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It’s a Pasta Avalanche!
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Glhe Premicl Pasta
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.. Of course

A premier pasta deserves a
premier package. And that'’s just
what Fold-Pak gives you. We've
been making packages for the
best pasta manufacturers in the
business for many years.
Whether you require high fidel-
ity, multicolor offset, rotogra-
vure or flexographic

printing, Fold-Pak

"

CORPORATION

superior package.
For an added touch

of elegance, packages can be
varnished, waxed or poly<oated
depending on your individual
product need. Our graphic and
structural designers are also
available to update your pack-
age or give it a completely new
look. The end result is a pasta
package that your product
richly deserves

.. . A premier

pasta package

by Fold-Pak.

MNewark, New York 1451) J15-1)1 3200
Englewood Cliffs Sales Offica |10 Chartotte Place. Englewood Cliffs. New jerey 07631 Phone (201) $48-7800
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I¥'s A Pasta Avalanche
(Continued from poge 3)

For the home pasta master, the
greatest thing since tomatoes® has
been the pasta machine, manual
(around $40) or clectric ($250).
American Best Coffee, Inc., which
added a single pasta machine to its line
of espresso machines in 1977, now
sells 24 models, ranging in price from
$500 to $70,000. Still, many purists
prefer the ritual of making “pasta fres-
ca, fatt'a mano” (freshly made by
hand). At classes like the one taught
by Arlene Battifarano at Manhattan's
New School, flour-smeared students
happily echo, “Fold, push, press, turn!
Fold, push, press, turn!™ as they attack
alps of dough. Says Expert Marcella
Hazen: “The warmth of the hand
makes for elasticity and body more
than any kind of machine.”

The health boom has undoubtedly
helped to popularize the Malian na-
tional dish. Some nutritionists consider
it a dict feod. Despite the Italian max-
im “Quel che non armazza ingrassa™
(What doesn’t kill you fattens you),
plain pasta contains no more calories
than rice or potatoes. It has protein,
phosphorus, calcium, niacin, thiamine,
riboflavin, iron and potassium, but is
low in sodium and fat.

It was that ubiquitous gastronome
Thomas Jefferson who first brought
pasta to prominence in the U.S. After
visiting Naples in the late 18th cen-
tury, he ordered home four crates of
“maccarony.” Like the European
grapevines he brought back to Vir-
ginia, however, “pasta alla Tommaso™
got nowhere, except to decorate Yan-
kee Doodle’s hat. Pasta languished in
Italian neighborhoods, to be consum-
ed, over red<check tablecloths with
raw chianti, by young people out on
a cheap date. (Those neighborhood
restaurants today olten serve very good
food.) What most Americans did not
appreciate was pasta’s infinite variety,
One New York City restaurateur, Na-
ples-born Tony May (the Rainbow
Room), insists, *There's no reason why
you should cat the same type of pasta
with the same sauce more than once in
your whole lifetime.”

* Pasta and tomaloes did nol meet up
until the 18th century but ground wheal
was made into pasta as early as Eiruscan
times Cootrary to popular belief Marco
Polo did not bring pasta back from China
in the I3th century but described the
noodles of Cathay “which are like ours.™

4

Nadine Kalachnikoff, who opened a
chic camry-out and catering service
called Pasta Inc. two years ago in
Washington's Georgetown section, sells
more than 1,000 Ibs, of pasta weekly,
in five different widths and in a spec-
trum of ten flavors that inclnde curry,
dill, scsame and chocolate. The White
House occasionally sends out for green
and white agnolotti and nutmeg sauce.
At Prego in San Francisco, Owner
Larry Mindel says, “There’s not one
pasta on the menu that any of our cus-
tomers had ever heard of a year ago.”

In fact, for an aficionado, pasta is
fine any time. Actor James Coco (“On-
ly When 1 Laugh”), who has waged a
heroic battle to shed more than 100
Ibs., observes, “When I'm really happy,
I have 1o have pasta, When 1 am really

, 1 have to have pasta. Even
when I'm dieting, 1 have to have pas-
ta.” “Mangia! Mangia!

—By Michael Demarest.

Reported by Framces Fiorimo/New
York and Michael Meoritz/Sea Fran-
cisco,

The Subtleties of Sauce

Mimi Sheraton writes in the New
York Times:

Now touted for its healthfulness as
well as for its esthetic appeal, pasta
has undergone a rags-to-riches change
of image. Formerly considered a
money-saver and a strictly lalian spec-
ialty, it is in high fashion, as popular
in home-cooking and in expensive take-
out shops as it is in all-purpose Con-
tinental restaurants and even on the
most esoteric nouvelle cuisine menus.

A pasta curtain hangs in restaurant
windows to signify that the manage-
ment is really with it gastronomically,
whether the establishment is a trendy
Upper East Side singles’ pub or the
Steak & Brew Burger on the corner of
42nd Street and Eighth Avenue, Never
mind that the green, white and pink
strands of fettuccine are dusty and
faded like a shredded flag or like laun-
dry forgotten on a clothesline.

Problems in Serving

But if pasta is being served more
frequently, it is often served incorrect-
ly. In many restaurants and cookbooks,
little attention is paid to the subtle re-
lationship between the pasta shape
and its sauce, a refinement that is sec-

ond nature to most ltalians. Co: try
to current practice, cvery sauce
right for every pasta, nor is fresh pag
always superior to the dried. It i
have devised well over 100 shaj e
pasta, partly in keeping with thei
for conspicuous craitsmanship
partly to give variety to their hum
staple based on flour and water.

*Just because both a pasta
and a sauce are fashionable docs m
mean they go together,” said Giuli
Bugialli, the author of “The Fine A
of lalian Cooking.”

“Take spaghetti alla carbonan
Mr. Bugialli said, “No one in lu
would dream of eating fresh fettuccnf
or capelli d'angelo alla carbonara. }
simply does not exist. The combin
tion of eggs, oil, cheese and bacon
sticky and needs firm strands of
hetti, not soft fresh pasta.”

In “The Classic ltalian Cook Bool
Marcella Hazan suggests as a genen
rule that thin dried pasta, such as sp
hettini and vermicelli, should be ue
for seafood or sauces made with ob
oil, and that the thicker spaghetti, pe
ciatelli and linguine be relegated
white bulter or tomato sauces. Mz
sauces, she feels are best with
hollow pasta forms, such as lu
(snails) conchiglic (shells) and orc}
chiette (little ears). Her fairly con:
pasta glossary, in her second
*More Classic Italian Cooking,”
gesls appropriate types of sauce for
variety of fresh and dried pasta st ap

The choice basically is be we
having the sauce surround the pa
having the pasta surround the sa ce§
crumbles of beef and sausages vt
tomato sauce filling the hollo s
shells, or garlic-flavored oil she. the
strands of spaghetti. Delicate frog
tomato sauce scented with bas |
quires the delicacy of moist, fres! p
ta, such as green or white fettu ci=
But adds chunks of gently simu
onions, and a weightier pasta, suzh?
the corkscrew fusilli, would be a
vehicle.

Not that there is always agrecm
on the matter. The question of whi
pasta is best with which sauce is o
the more constituent arguments 1]
many an Italian family, but alw?
within a limited framework. Such ¢
cussions might focus on spaghetti ¥
sus spaghettini, but never spag
versus the short tublar ziti, the g
shaped penne or the wide rigald
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me n _ht prefer straight cut lasagne
the + ne wide noodles with rippled
t 1 add body and bite, or the
\ oodle, pappardelle, with a
ne s .c¢ rather than the butterfly-
irfalle,

A baince of contrast and harmony
the rile when combining the tex-
of sauce and pasta, and experi-
is the best teacher. Squid is a poor
pice for the shell-shaped pastas be-
both textures are firm and meaty.
eplant with ricotta cheese and to-
toes is fine with wagon wheels

pole di carro), because the silkiness

vegetable and cheese accent the
pgher ridges of the pasta.

Flowerets of broccoli cannot be
nd into strands of pasta and are
when they can be picked up
with short pasta. Similarly, peas
celery are best combined with the
est pasta forms such as ditali, so
can be spooned up together. Spicy
e has too lusty a flavor to stand
1o silky vermicelli, and mussels ure
b close to shells for that combination
work. Seafood seems never to be
with short pasta for that reason.

@ Swied pasta, such as ring-shaped

tellini, cappelletti (little hats). ra-
pli, the hall-moon agnolotti and la-
need sauces that complement
ings - no meat sauce on meat-filled
a. for example, and, of course, no
or -=afood or meat, Cheese, by the
Y. s no business being around
h o seafood.

Current Travesties

! current travesties to be
are the flavored pastas spiced
i s and scasonings that belong
+ 55, and whole-wheat pasta,
© iy have a place but not in
ookery. The essence of pasta
utral flavor, against which a
f sauces can be appreciated.

ingle pasta most often misused
1ys is the very fine capelli
¢ . popular probably because it
5 1 imalist pasta. lis appeal is its

1ess,” as if a pound of those fine
el hair strands contains fewer
fes than a pound of the heaviest
ilur bucatini. Often now, capelli
ngclo is matted down like wet hair
OVerpowering sauces, when it is best
broth or only with the lightest glos-
of fresh and barely cooked tomato.
People think it is less fattening.”
J Adi Giovanetti, the owner of 11
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Nido and Il Monello. “The portion is
equal to a portion of any other pasta.
But we must give to the cye what the
cye wants.”

Variations on the
Pasta Theme

Rosa Tusa, The Palm Beach Post
Food Editor, wrote on March 4

Basil is the decisive ingredient in
the classic pesto. A dollop of this
green sauce spooned over hot pasta is
a gift of the gods. We offer a variation
of this sauce with spinach today, as
well as the pesto made with basil.

The pairing of pasta with cheese
is about the simplest and one of the
best ways to serve any pasta. The
creamy richness of Parmesan perfectly
scts off the wheaty flavor and chewi-
ness of macaroni products.

Do a little experimenting with sea-
sonings. We discovered that the green
leaves of coriander, an herb of the
pansley family, gives rich aroma and
wonderful flavor to spaghetti tossed
with garlic and olive oil or butter. Al-
so called cilantro, the herb is available
in local Cuban markets.

Fresh English peas are in the mar-
kets for the sauce that follows. If you
use frozen peas, do not blanch.

Spaghetti with Ham-Pea Sauce

1 10 2 cups slivered cooked ham or
prosciutto
Y4 cup chopped parsley
's pound fresh mushrooms, sliced
I small onion, minced
I or 2 garlic buds, minced
Y4 cup olive oil
I tablespoon butter
I cup fresh peas, blanched
43 cup chicken broth
1 teaspoon salt
Fresh basil leaves (or '2 tea-
spoon dried)
8 ounces thin spaghetti
Grated Parmesan cheese

Simmer huain, parsley. mushrooms.,
onion and garlic in oil and butter for
a few minutes without browning. Stir
in peas, chicken broth, salt and basil;
heat. Toss with hot cooked spaghetti
and top with checse.

