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by Fold-Pak
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, multi<olor offset, rotogra-
vure or flexographic
printing, Fold-Pak
guarantees a
superior package.
For an added touch

of elegance, packages can
varnished, waxed or poly-<coate
depending on your indivjd
product need. Our graphic
structural designers are al
available to update your p
age or give it a completely ne
look. The end result is a pas
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Chi-ln Joseph P. Viviano has
written President Ronald Rca-
gan to take immediate and strong ac-
tion to remedy the European Econom-
ic Community's unfair export subsi-
dies on pasta, which have been found
to violate international law ard which
have injured U.S. pasta producers.

A press release explains: More than
a year and a hall ago the United
States pasta industry challenged the
unfair competition from [ltalian im-
ports by filing an official complaint
with the US. Trade Representative,
who then asked that a panel of the
General Agreement on Tarifls and
Trade consider the complaint. The
panel’s recent vote supported the U.S.
industry's position by a three 1o one
vole.

The final GATT decision is made
by what is known as the Subsidies
Code Committee, which is comprised
of representatives from nations which
arc signatories to the subsidies code
of multilateral trade agrecments. The
subsidies code is an international
agreement which cstablishes what type
of assistance is proper or improper
for signatory nations to bestow upon
the export industrics. The committec
reviews the pancl's recommendations
and decides whether to accept them,
reject them, or take no action.

On June 9, in Geneva, the Subsi-
dies Code Commiitee met to discuss
the panel’s reccommendations. No vote
was taken. A number of countrics ¢x-
pressed support for our position and
a number of countries opposed it
Discussions will continue in July and,
in the interim, there will be bilateral
discussions between the US. and the
EEC.

Il the Subsidies Code Committee
adopts the GATT panel report, then
the EEC must climinate the pasta
subsidy or face GATT-authorized
countermeasures. According to Jo-
seph P. Viviano, Chairman of the Na-
tional Pasta Association, “If the Sub-
sidies Code Committee rejects the
pancl’'s report, or takes no action on
it, then we believe quite firmly that
the US. Government must be pre-
pared to act against the subsidy pro-
gram.”

Section 301 of the Trade Act of
1974 authorizes the President of the
United States to take appropriate ac-
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Association Holds Press Conference-Writes President Re i

-

Joreph P. Viviene

tion, including imposing duties or
other import restrictions, on the prod-
ucts of a foreign country violating
trade agreements. We believe that such
action by the President, il needed,
would be a positive step toward en-
suring that a compctitive American
industry remains healthy.

Since 1975, the European Econom-
ic Community (EEC) has been subsi-
dizing Italian pasta under its Common
Agricultural Policy. This is a farm
policy applied by the member gov-
ernments of the EEC. Under it, EEC
spends about $6 billion a year lo
subsidize agricultural products, Of
that, about $300 million a year goes
toward products processed from ag-
ricultural products.

While international law prohibits
the subsidization of processed prod-
ucts, the EEC attempted to justify its
subsidies of Italian pasta on the basis
that it is an agricultural product —
namely durum wheat. The subsidies
of agricultural products are not strict-
ly prohibited.

The subsidy on ltalian pasta has
ranged from three cents a pound to
12 cents a pound. It is now 10 cenis
a pound.

When the subsidy began in 1975,
Italy exported about 10 million pounds
of pasta to the United States. In cach
year since, there has been an increase
— with the most dramatic growth
from 1980 (26.7 million pounds) to
1981 (41.8 million pounds). In 1982,

some 53 million pounds we :
ported to the US. from la .
projections are that it will be « ) mg
lion pounds in 1983,

“The halian imports have be 1
— because of the EEC sub dy
prices that are as much as I po
cent less (at the wholesale lev. )
15 percent less (at the retai level
than domestic pasta, American bran
average 69-75 cents per pound. whild
the subsidized Ialian pasta sclls f
between 49-59 cents per Ib,

Washington Press Conlerence

Burson-Marsteller’s Washington Of
fice working closcly with Collier
Shannon, Rill and Scott law firm
handled the press conference held
the American Harvest Restaurant r
the Vista Hotel in Washington, IX
at 10:00 a.m. on June 14,

NPA Chairman Joseph Viviano and
NPA President Joc Lichtenberg
dressed the press on the continuie
growth of subsidized ltalian impors
Viviano commented on the strong
support of the GATT panel whik
voled three 1o onc in behalfl of th
US. pasta industry's position. H
went on to update the press on th
subsequent meeting of the Suhsidi
Code Committee on Thursday, Juz
Y in Geneva to discuss the panels
recommendations.  Such  discussion
will continue in July. Viviano poist:
ed out that if the Subsidies Cod
Commiltee rejects the panels’ :port
or takes no action on it, th 1
U.S. pasta manufacturers belic:  tha
the US. Government must b pre
pared to act against the subsic pr
gram. To this end, the press w  giv
en a copy of a letter from \ viaw
to President Reagan urging | n ¥
take immediate and strong ac 0 ¥
remedy the EEC subsidies or past
and bring relief to pasta produ 1

A good press turnout attend § ¥
Conference,  including  Ass iaie!
Press, Associated Press-Radio, 'SIA
Los Angeles Times, Reuter's (ot
Newspapers, Cable News Servic . N+
tional Public Radio. Telephone inir
views were given to specific pre:» ou*
lets including the States-News (sen®
ing such prestigious papers as ™
New York Times), the Thomps®
News Burcau (servicing small-tow?
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s pers nationwide), ABC News
« ers.

