them along,
the output conveyor. The thind team
member, stationed at the foot of the
output conveyor sorts the cases, al-
ready cut and priced, onto stocking
carts according to aisles or family
groups which correspond to the ar-
rangement of merchandise in the re-
tail area.

Controlled Pace

The entire procedure moves at a
controlled, accelerated pace. Except
for actual shell stocking, no part of
the operation of throughput is per-
formed in the retail aisle, Since each
employee is responsible for a speci-
fic task, accountability is easily
traced. And since no  merchandise
cases, hand trucks or pallets are push-
ed or shoved around the retail area,
merchandise  damage is  practically
non-existent.

As one mobile unit the entire con-
veyor system can be quickly posi-
tioned any place in the |::u.-knmm or
at any delivery door. The input and
output - comveyors are  individually
expandable from five feet to alimost
twenty feet so that cach can be n~
positioned without moving the unit |
as a whole, The conveyors are also
flexible so that they can be thrown
into & curve or an angle to accommo- |
date the configuration of the back |
toom. The whole it collapses for
yuick, casy storage between deliver-
ies.

ThruPut is one of the “Systems that |
Simphdy™ the distribution and hand. |
ling of consumer goods: designed, en- |
gincered, and manufactured by Tedh-
ne Truck Mfg. Co.
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Models TRBB and TTBB  Capacity: up to 10,000 3

MODEL
PRE-DRYER | FINAL DRYER | CAPACITY, LBS/HR
TRT 1T 500- 2,000
TRNA TTNA 1,000- 4,000
TRNC TINC 2,000- 6,000
TRBB TTBB 4,000-10,000

ient Energy-Saving Design ] WW'{';:E‘-
igh temperature and high humidity drying, requiring a mini- b e 0 3 ;j\]
aum volume of fresh air. The most energy-efficient design! é{a .. "W f‘ .
Panels 1%" thick with polyurethane foam core. Aluminum lining ‘ ol O
inside for heat raflection and absolute vapor barrier. No heat i 4 /
| / . (‘ '
smaller, high-efficiency units require less liocor space. /

irculating air fan motors are mounted inside dryers, utilizing
100% of electrical energy. (New type of energy-efficient motor
s avallable).

dilt-in heat recovery system (optional) utilizes exhaust air heat. &
Product conveyor beit made of special heavy
.ﬂ. and s.“".“on Conlrol duty roller chains, extruded aluminum alloy
“§".shaped elements and anodized aluminum
igh temperature drying controls bacteria. Dry bulb  product side guides. Automatic conveyor chain
mperature adjustable from 100°F to 180°F. tensioner and lubrication system.
poors are in front panel for product control during operation.
Mey also give easy accessibility for weekly cleanouts. Swing-
side panels extend entire dryer length, allowing fast
out and service.

ryer is absolutely tight, yet easy to clean, maintain and super-

Quality Product

fach dryer is equipped with a patented, U.S.-bullt BUHLER-MIAG
De!ta-T Control System that allows the product to adjustits own
ing climate. The result is a stress-iree, nice yellow-colored
il product.

igh drying temperatures, in combination with ideal drying
8, increase cooking quality of final product.

duct losses are minimized through the entire production
cess, including startups, shutdowns, production interrup-
018 and die changes.

Each dryer is equipped with two drive sta-

duct Quality is l:lhat Rc:gn Igguntis! W*ﬁ;ﬁ g;;i;g,v;;ﬁ-,;m
- Jrade quality is yours from BUHLER- equip- o sasy ce. or variable
 Your customer recognizes and deserves it. Can  (oeees. Bandedd US. bubl atve com

ifford to give him less?

et us for information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment

| 7/ ®
) BURLERMIAG

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

—
P
‘a\\\\ BUHLER-MIAG (Canada) LTD., Ontario (416) 4456910
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Integrity. . .
in design
in construction. §

Tue MACARONI JOURNAI

o et A1 & L ] G . 0D L SA S Gl s b i T £ A A B




38

ASEECO offers much more than high quality, automated equipment.
ASEECO is also a service company whose years of inlemational processing
expenence Can provide you with:

@ Piant Engineenng — Layoul and Mechancal
@ Electnical Engineening and Control Panei Design
® Machinery Selection and Procurement
® Evaluation of Sub-Contracts and Bids
@ Erection and Installation ol Machinery
© Vaning o8 Drarsii) and Mawsnance Persome
t al ! enance
.SorvicoAthllom

PRODUCT TESTING:

To ensure the proper apphcation and design ol ASEECO products, a research and
development facility is maintained 10 conduct actual on-product lests 10 determing
handiing characteristics and 10 obtain data for the design of speciaiized process

in addition 10 the design, engineering and supply of equipment, ASEECO wil,
desired, assist in commissioning a process facikty on stream. This service includes
the preparation of operating and mainienance manuals, the training of operating
personnel, conducting trial and test runs and the supervision of intial operations.
PROJECT FINANCE PLANNING:

ASEECO is prepared 10 aisist chents in oblaining comprehensive project
financing. This assistance is inclusive of counssiing on the type of financing best
suited 10 your requirements and locating the source that can provide il. A
Ask for the following literature. =/

3!

Nanw Tithe

Company Phone

Address Zip
ASEECO Condensed Enginesring
& Specifications Catalog.

16-page catalog provdes
features, applications,
specihicatons and model
selection guide lor entire
ASEECO ne Includes
diagrams and photographs.
US and loreign sales
ofices hsted A must on any
equipment speciber's desk

|
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-
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ASEECO CORPORATION 8857 West Olympic Boulevard, Beverly Mills, CA 80211 (213) 652-5780 TWX: 910-460-2101
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BUYERS'

The following firms support the industry’s trade association as associate members and/ r |

as advertisers in the Macaroni Journal:

DURUM PRODUCTS

A D M MILLING C, Box 7007,
Shawnee Mission, Kansas 66207,
Manufacturerers of Comet No. 1
Semolina, Romagna Durum Gran-
ular, Goldenglo Fancy Durum
Patent Flour, Palermo Durum Pat-
ent Flour. See ad pages 32-33.

AMBER MILLING, St. Paul, Minne-
sota 55164. Telephone: (612) 646-
9433. Manufacturers of Venezia
No. 1 Semolina, Imperia Duruin
Granular, Crestal Durum Fancy
Patent Flour, and Kubanka Durum
Flour. See ad page 21.

CENERAL MILLS, INC,, Sperry Di-
vision, Bakery Flour Sales, Western
R , P.O. Box 10-730, Palo Alto.
California 94303. Manufacturers
and distributors of Royal and
Golden Durum Granulars; Sperry
Macaroni Flour; Gold Medal Sem-
olina No. ! €valto Durum Clears;
Cold Med:® ! arum Flour. North-
em Califorr. . and Pacific North-
west call: Jean Hassell, Marketing
Manager (415) 327-0372; Southern
California call: Don Anderson (243)
5834315,

INTERNATIONAL MULTIFOODS
CORP., Durum Product Division,
1200 Multifoods Building, Minne-
apolis, Minnesota 55402, Manufac-
turers of Duregg Egg Noodle Mix,
Como No. 1 Semolina, Capital
Durum Granular, Capital Fancy
Durum Patent, Ravena Durum
Patent, Bemo Durum First Clear
and Naples Durum Second Clear.
Duregg (TM). General offices in
Minneapolis; sales offices in New
York. Principal durum mills in
Baldwinsville, New York, and St.
Paul, Minnesota. Sve ad on page
56.