Spaghetti Florentina
44 cup spinach leaves
2 tablespoons parsley leaves
I or 2 cloves garlic
2 tablespoons melted butter

3 tablespouns olive wil
2 tablespoons chopped walnuts
4 tablespoons grated Parme<an or
Romano cheese
12 teaspoon salt
5 or 6 basil leaves or some dry
basil
This sauce is a wvariation of the
pesto sauce that is made with fresh
basil, pine nuts and Parmesan. Wash
spinach and parsley. Shake to remove
extra water, but allow moisture to cling
to leaves. Place with remaining ingre-
dients in electric blender. Blend at low
1o medium speed until vegetables are
in tiny pieces. Pour mixture over ¥
ounces of hot thin spaghetti or ver-
micelli. Toss until coated,
Serves 2.

Pesto Genovese
O cloves garlic, chopped
15 large basil leaves, or a bit more
2 sprigs parsley
6 tablespoons f[reshly grated Par-
mesan cheese
Y3 cup pine nuts or walnuts
A pood pinch of salt
2 cup olive oil

Use electric blender or a mortar and
pestle. Blend the garlic, busil, cheese,
parsley, nuts and salt to a paste. While
still blending, gradually add the oil
and mix thoroughly to a smooth sauce.
When serving with hot pasta, add a
spoonful along with a lump of butter.
Toss quickly to coat and serve hot
with more freshly grated cheese.

8 ltems or Less

The Washington Post, March 21,
carried an item by Sarah Fritschner in
her column 8 [tems or Less™—"Man-
icotti for a Low-Cholesterol Meal.™
Starting with the question “Can you
tell me quantitatively how much egg
yolk or whole egg is actually in or re-
quired by law 10 be in egg noodles?™
the author quotes Dr. James Lin, 4 food
technologist with the Food & Drug
Administration’s Burcau of Foous, an i
James Winston, Rescarch Director of
the National Pasta Association. She
then goes on to give the recipe for
basic manicotti.

Materials Available
Posters: Background — Milling &
Pasta Manufacturing diagram — 50¢
plus postage and handling. “19 Varie-
ties of Pasta™ — 3S5¢.
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4 in assuring conlidence to pasta factories all over the world
% Wwith the most advanced technology
% because of experience acquired throughout the world

BRAIBANTI “HT" lincs

48 in ITALY

in FRANCE

in US.A,

in JAPAN

in PORTUGAL

in SPAIN

in GERMANY

in USS.R.

in VENEZUELA
in POLAND

in SWITZERLAND
in AUSTRIA

in BOLIVIA

in CZECHOSLOVAKIA
in FINLAND

in GREAT BRITAIN
in GREECE

in INDIA

in IRAN

in HOLLAND

in RUMANIA

in TURKEY

When there is
“HIGH” Temperature
to be considered,
the preference
of the customers
is
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Pasta Performers Workshop
Promotes Healthier Lifestyle

‘Pasta Performers’ was the theme of
a unique lifestyle workshop presented
by the Pasta Information Bureau, May
18 at the Eaton Centre, Toronto, On-
tario.

Focusing on the development of a
healthy lifestyle, the workshop featured
a presentation on attaining and main-
talnlng fitness by Vanessa Harwood,
principal dancer of the National Bal-
let of Canada. Tips on coping with
stress through exercise and proper nu-
trition by Linda Hall, University of
Toronto Health and Fitness Instruc-
tor, and a cooking demonstration and
sampling of light, pasta salads for

rounded

summer, out the program,
Program
The workshop was open to the pub-

lic, and presented at noon and 1:00
p.m. in the South Court, on the first
level of Eaton Centre, Attendees
learned how to tailor a fitness plan
that's right for them — including ex-
ercise, diet and taking control of life’s
daily pressures.

The ‘Pasta Perfomers’ schedule was
as follows:

12:00 Healthy Lifestyle Plan
Vanessa Harwood
National Ballet of Canada

12:10 Anti-Stress
Linda Hall
University of Toronto

12:25 Pasta Light Demonstration
Linda Steven

12:40 Fitness Training Plan
Vanessa Harwood

Sarvey

A survey was conducted by the
Pasta Information Bureau to determine
how women are coping with the pres-
sures in their lives, and what they're
doing to make them more cnjoyable.

On a scale of 0 Never, 2 Scldom,
3 50/50, 4 Most Times and 5 Always,
the following questions were rated on

STRESS:

1. Do you tend to plan every minute
of your day?

2. Do you plan to get more done than
you usually arc able to achieve?

3. Do you think about other things
while you are involved in one ac-
tivity?

4. Do you feel guilty when you do
‘nothing™?

5.

6.

10.

Du you like to take care of things
rather than ‘inconveni-

ence’ someone clse?

Do you tend not 1o have time for

personal activitics, such as fitness,

hobbies or just being by yourself?

. Do you find yoursell competing

fiercely even if it's to get a good
spot in line?

. If you engage in a task do you

measure its value by how it turns
out rather than how much you
enjoy doing it?

. Do you feel it your moral obliga-

tion to help out family and friends
and feel torn between this and
your own needs?

Do you feel irritated when people
do things more slowly or less com-
petently than you feel they should?

ON COPING:

I

o wWw o wN

Do you pay attention to signs of
stress by your body, i.c. insomnia,
tight muscles, fatigue and irritabil-
ity?

. Do you practice relaxation
methods?
. Have you taken at lcast two weeks

vacation in the past year?

. Do you respect your own accom-

plishments?

. Do you make a conscious cffort

to plan time for yourself and re-
laxing mealtimes?

FITNESS:

. Are you involved in a physical

activity?

. Do you ‘play’ regularly, i.e. do

something for fun besides
calisthenics?

. Do you consider fitness an impor-

tant part of your lifestyle?

. Do you feel that you're in the

kind of physical condition you
want to be?

. Do you plan to get into better

shape soon?

FOOD & NUTRITION:
1. Do you watch your diet to make

2,
3.

sure you get proper nutrition?
Do you watch your calorie intake?
Do you curb your intake of
additives/processed foods, satur-
ated fats, salt, sugar, cafleine?

. Do you plan to change your dict

to make it healthier or lighter?

. Do you believe that a healthy diet

can make you a more relaxed
person, with more stamina to cope
with pressure?

LIFESTY
1. What is the most stressful si
tion you face?

2. How do you cope with thi: p
sure/change in your life?

3. What is the most importan!
you are doing for yoursell
make your life easier/better!

4. Do you consider yourself
healthy? Yes—— No—

WIC Project Under Way

The Agricultural Marketing Senx
of the Department of Agriculture
April gave its stamp of approval k

nutrition education program prepan

by W. B. Doner and Company for
Wheat Industry Council,
The approval came less than

month after representatives of the 8

M.S. met with members of the Wi
Industry Council at its annual meet
in Kansas City and indicated that &
nutrition education program propo
would receive prompt review once
was submitted in final form.

C. Joan Reynolds, executive d

tor of W.IC.. in expressing plcanil

that the program had been approsw
noted that the action means that 8

Council and its consumer communcil

tions agency can proceed imi

with the initial phases of the Duos

project.
Spokesperson  Program

AsupptovcdbylheCoundli

March meeting, and now by A
the project centers on a wheat [
spokesperson program and incl o
series of radio vignettes, placen et

feature articles in consumer p ibic

tions, and development of relatc b
chures on wheat-based fcods.

Overall objective of the prg
as outlined by the Doner agency at
Council's meeting, is “to provic: o
sumers permission to cat wheat
because they are good for then
part of a proper diet.”

In announcing A.M.S. apprcvd
the W.1.C. project, Thomas H. %

director of the agency's Livests

Meat, Grain and Seed Divisior,
that he was pleased that probe
which had delayed the Council's
grams had been resolved and that
activities were now under way.

Leaflet — 12¢ cach plus 25¢
tage and handling; “Nutritive V

of Macaroni, Spaghetti, and F

Noodle Products.”
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ASEECO offers much more than high quality, automated equipment.
ASEECOis also a service company wi 'ose years of mtematonal processing
experience can provide you with:

® Plant Engineering —Layout and '#echanical
: Electncal Engineenng and Cont ol Panel Design

Machinery
@ Evaluation
@ Erection and Installation of Machinery
:l;lam “Slg.n&g; and F;nnzl :‘dmtmnr 5

raining atng aintenance Personne!
@ Service After Sale

PRODUCT TESTING:
Toensure the proper

apphcation
development facility is maintained 10 conduct actual on-produr tests to determing
handiing characteristics and 10 obtain data for the design ol speciaized process

TURN-KEY PROJECTS:
In addition 10 the design, engineering and supply
desired, assis! in commissioning a process faciity on stream. This service inCiodes
the preparation of operating and maintenance
parsonnel, conducting trial and test runs and the supervision of initial operations.
PROJECT FINANCE PLANNING:
ASEECOQ is prepared 10 a5sist chents in oblaining comprehensive project
tnancing. This assistance is inclusive of counseling on the type of financing best
suted 10 your requirements and locating the source that can provide it.

Ask for the following literature.

Selection and Procurement
ol Sub-Contracts and Bids

and design of ASEECO products. aresearch and

ol equipment, ASEECO wll, il
manuals, the training ol operatilg

ree
sy
j‘ processng. heating

Exclusve her spng = ‘:
. =
NS ==
amafd
¢ npany )
. lidress Zip Storage Systems.
Fusy o
ASEECO Condensed Engineering B ny
& Specifications Catalog.
16-page catalog provides
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features, apphications,
specihicatons and model
selection guide for entire
ASEECO hne. Includes
diagrams and photographs
US. and foreign sales
ofices hsted. A must on any
equipment specifier's desk.

0

ASEECO CORPORATION 8857 West Otympic Boulevard, Beverly Hills, CA 90211 (213) 652-5760 TWX: 910-490-2101
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We Are What We Eat

Channing Stowell, VP with Market
Research Corp. of America, North-
brook, IL, reported in Advertising
Age magazine a continuation of trends
reflected in the Menu Census for 1977-
78.

He states: “The American consumer
has changed since the post-World War
I1 baby boom has come to make up
a significant portion of the nation's
household managers.

“This generation — or at least
large numbers of its members —
brought with it not just new values and
behavior regarding such issues as the
role of women, family size, ‘sell’ and
the importance of education. They al-
50 voiced loudly their concerns regard-
ing food, diet and body. Supported
and encouraged by an activist Wash-
ington bureaucracy, this generation
helped make the public aware of —
perhaps for the first time — questions
regarding the nutritive contents and
possible harmful effects of various
foods. Not only were calories’ nutri-
tional contents examined, but so was
the use of chemical additives and pre-
servatives in various foods.

During the carly 1970's the US.
food industry found itself too often
the effect-not the cause - of the pro-
found changes in attitudes and behav-
ior involving food preparation and con-
sumption.

Highlights:

Where We Est — away-from-home-
cating, as predicted from 1978 Menu
Census information, conti»ued drama-
tic growth through 1981. 5% of all
main meal consunption was away from
home.

Almost a fourth of lunches are now
consumed away froie itume,

Currently, only abuut 70% of meals
are caten at home, down from 75% in
1973, 74% in 1975 and 72% in 1978.