In roducing Viviano, Joe Lich-
called attention to the ver-
v of American pasta — and the
=in ming pasta snacks which were
of with coffee to the press — in-
sin  Bacon-Noodle Wallle Strips,
iz Pesto-Cheese  Shells, Deep-
ied Egg Noodles, and Blucberry

n .
Pre. kits included a copy of the
1o the President, a general news
icase. a backgrounder on the pasta
adastry, two pasta recipe leaflets and
wpes for the four snucks served.
amplete press kits were messengered
s il press unable to attend the con-
: in person.

ltolian Position
Milling & Baking News reports that
e Unione Industrial Pastai ltaliani
Rome in an effort to refute the
aplaint of the National Pasta As-
xiation of the US, against the EC.
Section 301 of the General
\reement on Tarifls and Trade. The
Jian organization’s  statement  de-
bes the subsidization claimed by
be US. industry as “not subsidiza-
@ but a reimbursement for the
aount of the agricultural withdrawal
2 mported durum.” In other words
is not acknowledged that pasta is
oried from Italy as a processed
pamdity, but as durum.
With reference to prices on the

fuilan imports, they state: “The re-

ton of American pasta manufic-
zery with regard to price levels
iata 1ed by ltalian cxporters is in-
Kens e if it refers to supposed
smpi- + favored or directly deter-
xned oy the amount of the reim-

fenen nts. In fact, they merely com-

pnsat the difference in raw mater-
dco . this can be easily deduced
m e difference in frank  mill
prces of durum wheat in the two
Cunty 3"
An rgument is presented that the
e in ltalian pasta imports in
Pe U .. is related 1o quality. The
demy 1t says: “The recent progres-
¢ ¢v Jution of ltalian pasta should
* att: buted to its appreciation by
fosun ors who recognize that the
qlity of Italian pasta corresponds
5 its image: It is known, in fact,
most American  manufacturers
mixtures of hard and soft
which, aside from lowering
5% (and therefore rendering cven
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more unfounded the accusation of un-
fair competition), have a negative ef-
fect on its resilience during cooking.
a fact noted by consumers and re-
flected by their response.”

The ltalian group also suggests thai
the importation of pasta into the US.
from Canada “is much more impor-
tant than importation from ltaly.”

It is cautioned that in comparing
prices, the differences in marketing
systems should be taken into consid-
cration. It is claimed, “Frequent pro-
motions, such as ‘three for a dollar’,
by local manufacturers, in fact, make
the famous national brands available
to consumers al prices even lower
than those of lalian pasta as they
are not burdened by high promotional,
advertising and distribution costs.”

Canadian Gallup Poll
The Canadian Pasta Manufacturers
Association has just conducted a Gal-
lup Poll Analysis. Highlights:
Frequency of Serving: More than
half of all Canadians (559 ) cat pasta
at least once per week, on average.
® About one-quarter of all Canad-
ians (27%) eat pasta once per
month or less,
® Qucbecers are by far the great-
est pasta caters, with three quar-
ters (73%) of them cating pasta
at least once a week,
Older people (aged S0 +) are less
likely to cat pasta than younger
people. Only 38% of Canadians
aged 50 and over eat pasta once
per week or more frequently.
compared to 65% aged 18 to
49. Also, almost one quarter
(23%) aged 50 and over cat
pasta less frequently than once
per month, compared to only
6% aped 1849,
Men are somewhat more enthus-
iastic pasta caters than women,
as 59% of men cat pasta al
least once per week, compared
to 52% of women.
® Canadians with high school edu-
cation or more are greater cat-
ers of pasta than Canadians
who do not have a high school
diploma,
® Low-income (under $10,000 per
year) and high income ($30,000
per year or more) Canadians cat
more pasta than middle income
($10,000 10 $29.999 per year)
Canadians.
® Canadians who have French as
their mother tongue cal more

pasta than other Canadians;
those with English as their moth-
er tongue cat more pasta than
Canadians with a third mother
tongue  (neither  English - nor
French).

Pasta is non-fattening, Onc-half of
all Canadians disagree with this state-
ment, one-quarter disagree  strongly.
Only 30% agree.

® Residents of Quebee and Brit-

ish Columbia are more likely to
agree with this  statement, al-
though even in these locations
a majority still disagree.

® The strongest  disagreement

comes from Ontarians.

® Women are slightly more likely

to disagree than men.

® Canadians with French as their

mother tongue are more likely
1o agree with this statement than
are other Canadians, although
more disagree than agree (46%
ve, A5%%).

Pasta is economical. The vast ma-
jority of Canadians (R7%) agree with
this statement, more than half (53%)
agreed strongly.

¢ Residents of British Columbia

are particularly supportive of this
statement; residents of the At-
lantic Provinces slightly less sup-
portive.
Women and Canadians aged 18-
29 are slightly more supportive
of this statement than men and
Canadians aged 30 and older.

Pasta Is versatile. Three-guarters of
all Canadians agree with this state-
ment, 40% agree strongly, One in
seven Canadians disagree.

Pasta is nutritious. A large ma-
jority (70% ) of Canadians agree with
this statement, 35% agree strongly.
Only 13% disagree.

Pasta is easy and quick to prepare,
Canadians are virually unanimous
across all categories in their agree-
ment (92% ).

Conclusions, There is still a high
fevel of ignorance about the caloric
content of pasta, indicating a need
for continued education on this topic.
Fortnately, there is also a substan-
tial level of indecisions on this ques-
tion, suggesting that people are open
10 persuasion.

® An arca with potential for in-

creasing pasta consumplion is in
the over-50 and third language
mother tongue market. The data
suggest that the greatest educa-
tional challenge lies in smaller
communities.




Braibanli

is always

% in assuring confidence to pasta factories all over the world
% with the most advanced technology
% because of experience acquired throughout the world

BRAIBANTI “HT" lines

48 in ITALY

in FRANCE

in US.A.

in JAPAN

in PORTUGAL

in SPAIN

in GERMANY

in USSR,

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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113 ot which 53are for long pasta,
60 are for short pasta . . -

+ « « besides innumerable lines operating at INTERMEDIATE TEMPERATURE
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WIGH TEMPERATURE"
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Airline Articles Publicize Fresh Past:

Ann Pleshette, Redbook food edi-
tor, writes a portrait skeich of Mar-
cella and Victor Hazan, whom she
calls “American Masters of the New
Italian Renaissance — educating a
sophisticated gencration of family
chefs and wine lovers in the classical
arts of la buona cucina.” It appeared
in the April issuc of United Airlines
in-flight magazine,

Victor and Marcclla Hazan are o
couple most often credited with chang-
ing the image of lalian food in Ameri-
ca, and perhaps American tastes as
well. Having grown up on the limited,
pseudo-Neapolitan menus served in
every lown's requisite yet romantic
Italian restaurant, America is now fol-
lowing a culinary pied-piper away
from overspiced tomato sauce, shrimp
scampi, and leaden lasagna. Marcella
Hazan's message is simple: There is
no such thing as “ltalian cooking.” a
label that hardly does justice to Italy’s
rich and varied regions. Rather than
try to master what she calls Italy's “'six
thousand basic recipes.” Marcella's
disciples are taught to expcriment
with, understand, and above all, en-
joy ltalian food — from the simplest
plate of pasta to a more time-consum-
ing osso buco.