KERR PACIFIC MILLING CORP.
P.O. Box 1476, Pendleton, Ore.
g7801; Phone (503) 276-6511.
Durum products. Mr. Dan Breland.
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NORTH DAKOTA MILL AND
ELEVATOR, Grand Forks, North
Dakota 58201. Manufacturers of
Durakota No. 1 Semolina, Perfecto
Durum Granular, Excello Fancy
Durum Pateat Flour, Nodak Dur-
um Patent Flour, Red River Dur-
um Flour, and Tomahawk Durum
Flour. General Sales Office: V.
Leo Cantwell, Director of Market-
ing (701) 795-7228; V. M. “Skip”
Peterson, Sales Manager (701) 793-
7224, See ad page 19.

PEAVEY COMPANY FOOD
GROUP (Milling Division), Peavey
Building, 730 — 2nd  Avenue
South, Minneapolis, Minnesota
55402. Manufacturers of King Mi-
das No. 1 Semolina, King Midas
Durum Granular-King Midas Dur-
um Fancy Patent Flour, Kubo Dur-
um Fancy Patent Flour, Uno Dur-
um Patent Flour, General Sales
Office, Minneapolis. W. M. Win-
gate, V.P. Sales (612) 370-7850;
William H. Grady, (612) 370-7837;
Wayne Mosey, (612) 370-7880. Dis-
trict Sales office in New York: Ger-
ald P. Marron (914) 4258-1250. Dis-
trict office in Elk Grove Village,
llinois (312) 640-7122. See ad
pages 26-27.

SEABOARD ALLIED MILLING
CORP. Tel we: Area Code 913-
677-7400. Lin L. Lundgaard, Henry
L. Sumpter, John LaSpina. Com-
plete line of durum products mill-
ed iz Albany, N.Y. and Port Allen,
LA, Sec ad pages 45-46.

BALLAS EGG PRODUCTS CORPO-
RATION, 40 North Second Street,
P.O. Box 2217, Zanesville, Ohio
43701, Sales office in New York
City. Packers of pasteurized frozen
and spray dried high color yolks
for the noodle trade.

GUIDE

BENDER GOODMAN CO, INC
Worth Street, New York, New Yo |
10013. (212) 431-5700. Dark v\
for the noodle industry. Dark yoll
dark whole eggs - Dried Eggs.

BROWN PRODUCE CO., INC,, Fu-
rina, Hlinois 62518, (618) 243-3301,
has been servicing the macaroni-
noodle industry for over twenty-
five years with a full line of colored

yolk and whole eggs, specii
blends made on requust. Preduds
are marketed under the brand name
of Bake-Rite and distitbution is
coast to coast. The company is fully
integrated with its own feed mill:
egg production, and storage facili-
ties and able to quote your short
or long term needs,

CUTLER EGG PRODUCTS INC.,
612.30 Sedgley Avenue, Philadel:
ia, Pa. 19140. Mr. Harold M. Cut-
r—Sales Telephone: Area Code
g. 53-22&8. lnlc:;dlml tlllshli-
tors of frozen solids.
Processin Iﬂn:l‘:splndus:“rlﬂ Faik
Road, A lle, Alabama 36310.

EGG CORPORATION OF AMERI
CA, 583 Broadway, P.O. Box 11
Westwood, N] 07675. “Total su
pliers of eggs to the Macaroni |
dustry.” * Shell ® Liquid * Frozen
Dried Blends, Scasonal o: Hi
Color.

HENNINGSEN FOODS, INC., 2 C
rate Park Drive, White Plair
ew York 10604. (014) 694-10(
Manufacturers of Free Flowing E;
Yolk Solids, Free Flowing Wh
Egg Solids, Dehydrated Chicke
Beef, Ham and Turke lmodm.'
Sales offices in each olr maj
m t’be United sm“:;'ﬂtﬂ
, Ja Mexico Sout
America. Tmﬂul assistance aval
able. Samples sent on request. F
information, contact: Vito J. D'Ago
tino, Michael H. Cruger, Kit Hei:
ningsen, Richard Reynolds .t
White Plains, Mid West—Fiedei-
ick W. Hartfelder at (800) 22%-
2768; West Coast — Mike Nolan
at (714) 598-1016. See ad on page
39.
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LVONARK ECGC CORPORATION,
601 East Third Street, Kansas City,
Mo. 64108; (516) 484-1907 Manu-
facturers of all Dried and Frozen
Egg Products, including Whole
Egg Solids, Egg Yolk Solids, Egg
White Solids and blends. Main
office in Kansas City. Facilities lo-
cated in Missouri and Kansas.

NATIONAL EGG CORPORATION,
P.O. Box 008, Social Circle, Georgia
30279. Telephone: (404) 464-2652.
Egg Yolk Solids, Free Flow. Whole
Egg Solids, Free Flow. See page 47

WILLIAM H. OLDACIH, INC., #5
Executive Campus, Cherry Hill,
N.J. 08002; Phone (609) 665-4664.
Specializing in egg products sale
and distribution to discriminating
food manufacturers with strict ad-
herence to quality specificators.
Liquid-Frozen-Dried.

SCHNEIDER BROS., INC. 5312 S.
Western Avenue, Chicago, Illinois
60809. Mr. Morris Schneider, presi-
dent; Clifiord Schneider, V.P. Sales
& .\larkdinf. Chicago, IL; Sidney
Schneider, V.P. Dried Egg Divis-
ion; Sandy Seidner, V.P. National
Sales, Phoenix, AZ; Don Potts,
Sales Manager, Atlanta, GA. Lig-
uid frozen and dried cgg products.

TRANIN EGG PRODUCTS COM-
PANY, 3330 Woodrow Wilson
Avenue, Jackson, Mississippi 39207
Telephone: Area ‘Code 601, tH8-
5317; Telex 585-401. Processors of
dried egg products including free
flowing or standard egg yolk and
whole egg, complete lines of blend-
ed to specifications diied egg pro-
ducts, and all types of dried egg
whites both spray and pan dried,
with all ucts packed under
strict quality control. George At-
wood, General Manager. A divis-
of Cal-Maine Foods, Inc. See ad
on page 49.

MILTON G. WALDBAUM COM-
PANY, Wakefield, Nebraska 68784.
Phone: (402) 278-2211. (600) 228-
8176. Egg Processor. Fresh l‘hclll
eggs, fresh liquid egg, frozen whole

or rolks. Special package
:ﬁi uvﬁl,e Dark mlor[“ whaole
eggs and egg yolks available on
contact. See page 51.
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CHEESE

COMMERCIAL CREAMERY COMI-
PANY. §. 159 Cedar St., Spokane,
WA 99200 Manufacturer of dehy-
drated  products, specializing  in
powdered sauces for pasta. Tele-
phone (509) T47-4131. Toll free
(800) 541-0850, Teles: 326439, Bud
Gilmartin, President;  Dr. Judy
Kintner, Technical Director.