Stability of “brown bag” or carried
meals — which amount to just more
than 4% of total main meals — is at-
tributable to the continued influx on
women into the work force, a declining
child population and unemployed (pri-
marily) blue collar workers. Carried
snacks — in addition to lunches — are
becoming beef steaks and roasts were
absent from the table. Many of these
side dish marketers did little to even
mitigate the effects, much less scize
the opportunities.

10

Beef steaks and roasts consumed in
the home fell almost 20%, ground beef
usage only 4%.

Pork, chicken and turkey consump-
tion all increased substantially. This
expansion to a large extent was below
cost,

The cthnic food category remained
the major arca of main dish growth,

The total sandwich market enjoyed
major growth,

The changing entree and meat con-
sumption patterns present substantial
opportunitics for marketers of condi-
ments and sauces. Catsup, mustard and
barbecue sauces showed substantial
gains. The ready-to-eat spaghetti sauce
calegory's expansion has come at the
expense of the homemade category —
stopping the growth of the last “great
bastion™ of homemade sauces. Home-
made gravies were declining substanti-
ally.

Potalo consumption continued to
fall, while commercial stuffing con-
sumption took its place. Vegetables —
especially canned varieties — con-
tinued to decline, but fresh produce
continued to make gains,

Of note was the stabilization of the
use of bread and rolls as side dishes.

Total “salty snacks” consumption,
refiecting the inhome tum-around in
snacking, was up more than 10%, re-
versing the long-term decline resulting
from the short-lived success of pro-
cessed potato chips.

The only sweet products besides
fruits that managed 1~ .everse long-
term slides in inhome consumption
were those that feature portability and
individual portions — candy, cookies,
frozen novelties and brownies. The
other major cold and baked sweet
goods markets continued to erode.
Cold sweet goods declined 7% ; baked
2%.

How We Est — increased inhome
snacking (reversing a long term de-
clinc), coupled with a greater level
(10%) skipping of main meals, indi-
cates that we are becoming a nation
of grazers.

The trend toward fewer dishes ser-
ved per meal continued, This is another
result of the increased desire for con-
venience, a trend that has prevailed
for more than 15 years.

Microwave ovens have over 20%
market penetration,
® Dicting — Less than 15% of adult
males and 31% of women were on a

diet to lose weight — down fron 1l

and 36% in 1977-78.

There was a 50% increase i

percentage of population on a
dium diet.

® What We Est — The basic
of the American population corti

to change, affected sometimes
cantly by supply side factors.
® Bevera

ges — Continued decline

coffec was failure to renew a f|
among the younger scgments
U.S. population.

On the rise were both ca

and non-carbonated beverages

juices.
Tea remained unchanged.
Milk continucd to decline.

® Meat, fish, poultry — The st
direct competitiors — pork, chicld
turkey and sea food — all failed
change market share from anyth
other than price. Morcover, markes
of major side dishes — potatocs, pasi
vegetables — failed 1o anticipate

mix of foods consumed would
when an ever more important

Semmary:

Placing all of these changes

longer term perspective, it is

that major changes in the food ind

try will continue.
®* The g:oundswell for nutrit

begun. Markets have reached sufiio
size for even the “mass marketes”

attempt to enter them. With

mass market~rs present, mor

sify
i1

of

'

factr

obia

ion

¢ itk

more products will be based on ‘g

for you™ themes. Such theme
spread rapidly into the fast-food »
try. Those marketers who have n
past attempted to be “all things 0
people™ will find heavy resistai ¢

regaining their credibility and

dealing with these new scgment:
® With respect to consumer tast i, 1
meats will continue to decline
beef industry will not replace th* w

ume lost. Poultry will gain, bu
a profit until that industry d
marketing. The opportunity for

is immense and the focus turns m
to the supply side than ever before.
® The inhome food market will cc
tinue to decline until either Alvin Td
fler’s “Third Wave™ or the home ¢

tertainment center becomes a
The continued increase in the
of working women and the shif
basic life styles underlie this t

{Continued on page 12)
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pasta gets to tasting so good. That's why it's good to have
Amber Milling around. Qur milling and quality control experts

%’ ’t id Sure, it has to look good, and of course it has to taste delicious
caIl But even a 7-ycar-old “expent” probably doesn’t know how

e make sure your pasta operations have a reliable source of
8 semoliva and durum 'ours milled from the choicest durum
vhpats.. Verezia No. 1 Semolina, Imperia Durum Granular,

mun,
v

£l
YA
?» AMB

rt o Crestal Farcy Dutam Patent Flour, .
m L Amber also makes it easier 1o control your production schedule
by meeting yow specs and making shipments when promised.

When it comes fo eating pasta, everybody's an “expent.”
When it comes to making good pasta products, you're the
expert; and when it comes to making good semolina and

durum flours, Amber’s an expert. Call Amber, now! T

ER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION W

Mills at Kush City, Minn. » General Offices at St Paul, Minn. 55165/ Phone (612) 646411
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We Are What We Eat

(Continued from poge 10)

® The fast-food industry will remain
in a major internal “share” battle. Pro-
Juct lines will expand to handle the in-
creasingly segmented tastes of the pop-
ulation,

® Under severs cost and margin pres-
sure, the food industry initially, will
continne to be rampant with mergers
and acquisitions,

Quite probably, this will lead to leg-
islation — already mentioned in the
latest session of Congress — placing
much stronger limits on this activity.
® Eventually, both inhome and away-
from-home food marketers will aban-
don their volume growth objectives
and increasingly focus on the bottom
line and return on investment, which
is alrcady happening 1o a limited de-
gree in many industries. This will in-
volve abandonment of unprofitable
lines and even business arcas.
® Now that marketers arc beginning
1o respond 1o consumers and offering
nutritious  products that also have
taste, the transformation of the US.
food industry will need new “partner-
ing” to clean up the morass of coun-
terproductive regulations, price sup-
rorts, grading, marketing orders and
the like. Consumers, corporations,
producers and bureaucrats and pos-
sibly even clected officials will begin
1o untangle the web that exists.

Such issues as grading of beef bas-
ed on fat content, paying the dairy in-
dustry on the basis of butter fat and
requiring package labeling that mainly
confuses the consumier must be ad-
dressed with efforts beyond the lip ser-
vice of today. So 100 will the much
larger concerns of artificially limiting
available market supplies to keep prices
high.

The Changing Marketplace

“The Changing Marketplace —
reading the signs right has paid off
big for smart marketers” is an interes-
ting article in Prepared Foods Maga-
zine for March, 1982,

Bryan Salvage, Executive Editor,
says: “The changing food marketplace
is presenting challenges and opportuni-
ties for prepared food processors
throughout the United States. Various
consumer trends regarding prepared
foods and industry leader opinions
favor the expanding role of the value-
12

added concept during the "80%s. It is
clear that processors must strive for
innovation to tnsure success during
this exciting decade.”

Raymond J. Asp, Executive V.P. of
George A. Hormel & Co., 1982 chair-
man of the National Food Processors
Association, says: “As far as valuc-
added products are concerned, most
major companies are focusing constant
attention on this arca. | am sure they
will continue to do s0.”

Richard J. Censits, Vice President of
Finance, Campbell Soup Cu.: “There's
no such thing as long-term anymore.
Conditions are too changeable.”

Frost & Sullivan: “Processed fooJs
are the quintessence of convenicncs:
offerings since they provide the meals,
entrees, side dishes, etc. which promise
the ultimate saving .a time and labor
— whether in take-home kitchens, or
in Kitchens in foodservice operations.”

Dr. Richard L. Hall, Vicz President
of Science and Technology, McCor-
mick & Co., Inc.: *“As we become more
and more involved in this complex
socicty, as we strive to keep food costs
lower — we really can only move in
one direction: the selective additional
processing of food.™

Stuert Seiler

Stuart Seiler to Retire

Milling & Baking News reports Stu-
art Sciler, vice-president, purchasing,
C. F. Mucller division of Foremost-
Mclesson, Inc., Jersey City, has an-
now:aced plans to retire effective at the
end of October after 35 years with the
company.

Mr. Sciler joined C, F. Muecller in
July, 1947, when he visited Mr. Muel-

ler to discuss hedging the comp.

semolina purchases in the futures nz§
ket. At that time, Mr. Sciler was a8

Paine, Webber, Jackson & Curtis. 1z B
in New York. He will serve C. F. M wc £
ler in a consulting capacity for 1.
months after his retirement.

A familiar figure at meri‘ngs o' ¢
National Pasta Associati i 41 an a
tive participant in the i) Dun
Show in North Dakota /¥ @y y
Me. Sciler has a wide acGaximisncesh: B8
in the milling and grain industrics, :
well as in pasta.

Arthur A. Russo Promoted

David Ockleshaw, President of Mo
lino’s Major ltalian Foods Compam
Itic., announced that Arthur A. Russi8
has been promoted from Sales Manageis
to Vice President (Sales).

Russo has been in the pasta busi
35 years. He began in production wi
the family owned Russo Comparis
which operated Lo 1882 to 19538
When it was sold to V. La Rosa i5§
Sons, national manufacturer of mac: i
roni products and Nalian food specid
ities, he stayed on, serving as Geners
Manager of Chicago Division; $
Manager, midwestern and far westen
states; Vice President in charge of
ministration and Vice President

Marketing and Sales, the position kS

held before coming to Merlino's hr
years ago.

Merlino’s has been manufact nn;
pasta products in Scattle for more the
forty years and currently produces »
350 pasta items for the retail, o
service and food manufacturing i Je
tries. Its products are distributi | ¢
nine western states, including A vlg
and Hawaii. :

Light Touch

Foodservice Marketing, resta 1
trade magazine for March, 1982 hs
an article under Menu Trends & Jo i
headed “Update Your Menu w th
Light Touch™. An attractive full ok
picture of pasta salad accompan.es
case history done at Between
Bread, a New York City restaura
According to manager Grace Clerihe®
“The mixture of pasta and crisp, [
vegetables really excites the palate.

Foodservice Manual — $10
copy. Write N. P. A, Box 1008, P
tine, 1. 60067.
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t e most modern milling
by ent. Superior laboratory and

‘h Dakota Mill, there are
ictors that make it one of

1 mills in the nation. The
finest durum wheat is milled

When you order your durum
products from North Dakota Mill,
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'

Shown below are three of the Nornth
Dakota Mill people working together
on some common goals. Lelt to night:
‘Skip® Peterson, Leo Cantwell and
Howard Berg.

the durum people

n&nm.m‘ng'm MILL

Grand Forks, North Dakota 582Ut
Phone (T01) 795-7224

e Deliver

i tacilities assure you of

2.« control. And, one of the

atest contributing factors is team-
th treryone at North Dakota

Il works together to insure the

hest level of quality production.

Because at North Dakota Mill, we
deliver teamwork




market — will employ its use in addi-
tional Buitoni markets,” Smolka said.

“Wheat Presenter” will first air dur-
ing day, fringe and prime time in New
York, reaching 89% of Buitoni's tar-
get audience. Extensive promotion —
including newspaper and on-pack cou-
poning — is also planned in support
of the product line.