Favorable Response

Hazan's approach to cooking has hit
a responsive chord. Her cookbooks,
The Classic ltalian Cook Book and
More Classic ltalian Cooking, are best-
scllers. The Hazans' cooking school, a
week-long intensive course held in Bo-
logna, ltaly, and booked months in ad-
vance, has been so successful in at-
tracting tourists and publicity that the
city built them a $100,000 teaching
kitchen. And Bloomingdale’s in New
York City cxpanded its delicacies de-
partment to include Marcella Hazan's
Italian Kitchen, a food boutique fea-
turing sauces, sclected Italian imports,
and fresh pasta with the Hazan imprint.

Bloomingdale’s interest  perhaps
best testifies to just how far Victor and
Marcella have come in spreading the
gospel of lalian cooking. To add ca-
chet to its cannelloni, the store chose
Marcella Hazan's name — because in
the world of food, Hazan is to pasta
what Calvin is to jeans. But should
anyone accuse the Hazans of sclling
their family secrets, Victor is quick to
point out that only the pasta carmics
Marcella’s name.

Move to New York

Marcella Hazan remembers: “When
we moved to New York, | was terrificd
—not of cooking—but the refrigera-
tor! It was a monster. And the super-
market—cnormous! | had never scen
a supermarket, and | could not read
English.”

At that time Marcella had a job at
the Guggenheim Institute for Dental
Research at New York University. But
when their son, Giuliano, was born,
she stopped working and occupied her
free time with classes in modem an,
flower arranging, and Chinese cooking
with Grace Zia Chu, to whom Mar-
cella’s first book is dedicated. “You
know, Grace Chu used to be a teacher
of physical cducation. She had the
strength, the power, to catch the at-
tention of students.™

But actually it was Marcella who
caught the attention of her fellow
classmates. “They asked me questions
about ltalian cooking—what we were
caling at home,” she relates. “Then
they wanted me to teach them about
lalian food. | was a little surprised,
because | had not been cooking very
long. But | agreed, and that’s how my
classes got started — six people, six
classcs, once a week.”

Victor recalls coming home from
work one day to have Marcella repont
—more or less in passing—that some-
one from the New York Times had
called 10 ask about her classes.

*“What was his name?" asked Victor.

“I don't know—Cliben, Clay . . .”

“Claiborne?" Victor interjected.

“Yes,” Marcella replied.

“What did you tell him?"

*1 invited him to lunch.”

Craig Claiborne enjoyed his lunch
immensely and said so in the New
York Times. The phone started ring-

ing the next day. Marcella Hazan ca-
reer was launched.

Cooking School in Bologna

The cooking school in Bologna is
an outgrowth of Marcella’s New York
cooking classes.

“Our objective with the Bologna
class was diffcrent from New York,”
Victor explains. “We thought about
how wonderful it would be to have a
chance to show students what Mar-

cella was talking about—to ta :
expericnce how we live and v y
cat the way we do. In Bologn: we;
mtreducing  people 1o lalia |
ihrough food and wine. It's muc  mor,
than a cooking school. It's Ttali n o
ture through gastronomy and wing
Food brings together people. Wi
brings together people. We have w
dents from all kinds of background
who become instantly harmonious wi
cach other.”

Amd tke school in Bologna is indee
a family affair. Victor lectures on wi
during breaks in Marcella’s cooki
clusses and during meals, while
Giuliano acts as guide when the gro
treks off 1o tour a Parmesan ¢
factory or to taste a local bottling at
nearby vineyard.

The wamwork that contributes 14
the success of the cooking sche
comes into play in Marcella Hazar
other projects. Although she refusy
to hand out recipes (“You must le
10 feel how much is right™), her book
are characterized by ecasy-to-fullos
dependable instructions. *Victor is
one who forces me to make my ruci
precise,” Marcella says.

But after more than a decade ¢
teaching, writing, traveling, lecturing
and promoling, the Hazans view th
future with an eye toward w nding
down, perhaps by moving to \ ‘nie.
where they recently bought a h us

Pass the Pasta, Please!

Carol DiGrappa writes in U A¢
line Magazine:

On Sundays when I wasa k. . m
aunts Rosina, Luchia, Clara and ‘an-
lina would gather to make past: Fre-
ca, fait'a mano, fresh pasta mi ¢ b
hand.

On the stove there was a | o o
salsa di pomodoro. The ragu o! fre
tomatoes, garlic, and basil, fl. o
with fennel and stewing meat, cos
pleted a first course of pasta f r ¥
How the room would quiet do n &
platters were passed around. Al
prayers and a raising of glassc. ™
grandfather would smile, nod. an!
wink, with a gesture that tumed B
finger in a pasta-puffed cheek (mea™
ing “It’s good!"). As soon as | fint

(Continued on poge 10}
THE MACARONI JOURNY
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LOWEST COST,
»
That's what our new high temperature

long goods line is all about.
Interested?