MANUFACTURING
EQUIPMENT

ASEECO CORPORATION, 8857
West Olympic Boulevard, Beverly
Hills, California 90211. Engineers
and manulacturers of complete stor-
age systems for noodles, cut goods
and specialty items. Product Lines:
Asceco  overlapping  bucket lifts
(clevators), belt conveyors-sanitary,
accumaveyors, vibratory conveyors
and scalping screens, modular dis-
tribution systems—vibratory and
belt, selectomalic bin storage sys-
tems, automatic continuous blend-
ing systems. Services: Engineering
and plant layout for complete maca-
roni plants from storage to ware-
house. Supervision and installation
of all equipment. See ad page 38.

DOTT, INGG. M., G. BRAIBANTI &
COMPANY, Largo Toscanini 1,
20122 Milano, Italy. U.S. and Can-
ada Office: Braibanti Corporation,
60 East 42nd Street, New York, New
York 10165, Phone (212) AS2-6407,
Telex 12-6797 BRANY NYK. Manu-
facturers of completely automatic
lines for producing long, twisted
and short goods. Production lines
from d-:'(l'l) to hcn;ore than E(Dd(:l\

nds of finis roduct y.
'I"z:umallc flour h?udling g\c:lrm
All types of specialty machines, in-
cluding ravioli and tortellini. Free
consulting service for factory lay-
outs and engineering. Sce ad pages
8-9.

ZAMBONI, Via G. Verga. 3 40033
Casalecchio de Reno, Bologna,
Italy, USA. and Carada Office:
Braibanti Corporation, 60 East 42nd
Street, New York, New York 10165,
Phone: (212) 682-6407, Telex 12-
6797 BRANY NYK. Manufacturers

of coiling machines, ravioli ma-
chines, nesting machines. Carton-
ing, weighing and bag packing ma-
chines.

BUHLER-MIAG, INC., 1100 Xenium
Lane,  Minneapolis,  Minnesota
55H0; Telephone (612) 545-1401.
Palling, engineering ad  consult-
ing for complete macaroni factor-
ies.  Manufacturers  of  complete
macaroni processing lines:

— for short gomds; presses, shakers,
dryers, cooler, and bins as well
as belt storage systems

~ for long gonds, presses, spread-
ers, dryers, coolers, cutters, stick
and eut product storage units

= for twisted gouds; presses, twis-
ters, dryers (also Nidi machir:

Spedalty  Processing - Equipment:
— steamer (for instant procuct)

— cooker  extruders  (combination
eatruding machines)

— extruders for snack Toods

We also offer a complete line of
laboratory equipment, and a die
washer for every size and shape of
die used in the macaroni industry,
Bubler-Miag's  engineering — amd
manufacturing staff can supply vou
with complete semolina and flour
bulk handling systems  including
dust control expuipment.

Sales offices at 580 Sylvan Avenue,
Englewood  Cliffs, New  Jersey
07632, phone (201) §71-0010, and
Buhler-Miag, (Canada) Ltd., 1925
Leslie Street, Don Mills, Ontario,
Canada. Phone (416) 445-6910, See
ads on pages 36-37.

CLERMONT  FOOD MACHINE
COMPANY, 280 Wallabout Street,
Brooklyn, New York 11206, Phone
(212) 963-6020. Manulacturers of
Automatic  Continnous  Noodle
Line, Automatic Sheet Fonmer Ma-
chine for various products such
as:  Doughskin  for  Egg  Rolls.
Doughskin Processing Machine for
Crepes, Manicotti - and  Blintzes.
Potato Chip Machine Bucket Con-
veyors, Conveyors and many other
food processing machianes. See ad
page 43

(Continued from poge 42)
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DEFRANCISCI MACHINE COR-
PORATION, 4645 M

Avenue, Ridgewood, NY 11385
Full range of automatic lines of
machinery for both short cuts and
long goods including lasagna, from
500 to 5000 Ibs. Automatic long
goods cutters, automatic sheet for-
mers and noodle cutters. Dryin

rooms, Die washers, dry egg f

ers, hydraulic tube cleaners and
conveyors. Direct canning spread-
ers for flling spaghetti st a pre-
determined quantity directly into
cans. Sanitary, hose down, _I[nrum
Concentric extrusion dies. Twenty-

five pounds per hour Laboratory
Extruders. Pilot and uction ex-
truders for snack f and cereals,

See ad pages 11-12

SALVATORE DI CECCO, RR#l,
Richmond Hill, Ontario, Canada,
LAC 4X7, Tel. # (416) T73-4033. Ex-
clusive sales representative for: Ric-
clarelli Firm: Automatic Packaging
Machinery in cartons or cel

bags for: Long and short ma-
caroni; cereals, rice, dried vegeta-
}:les. coffee, cocoa, nuts,

ruits, spices, otc., Stamping Ma-
chines I!:: Bologna-Style m Noo-
dle pasta. Ricciarelli-Nicolai: Mac-
aroni dies and die-cleaning equip-
ment. Bassano Firm: Complete pas-
sta lines equipment, Rolinox paten-
ted processing equipment. See ad
on page 53.

FOOD ENGINEERING CORPORA-
TION, 2722 Fembrook Lane, Min-
neapolis, MN 55441, Phonc: (612)
544-5055. Design and build custom
made machines, coolers, dryers,
storage and accumulating systems
and diverse equipment. Mr. Ralph
Burgess, president.

HOSKINS COMPANY, P.O. Box F,
« atyville, Illinois 60048, (312)
382-1031; TWX 910-684-3278 (Hos-
962-1031; TWX  910-684-3278
(HOSKINS LIBY). Westemn sales
representative for DeFrancisci Ma-
chine Corp., manufacturer of pasta
uction lines. \Western sales
representative for Clermont Food
Machinery Co., manufacturer of
noodles cutters, Chinese noodle
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equipment, utl: manufacturing
equipment. Sa tative
Aseeco, manufacturer of finished
goods conveying and storage sys-
tems; Ricciarelli, manufacturer of
I::'-hging machines, long spag-

i conveying systems, bowtie
machines.

MICRODRY CORP., 3111 Fostoria

Wn;‘. San Ramon, California 94583,

Multistage drying-pasteurizing us-

ing microwave techniques now

proven with nearly all types of

pasta. Enornmous savings in energy,

space and time. Also noodle cutters,
ie washers.

D. MALDARI & SONS, INC,, 557

Third Avenue, Brooklyn, N.Y.
11215. Phone: (212) 499-3555. Ex-
trusion dies lor pasta, cercals,
snacks, Is, animal feed, R &
D in nonerelated food fields. See
ad on page 7.

TANZ, INC,, 6917 N. Milwaukee Ave-

nue, Niles, lllinois 60648, (312) 647-
66%. Manufacturer of extrusion
dies for the food industry. See ad
on page 29.