Buitoni Foods Corporation manu-
facturers and markets a full line of
quality lalian dry pasta products,
sauces, pizzas and frozen entrees.

Walter Rodriguez, New York )
trict Manager for Buitoni's frozen e
duct line will continue to report dir o
ly to Harper. Rodriguez is respon: bl
for spearheading retail and indie
sales of the frozen line in the lia 8
York market through our broker .cp§

Buitoni Foods Announces
New Advertising Campaign

Buitoni Foods' line of Buitoni High
Protein Pasta products is the subject
of the company's new ad campaign,
broke in metro New York the week of
March 14, it was announced by Wil-
liam P. Smolka, Buitoni Vice Presi-
dent - Marketing and Sales.

Approximately $800,000 has been
budgeted for media for the New York
market over the coming months. This
projects 1o a national level of $10,-
250,000 annually.

Upon announcement of the cam-
paign, Mani:. Gass, Buitoni president,
commented, “Buitoni High Protein
Pasla is a product line we are particu-
larly proud of. Our company was the
first major marketer of authentic ltal-
jan food products in the United States
and the first to introduce American
consumers to High Protein pasta, meet-
ing consumers’ needs for a product that
delivers more protein value and less
starch than competing brands. Our
new campaign supports our original
protein pasta line and will again con-
vey Lo consumers our intrinsic quality
and nutrition message.”

Complon Advertising Agency
Adventising,  Buitoni
Foods' advertising agency, created the
30-sccond commercial, “Wheat Pre-
senter,” for the campaign.

The commercial will support the en-
tire line of Buitoni High Protein pasta
products and emphasize the brand’s
positioning, reperted Smolka.

“We've taken the concepis of the
*presenter” and “slice of life’ and com-
bined them to dramtically present the
natural wholesomeness, appelite appeal
and tastc of our High Protein pasta
products,” stated Smolka. “Our strate-
gy in ‘Wheat Presenter’ is to emphasize
Buitoni High Protein Pasta’s advan-
tages to consumers — it delivers S0%
inore protein and 10% less starch than
other leading pastas,” Smolka continu-

, ¢, Western Region Manager. Al
n will continue to serve as Dis-
Manager reporting to Horne.

. previously announced, Charles

i~ has joined Buitoni as Region

far. ter for the mid-Atlantic region.
errs Quigley, District Manager - Fro-
products, and Howard Mitchell,

District Manager — Dry products, re-

Borden Employees
Celebrate Company's
125th Anniversary

Over 300 employees from the New
Hope and Fourth Street Minneapolis
plants of the Creamette Company
were guests while their bosses did the
cooking at a Pancake Breakfast at the
New Hope plant on the morning of
April 18 in honor of Creamette's par-
ent company, Borden’s 125th anniver-
sary. Flapping flapjacks for the hungry
crew of employees was a crew of top
executives from the Minneapolis bas-
ed manulacturer of a nationwide line
of pasta products.

The Creamette Company became
part of the Borden family in 1979,

Birthday Party

Creamette employees will be helping
Borden celebrate this important event
with a birthday party on the anniver-
sary date as well as participating in
other employec anniversary events dur-
ing April, May and June. Among these
aclivities are 125 daily drawings for
employee prizes and an “Elsie Birth-
day Card Contest” for employees’
children. “Elsic”, the famous Spokes-
cow, will be awarding United States
Savings Bonds 1o the winners of three
age categories for employees’ children
submitting the most creative and imagi-
native birthday cards.

As pant of the 125th Anniversary
observance, the company has also an-
nounced the biggest consumer promo-
tion in Borden's history. This nation-
wide “Thank You America™ celebra-
tion features a $125.000 consumer
sweepstakes, ads with Borden coupons
in April and June women's magazines
and a coupon/sweepstakes insert in
Sunday papers around the country on

Rico Paglici has been promtc g
from account executive — New Yori
region to Duitoni Region Manager fa )
the mid-ceniral region. He will be e
sponsible for sales and expansion i
major metro arcas including Syracuse
Rochester, Buffalo, Pittsburgh, Cleve
land, Detroit, Chicago, St. Louk
Louisville and Nashville. Pagliei joinei
Buitoni 29 years ago as a salesman an!
rose progressively through the rank§
to his new position. :

Second Division

According to Powers, the second &
vision managership,

Powers further commented, “Bui-
pni will aggressively pursue sales to
ilitary and expansion of sales through
on-food sectors of business. The op-
priunities in these special markets is

Sales Organization
Realignment

Buitoni Foods will be realigning its
sales organization to accommodate
current and projected growth, it was
announced by James T. Powers, Bui-
toni National Sales Manager.

Upon making the announcement
Powers staled, “Increased sales over
the past year, plus projected market
expansions and line extensions, have
acted as a catalyst for restructuring
sales organization. Buitoni’s sales force
will now be structured as two divisions
— the first division will consist of Bui-
toni's metro-New York and mid-cen-
tral regions; the second division will
encompass  Buitoni’s
southeast, northeast and western re-

Howard Pratt, formerly Buitoni Re-
gon Manager — mid-central region,
ill assume responsibilities for these
hpecial markets™ as Buitoni Manager
Special Market Sales.

itoni Foods Cites

ark E. King Company

The Mark E. King Company of
@ ampa, Florida has been named “Bui-
pni 1981 Broker of the Year™ in an
ablished market in recognition of
outstanding sales achievements on
hall of Buitoni Foods® line of ltalian
ood products. Buitoni first initiated
Broker of the Year award program
p 1981; criteria for selecting award
inners included volume, Jistribution,
atures, and in-store presence.

The Borden Story

The Borden Company story began
on May 11, 1857, with thrce employees
and one product — Eagle®
Sweetened Condensed Milk. On that
date, Gail Borden, Jr. founded the
company that has become the Borden,
Inc. of today, a worldwide consumer
products and chemical specialty com-
pany. Borden currently produces and
markets over 6,000 food, dairy, and
chemical products around the globe
with some 33,000 employces in 200 lo-
cations worldwide.

northeast and western regions will re- 88
main open for the time being. ‘
“Ultimately, the position will b§
filled by an executive within Buitoniy
internal management,” stated Powen §
“We anticipate significant growth and
expansion within these regions in th
foreseeable future, and recognize that
the person needed to spearhead tha
growth will need 1o have both a thor:
ough knowledge of Buitoni's product @
and sales goals and an intimate work:
ing relationship with key sales facton
in these regions,” he zontinued.
In the northeast, George Skirven #il
assume Region Manager responsiiilk
ties. Skirven joins Buitoni with a st onf
background in the food industry; »3
held management positions with od
companies as H. J. Heingz, Phillip ! ot
ris, McKesson Robbins, and mos e
cently, Nickerson Sca Foods.
Reporting to Skirven will be R ¢
Muscillo, Buitoni District Manage [
Western New England and Alt ny.
and Jim Durkin who's joining Bu 0%
as Eastern New England District Mar
ager. Previously Durkin was with the §
Health Care Division at Vick's.
Organization of Buitoni's Southead
Region, headed by George Munz wid §
South Florida District Manager Ro#
Green reporting to him, will remain ¢ §

Campbell Announces
Marketing Organization

The Creamette Story

The Creamette Company was found-
ed in 1910 by James T. Williams, Sr.
Mr. Williams perfected the first “quick-
cooking™ macaroni and called it Crea-
mettes, the cream of the crop. Maca-
roni products took 20 - 30 minutes to
cook in those days. Mr. Williams' pro-
cess reduced the cooking time to 7
minutes, so Creameties is the orif*nal
convenience food!

The Creamette Company now pro-
duces over 65 shapes and sizes of
macaroni products in addition to the
original Creamettes Elbow Macaroni.
Creamette products are distributed na-
tionwide in 46 states, coast to coast in-
cluding Alaska and Hawaii.

The main plant is now located in
New Hope, Minnesota, a northwest
suburb of Minacapolis. The New Hope
plant is one of the most modern in the
world. Creamette has two other facili-
ties, onc on Fourth Street in downtown
Minncapolis, and another in Winnipeg.
Manitoba. The Winnipeg plant pro-
duces products distributed all across

“We feel the new structure will allow
for strategically planned growth and
expansion, and that it is a more viable
system for & company of Buitoni's
scope,” stated William P. Smolka, Bui-
toni Vice President - Marketing and

Campbell Soup Company has an-
nounced the following marketing or-
ganizational changes:

Paul N. Mulcahy has been named to
the newly created position of manag-
ing director CSC Advertising. In this
new corporate marketing function, he
will coordinate and provide overall su-
pervision for the Company’s advertis-
ing services, promotion. and design
center departments, He had served as
marketing director of the soup business

First Division

Anthony Harper will serve as Divi-
sion Manager for the first division,
covering Buitoni sales in the metro-
New York and mid-central regions.

Joining Buitoni Foods as New York
Region Manager for the Dry product
line is Thoman Indoe. Previously In-
doe was Eastern Region Manager for
Lehn & Fink Co., where he'd risen
through the ranks after starting with
the company in 1973 as a Termritory
Manager. Indoe will report to Harper.
Reporting to Indoe will be three of
Buitoni's District Managers — Thomas
Santegelo, Sam Nagleiri and Joe Sciac-
ca — plus an account executive 1o be

Daniel L. Santangelo, formerly mar-
keting director of soups, has been nam-
ed general manager of the main meals

Al he presentation of the award
£7¢ (pictured left to right): George
Hunz, Buitoni Foods' Southcast Re-
Manager; Mark E. King, Presi-
t, Mark E. King Co.; James T.
Owers, National Sal-s Manager, Bui-
Pui Foods; and Jim Anderson, Ac-

nt Manager, Mark E. King, Com-

*“The consumer is told that with Bui-
toni High Protcin Pasta you ‘get more
of what you want, less of what you
don't, " stated Tom Heffron, Buitoni
Marketing Manager.

“We anticipate a significant response
to this new campaign, and — after
measuring its effect in the New York

J. W. Dodd has been appointed
marketing director of soups. He had
been marketing director of the grocery

H. P. Pelouze, 111, formerly market-
ing director of the beverage business

In the west, Buitoni's southwest =
gion is being incorporated into the Wer
tern Region and will be headed by Bo

THE MACARONI JOURNAL

(Continued on poge 20)

g




S D F i e Biadei A T it @ s T ST Ykt (R e W,

16

(BUHLER-MIALY |G GOODS LINES

Performance Yogan Depend On!

o . Bleliable Performance

Sturdily-constructed 2- or 4-stick spreaders allow selection of
ideal extrusion area for a given capacity.

Spreader, Dryer and Stick Storage are continuously driven and
controlled by one variable speed drive.

All stick conveying chains and drives are heavy duty and con-
tain automatic tensioners. Dryers have lubricating systems re-
quiring an absolute minimum of maintenance.

Automatic climate controls ensure proper conditions at every
stage. Zones are completely separated, cutting down on requir-
od supervision.

Motors, sprockets and drive chains, in addition to electrical
and climate controls, are standard U.S. components.

fficient Energy-Saving Design

New dryers are smaller sized. High temperature and high
humidity drying requires a minimum volume of fresh air. Fan
motors for air circulation are mounted inside dryers, utilizing
100% of electrical energy. (New style, energy-efficient motor is
optional). A most energy-efficient design!