CALL
DEMACO FOR

ANSWERS.
212)963-6000

A YITAL LINK IN THE FOOD CHAIN

DEFRANCISCI MACHINE CORP, 780 WALLABOUT STREET. BROOKLYN, N.Y. 112086 TWX: 710-584.2449
WIESTERN REP.: Hoskins Co., Box F, Libertyville, IL 60048 —(312) 362-1031
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Pass the Pasta, Please
(Coninued from poge B}
my plate was refilled with hearty urges
to “Mangia! Mangia!”
Health Food Boom

The recent health-food boom has
undoubtedly helped spread the good
word on a as an alternative o
meat. Medical studies have found a
lower incidence of cancer and heart
discasc among  ltalian-Americans
whose diet is high in pasta, as com-
pared to their neighbors who ecat
mostly meat and potatocs. And pasta’s
complex carbohydrates will keep your
cnergy level higher longer on fewer
calorics than the piotein and fat of
even a lean hamburger. There is 13
percent more protein in pasta than in
potatoes, and pasta supplics all the
phosphorus, calcium, niacin, thiamine,
riboflavin, iron, and potassium recom-
mended for US. daily adult allow-
ances. It's also low in sodium, and
contains only 1.4 percent fat. Some
nutritionists even consider pasia a diet
food. An average serving of four
ounces contains only 210 calories.

Sauce

It goes without saying that pasta
without sauce would be a dull dish.
Besides the salsa di pomodoro that was
such a strong part of my childhood,
there arc several other basic sauces.
Pesto is a puree of fresh basil and pine
nuts; salsa alla bolognese is a ragu, or
red sauce with meat; aglio e olio is sim-
ply garlic and olive oil; salsa alla ro-
mana and all'alfredo include cream,
butter, and checse; salsa primavera
(springtime) combines several fresh
vepetables,

Choosing the right pasta to go with
a particular sauce (or vice versa) can
enhance your enjoyment of the dish;
for example, macarant wch as Sonciti-
glie will catch the mee! s a salsa bo-
lognese, while noodles such as fettu-
cine should be coafed with something
like a smooth sal«: all'alfredo.

Cioliing

Cooking pasta for four requires a
pot with four quants of watct. four tea-
spoons of salt, and two tcaspoons of
oil. When the water begins a rolling
boil, add the pasta and stir gently. Af-
ter a few minutes, test for the firm,
chewy al dente stage. Fresh fettucine
will be done in one to three minutes;
commercial spaghetti requires about
seven to cight minutes. Every batch
or brand will cook differently, depend-
ing on climatic conditions and water.

Most people drain pasta in a colan-
der and toss it with sauce in a bowl to
coal and separatc the noodles. But
there is another method to treat deli-
catc handmade pasta more gingerly:
On the back of the stove, keep a big
bow! containing a stick of softened but-
ter or some olive oil waiting for the
pasta. Use a fork or slotied spoon to
lift the pasta out of the water, let il
drain, then place it in the bowl. With
wooden spoons, toss the pasta with
the oil or butter, This separates it and
locks in moisture. At this point, for hot
pasta, add half the sauce and some
freshly ground pepper; toss again and
serve with the remaining sauce. For a
cold dish, refrigerate the oiled pasta
until you're ready to serve.

Don’t Rimse

Don’t make the mistake of rinsing
pasta. Cold water might stop the cook-
ing and wash away excess starch, but
it also produces a soft, gummy mess.

A freshly grated mixture of Parmi-
giano, Romano, and Asiago cheeses is
delicious sprinkled over pasta at the
table. The prepackaged, pregraled
cheeses are tasteless by comparison.
The best Parmigiano is Reggiano, the
finest Romano in Pecorino, and both
are superior when made in ltaly by Lo-
catelli. Asiago is traditionally from the
province of Vicenza, but the domestic
Stella and Frigo brands are preferable.

Home Pasta Machines

Being Distributed

One million pasta machines will be
distributed for only $5.00 a piece in
a mammoth publicity drive being con-
ducted by the Pasta Publicity Cen-
ter, Box 1235, Westbury, New York
11595,

A recipicnt of the mailing in North
Dakota sent us a copy which says:
“Your mame has been sclected by
computer as onc of | million per-
sons cligible 1o receive a new 1983
model imported pasta-making machine
for only $5 as part of a notioawide
publicity campaign.

“If you assist us by completing our
survey and returning the response
form before June 17, 1983, the Pus-
ta Publicity Center will give you this
brand new (1983 model) imporned
pasta making machine for only $5.
Each pasta machine carries a full
one-year guarantee and will be re-
placed by the company, free of charge,
if it ever fails to function.” The sur-
vey has a column to check as “My

Favorite Pasta is: Ronzoni, | i
Prince, Goodman, De Boles, D (
co, San Giorgio, Spigadaro, i
Other.”

Then they ask where the cor um
buys it: Supermarket, Grocery St
Gourmet Shop, Mail Order.

Gourmet Guru

A Gowrmet Guru talks abou:
cialty selling on page Y9 of the Ju
Progressive Grocer Magazine,

Giorgio DelLuca and Joel Deun 1
a 2,800-sq.-ft. store in New Yor
SoHo district. They say: “You ca
afford 1o miss pasta — it's become
staple and it's a pood way to k
into other lalian products. It is
nccessary for supers lo make
pasta on the premises. It is too |
intensive, They offer a fresh-fro
product which can be thawed
merchandised as “fresh™. “I'd al
have a dry pasta section on sheh
ncarby the fresh™, says Deluca.

He would use the pasta section §

a launching pad for new products

Canadian Press Luncheon

Canadian Pasta Manufacturers
sociation sponsored a press lunc
in Toronto in April.

Luncheon invitations in spring
ors of green and yellow attached wif
green ribbon to a ziti containing
fresh daisy were hand delivered
key media in Toronto and fol'owd
up by direct contact,

Luncheon was attended by 27 L

media from the Toronto area. Prd
kits were mailed to those who
not attend. Comments from the
attended was excellent.