PACKAGING EQUIPMENT

AMACO, INCORPORATED, 2601

West Peterson Avenue, Chicago,
Illinois. Bag l'urmlnF. flling and
sealing equipment for long and
short cut macaroni. Low, medium
and high speed cartoning equip-
ment for long cut spaghetti and

other pasta goods.

CLYBOURN MACHINE DIVISION,

a division of Paxall, Inc., 7515 North
Linder Avenue, Skokie, 11). 60076.
Phone (312) 677-7800. Vertical car-
toning equipment with volumetric
or net weight filling. Horizontal
cartoners for long macaroni prod-
ucts. See ad page 15.

MANUFACTURING
COMPANY, Hwy. 42 North, She-
"boygan, Wisconsin 53801. Horizon-
tal and Vertical form, fill, seal for

cut spa
terials, available with LCM

for automatic measuring and fc '
In&‘u’l’ qrgbﬂti. Eastern Regic |
Office: 130 W. Lancaster A
Wayne, PA. 10087; (215) 688-% 1.
Midwest R Office: O'H .ie
Office Center, 3168 Des Plaiics
Ave., Des Plaines, 1L 60018 (312)
298-7220. Western Office:
520 E. El Camino Real, San Mateo,
CA 94402; (415) 342-1454.

Clermont’s Dough-Skin Processor

roduces up to 600 per hour, Makes round skins from 4"
10 9" in diameter, also makes square or other shapes by
simply changing dough discs. Operates automatically,
requiring only | operator, Model No. MA-M-100-1

Clernont’s Shest Former

receivis dough ingredients, mixes and processes it through
rollers 1o furm an elasticity sheet that is used for products
such as: Egg Roll Skins, Won Ton, Noodles, Matzoh, Salt
Crackers, Cracker Meal Potato Chips, etc,

INDUSTRIAL MARKING EQUIP-
MENT CO, INC., 4385 Westroads
Drive, West Palm Beach, FL 3H(T.
Conveyor line marker for automa-
tic imprinting of conveyor-caried
cartons and other containers. Ma-
chine to rrlnl your own K.D. Cor-
rugated boxes, Contact Louis |.
Kessler.

H. J. LANGEN & SONS, LTD. High
speed rotary placer, Langen Bl
Manuload/Autoload. The low wist
convertible cartoner, and other
machines. 6420 Viscount Rd., Miss-
issauga Ontario, 1AV 1H3 (16)
6/8-6500, U.S. Sales Offices: 2157
Devon Ave., Elk Grove Village, il
60007; P.O. Box H, Scituate, M\
02060,

Clermont’s Skin Oven

skes 4,000 to 5,000 skins per hour — for Crepe Suzettes,
Manicotti, Egg rolls, Blintzes or other similar products.
'wu rows of baking pans pick up batter and slowly passes
through oven, Doughskins are removed by vacuum,
conveyed to operator for filling with cheese, meat,

fish, fruit, vegetables, Model No. MA-M-200-2

Clermont’s Shest Former/Noodle Cutter

produces up to 3,000 Ibs, per hour, Fully automatic,
Mixes dough and forms a sheet of dough 20" or 40" as
well as intermediate widths approximately %" thick, The
sheet is then fed into the noodle cutter. Adjustable rate
of production to 600, 1,000, 1,600 or 3,000 Ibs. per
hour, Complete facility is operated by one man!

\WWRIGHT MACHINERY DIVISIC «
REXHAM CORPORATION, |
Box 3811, Durham, North Carol
27702, Telephone: (919) 682-81
\\'righth:‘lluihlnery I;sckduigm
slx-dal ine of aging ' -

hinery for the macaroni/noo
industry. Form/Fill/Seal syst
include the MON-O-BAG Vol -
tric, n;' automatic ;iné!e tube + -
tem which permits hi speed || -
duction when extreme weighing -
curacy is not crucial; the MON- *
BAG 11 and .\ION-O-I;AS‘LI‘I. ot
weighers em| ) ol v
mlEls-. and m&o-mc 1 a
net weigher that combines w0
MON-0-BAGs in one unit. Wricht
also manufactures the FA IN-LINE

Clermont’s Chip Machine

produces up to 360,000 potato chips per hour, Fully
automatic, the machine receives, mixes all ingredients and
feeds continuously in a straight line, a series of rollers
which in turn formz a sheet to the desired thickness, then
cuts and fries. ~ackaging accessories available,

Model No. ASF.3

Clermont’s Automatic Crepe/Filling Machine
makes and fills Crepes, Manicotti, Egg Rolls, Blintzes,
Cannelloni sutomatically at 2,500 to 3,000 per hour,

Doughskins are baked, filled, turned and rolled into

completed form anc discharged ready for packaging

at the rate of 2,500 to 3,000 per hour,
Model No. MA-M-300-3

he Clermont line of food processing machines is designed and engineered to afford utmost cleanliness, compaciness and
sificiency in operation, Contact us now for complete specifications and operating information for your immediate requirements:

unit and the ROTARY NET
WEIGHER, for packaging P
ducts in rigid containers at high 3 .
* food machine company ...... ...

iContinued on page 44)
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speeds. Call or write Vice Presi-
t-Sales, Martin D. Cicchelli, for
a free technical bulletin, See ad on

page 5.

PACKAGING SUPPLIES

BOISE CASCADE, Composite Can
Division, 1330 Interstate Dr., Haz-
clwood, MO 6342. Compusite 30#
Cans for frozen eggs. For more
information, contact Joseph G.
Schon, Marketing Manager, (314)
34-2213.

COOLEY SALES, INC, P.O. Box

fessional designers experienced in
the and related industries are
available for your packaging needs.
See inside front cover.

ROSSOTTI CONSULTANTS ASSO-

CIATES, INC., 138 Linwood Plaza,
Fort Lee, New Jersey 07024; (201)
944-7972. For folding paper board
cartons and corrugated shiging
containers, representing St. Regis
Paper C«Tny. Also consulting in
buying and selling macaroni com-
panies. Established in 1898, Sce
ad on inside back cover.

FORTIFICATION

157, Shawnee Mission, Kansas paAsTMAN CHEMICAL PROD-

66201, Cooley Sales, Inc. represents
converters in the printed films in-
dustry. We offer up to six colors in
flexographic printing (line and/or
screen) on single film or laminated
structure. We offer new films de-
velopment and rescarch, complete
art department facilities for new
graphic design and/or changes, in-
ventory and prompting sys-
tems, warchouse inventory program
and raw stock inventory program.
We like to become invelved with
your success.

FAUST PACKAGING CORPORA-
TION, 145 Oval Drive, Central
Islip, N.Y. 11722. Creators and man-
ufacturers of multi-color cartons
and promotional material for mac-
aroni-noodle products and frozen
foods.