Panels are 1%" thick with polyurethane foam core. Aluminum
lining on inside for heat reflection and absolute vapor barrier.
No heat bridges.

acteria Control

H  temperature drying controls bacteria growth, Dry bulb
te oerature is adjustable from 100°F to 180°F.

C risabsolutely tight, yet easy to clean, maintain and super-
v

Swing-out side panels extend entire dryer length, allow-
I 1t cleanout and service.

luality Product
drying temperatures in both final drying stages improve
ct texture, cooking quality and appearance.

y, high temperature drying ensures a straight product,
for the high speed packers of today. The high humidity
i climate gives the product an appealing golden color.

--..\.AA& "“ o

Ll

Long goods line with maximum capacity of 3000 Ibs/r. Line consists of Double Screw Press TP
Sprfaglr TSSA, Dryers TDEC-3IT DCAMI)FB-H. Stick Storage TAGB, Cutter TST and Stick Retu .

o

Three Standard Models . . . 500 to 4500 Ibsh
Product quality and §

agmoTC

t us for information on Buhler-Miag Long Goods
¢ ind other Macaronl Processing Equipment.

LONG GOODS DRYERS

Super sanitary design for easy
mainlenance. All-plastic panels
swing outl for easy access 1o all
machine parts. Exira-thick poly-
urethane insulation and ofl-the-lioor
consltruction pravent condensation,

Each spaghetli strand travels exaclly
the same path, $0 you can count on
consistent drying results. Positive
conirol stick elevator keeps slicks
trom rolling or sliding from transfer
point to the drying liers.

consistency sell.
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Export Terminal
(Continued from poge 21)

The company previously stated that
the Kalama facility will provide an
“opportunity for Peavey to be more
competitive in serving the Pacific Rim
countrics where higher than a '« age
grain export growth is scen for the
1980%s."

Plans call for completion of con-
struction in late fall, 1983,

On Target

Construction of Peavey Company's
new hard winter wheat and durum
mill is proceeding on schedule at Tol-
leson, near Phoenix. Workers in mid-
March were placing the roof on the
mill's 500,000-bu storage elevator com-
plex. The faculty is scheduled for com-
pletion in the fiscal year ending in
July, 1983. The Arizona mill will in-
clude a 5,000-cwt hard winter wheat
mill and a 3,000-cwt durum mill.

Construction and design of the
Peavey complex is under Younglove
Construction Co., Sioux City, lowa.

Consumer Area Leads
Multifoods to Another
Record Year

International Muliifoods Corp. an-
nounced record sales and earnings for
the fiscal year ended February 28,
1982. Chairman and chiel executive
officer, William G. Phillips, said, “We
are particularly proud of our 21 per-
cent increase in carnings per common
share, and our aggressive program of
asset redeployment is showing hand-
some results through an increase in re-
turn on common equity to 15.9 per-
cent, compared to last year's 14.5 per-
cent.”

Marking the 14th consecutive year
of growth, eamings from continuing
operatings for fiscal 1982 were $33.2
million or $4.07 per common share on
sales of $1.15 billion. Earnings for
fiscal 1981 were $27.2 million or
$3.35 per common share on sales of
$1.09 billion.

Results for the fourth quarter in-
cluded net earnings of $9.0 million or
$1.09 per common share on sales of
$290 million. Last year's fourth quar-
ter carnings showed comparable
strength at $8.9 million or $1.10 per
common share on sales of $289 mil-
lion.

Darrell Runke, president and chief
operating officer, attributed the year's
record performance to “significant
gains by the Consumer market segment
in the U.S., excellent overall operating
results in Canada and Venczuela, and
a strong performance by our Mexican
affiliate.”

Runke explained that an increase in
worldwide Consumer carnings “led
performance in the Company's four
market areas, and accounted for a rec-
ord percentage of total earnings.”

Industrial market segment sales and
carnings showed a modest increase over
last year. Particularly strong contribu-
tions from non-U.S. markets offset re-
ductions in the U.S.

“Our Boston Sea Party restaurants
had another good year, though develop-
ments costs of our Canadian pizza op-
crations will be reflected in an eaming
decline in the Away-From-Home Eat-
ing segment,” Runke said.

Agriculture Decline
Commenting on a decline in carn-
ings in the Agriculture market seg-
ment, Runke cited “a depression in the
US. farm community which offset
gains in Canada and Venezuela.”

Net gains from disposals under the
Company's asset redeployment pro-
gram completed during the year, prin-
cipally frozen food assets in Canada,
were more than offset by fourth quar-
ter provisions approximately 15 cents
per common share for disposals to be
completed in fiscal year 1983. These
include the Memphis feed mill, and
several other small company opera-
tions.

“The Company is in solid financial
shape,” Phillips said. “Well balanced
product lines and diversity of geogra-
phic sources of earnings lend confidence
to our belief that 1983 performance
will confirm the higher camnings trend
reestablished in fiscal 1982, he con-
cluded.

A D M Earnings

Archer Daniels Midland Company
reported net camings of $27,684,000
equal to 38 cents a share, for the three
monthes ended March 31, 1982, bas-
ed on average shares of ADM stock
outstanding of 72,593,000 shares.
This compares with earnings of $51,-
556,000, equal to 75 cents a share on
69,087,000 average shares outstand-

ing in the same period of a yea
adjusted for the 5% stock dividind:
September, 1981,

For the first nine months of th ¢
rent fiscal year, July through M ard
net carnings after taxes totaled $133.
414,000, or $1.84 a share, on awr
age shares outstanding of 72,58Y,000
compared with earnings of $131 422,
000, or $1.98 a share a year ago o
average shares outstanding of 66,211,
000 adjusted as above.

During the first nine months of fis
cal 1982, the effect of commodity prix
decreases on LIFO inventory valu
tions, increased net earnings by $3.
000,000 or 54 cents per share. Durigy
the prior year nine months ende
March 31, 1981, the effect of commod
ity price increases on LIFO inventon
valuations, reduced net earnings $34.
C00,000 or 57 cents per share.

Provisions for federal and state &
come taxes for the first nine months «
the current fiscal year were $51.476

000, compared with $49,422,000 in tx 8

same period last year.

Pillsbury Net Up

Pillsbury Co, said earnings in tkid
fiscal third quarter ended Feb. 28 ro< |8

24% despite flat sales, panly becau
of Jower interest expense and reduct:
re.w material costs, Fiscal nine-mon?
rrofit rosc B.6%.

In the third quarter, the food pre
cessor's earnings increased to ! 26¢
million, or $1.24 a share, from ‘21’
million, or $1.08 a share, a year ap

Year-ago results include gains iroe
a settlement of claims against fc ding
carton makers that totaled $9 m llie
in the quarter and $9.5 million it
ninc months. Profit iz both 1981 per
iods also includes a $6.9 million pre
vision for closing some vegetable pre
cessing facilities,

Pillsbury said it had lower in o
expense in fiscal 1982's third quae

mostly because of lower working :af* §

tal needs in grain merchandising.

The company said it expects & e
ord year in sales and profit. In
1981, Pillsbury carncd $119.6 millict

or $5.95 a share, on sales of $3.3 b |

lion. Last fiscal ytau camings inche
cd a $4.7 million gain from the sak ¢
wdmology and the settlement of i
gation, including the pmvnm e

closing the vegetable processing facd

ties.
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In fact, we're one of the oldest
American manufacturers of pack-
aging machinery. And we didn't
get to be a respected oid-timer
in this business by being a follower.

For the past 88 years, Wright

& on. And it's edaptable to other delicate

thMqummm
k. 2 mushrooms with a minimum of bruising and

The machines shown are
some of the latest developments
by Wright to meet specific needs
within specific market areas.

If you'd like more information
on these and/or other Wright pack-
aging machines or have a unique
packaging problem, get in touch.

Well tell you how Wright engi-
neers can put your operation on
the right track toward economy and
efficiency withamachinedesigned
for your needs...the Wright way.

Modular design sels our new

P cts
Rotary Weigher apart. This innovation
ne Gravity Action Bagmaher is designed to allows the assembly of a system lomeet
ha' 'a heavy and bulky products which require 4 wwfnramumunmnknumm

lar:; r bags. The actual bag is formed from the

2. tational force acting on the product.

S WRIGHT il

2wt cial engineering costs. Also, it permits
W% quicker changes in container sizes

Rexham Corporstion Wright Machinery Division
Post Office Box 3811 Durham, North Carolina 27702
(919) 882-6161 TWX 510-927-0925
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FAMILY BUSINESS COLUMN

PART | — SURVIVORSHIF FOR THE FAMILY BUSINESS
by Frank M. Butrick, Akron, Ohio

W ¢ who own private businesses

are part of an extremely large
minority; in the U.S. alone there are
about 14 million businesses of one
kind or another. Agriculiural establish-
ments, proprictorships, partnerships,
cotporations. Despite the fact that we
own smaller businesses ourselves, we
tend to think in terms of large business
when we think of business — General
Motors, DuPont, etc. Yet there are
less than 20,000 corporations whose
slock is actively traded cither on the
big markets or over the counter —
publicly-owned corporations. Out of
14 million, 20,000 is a drop in the
bucket — only 0.14%! So for practi-
cal purposes, we can say that some
14 million businesses arc privately
owned.

There are two principal ways in
which the giant corporations and the
smaller businesses differ: The obvious
one of size — and the big corporations
outlive their founders and presidents;
most small businesses do not. Each of
our businesses bears within it the seeds
of its destruction — the likelihood
that its owner cannot successfully re-
place himself. Some owners do; far
too many do not.

What does the future hold for your
own business? What are your long-term
options? In your business, and the one
across the street from yours, and in my
own, there are only a few different
#xy0 in which we can go:

Option One

First, we can develop a general
manager, someone (o run our business
for us after we retire, This is the clas-
sic, text-book way to assure continuity
of the business — the way the big com-
panies go on, generation after gener-
ation. Hopefully we can look across
our employees and find somebody who
has the capability of developing into
a competent manager. And maybe —
just maybe — he will get good enough
(and honest enough) that we can retire
and have him take over and run the
place. Obviously, this trusted employee
should be younger than we are — at
least a full gencration younger. But
training him — developing him into a
general manager — means a prolong-
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ed job of teaching. And we are not
teachers; we are doers. Have you ever
really thought through what a manager
would have to leam? Did you ever
develop a teaching plan — a curricu-
lum? Do you know what to teach first,
what second — and how to teach him
or her your own job? Can you teach
decision-making? And can you trust
him to run things your way? Or will he
start to do things his own way? Or —
worse yet — after you have him well
trained, will he leave to join a com-
petitor or go into business for himself?
In a manager, loyalty is all important;
and for loyalty we look to our own

family.
Option Two

Which brings us to option number
two — develop a son or daughter as
the next manager. Hands down, the
most popular of successors is the own-
er’s son. Because of layalty, the pride—
the family interest — is built in. If you
have a daughter, don't rule her out;
a woman can run a business as well as
a man. Nonetheless, people being peo-
ple, businessmen think in terms of a
son — or perhaps a son-in-law as an
alternate to a son. The problem with
the son-in-law is your daughter. She
was nol necessarily looking for a good
manager for your business when she
went husband hunting.