Pasta Premiums
L. M. International Group In .
Fifth Avenue, New York, New
10001, (212) 683-3430, are ¢
a three-piece pasta kit with
finish. Included: covered past:
age can, cheese shaker and past
tion measure, They are seamle
rustprool and suited for bein
tomized with company logo or
Background

Material: “Pasta P
folio” — 28-page booklet cont. i

Manufacture of Macaroni ProJw

Directions for Cooking The M:¥
Shapes of Macaroni: Guide to B'§

ing Etiquette of Spaghetti Fabi
Macaroni Legends. This booklei %!
for 50¢ cach shipped f.0.b, Palatf
Ilinois.
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{ Perfect pasta
| Pegfect o

maxKesa
eat cas€e
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AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn, » General Offices at St Paul, Minn 55165/ Phone (612) 646-9411

Judge for yourself. No matter what people stuff inside
manicotti or ravioli, the pasta just won't hold its own
unless it's nutritional, good-tasting and economical.

Others might court you with eager promises. But trust
Amber for top quality. Amber mills the finest durum
wheal into fine pasta ingredients. .. Venezia No. |
Semolina, Imperia Durum Granular or Crestal Fancy
Durum Patent Flour. The consistent color and quality of
your pasta praducts will testify to Amber’s modern
efficient mitiing techniques.

At Amber Milling, helping you prepare a great pasta for
your customers’ stuffings is a matter of record. Need
prooft Next time you order, specify Amber.

Then you be the judge!
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1983 Food Industry Personnel
Demand and Salary Levels

Skilled, experienced supermarket
managers, food plant supervisors, and
sales representatives are the three
groups of professionals currently most
highly prized by employers in the na-
tion’s multi-$ billion food industry.

Brisk demand for these and other
“hands-on™ line personnel within the
lubor-intensive U.S. food industry has
clevated median 1983 salaries by an
average of some 10 percent over year-
ago levels. These are among the ma-
jor findings of a just-completed na-
tionwide survey of more than 900
major employers and 30,000 job can-
didates engaged in processing, markst-
ing, and merchandising the nation's
food, on which U.S, consumers spend
more than 19 percent of their aver-
age annual income.

The survey, which iavolved com-
panics of every size in cvery major
U.S. market, was conducted by Roth
Young Personnel Service, Inc., a
coast-to-coast leader in food indus-
try personnel recruitment and place-
ment.

According to David Roth, Presi-
dent of Roth Young, whose headquar-
ters are in New York, the recruitment
focus in 1983 is on finding experi-
enced, proven food industry person-
nel “who can hit the ground run-
ning.” Indeed, Roth says, the empha-
sis on hands-on experience has never
been greater, as food companics strive
1o increase efficiency and productivity.

Supermarkel Managens
Much Sought-After

In the supermarket sector of the
industry, managers with proven lead-
ership skills lead the demand spiral
nationally, with median salaries of
$30,650 in "83. They arc followed
closely by warchousing supervisors
($24,700 annual US. median sal-
aries), grocery buyers ($32,350), and
deli-bakery  supervisors  ($30,150).
Other high - demand supermarket-
scctor personnel, and their current
median U.S. salaries, include zone
managers ($40,750), wholesale/retail
counsclors ($27,400), store develop-
ment managers ($31,600), industrial
engineers ($32,500), ficld merchandis-
ers ($26,750), and convenience-store
operations managers ($36,750).

Plant Supervisors in Strong Demand

Manufacturing plant  supervisors
who can keep production lines oper-

ating smoothly are at the top of the
demand list in the $300 billion food
processing industry. With 2-5 years
of experience (the level employers
consider ideal in terms of skills com-
bined with reasonable salary expecta-
tions), plant supervisors are carning
a median $24,7%0 nationally.

Other high-demand food manufac-
turing personnel, and their median
national ‘B3 salarics, include mainte-
nance engineers ($28,300), production
managers ($30,550), quality control
engincers ($27,100), junior food tech-
nologists ($23,250), plant engincers
($33,450), plant managers ($51,900),
quality control supervisors ($24,600),
sanitation supervisors ($22,550), and
project engincers ($33,000).

Food Sales Reps Coatinue in
Healthy Demand

In the vast, complex area of food
sales and marketing, “hands-on™ line
sales representatives with 1-2 years
of experience remain in solid demand
throughout the nation, earning med-
jan US. '83 salaries of $19,800.
Among those with greater experi-
ence, a healthy demand cxists for key-
account sales reps (825,300 median
'83 US. salaries), national-account
sales managers ($40,650), regional
sales managers ($36,700), district
sales managers ($28,100), area/zone
sales managers ($43,250), product/
brand marketing managers ($39,600),
division sales managers ($48,700), as-
sistant brand marketing managers
($31,450), and national sales man-
agers ($54,900).

A detailed copy of the complete
survey findings, which covers 1983
US. food industry salaries and sal-
ary ranges for 148 individual job cat-
cgories, is available free of charge
from Roth Young, 43 West 42nd St.,
New York, NY 10036.

Safety Top Priority
At Pillsbury

The American government is built
on a system of checks and balances.
When it comes to product safety. The
Pillsbury Company is also built on a
system of checks and balances.

*In the manufacturing of food prod-
ucts not everything is done in onc
specific arca and by only one per-
son,” said Howard Bauman, vice pres-
ident, Scicnce and Regulatory Affairs.
“It's a total team effort. You could
say there are a lot of cogs in our

wheels. That’s our system of cb ¢
and balances.”

Mr. Bauman defines product s ¢y
as “the procedure by which we .
trol the ingredients, the process, the
personnel and the packaging so v i
consumers buy Pillsbury proc ot
they're assured the products are afe
and wholesome,”

Safeguards Guaranice Salety

In the pasta production pro.es,
for example, all incoming ingredicnt
from suppliers are thorougii'y inspect-
ed before production bejziar  Qualiyy
Assurance stafl closely #aiy* point
of possible contaminatux “ne mos
crucial point in pasta pivCuction is
the mixing operation — where wakr
is added to the durum wheat mixiare
Before the pasta reaches the consumer
it is retested, These safeguards help
guarantee the safety as well as the
quality of the product.

Jolvon Stein, vice president, Qual-
ity Assurance, takes Mr. Bauman’
definition one step further. Meeting
various federal and state government
regulations, he said, is another aspea
of product safety. All food manufac-
turing procedures must comply with
the Food and Drug Administration
(FA) and the United States Depan-
ment of Agriculture (USDA) regula-
tions. The most stringent regulations
come in the arca of dairy products
where individual states set up their
own labeling standards. Federal la»
states that a food product must bk
packaged to prevent contamina‘ioa
that could cause illness.