FOLD-PAK CORPORATION, Van
Buren Street, Newark, New York
14513. Eastern Sales Office: 110
Charlotte Place, Englewood Cliffs,
New Jersey 07632 Fold-Pak Cor-
ation specializes in the manu-
r:'cturhlg of folding cartons for the
macaroni and frozen food industry
Manufacturing Capabilities: Offset
Printing from 2 to 6 colors, Roto-
gravure and Flexographic Printing,
Die-Cuttin windu\;ﬂ machines
and s finishes up major
rinting equipment. Mechanical
gachging Systems: In-depth engi-
neering analysis to help assure you
of the most efficient ckafln sys-
tem in your plant. is followed
up by continuing service by our
engineers. Packaging Design: Pro-

UCTS, INC., P.O. Box 431, Kings-
port TN 37662. MYVAPLEX 600
Concentrated Glyceryl Monostear-
ate. A powdered starch-complexing
agent to im firmness and re-
duce stickiness and clumping in
macaroni, spaghetti and noodles
during processing and in use. Rep-
resentatives located in all principal
marketing centers. Call (800) 251-
0351 toll free. See ad on page 15.

VITAMINS, INC., 200 East Randolph,

Suite 5580, Chicago, Illinois 60601.
Phone: (312) 861-0700. Manufac-
turers of enrichment ingredients
used by macaroni manufacturers
and flour millers. Also manufactur.
ers of protein supplements includ-
ing defatted wheat germ and milk
proteins of high biological value,
Sales representatives: East, Louis
A. Viviano, Jr., P.O. Box 374, Plain-
field NJ 07061 (201) 754-9081; Mid-
west, Jack W. Rogers, Chicago,
Nlinois 60601; (312) 561-0700. West,
Joseph P. Manson, 610 Newport
Center Dr., Newport Beach, CA
92660. (714) 833-0432

SERVICE

WINSTON LABORATORIES, INC.,

25 Mount Vemon Street, Ridge-
field Park, N.J. 07660. Our labora-
tories, with 61 years of experience,
continue to fulfill a vital need of
every Pasta producer — Evaluation
of uct quality. Quality starts

_ with the selection of the best raw

materials free of bacidental addi-
tives such as pesticide residues,
pathogenic bacteria, and extrane-
ous matter. Also a continual check-

ing of your egqg solid content ¢
noodles and yoir enrichment « .
centrations are necessary to ine o

nutrition and complia

with Federal requirements. 11

questions cmu:emlug nutritional
belling? Kvow what records n ¢
be maintain to substantiate y
product claims, The Winston L .
oratories Inc. — Specialists in  «

Chemistry & Bacteriology of \ .- E

caroni and Noodles. James .l
Marvin Winston, Directors. Pront
and Efficient Service since 1020
Phone: (201) 440-0022. See ad o
page 23.

Diamond Packaging
Products Announces
Plant Expansion

Mr. Franklin T. Schultz General
Product Mgr. of the Lithographic
Carton Division of Diamond Intema-
tional Corporation, announced today
the expansion of the firms lithograph-
ed paperboard carton facilities in
Morris, Hlinois.

The expansion will add 60,000 s
ft. to the Morris plant, bringing the
total to 233,000 sq. ft. The additional
space will be for manufacturing
operations and for work in process
storage. Construction is expected to
be completed early in January, 191

The plant expansion follows the ic-
cent lmplhallaﬁou of a Roland 800 s v-
color press and twin Bobst die-cutti i
presses. According to Schultz, “the
are among the most modern pres o
available for printing, cutting, a«
embossing folding cartons and i
found in only a few plants in the U5
The new equipment and expansion : r¢
examples of Diamond Internation: s
commitment to fulfilling the pack -
ing needs of American industry.”

More Toxes

State and local tax collectio »
reached $216.4 billion in the 12 mor h
ending last March, an increase of ° .|
percent over the previous 12 montls

State taxes accounted for $11.7 bk
lion of the total increase of $14.4 bl
lion.

Property taxes continued as the
largest revence source of state and
local governments.
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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 Aspen, Colorado Area
since 19569 ...

MOTHER LODE

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.

fh i
Rl
2 b 3

Seaboard Allied Milling Corporation * Kansas City, Missouri
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How do you like
our eggs?”

n ake a special effort to prepare your eggs SR\
w3y you want them. When it comes to baking Saiaess
3, cookdes, cakes, doughnuts, and making
di 13, pasta, mayonnaise, and salad dressings
tt me through with the products you require ac-
g to your particular formulas. We go out of our
1 serve you eggs the way that meets your
fual specifications. And whether it's SPRAY
BUIMEN, SPRAY DRIED YOLKS, SPRAY DRIED
LE EGGS, or any of our FOUR SPRAY DRIED
INDS, we guarantee you'll be pleased with our eggs, (RIS
quality control, and our service. You can have your eggs §
ay you want them, shipped to you in poly-lined 50 ¥
nd boxes or larger drums. And we can provide you with
Rd whites, yolks, or whole eggs shipped to you in selected
perature controlled tank trucks. You have only to call or
us. And tell us how you want your eggs.




salvatore Di Cecco

Salvatore Di Cecco, R.R. #1, Rich-
mond  Hill, Ontario, Canada 1LAC
N7, Tel. (416) 773-4033. Telex No.
06-986963.

Fifty years of his life directly in-
volved in the macaroni production
and sales on two continents have in-
stilled in Mr. Salvatore Di Cecco a
unique knowledge and affection for
the macaroni industry.

From [Italy

Bom in Palena, Abruzzo, Italy on
the 13th day of February, 1915 in a
family that had been macaroni man-
ufacturers for two generations, he
quickly developed a keen devotion
for his family business, With great in-
terest, he leamed the skills of his
father and uncles, and at the young
age of 18 years, he was already
duction manager of the world-re-
nowned Filli De Cecco Mac
aroni Plant in Fara San Martino,
Italy. He remained there until the
age of 28 by which time he had been
in charge for several years of both
the macaroni plant and four mill.

From 1943 forward, Mr. Salvatore
Di Cecco went on to build, operate,
and manage a series of successful
macaroni plants starting first in the

blic of San Marino, then Mo-

dena and later Rome. His innovative
skills linked him very closely with all
European manufacturers of macaroni
manufacturing and packaging equip-
ment who promated his involvement
in the consulting ficld. Although a
macaroni manufacturing  entrepre-
neur himself, his interest to promote
and perfect the macaroni industry
made him a greatly sought after and
respected consultant and promoter,

In 1939, he was retained as a con-
sultant by Count Matarazzo of Bra-
7l to supervise, restructure, and im-
prove every facet of Count Mataraz.
z0's gigantic Brazilian macaroni in-
dustry. In 1960, Mr. Di Cecco de-
cided to transfer his whole family to
Canada and ed the position of
plant manager of the newly created
Romi Foods Ltd. in Toronto where
he remained until 1970.

Sales Agent
For the last several years, Mr. Sal-
vadore Di Cecco has uperated his
own business as North American
sales agent of the mast prestigious
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and advanced producers and manu-
facturers of equi for the maca-
roni industry. 3 hering tt;whls desire
to improve ar ect t luc-
tion procedures al;ﬂlfls mnomlz-"r:. he
has Jeft the sales motivation always
secondary to his desire to help and
to gain the gratitude and respect of
all members of the macaroni indus-
try.