But developing a son into a compe-
tent successor is even more difficult
than training a nonrelative. It is still
a long, patient teaching job, with an
inexperienced teacher and an impa-
tient pupil — but teacher and pupil
know each other far too well. And if
he is a real entreprencur, like his
father — independent, strong minded,
maybe a bit overbearing, super confi-
dent, cager to run things — can you
even put up with him in your business?
Is there really room for two strong
people in your business?

Option Three
If we have no children — or they
all walk away, or turn sour, or do not
pan out — we have the third option:
Sell out. The biggest problem involved
in selling a business is not in finding a
buyer. It lies with the seller: Deciding

CANNELLONI AND LASAGNE
The Two Typical Italian Specialties!!

definitcly to make the sale, anu s
the business when it is at its jeak,
you get peak value. But that is o
the owner is having too much fu
sell out. Instead he waits until he
his business have begun to coay
his doctor has told him to take it

And then he is in no position 1o og
wait a potential buyer,

Option F-ur

A fourth option is to cut down
size of the business, so it can be ca
fortably run on a casual, pan
basis. This can be done, but wha
is done improperly — and this is
usual case — it becomes a disa]
Most owners who try to do this fa
cut down their sales and then rel
ly start to trim the payroll and o
head. With income cut first and e
penses last, the business runs ou ¢
cash and it does not shrink — it g
lapses. Nobody wants to do it prop
ly because it is too disagrecable,

— Have you some problems in producing them?

— Would you like to have them in your sales
catalog?

We are a Firm speciolized in the sole produc
tion of these speciol shapes ond we supply only
industries both with their own brand and with
bulk product for catering or suitable for being
afterwards re-elcborated for ready Food, conned
or deep-frozen

For every information pleose address to

[ALEAPARNIA]

AL.EA. PARMA S.r.l. — Via S. Vitale 6
43100 PARMA - ITALY

means culting the payroll first,
moving to smaller and cheaper
ters, but maintaining hard selling
keep the sale volume at your ms
mum remaining capacity.

Option Five

And the most popular optior of i

is the fifth — do nothing, and s : »
happens. And what happens s

the business and its owner dr 1

senility together. Perhaps 1l ¢

enough left for the son to pi k =

rescue and perhaps there is n 1. B

most Lasinesses retire with the o

ers.
Plaanisg
So what is the answer? Lot e
planning. Deciding upon wh.1t }
want the future to bring, and t! en
ranging for it to happen. But lor 0%
planning is something we preior 0
to do. For most of us, long-tern
ing is what we will do next wed
Short-term planning is what we will
tonight. In most businesses, this s
of-the-pants operating style works %
We become experts at solving pro
lems as they arise, at fighting b
fires, taking everything one day 3
time. But it does not work with
(Continued on poge 28)
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cre’s My Packaging 2

RALPH RIGATONI SAYS:

If vou're wondering where vour
packaging material is ... let
COOLEY SALES solve that problem
for vou! COOLEY SALES has been
supplying Flexible Packaging and
Related Services to the industry for
over forty vears.

For FAST ACTION-
Call TOM WEHRLE, COLLECT...
(913) 362-6120

COOLEY SALES, INC.

Suite 112 ® 625 Martway
Shawner Mission. Kansas ba2ii)

E, 1982
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Family Business
(Continued from poge 26)

cession because managers take years
to develop full competence. Worse yet,
after all that training, there is only one
way that a manager can prove his com-
petency at running a business. And
that is by running a business. Long-
term planning means not only develop-
ing people to run a business — but
then finding something for them to run
until you are ready to step down. And
that means growth, probably growth
just when you want (o level off.

Another aspect of long-term plan-
ning is estate planning — deciding to
whom we will leave control. Do we give
control to our son? Or do we leave it
to the widow? Then the manager ends
up working for his mother. Or do you
pass operating control when you re-
tire?

All teo often our eventual future and
proper cstate planning does not get
done when we arc young enough o
have time to train, and our successors
are young enough to leam. The subject
does not interest us at that age. But
when we are in our 60s, we cannot
conclude that we made a rcal mess of
it, and po back 20 years to redo it
properly. The magic years only come
once — with our own children while
they are 18 to 27, and with a nonrela-
tive manager when we are ten years
before retirement. In this one area, the
rewards for long-tenn planning are so
great, and ultimately so all-important
to us, that we must not keep putting
it off until it is 100 late.

Based upon my own business and
family and those of hundreds of busi-
nessmen | know, | firmly believe that
there is not much in this life that you
cannot have if you decide exactly what
you want. If you will visualize those
future years, you will decide what you
really want from your life, for your-
sell and your spouse and your children
—and your business. You will want a
loving,  understanding  relationship
with your wife; you will hope to have
your sons and daughters near you and
doing things which you understand so
that you can share their lives and share
yours with them. Ali parents want
these things, but you and | — as busi-
ness owners — have a unique oppor-
tunity. Rather than attempling to steer
our children to perpetuate our business,
we can use our business, and our own
planning. to bind the family together.
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Not with chains of duty, but with the
sharing and continuity of dreams and
enthusiasm. And that, I believe, is well
worth planning and working for.

In the following month, this column
will explore the relationships between
the business owner and his/her busi-
ness, how to share it with the spouse
and children, how to involve our heirs
(and our employees) in the business
und develop them into competent
successors, how (and when) to transfer
ownership and control — and how to
manage ail those family relationships
in the business, rather than let them
just happen.

This article is condensed frrm a
chapter in the author's book, THE
FAMILY BUSINESS, to be releascd
by the IBI Press, Box 159, Akron, OH
44309.

MACARONI JOURNAL will be
printing key chapters from the book,
the first ever devoted exclusively to
the personal relationships within the
privately-owned business, during the
forthcoming months. For information
on the book, contact the publisher di-
rectly.

Frank Butrick has, for over two
decades, been a leading consultant,
convention speaker and author on the
family-owned business. He has written
hundreds of magazine articles through
the years and his concepts have been
incorporated in numerous books, He
averages nearly 50 convention appeur-
ances a year, and is active as a consul-
tant, serving business owners all over
America. If you have a situation upon
which you would like Mr. Butrick's
comments or advice, you may contact
him through MACARONI JOUR-
NAL, or by writing the IBl Press in
Akron, or calling him at 216-253.
1757. There is no cost or obligation—
but if you write, be patient. His heavy
travel schedule precludes quick replics
to his correspondence.

Frank M. Butrick

Unlike most writers, Frank Butrick
is also a convention speaker and a busi-
ness owner, He is president of Butrick
Enterprises, Inc. — an  acquisition
consulting and brokerage firm — and
managing director of the Independent
Business Institute — a publishing firm
— both in Akron, Ohio,

The IBI has published a number of
books based upon Mr. Butrick's exten-

LY
i

Wlex time” scheduling
pinpoint delivery ime!

sive consulting experience in th
of personal relationships in t} :
vatcly-owned business, selectin
training comp ctent succession, ead
ing the fine art of “presidentin ",
buying and sclling businesses, a. qu
tion techniques in estate plannin s,
of tax reduction,

An active writer for over 30 ye
Mr. Butrick is the author of ninc b
ness books and many hutaireds of b
ness-magazine articles. He is
working on a new book on acquisit
techniques, 1o be published by a
sidiary of Prentice-Hall, based up
his experiences with over 300 acg
tions. Mr. Butrick has taught
business management at the univeniy
level, and has conducted scores of semy
inars and workshops on an array
business subjects,

With his twenty years experience
a business owner, his practical kns
how in business management, and b
extensive consulting experience, My
Butrick is a popular convention sp
er, averaging about 50 presentations §
year. Mrs. Butrick is his active part
in all their ventures, so his talks re
his personal family-business exps
ence as well as thosc of the hundreds
business owners he has known,

) /

Could Your Daughter
Be the Next President
Of Your Business

T he ladies have always been at %
in the privately-owned bu: na
Beyond those who work in the
there is always the occasional w ‘e &
daughter who is a toolmaker or
driver — or winds up running a s W
ing plant or a packing firm. So if yo
daughter wants to run your bu ines
some day, will take the time to pi pas
hersell for the task, and is willi ']
accept the long hours, hard worl 3
responsibility involved — then w
not? Really the key question is dos
your daughter really WANT to run the
business — enough to accept th: isr
pact of that decision on her life —- aod
if s0, for HOW LONG wi!l she wast
10 run it? There is a great deal of nobt
about sex disciimination, but what &
really boils down 10 is this:
A woman's place is in the home —
IF that is where she WANTS 1o be. ¥
she WANTS 10 be in business, thet
that is her place. Of course, if yoof

(Continued on poge 32)
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The key to trouble- free
food extrusion and

maximum production

results. ..

Call o Write for Details

D. MALBARI & SONS, INC.
557 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555

Amarica’s Largest Mocoroni Die Mokers Since 1903 - With Manogement Conti y R d In Some Fomiy
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BASSANO CLAIMS VICTORY OVER+212 DEGREES F. PASTA DRYING

T'l'hme who have had the oppor-
turnity of attending the IPACK-
IMA Fair in Milano this past March
have had the benefit of witnessing the
unveiling of Bassano's “T.H.T.” very-
high-temperature drying lines. In fact,
Bassano has introduced its new pro-
duction lines which dry pasta at tem-
peratures in excess of 212°F.

Al the Bassano stand, one could ex-
amine one of Bassano's short goods
1000 kg/hour Rotalix dryer produc-
tion lines which, along with others of
higher production capacity, has a fully-
assembled length of only 31 metres.
Similar lines already in operation in
France and North Africa have reduced
the whole pasta production process to
between one and two hours depending
on the shape and thickness of the par-
ticular product.

Bassano's long goods production
lines have seen the marriage of the tra-
ditional and rolinox drying processes
at very high temperature. A 1500 kg/
hour line, inclusive of silos, is only ap-
proximately 50 metres long with a
complete production cycle of between
3 to 4 hours. The pasta dried in the
first phase in the traditional dryers is
then cut and stripped when still at 16%
moisture content. In the second stage,
it is introduced into the Rolinox dryer
where the drying and product stabili-
zation is completed.

Advaniages
Bassano has listed several of the ad-
vantages of its new and revolutionary
very-high-temperature drying lines, the
most important of which are the fol-
lowing:

(a) Time Saving: Three to a fourfold
drying period reduction;

(b) Energy Saving: Between 10 1o
20% depending on conditions;

(c) Space Saving: The new lines are
more compact and shorter than
traditional lines;

(d) Low Cost: The compactness and
shortness of the new lines have re-
duced the amount of Bassano's
heavy-duty material with the neces-
sarily incidental reduction in cost;

(¢) Increased Output by Reduction
Time;

(N Bacteria Elimination and Pasta
Sterilization;

32

(g) Maximum Drying Moisture Con-
centration;

(h) Pasta Quality Improvement: The
checking of pasta is virtually elimi-
nated and the finished product
withstands cooking and over-cook-
ing retaining palatable “al dente”
firmness - stickiness is virtually
climinated.