Ten Point Program

The foundation for assuring » e,
wholesome and legally compl ant
products is established and outl 1
in Pillsbury’s Ten Point Safety |-
gram. The program was initiated « vef
10 years ago by former Pillskin
Chairman and Chicf Executive i
ficer, Robert J. Keith. He made p ¥
uct safety a top priority at Pillsb ry

The 10-point program begins ' ith
product specification and ends ° itk
incident reporting. Product speci: ¢
tion insures that each product hii 3
written and approved set of specil ¢
tions describing all quality and s
ty procedures involved in product oo
sorting and distribution of cach piod
uct. Incident reporting involves Ik
communication of all regulatory aje
cy activity as well as any produd
safety failure at a Pillsbury plast
facility.
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deserve our best efforts to provide
you with the kind of consistent
quality that assures you a success-
fu! product. Without question, the
fi: 2st durum flour and semolina
ar produced from durum wheat
re sed in North Dakota. From
q ity durum wheat, we pro-

di e Durakota No. 1 Semo-

lii 1, Perfecto Durum Granular
a1 | Excello Fancy Durum

P: ent Flour. You're someone
st cial, and you deserve
th best!

qonm DAKOTA MILL
Girand Forks, North Dakota 58201
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Pillsbury Safety Program

(Continued from poge 12)

The 10-point program also includes
mechanisms to guarantee manufacture
of a safe, wholesome and tasty prod-
uct. One mechanism is the Physical
Systems Hazurd Control system, which
is designed to prevent forcign ma-
terials from entering products.

*“Hazard controls is where you iden-
tify in advance critical points where
something could go wrong.” said Mr.
Stein. “You idemtify them in your
process and you establish a monitor-
ing system to prevent mishaps from
occurring.”

The number of hazard control
points differ with each product.

The product safety office headed by
Mr. Bauman, augments the 10-point
prram. The “office” is a committee
whuse members include representa-
tives from Quality Assurance, Opera-
tions and Enginecring. Its purpose is
to approve all aspects of the manu-
facturing process for every Pillsbury
product.

The safety and quality of a Pills-
bury product has been a company tra-
dition since Charles Pillsbury founded
the company over a century ago. Pills-
bury has always been commilted to
providing its customers with sale foods
and protecting the food from contami-
nation.

“We're constantly looking at ways
to make improvements in our pro-
duction process,” said Mr. Bauman,
“Qur first priority is that we produce
a safe product. The sccond priority
is quality. Fortunately, they go hand
in hand.”

Perhaps Mr. Stein stated the Pills-
bury philosophy best when he said.
“It"'s a basic requircment for being in
the food business. If a food company
can't deliver safe food they have no
right to be in the business and prob-
ably won't be for long. Safety is an
absolute minimum requircment. Pills-
bury products meet this requirement.
In addition, they deliver high quality
and good price value.”

Wholesalers Had a
Mixed Year

Most wholesalers reported sales and
tonnage gains last ycar but the per-
formance in gross margins and net
profits was less than satisfactory.

These were just a few conclusions
reached in Progressive Grocers’ 50th
annual report on the grocery industry,
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presented at the NAWGA convention
by Edgar Walzer, the magazine's edi-
tor in chief and publisher.

The study, whose participants ac-
count for more than 50% of whole-
sale sales, found that the wholesale
sector had a sales gain of 5.6% last
year, outperforming the 4.6% increase
chalked up by the retail sector. Vol-
untary groups in the $100 million-
plus category had a rise of 10.2%
in revenues.

Toansge Increase

Tonnage increased among 63% of
those surveyed. Bul increases in gross
margin percentages were reporied by
only 41%, while just more than cae-
third of those surveyed had gains in
net profits.

Just about half of the wholesalers
in the survey increased the number
of items carried, and 47% increased
the number of turns.

Waltzer noted that about 30 %
of wholesalers had added warchouse
space last year and 31% expect lo
expand facilities this year, But among
the larger firms, the percentage of ex-
pansion plans increased. For example,
of wholesalers doing over $100 mil-
lion per year, nearly hall plan w0
build,

In wholesale operations, the study
found that employee turnover de-
creased among 53% of those respond-
ing bul remain the same for 40%.
Warchouse pilferage declined among
about one-yuarter but remained the
same at 61% of the wholesalers,

Backhaul Progress
Backhaul progressed last year, with
about one-third of the wholesalers re-
porting over 20% of their tonnage
i in backhaul. Another third reported
bavki.aul at under 10% of tonnage,
and a third were in the 10-19% cate-

ry.

Wholesalers  also  progressed  in
serving chains, the report stated, being
the primary supplicrs for eight of
10 stores owned by small chains (20
or fewer stores). Wholesalers also
were the principal suppliers for one
of every 10 stores belonging 1o the
laigest chains,

According to the study, Walzer
said, wholesalers supply an estimated
20% of all chain supermarkets in the
country.

In labor cosls, about 58% of whole-
salers ex=rct them to po un us a per-
c=nlage of sales. comnared with 19%
who anticipate a decline. About 38%

look for some increase in gross nap
gins, while 23% expect a declin
There are scveral major pro emg
as perceived by both wholesaler and
chains, but to slightly differen de
grees. Energy costs are scen as . ma
jor problem by both scctors but noee
so among chains (67% vs. & %)
Almost 50% of the chains see aber
costs as a major problem, com. ared
with 36% for wholesalers. Prod. ctiv.
ity gains are viewed as a major | rob
lem among chains, and 30% among
wholesalers,
In the retail sector, as noted, sales
were ahead 4.6%, which the repont
called the smallest annual gain since
1966.
Although store construction was
slow, the survey found a net gain of
some 270 markets, bringing the total
number of stores to 28,950, account-
ing for total sales of $180.7 billion.

RHM Shows Gain

Pre-tax profits of Ranks Hovis Me-
Dougall P.LC. in the six monts
ended March 5 increased 23% ove
the same period of the preceding year.
External sales in the hall year gained
1%.