Ricciarelli

He re ted Ricciarelli, Bassa-
no, md?r;::nmhnti firms in North
America. Ricciarelli is the renowned
manufacturer of packaging equi
ment. Well-established in this ﬂrr(-l
for over 150 years, it has always been
the trend-setter in innovation and
effiiency. Its machines are designed
for durability, minimum and simple
maintenance, rrud. precision, and
aesthetic appeal of the Enished pro-
duct. It covers the range of packag-
ing all products from form Rlm to
cartons.

Bassano

The Bassano firm has been manu.
facturing macaroni production equip-
ment in Lyon, France, since 1933,
Conceived and ted as a family
business, it has maintained and soli-
dified its capacity in the intemational
field by joining with the Alsthom-At-
lantique Group. It is the owner of the
unique Rolinox patent and the suc-
ul pioneer in the drying of pasta
at high temperatures. Its machinery
is constructed for unique durability
and desi for complete and easy
accessibility and maintenance. Its
ﬂulpmrnl uses the latest and most
vanced systems of insulation and
super-sanitary materials. It is avant
garde in the high temperature drying
of pasta with drying processing rang-

ing from 60°C. to 120°C.

Brambati

The Brambati frm, also a family
operation, has been in business for at
least fifty years. It is highly specializ-
ed in the manufacturing of systems
for the pneumatic conveyance and
blending of semolina and flour, stor-
age for noodles n::d short goods mac-
aroni products, dry mill
grinders. Ly

Mr. Salvatore Di Cecco has great
confidence in the potential of the
North America macaroni market. He
feels that up to now we have only

scen the tip of the iceberg bel
which lies an explosive hungry gia
which will soon awake and place y
unimagined demands on the mac
roni industry. For the ones that sha
his foresight and prepare by mode
nizing at still very available and re
sonable internationally - arrang
loans, Mr. Di Cecco promises unpr
cedented returns,

— o e

Macareni Scheel
Reditson Sowth, Minneepelis
April 27-28-29-30

Campbell Soup Reports
Record Sales and Earninos

Campbell Soup Company reported

record sales and camings for its sec-
ond quarter and first half ended Feb-
ruary L.
R. Gordon McGovern, President,
saidd net camings for the second
quarter advanced to $40,744.000 from
$39.214,000 in the second quarter
last year. Earnings per share rose 6%
to $1.28 from $1.19 per share in last
year's quarter. Sales increased 13%
to $779,231,000 from $692424.000

For the fiscal six months of Camp-
bell's fiscal year, camings improved
to $74,383,000 from $80,691,000 re-
ported in the first half of Rscal 195
Earnings per share rose to $2.29 fro
$2.11, a 8% increase. Sales advanc
13% to $1,454,367,000 from $131:-
259,000,

Sales in the quarter improved |
our Canned Food, Swanson and Pe -
peridge Farm domestic  busines
Mr. McCovern said. This year a
includes Swift-Armour S.A., an
gentina based company acqjuired
Campbell in May of 1980

More Advertising

The Company also increased t
level of marketing expenditures in
attempt to broaden the consume
awareness of the quality and value

its products.

Noodle-Roni Expansion

Golden Grain Macaroni Co., S«
Leandro marketers of Rice-A-Roni, »
studying a national line extension o
its Noodle-Roni package dinners. Iis
advertising budget may increase to
$8 million as it moves toward Mid
west and East Coast distribution this
year.
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EGG PRODUCTS
COMPANY

IF YOU NEED DRIED EGG PRODUCTS
YOU NEED TRANIN. . .

Tranin Egg Products Company is one of the pioneers i'n
the egg gocessing business since 1911. The world's
most modern egg drying plant is located in the heart of
America's egg processing area and meets all USDA
requirements. Dried Products include Whole Eggs, EgR
Yolks, Blends to Specification, and Egg Whites both
spray and pan dried, with all products packed under
strict quality control. But those are only statistics.
What makes Tranin Egg Products Company your best
source for all dried egg products is a dedicated produc-
tion crew and a national network uf Sales Representa-
tives with your needs as their main concern.

TOM FETZER
Sales Manoger

GEORGE ATTWOOD
General Mgr.

TRANIN EGG PRORUCTS COMPANY g

TELEX 585-401
ArniL, 1981

3330 Woodrow Wilson Avenue
TELEPHONE 601/948-6813




Pasta, Hot New
Twist in Fast Feod

Entreprencur, the business .
tunity magazine, published at 2311
Pontius Avenue, Los Angeles, CA
90064, has as its lead story in the Feb-
ruary 1981 issue: “Pasta, Hot New
Twist in Fast Food." It starts out:
“How would you like #n create a
duct for 59¢ and minutes later sell it
for $2.95? Sound incredible? That's
what several major city pasta restaur-
ant owners are doing thousands of
times a week and grossing
nal profits — from $200,000 to $1.8
million, with basic operations that
can be duplicated in your city.

“The traditional pasta eating
house, where freshness was n-
teed and quality maintained i:nrr-
tumed. The ethnic neighborhood op-
eration of yesterday is now a unique
and attractive ‘gourmet’ fast-food
restaurant with broad appeal. Own-
ers are offering a simple menu in an
atmosphere informally designed for
quick patron tumover.”

Report #801 says: Pasta restaurant,
high net profit B/T, $300,000+; av-
erage net profit B/T, $50.000; mini-
mum cash investment, $20,000; aver-
age cash investment, $40,000; stabil-
ity, high; risk factor, high/average;
growth curve, inning: absentee-
ownership potential, yes.

Franchising

Entreprencur publisher Chase Re-
vel states editorially that franchising
is a high growth industry of the 80's.

Back in the g: lcthulmmly 60s
fathers prodded their children to go
to work for big companies where se-
curity was the byword.

Franchising was a new word in the
business vocabulary in the 50's. Big
business was king as conglomerates
sprouted by the hundreds.

The attitude remained until a new
generation hit college in the late '60's
with a Berce, defiant attitude. They
were lﬁﬂmi the very things that had
made big business grow by broad
jumper strides; automation, compu-
terization, numeralization, mass pro-
duction, built-in obsolescence, and
the encroachment on personal
vacy by govemment and big busi-
ness.

Their defiance caused an immedi-
ate rebirth of fica markets, street ven-
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dors, and cottage industries that had
died three decades before,

Francising to 1970 was total-
ly dominated by fast food and auto-
motive—product/service  franchises.
In lmﬂmn“endmndlnnds-
ing categories. Al estate brokers
claimed it would never come to their
lot. Lawyers and doctors carved
niches never to be touched by com-
mercialization, but their barriers have
been broken by legal clinics and
medical facilities (ﬁyhlg franchise
hanners.

Every major profession and even
the remotest small business will
probably join the franchising rank in
the next few years.

And why not? 1 don’t believe any-
one can argue with the philosophy,
“the secret of success is to copy prov-
en success.” With the failure rate of
less than 5 percent, franchising has
certainly proved that. It is the growth
industry of the second decade of the
entrepreneur—the 1960s.

For Quantity Cooking

After several years of research and
development, April Group has de-
veloped an automated restaurant-
quality kettle for ng portions
of pasta “to .