(i) Reduction of Installation Time:
The machinery is compact and pre-
assembled to a large extent.

Demonsirations

Bassano's representatives at the fair
wenlt to great lengths to demonstrate
to visitors the inherent virtues of dur-
ability, reliability, dependability, and
efficiency of its machinery and equip-
ment. Everyone was given a first-hand
chance of locking and unlocking, re-
moving and securing the super-insu-
lating, track-suspended and fast lock-
ing pancls of the shaker and rotalix
drycr. Small panel cross-sections were
made availabel to everyone to obta'n
a clearer view of how its 79 mm-thick
panels with foam-glass insulation
pressed between a stainless steel plate
on the inside and a lacquered alumi-
num plate on the outside can live up to
the claim of having the best insulation
co-¢efficient factor on the market. Great
emphasis was put on the fact that any
portion of the machinery which comes
into contact with the product is of
stainless steel.

A computer terminal with simula-
ted programming was in operation
demonstrating how cach stage of the
production and storage cycle of the line
can be programmed and controlled.
Bassano's representatives emphasized
that the computerization of each or
multiple lines can easily be integrated
at a fraction of the capital cost.

The Future Today

Bassano’s representatives claimed
with pride and without hesitation that
their company has created the machines
of the future for the macaroni industry
today. It is a claim to success in hav-
ing revolutionized the macaroni pro-
duction industry with already proven
practical success. They claim that the
idea of the past is not a fact of the
present which will stay with us in the
next forsecable era of macaroni indus-
try cvolution,

Bassano claims to have mai taing
its promises of the past and pro 1iey
remain avant-garde as manufact irer ¢
pasta production machinery. it i,
promise which it is making wih o B
fidence derived from the enthusie
penerated by its recent unique and i
olutionary successes and the resouz[i
and capital backing of its parent cs
pany, Alsthom Atlantique, a concn
hiving 42,000 employees and sales o
17 billion F.F.

Bassano's sales representatives 2 8
the United States and Canada are Si
vatore Di Cecco and Alessandro D
Cecco, R.R. 1, Richmond Hill, 0s
tario, LAC 4X7, Canada; Telex N
06-986963; No. (416) T}
4033, altemate No. 898-1911,

Your Daughter
(Continued from poge 28)

daughter marries and becomes a me i
ther, her children and her work inte ¥
fere with each other. But still, the &
convenience of a few pregnancics de
not preclude a woman working in
company, nor should it prevent kji
heading it up. Between nursemaids &
nursery schools and day help, she o
work full time, virtually the same

a man.

Ironically, only her husband ¢ in o
vent her being a candidate fo- y=
successor; if she marries a carero
ecutive with a large firm, or a 1l
officer, and he is transferred to : not
location, she will go with him. ! » kal
to your son-in-law; if he will st y &
your daughter could be your su et §3

The only real difference betw ¢n i

L

ambitious, interested daughter nd

ambitious interested son is tha ¥
and she will probably get al i ¥
gether better.

So if your daughter wants in » y<[8

business, hold the door wide op:n.

Coming Events
78th Annual Meeting NPA
The Broadmoor, Colorado Spriey I

July 11-15, 1982
Washington Meeting
L'Enfent Plazs Hotel
Septembe 16, 1982

THE Macaroni

BASSANO

LATEST BREAKTHROUGH
+212° F. PASTA DRYING

“T.H.T. (Very High Temperature) Pasta Drying”

NO
RADIATION
STEAM
DRYING

“THT"

Very High Temperature Drying
+212°F.
Short Goods: 1 to 2 Hours

BACTERIA
%)TJ%’%EUATS? ELIMINATION
il il (Rotalix Dryers) =
Llong Goods: 3 to 4 Hours STERILIZATION
(Traditional and Rolinox Dryers Combination —
Canno - Rolinox Lines)
Fast Installation
[ IMPROVED INCREASED
QUALITY Low Cost COOKING

RESISTANCE

FULL-RANGE
COMPUTER
CONTROL AND

SUPER-
INSULATING
TRACK-
SUSPENDED

FAST-LOCKING
PANELS

HEAVY DurY, RELIABLE, DEPENDABLE, EFFICIENT MACHINERY AND EQUIPMENT

Salvatore & Alessandro Di Cecco
Exclusive North-American Saoles Agents

R.R. No. 1, Richmond Hill, Ontario LAC 4X7, Canada
Tel. (416) 773-4033, Telex 06-986963
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Progressive Grocer
Annual Report

The April issue of Progressive Gro-
cer magazine carries the 49th Annual
Report of the grocery industry. This is
a lodestone of information. Salient
points:

Owtlook: A ycar after the presiden-
tial inauguration, grocers are somewhat
less optimistic about the immediate
future course of the U.S. economy.
® In a great leap upward, the industry's

opinion on the outlook for price
stability - - in food stores and for all
items — has changed. Both at the
headquarters and store level, it's ex-
pected that prices will behave them-
selves,

® Fortifications are being built for the
potential price wars of 1982. Groc-
ers expect to have to slug it out in
a market without much real growth.
Tied to this, worry about local eco-
nomic conditions (affecting custo-
mers’ ability and willingness to buy)
has increased.

Competition: Heating up a blistering
pace. Margins will be under heavy
pressure if food price hikes continue 1o
trail cost increases fand they will).
® More than 78 percent of all super-

markets handle some generic-type

products,

® Non-price traffic builders were used
at least once last year by 79% of
supers.

® Meat is back in store ads.

® Chains favor “everyday” low prices
while independents prefer to stay
competitive through specials.

® Bonus coupons plagued nearly a
third of all supers.

® Merchandise or continuity promo-
tions were in more than half of all
supers last year.

Wholesalers: Out in front playing
backstop. Gross margins remained sta-
ble under pressure, but net profits slip-
ped a bit from last year. Profits are the
single biggest problem now as 47 per-
cent suffered a decline last year.
® Generic and private labels account.

ed for more than 13.8 percent of

wholesale sales.

® Inventory tumns decreased a shade
from last year, but service levels,
truck service, and backhaul all in-
creased.

® Expenses climbed, but so did pro-
ductivity.

M

® More than 3,300 chain supers are
supplied by wholesalers.

Shopplag habits: Prices aren't, after
all, everything. Cleanliness, long the
ruling criterion of choosy shoppers, re-
turned to the number one position, af-
ter being dethroned by low prices in
the prior year.
® Factors relating to price-conscious-

ness lost some of their importance,

dropping an average of 5.3 percent
from last year.

® Consumers in the Southwest claim-
ed the greatest interest in private
label products, independent store
owners agreed.

® For the first time in several years
the average number ol weekly trips
to the supermarket increased.

® Newspaper ads and circulars were
relicd on most heavily by East Coast
shoppers, Younger consumers use
them less often.

Other Data

There is other data on formats, cus-
tomer relations, manufacturer relations,
labor and productivity, distribution and
delivery.

Chef Boyardee carries a 12-page ad
in this issue with the caption “Number
| in the Canned Pasta Category by
far™ They claim: case sales are up 74
percent to more than 11 million cases.
® Case share is up 5.7 points; other

national brands are down 5.7 points,
® Dollar sales are up 13 percent to

more than $200 million.

ALP Closes
Horseheads Plant

Great Atlantic & Pacific Tea Co.
has discontinued operations at its big
Horscheads, N.Y., food-processing
plant. About 480 workers were dis-
missed.

The plant, one of the largest in the
nation, had about 1,100 employees a
year ago and at one time bad as many
as 2,200. It makes numerous food pro-
ducts, including instant coffee, pasta
und peanut butter.

The company said it had been ad-
justing the plant’s output to lower levels
in response to the declining number of
A&P stores. Negotiations to sell the
plant as an operation failed.

Qutside suppliers will furnish pro-
ducts for A&P stores that were made
by the Horseheads plant, the company
said.

Fowrth Quarter

The company said mulu fo iy
cal fourth quarter, ended F.b
would include a charge to refic 1
ing of the plant, but it didn’t sp a!_‘ .
amount. A spokesman said res: lts v
be reported in a few weeks.

Union officials representing v orix
at the plant couldn’t be reacled
comment. A&LP said it would still o
receplive 1o offers to buy the plan

The supermarket chain, which &
reporied losses for eight consecun
quarters, announced plans last fally
close 400 of its 1,200 stores. k
50.5% owned by Tengelmann Grog
a4 West German retailer.

VINSTON

1 IBORATORIES, Inc.

EST. 1920

Con:ulting and Analytical Chemists, specializing in
all mutters involving the examination, production
and lubeling of Macaroni, Noodle and Egg Products.

1—Vitemins .-‘- Minerals Enrichment Asseys.

l—b,hli‘lu‘ﬂ.lﬂﬁmhlm.o‘
codies.

3—Semeoline ond Flour Analysis.
4—Micro-analysis for extrancous metter.
S—Senitary Plant Surveys,

6—Pesticide + Fumigant Analysis.
T—Bactericlogical Tests for Salmonella, etc.
B—Nutritionel Anelysis.

9—Troubleshooting Compressor Oils.

JAMES ond MARVIN WINSTON, DIRECTORS
P.O. Box 461, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022

A & P Reorganization

The Great Atlantic & Pacific Toji
Co., Inc., has reorganized senior me
agement responsibilities. Eckan (
Siess, vice-chairman, will now ben
sponsible for international operati
including A. & P.'s Canadian subs S
diary which comprises 114 superms
kets, as well as the company’s mas
facturing and supermarket services |
erations, -

Salvaters and Alessandre Di Cecco

Exclusive Sales Representatives for:

BASSANO:
Complete posta lines mochinery ond equipment
Very high temperoture dryers (+212°F.)
Rolinax and Ratalix patented drying equipment
Heavy duty ond duroble machinery
Interngl plates ond all portioms in contact with paita
all in stoinless steel

RICCIARELLY:
Aulunahc pochoging machinery in cortons or cello-
gnmﬂ«w bogs for:
ond short cuts paso, cereals, rice, dried
uqclnh*n coffee, cocco, nuts, dried fruits,
wpices, efc. Bundlmg m:u:hm ond Bologna
stamping machines

Dies ond die-washing machines
High-resistonce bronze-gluminum ond extra-light
aluminum:-titanium alloys
Ecologic woter-recovery and decontation tanks
BRAMBATI:
Systems for prneumatic conveyonce ond blending of
semoling and flour
Storoge for noodies ond vhort-cut posta
Dry posta mill grinders
AGNELLI:
Machines for the producion of ravioli, coppelletti,
tortellini, lasogne cnd noodles

Consulting Services Free of Churge
Address: RLR. 1, Richmend Hill, Onterie LAC AXT,
Coneda

Phone Mo. (418) 773-4013, Akernste No. 898-1911
Telex No. 06-90494)

Jumes W. Rowe, executive i
president, has been named a vice-cha [
man and chief administrative office
with responsibility for finance and &
ministration, information and a'mins
tralive systems, human resourc-s &
the office of the general counse!