Summarizing the six-month opere
tions, P. W. J. Reynolds, chairma
of RHM, said:

“Profits from our flour milling
grocery and packaged cake businew
cs increased significantly, and thest
was an encouraging increase from the
agricultural division,

*The substantial trading los: s of
British Bakeries continue am |
overscas division, while ach ving
creditable performances, was  ¢lov
the high levels of last ycar as a esul
primarily of severe competition 1 1
us.-

Snack-pack Eggs

Chemically scaled cooked cg; the
don't need refrigeration crac
market, in-snack-counter  six
and vending-machine two-pack:
maker, Milton G. Waldbaum Co-
Wakefield, NE, calls the p oo
Eggs to Go. For Independenc
the shells came in red, white anc bive.

Processed Egg Prices

US.D.A. reports nest run o
ranged from $12.30 to $14.10 #
June. Dried whole cggs $1.77 ¥
$2.02; dried yolks $1.97 to $2.27.

Tue Macaroni Joursd
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Paste Mokers in America

C. F. Mueller Company — American Success Story

Thu' Frenchman Zerega brought spa-
ghetti and vermicelli to the United
States, but it was German immi-
grants who brought a German dish —
noodles, pasta with egg added — 1o
America some filty yecars before the
ltalians came over in full force.

Christian Frederick Mueller was one
of those German immigrants. He came
from the Black Forest arca with his
wife in 1866 when he was 26 years
old. Born in Nagold, the young man
had gone to school until he was 14,
He then lcarned 1o be a baker.

He came to America to work. And
he did work. Slowly but surely he built
up his door-to-door trade selling bak-
ed goods made in the kitchen of his
home. At the time, North Jersey had a
large German population. Before long,
Frederick realized that  his fellow
countrymen, although very fond of
his pastry, were also very fond of egg
noodles, and he soon decided to aban-
don his bakery trade to concentrale
on the noodles. He followed the same
paticrn — making the noodles at
home, then selling them direct house
10 house in a pushcart, He was produ-
cer, salesman and \lelivery man all in
one.

Muecller's cgg noodles became so
well known that by 1870, flour was
being bought by the barrel instead of
th: bag. the pushcart replaced by a
horse and wagon.

First Factory

Fifteen yecars later, the company's
first factory was leased to keep pace
with the ever-increasing demand for
Mucller's cgg nundles.

In 1890, still larger manufacturing
facilities were needed, and the com-
pany moved again, this time to its first
company-built plant on Boyd Avenue
in Jersey City. Here, for the first time,
machines were used. The dough was
no longer kncaded by hand but by a
dough mixer. The rolling pin gave way
to huge machines with stainless stecl
rollers which performed the same func-
tion, only better, producing a more
uniform thickness of dough.

Until 1894, the company made only
cge noodles. In that year Mr. Mucller
again made a decision. He added mac-
aroni to his line, The decision tumned
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out 1o a good one. From the begin-
ning, sales warranted a daily output of
500 pounds of macaroni. Shortly after-
wards Mucller's began manufacturing
spaghetti as well,

The popularity of all three products
continued to grow, In 1915 the com-
pany built the largest and most ad-
vanced macaroni plant in the country.
Distribution was expanded gradually
along the cast coast from Maine to
Florida and as far west as Indiana.
Christian Frederick Mueller’s stan-
dards, 10 produce the highest quality
products possible, have been rigorous-
Iy maintained by his successors.

Association Activity

His son C. F. Mueller, Jr. was ckec-
ted the fourth president of the Nation-
al Macaroni Manufacturers Associa-
tion at the onc-day mecting held in
St. Louis May 17, 1910, He was 10
serve for six years.

It was noted that the use of durum
flour and semolina was then becom-
ing widespread, and the durum millers
evidenced their first interest in the in-
dustry that was using so much of
their output of these products.

Early in Mr. Mucller's administra-
tion the “egg noodlc law™ was a topic
of general concern. The first anti-col-
oring law of the land, passed by Ohio
in February, 1912, was approved as
a basis for a federal law on the matter.

In 1913 the matter of cooperativ  ay-
vertising came up. and it was & reed
1o start an “educational pul iy
campaign.” The campaign did na
materialize, because the  Excoutine
Committee faiked 1o agree on o fan
working basis. Consumption was then
estimated at about two pounds per
capita. The subject came up again in
1914, but a resolution was passed ad-
vising against it, because of the out-
break of World War 1.

When the war started the United
States was importing about 160 mil-
lion pounds of pasta products annu-
ally. Most of this originated in lah
and landed in New York City. Records
show that for a number of years pre-
cceding this date, practically the same
amount of product came in from
abroad. It is evident, therefore, that
large amount of consumption wa
supplied from this source.

Flood of Imports

The price of pasta was controlle
entirely by the amount of the numb
of shipments arriving. Every time 2
boat arrived from Italy in New Yor
City, auctions of bulk macaroni pro-
ducts were held at the piers, and the
price dropped accordingly. Milling
rate the time was 50¢ for a 1/ -kik
box (22 pounds). Few domestic lants
could compete with this flood « im
ported product. The American © anv:
facturers could not purchase th v
materials at such a price, neith W
they have the kind of equipm 1t &
meet this kind of competition. Fu :her-
more, practically all forcign ma won

Henry Musller
Tne Macakoni Jourss

woid 1 this country was canary yellow
oo Jd due to the use of artificial
oo And labels were laden with gold
md + which the pure food laws did
st rmit domestic manufacturers to
we. fowever, in 1915, when lly
oim  the allies, importation of mac-
aron products ceased abruptly. There
was  cated an enormous demand for
Jom: tic product.  Every American
plant was enlarged, old mixers and
presscs brought back from the junk
pile and put 1o work, but soon the
macatoni manufacturer began to ex-
perience some difliculties, particularly
with the price and availability of his
raw material.