Are you old enough to remember
when fine restaurants would offer
“al dente” pasta either as a main dish,
or a side dish with meat entrees?

“Al dente"~that chewy, precisely
firm, smooth-skinned condition that
made puasta a world-wide favorite
food.

What ha to "al dente”

et G b coueats o

uality caught up with it. It
had to wdnd‘h and test-

ok A ke L Mo 1 s o e A AN il

product,

and certainly about as exciting a forl
as mashed potatoes. But the futuie
helds a promise for those who reali:
ﬂw ‘m“'t pﬂ)ﬁl’ d .I Ckllh'

-

the jars into a short rinse bath, then
pops them out for serving.
Because of the unique stirring o -

Pasta Portioner
Peter is a professor of mechani
en and solvis

B
with a proclivity for pasta. Wh
dining with a pair of friends a pro
kmm.?aﬂuins.m‘e.
spaghetti the cook was in a pan:
How much pasta?

A

Our Eggs
Are Breaking Up
Over Your

Business

X

DIAL THE EGG
HOTLINE

TOLL FREE (800) 228-8176

You want eggs . . . we've gol them. Day in —
day out, the year around. You want yolks . ..
dark yolks . . . custom blends. Just give us the
word and we'll show you why we have been
major suppliers lo the noodle industry for
years. We get them from our own egg-laying
operaticn where hens are fed compuler-
controlied rations in controlled environment 10
produce the product you want. We back them
with quality conlrol and customer service
that's hard to beat. We aim 1o please you . ..
give us a chance lo prove it.

MILTON/G. WALDBAUM

Wakefield, Nobraska 68784 " (e02) 207-2211
New York, NY Konsas City, MO
Chicoge, IL Denver, CO

Detroit, MI
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A PASTA

FOODSERVICE MANUAL

containing

(1) Pastci as a Sales Tool.
(2) What Is Pasta? Some Definitions.
(3) Pasta Categories and Shapes.

(4) Packaging, Storage, Cooking
Directions

(5) Food service Equipment ond Pasta
Preparation.

(6) Nutrition and Calorie Counts.

(7) Cost/Yields of Pasta Products ond
Trode-up Tips.

(8) Merchandising Pasta.

Write Price $10

NATIONAL MACARONI
MANUFCTURERS ASSOCIATION

P.0. Bex 336, Paletine, IL 60067

(9) Pasta in Trode ond Foodservice Media.

-——
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Pasta Portioner

(Contirued from poge 50)
ed perplexed, and the hostess felt
quite helpless.

Suddenly the principle of the pas-
ta g into the profes-
sor's mind. “Picture it, perpetually
perlled portions!” he shouted passion-
ate

Peter’s next four yeda: were dedi-
cated to perfecting pasta por-
tioner. 'nl‘:l'l'ﬂ:l]tl of his Imn‘:nTt.:
stand proudly &b:[ore you.

How to use portioner:

1. Place umookl:.lm straight ﬂrntn

in the V-shaped groove of the

patented plastic device.
2 Fill the until the level
reaches the number of portions

you wish to serve. These are
average portions. Consider a
double measure for a heartier

appetite,

3. For short (less than 127),
use the numbers on the right of
the device. For longer pasta
use the number on the left.

This device will work for both fat

and skinny pasta. It has been mathe-
matically perfected to accommodate
all thicknesses of pasta. The profes-
sor explains: PF - r or 90680 - 2 3 r
However, it will not work with elbow
macaroni

° Priu'd by professionals!
e Praised from Palermo to Peking!
e Practical, portable, a perfect

present.

Don'’t procrastinate! Order one for
a friend or a pair for a paramour.
Send check or money order for 85.75
to Pasta ver, 14424 Walnut
Street, Berkeley, CA 94700, Allow
two weeks for delivery.

The device can be manufacturerd
for just over a dollar in quantities of
500 and would make an inexpensive

premium for spaghetti
e ”

M(vnplu 600

Many macaroni products that re-
main firm, tasteful and eye appealing
through all the rigors of preparation

and serving owe their s I “non-
stick™ qualities to nomem special
added to the dough. This 3

something is a starch complexing
agent of high purity called Myva-
P 600 glycerol monostearate,
marketed by Eastman Chemical Pro-
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ducts, Inc. When added by the maca-
roni manufacturer, Myvaplex 600 can
bring si t benefits to the end
user, including labor-savings and
sales advantages that can help im-
profits in almost any commer-

cial kitchen,

The inclusion of Myvaplex 600 en-
ables pasta to withstand
cooking periods, retorting,
freezing and reheating without be-
coming sticky or losing “al dente”
firmness. Ease of handling and good
eating qualities carry through to the
fnal consumer. And customers do
come back for more.

Tolerance

Myvaplex 600 improves macaroni
pmducuplby giving tolerance to their
cooking and subsequent handling. It
acts to complex the free soluble amy-
lose and reduce gel formation. As a
result, it helps eliminate the problems
of excess softening, pastiness, swell-
ing, sticking and clumping usually
found in overcooked pasta. It also
reduces louml':ﬁ l':hrge?d. is sometimes
a problem w uantities are
cooked. And the mlc:lmi product
develops little or no surface slime,
so no rinsing Is necessary.

Nou-stick products made
with Myvaplex 600 show little swell-
ing und separate easily even if over-
ccoked. Sauce dings evenly to the
surface of mn-ﬂicf' macaroni pro-
ducts, and there's much less sauce ab-
sor{nluon. swelling and sticking than
with regular pasta products. The
sauce consequently goes farther.
Even after several hours on the steam
table, the mmrﬁ;u a firm, flav-
orful product that ly resembles
freshly cooked pasta.

No Clumping
The ability of non-stick macaroni

icts :&h withstand longed
ting opens gﬂgllmﬂ for
lm-reucse use of pasta by restaurants,
schools and other institutions. La-
sagna, ravioli, soup noodles—as well
udspghe':: mmwd—nk;ln
sticking and sogginess u
hold!n: in the steam tabkmw lugt
customer gets much the same finm,
unclumped serving as the finst—with
less strain on attendants in prepara-
tion and cleanup. Leftovers may even
be good enough to refrigerate and
reheat, reducing waste.

%
g
£
i5

50 cents, an average eight-ounce |
tion cost 28 cents with Myvaplex (
and 25 cents without it. A four-oun
children's serving or side order ¢
13 cents with Myvaplex 600 and 12'.
cents without it. This slight add:}
cost is outweighed by the advanta;.
in handling ease, appearance and « .t
ing quality.

When macaroni products with M,
vaplex 600 distilled glycerol mono
stearate are rom the manu
facturer, the results are ease of pn
cessing and customer appeal. These
factors reduce labor, increase profits
and improve quality in the instin
tional kitchen.

If your suppliers do not have sam
ples for you to try, have them cou
tact: Health and Nutrition Division
Eastman Chemical Products, Inc.
Kingsport, Tenncssee 37662

Food Concerns in the
Restaurant Business
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SALVATORE DI CECCO

Exclusive Seles Representstive for:

RICCIARELL!:
Automatic Packoging Machinery in
cartons or cellophane bags for:
Long ond short goods macaroni
Cereals, rice, dried vegetables,
coffee, cocoa, nuts, dvied fruits,
spices, efc.