John J. Miles, senior executis : vie
president, will be responsible ' v &
company's East coast operatio s, ¢
compassing 618 supermarkets n &
Northeast, metro/New York, M id-A+

lantic and Carolina groups, as el 2 ‘I_r,‘
for the Altoona and Richmon d S

Alan C. Goulding, exccutiv. -' " 1
president, has been named sen o ¢ Broedmor Hotel,
ecutive vice-president, with re oo Solorade Springs, 3
bilities for merchandising and p: rche oA is llt ﬂ- of Iﬁo.' o
ing, for operations of 266 sup i ), LIRSl e IATION

kets in the company's Central, sout
castern and Southern groups, ad I
the Farmly Center subsidiary, «nco®
passing 22 Family Mant foo!dn¥
combination stores operating in ¥
southeastern U.S.

James Wood, chairman and CH
exccutive off er, said the new divis®
of respoas.. ‘ *ies would provide #

i PROC.: AM PLANS
Welcoming Reception ond
Italion Dhi:m Perty

2 Business Session

improved balance of cxecutive taknt # lbh“' Dence
ntreduction of Officers
mn‘ the restructured 1S Departure.
E, 1982
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Catelli-Primo Ltd.

Expands in Trinidad

A s part of an aggressinve capital
mprovement  policy.  Cartelli-

Primo Lud, of Trnidad & Tobago

decided 10 increase its existing hourly

pasta production: capacity by 3007

This increase could not be brought

very amportant features. First. the die
can be inserted and removed hydrau-
lically. This is very important 1o pre-
vent lost time and damage 10 dies by

HHKY pound per hour Long  Goods
Press and install a new Demaco Shont
Goods Head on it. He has in o pocu-
matic system 1o blow the Short Cwm
Macaroni into a new  Demaco Shon

co Short Goods |)r)tl. Mo W
creased his overall hourly prs
by 300% and only used less th
square feet in additional proc o
floor space.

P

A P

Bt s s e

/4

1 about by expansion of their Port-OM-
Spain plant. The plant is tightly boun i
{ ed by two other firms, a major highway
§ and the harbor. Also, the Laind woul |
not Jend itsell o a multi-stors plant
without very expensive piling
! Mr. Ken Woo, the Director, Techni-
cal Service/Planning Of Catelli solve |
this problem, working with Quan,
Carruthers, King & Quan, Engincering
Consultants of Toronto, Canada an.
DeFrancisei Machine Corporation of Demece's senior instolles Roccs DeCarlo with short cut dryer.
: New York. Mr. Woo replaced his exis-
' 1 9 g . ™
i l'::!:“ﬂ:::‘q::mlh“cp:: :‘::’ I:nu\r:d.“p:: careless workers. Second. the Dic Head  Goods Dryer. The dryer can ha
st has filter plates which enable them 1o 1000 pounds per hour of produc
hour Demaco Unit. To assure product  gaevine the  eatrusion pattern by in 4'2 hours drying time, and s o )
consistency, he also put in 4 Demaco changing the diameter of the holes in - 36 feet long. Although, Catelli-Pr- |
Gravimetric Feed System. This Gravi- e filter plate L1d. intends 1o run only eight hour
metric Feed  System continuously short goods per day (the marke
weighs the flour and meters the water Trim Cut Frinidad is primarily long mucas
before it enters the press. This weigh. This cuts down the amount of tnm  Dow L they saved enough spacy »°
ing is done with 17 accuracy. The poing back 10 the press and accomp- this Demaca Dryer that they can e
system abso includes a prominent digi-  lishes the purpose of more production  Wally put a storage System gt n ”
tal readout which shows the press op-  through the same arca. Mr. Woo in- - hind the dryer and still have ploan !
crator exactly how much the press is creased the heat in his preliminary  ™00om in his plant, i .
woducing.  This information s re- dryer and his continuous finish dryers, i
! :.'l'lldl.'tl c:ahling the operator to moni- 0 that he can dry more prowduct in the Frestucho ln"“‘,“’ " 4
. r the machine’s performance The SMe space. Ken also brought their With a production capacity o 20 f
i net change Mr. Woo made was fo Demaco Stnipper up-lu-d.ll_c_ 10 make  pounds per Ixulyr on his modifi :.Il. ;
hange the die holder to the Tatest Do “WF€ it can handle the additional pro- maco Long Goods Line and 1 i
:n':ml“d i"“ 'T"'“ ':'“' ) 5 '"': 4 “ duction. His next step was 1o take the pounds per hour using his new %7 t
WO desip s DCW design has Twe 1

.e - :
B e : Call Demaco for Answers.
- 2 o= |
£F Tt | (212) 963-6000
=
- :
e - F\ *+ 3
| = - “' 4 "
=18 . DEemeaco
. -
i E -8y i'h' nr 1 . A VITAL LINK IN THE FOOD CHAIM
| —_ L
Ny g == L DIFRANCISCI MACHINE CORP. 280 WALLABOUT STREET. BROOKLYN. N.Y. 11206 TWX 710 584 2449
J 4
=
2 — b i
Cotelli-Prime Ltd. thert cut dryer being instalied. Ken Woe, Catelli Director of technical services/plonning. [ B
in front of long and short goeds dryer. 4 L
i Tur Macarost Joursy BN 1yg n . &
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U.S. Complains Over
E.C.M. Flour, Pasta

US. complaints about Common
Market wheat flour subsidies were
considered by a three-member panel
sct up by the General Agreement on
Tarifls and Trade, in Geneva, Switzer-
land in mid-March.

The GATT subsidies committce,
meanwhile, is preparing to investigate
similar U.S. charges conceming the
European Community's subsidization
of pasta exports.

Common Market officials in Gencva
agreed to hold “informal discussions”™
regarding U.S. charges related to the
pasta subsidies after rejecting a US.
demand for formal consultations under
GATT regulations.

The informal talks apparently have
failed to resolve the dispute over
whether pasta is a manufactured, pro-
cessed item covered by GATT rulss on
subsidies, as Washington argues, or un
agricultural commodity, as claimed Ly
the Common Market.

GATT's subsidies committes nas to
decide on the next course of action,
which could be the formation of an in-
vestigatory panel or a request for the
Europeans to enter into formal con-
sultations with the Americans.

The wheat flour dispute, in which
the U.S. argues that Common Market

38

in formal consultations between the
two sides. The manufactured item ver-
sus agricultural commodity argument
is much the same as that for pasta.

The GATT panel hearing the wheat
flour case includes Fumihiro Suzuki,
Japancse ambassador to the United
Nations' European headquarters in
Geneva; D.E.R. Hobson, first secre-
tary at the Canadian mission, and Ro-
land Lempen, an cconomics counselor
at the Swiss Foreign Ministry.

US, Whest Associsles Newsletter
for April 16 says: “The EEC’s unfair
use of export subsidies on processed
pasta products, a violation of the
GATT subsidies code, is the next U.S.
— filed complaint to reccive the at-
tention of a special subsidies hearing
panel in Geneva. After informal negoti-
ations failed to resolve the issue in
March, formal hearings and presenta-
tions of briefs were conducted carlier
this month for the GATT subsidies
committee. The GATT subsidies code
is silent on subsidies on exports of ug-
ricultural commoditics but prescribes
penalties for subsidies on exports of
processed goods. The EEC argues that
pasta is not a processed product but
rather a primary agricultural commod-
ity, a difficult concept for most trade
observers to grasp. A special GATT
pancl will be sclected by the end of
April 10 hear and adjudicate the case—
process likely to linger for up to two
months.”

Potato Imports

Maine potato growers ask US. to
restrict imports from Canada as dis-
pute heats up. Maine farmers say a
flood of Canadian potatoes is pushing
them out of markets they have tradi-
tionally supplied, particularly on the
U.S. cast coast. The Maine producers
charge that Canadian potatoes are
heavily subsidized by the Canadian
government, enabling Canadian far-
mers to undercut prices of Maine po-
tatoes, This represents unfair competi-
tion, they add.

Canadian Agriculture Minister Eu-
gene Whalen said in Ottawa that he
didn’t think Maine potato growers
could demonstrate that Canadian ex-
porters benefited unfairly from govern-
ment subsidies, The fedcral govern-

ment provides Canadian potat . po [l
ducers with price stabilizatior psJ
ments if the average return fo te |
latest crop is below 90 percent of &
previous five-year price avera s »
dexed for changes in cash costs - { pn J §
duction,

USDA Names Potato
Board Members

Secretary of Agriculture John R
Block has appointed 24 members v §
serve three-year terms on the Natiosd
Potato Promotion Board. :

The board administers the produce-
sponsored national research and pe
motion program for potatoes. USDA) §8
Agricultural Marketing Service mos §
tors the program and reviews its bul S8
get, plans and projects. b

New board members are:

Colorado — Thomas Ford, Alam: 5
sa; ldaho — Roland Bean, Burley, ax
W. Gary Whiteley, Oakley; Moot}
— M. Kochnke, Townsend; Nevadi- 35
Marvin Hetrick, Orovada; Washingus §§
— Adolph C. Bernhardt, Moses Lai: |
and Wisconsin — R. H. Diercks, A}
tigo. 3

Reappointed members are:

Arizona — John R. Livacish, Ru:j3
to, Calif.; Delaware — Joseph Jacle I3
wicz, Magnolia; Idaho — Michzf
Cranney, Oakley, Gerald Fehingz i
American Falls, Lin F. Hintze. Mx §&§
kay, and Richard D. Watt, P e
Louisiana — Paul Laborde, He sma B
Massachusetts — John G. & g
West Deerfield; Minnesota — ( corp
Mack, East Grand Forks; Nebra ka-
John D. Nielsen, Alliance; New Vv
co — J. M. Jorde, Clovis; North Cae |8
lina — Melvin W, Bright, El ab? |8
City, Ohio — Arden Ramseyer, Vor
ter; Oregon — Fred J. Cholick Pt
land, and James E. Wampler, ‘o+d Sl
Butte; and Washington — D ug 5§
Muse, Pasco, and Bill Weber, C uin! B8

The three year terms began A xil!

The potato research and pror ot B
program is financed through .o
ments authorized by the Potato R
search and Promotion Act of 197! J§
The board carries out projects des?®
ed to increase consumption and ¢xp*
domestic and foreign markets for * §
tatoes. Current annual budget for &
program is $2,187,000 which is m#
up exclusively by industry assessmc®

ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY

SINCE 1898

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

PACKAGING

PROMOTION

MARKETING

—we belicve we have undoubtedly
modernized more packaging than any
other sources. We constantly con-
ninue our updating processes.

—we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
pelieve we can help promote your
products that you have by study, ana
recommend additional products thar
might be promoted in your trading
areas.

—rather than depending entirely on
aavertising dollars, we can show you
mogern marketing methods which
will help capture more ot your mar-
ket. We have done it tor others.

MERCHANDISING —We can point the way towards new

We

Char 3 C. Rossetti, President

profitable products and lay out mer-
cnanaising methods tor their devel-
opment.

have experience in these areas

Jock E. Rossotti, Vice President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza

Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Estoblished in 1898
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