BASSANO:
Complete pasta lines equipment
Rolinox patented processing equipment

BRAMBATI:

Systems for pneumatically conveying
semolina and flour.
Storage for noodles ond short goods
Macaroni products.
Dry posta mill grinders

Address:

R.R. 1, Richmond Hill, Ontario LAC 4XT7
Canade
Phone: (416) 773-4033
I# No Answer, Call Alessandro Di Cecco,
s 1M

Telex No. 06-986963

Analysts say many of the s
food companies began flocking to s
tavrants in the mid-1970s remain va
id, despite economic gloom. Most
companies have a tempting chance !
exceed the tighltl:;xlng profit margi
of in selling groceni:
while pmlin: faster growth.

Restaurant chains’ iraproved av. -
age performance can by seen in th
margins, or profit as a prroentage !
sales, says Ronald Paul of Techno'
Consultants, a Chicago-based cons:
ing firm whose clients include r
taurants.

Better Margins

In 1978, Mr. Paul says, food o
pany margins were 3% to 5.9%, o
4% to 10.7% for resta

ant chains. In 1979, a miserable y
for restaurants, chains’ margin ranj -
from 24% to 9.7%, versus 3.1%
53% for food The ¢!
will wides again this year, Mr. Pa!

Food companies also have bee

rsuing restaurants to catch de

ing missed as people eat out mort
often. Though dam) by the r
cession, the trend is expected to ot
tinue,

Tue Macaroni Jo

1
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Cimamery v powders sumply have no equal

Commercial
creamery CO.
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Coming Events:

N.M.M.A, Technical Seminer
Rodisson Seuth, Minnespelis
April 27-30, 1981
620d Ananvel NRA Resteurent/
Hatel-bdetel Show

Plece, Chicage
Mey 16-20, 19801

La Ceste, Corlsbad,
July 12-16, 1981

Victor W. Henningsen, Sr.

Victor W. Henningsen, Chairman
of Hennin Foods, Inc., of White
Plains, New York, away on
January 19, 1081, at his home in Pel-
ham, New York, after a long illness.

Mr. Henningsen was one of Ilhc-
great pioneers of the modem try
and egg industry and a louvnmpt:lll ad-
vocate and sponsor of research in the
Beld of dehydration of food. He sen-
ed on numerous technical advisory
committees to successive Secretaries
of Agriculture during the thirties,
forties, and fifties.

Mr. Henningsen was prominent in
many industry activities and associa-
tions. He served as President of the
Egg Importers Association and the
National Egg Products Assodation
prior to its merger with the Institute
of American Poultry Industries. He
was a director of the lustitute for
many years and was responsible for
the creation of the Egg Solids Coun-
cil activity of that organization. In
1967 the Institute (PEIA) awarded
him its Service Award as the man of
the year, He also served for many
years as a Trustee of The Nutrition
Foundation. In 1971 he was honored
by election to the Poultry Hall of
Fame of his native State of Nebrasi-a
and in 1972 to the Hall of Fame of
the American Poultry Historical So-
ciety located in the United States De-
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Yicter W, Hennlageen, $¢.

partment of Agriculture in Washing-
ton.
From Nebraska

Mr. Henningsen was bom in Su-
perior, Nebraska in 1895, He gradu-
ated from Culver Military Academy
and attended the University of Ne-
braska. In 1915 he joined the Hen-
ningsen Produce Company that was
founded in 1859 by his father, Fred-
erick, and oldest brother, Anker Hen-
ningsen. His first duties were as man-
ager of the Company’s offices in
Butte, Montana; then to Alaska to
oversee the Company’s Alaskan fish
canning operations. In 1916 he was
sent to China to begin the Company’s
egg operations in Shanghai. The
Henningsen Produce Company be-
came a dominant factor in the fresh,
frozen, and dried egg industry and
became the largest manufacturer of
candy and ice cream in the Far East.

New York Offices

In 1822 Mr. Henningsen opened
the Company’s New York offices and
in 1929 began manufacturing opera-
tions in the United States. Com-
pany is now the largest further pro-
cessor of dehydrated egg and meat
products in the world with manufac-
turing facilities in the United States
and Europe, Mr. Henningsen was an
avid collector of American art and
over the years made gifts of paintings
to Yale University, Dartmouth Col-
lege, and Sweet Briar College.

A sixty year resident of Pelham,
New York, he maintained a summer
home in Pine Orchard, Connecticut.
He was a member of the Pelham
Country Club, Shenorock Short, Pine
Orchard Yacht, and The Old Guards
Club of Palm Beach.

He leaves his widow, the former
Muriel Ann Dillon; two sons, Victor

W. Jr., of Pelham Manor, New Yo
John T. of Rye, New York; a dau;
ter, Mrs. John ]. Kneisel of Bost.
fourteen dchildren and two gr
gnmldﬂlﬁ:nn.

Obitvary

Andrew Rondello, longtime flo
representative for International M
tifoods, died February 16. Burial w
at St. John's Cemetery, Queens, No
York. He leave a brother and siste

Personals

Mr. and Mrs. Vincent DeDomeni-
co have announced the marriage of
their danghter Marla Vinette to Dale
Norman Bleecher on the thind of Jan-
uary.

Dr. Kenneth Gilles, vice president
for agricultural affairs at North Da-
kota State University has been nomi-
nated by President Reagan to become
administrator of the Federal Grain
Inspection Service in Washington,

Borden Consumer
Products VP

Jerral R. Pulley has been appoint-
ed a Group Vice President of the
Borden Consumer Division. He will
be responsible for operations compris-
ing confectionery (Cracker Jack
Campfire marshmallows) pasta (Cr-
amette), and Vogel's, as well as co
sumer affairs plus research and o
velopment for the Consumer Produc
Division. He will be based at Borde
Columbus administrative headqua
ters.

Mr. Puiley comes to Borden aft.
10 years with Life Savers, Inc., a d
vision of Squibb (Io:}l.. where he w.
executive vice president after havii
served as senior vice president of ma
keting and sales and, carlier, vi
president of product management

His past experience also includ
service as vice president of marketin.
planning with Pepsico and 11 year
with Procter & Gamble in marketin.
posiion from brand manage
through group product manager ol
Procter & Cambre'l UK Toilet Gools
Division.

Mr. Pulley received his B.S. degr
in marketing and economics from the
University of Utah and an M.B.A
degree in marketing and finance from
U.CLLA.
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ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY

SINCE 1898

REPRESENTING

St. Regis Paper Company

COMPLETE SERVICES IN

PACKAGING MACHINERY SYSTEMS AND MATERIALS

FOLDING CARTONS — CORRUGATED SHIPPING CONTAINERS

COMPLETE GRAPHIC ART SERVICES

INCLUDING DESIGNING AND FULL ART WORK PICTORIALS

Sales Offices and Plants Strategically Located

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

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