By 1917, when the United States
entered  the war, the government
through the food administration re-
sricted the use of wheat with a “Save
the Wheat™ program. By 1918 pasta
manufacturers were required to reduce
their use of wheat products to 70 pur-
cent of pre-war capacity, and they
were encouraged to make up the dif-
ference by the use of substitutes. Somz
manufacturers  suffered  considerable
lwses due to their use of wheat sub-
situtes, for which there was no pre-
vious experience. But by and large the
¢nd of Nalian imports made the indus-
try grow up overnight.

Association After the War

James T. Williams of the Creametic
Company, Minneapolis, was elected
Asw ciation  presdent  in 1917,
Thr. igh his eflorts he made the in-
dust  become conscious of the fact
that ooperative cfforts did pay divi-
&n In 1919 the Association em-
ploy * Modesto John Donna, Braid-
wx [llinois, as paid editor of the
Ma. oni Joumnal and full-time sec-
feta  treasurer for the Association.
In . same year the Association
law ed its first advertising cam-
paig  $50,000 was subscribed and ex-
oo fin an cffort made by the in-
dust 1o have the government enforee
% ire food laws, standards, and
labe g requirements. In 1920, th:
Assc ation estzblished its laboratory
in W shington, DC and retained Ben-
fam.  R. Jacobs of the Burcau of
Chei stry of the Department of Agri-
e 1o enforce a sell-policing pro-
gran [or the industry in checking lab-
efs, 1 gredients, and for artificial color.

Washington office was also instru-
mental in having the tariff on macaroni
roducts increased to 2¢ per pound.

requirements for egg noodles were

Aucust, 1983

also changed from whole cgps 10 5.5
percent egg solids from cither whole
cpgs or egg yolks,

Trade abuses were a concern, and
recommendations were made to the
Federal Trade Commission for a sct
of trade practice rules. Dissension and
misunderstunding within the industry
resulted in a lower attendance at the
convention in 1921, and Christian
Frederick Mucller was brought back
as President. Unfortunately, he dicd
six months later in December, 1921,
and Mr. B, F. Huestis of Huron Mill-
ing Company, Harbor Berch, Michi-
gan, served the balance of the term,

Henry Muciler Elected

At the next convention Mr. Mucl-
ler's son Henry was elected president
1o serve for the neat six years.

During his administration a um-
form system of cost-accounting was
adapted for pasta operations, a new
plan of Association financing, based
on production, was developed, and the
Assaciation elected o ofier a trophy
of the best sample of durum wheat
duning the year.

In 1923 the convention soted o
join the “Eat More Wheat™ move-
ment. A commitiee was appointed 1o
work on increasing  consumption of
macaroni - products. A slogan - wis
sought but not agreed upon. Resolu-
tions were adopted favoring the com-
pilation of industry statistics, the cli-
minadion of artificial coloring, and the
appusition to free merchandise deals.

In 1924 an A cociation of bulk
macareni manufacturers was formed
They began their own publication,
“The Macarom Manufacturer™,  but
gave b up aler a sear and were
brought back into the fold by Pres
dent Henry Mucller

Henry Mucller died i 1946, lean-
ing two daughters, a brother and a sis-
ter, nephew C. Fred Mucller, and a
business worth S3': million

New York University

The followmg sear a group of
alumni of New York University law
school, led by HL Edward Toner who
practiced law with g tirm called Toner,
Crowley, Woelper, and  Vanderbilt,
approached  Arthur 1. Vanderbily,
then the law schools dean, and con-
vinced him that the shares of the Muel-
ler firm might be available for pur-
chase at promising terms, Moreoser,
the entire sum ¢ould be comveniently
borrowed for this purpose from the
Prudential Insurance Coo of Amernca
The deal was consummated, and a
new institution, the Law Center Foun-
dation. was created 1o reeeive distri-
bution from Mucller  and  dispense
them to the law school. In the process
Mr. Toner was made president of the
C. F. Muceller Company.

Fred Mucller, in his carly forties,
having served apprenticeship by work-
ing ina grocery store and as advertis-
ing manager for the Mucller Com.
pany, became executive vice president
At this time there were sbout 379 dif-

C. Frederick Mueller
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C. F. Mueller Company

(Continued from page 16)

ferent brands of macaroni products to
be found on retail store shelves, but
Mucller's familiar red, white, and bluz
packages were on the shelves of 33
percent of all food stores throughout
the country. The nearest competitor’s
brand figured in only 19 percemt of
the stores.

Packaged Product
Almost singlehandedly the C. F.
Mucller Company had  established

macaconi products as a basic staple of
the everyday American dict. When
other macaroni manufacturers were
hand-rolling their product in paper
packages similar to those then used
for imports, Mueller was the first to
break out of the traditional pattern, to
adopt a machine-formed and closed
“cracker box™, almost as soon as com-
plete machinery for this then revolu-
tionary package became available.
The company concentrated solely on
its own brand name and a single pac-
kage design.

Al a time when macaroni makers
in common with the majority of food
product producers were local busi-
nesses relying on the ¢conomics of
distribution to keep them comptitive,
Mucller was the fist to realize that
cconomies of large scale mechanized
packaging would help a company in
its ficld 1o break the pattern of local
distribution and thus to grow.

The company ran the first advertis-
ing campaign in its industry, starting
with car cards in 1919, and by 1920,
it had become one of the most consis-
tant advertisers in the grocery ficld.
Media changed through the ycars, bat
Mucller's advertising and promaotional
efforts never slackencd. Emphasis was
switched gradually 10 radio, beginning
in the days when broadcasting was
young, and other macaroni advertising
heard on the air was that on a few
foreign language programs. When
T.V. came along, Mueller was Jirs.
in its field as one of the first commer-
cial sponsors of scheduled television.

The leadership in packaging cflici-
ency, cstablished in 1907, was never
allowed to slip from the Mucller
grasp. The original “cracker box™ type
of package was replaced by automati-
cally filled and weighed upright win-
dow cartons for noodles and shor
macaroni types as part of a thorough-
going program of machine and pack-
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age modernization begun immediate-
Iy after World War 1l. One outcom:
of this post war program was the es-
tablishment of a unit packaging labor
cost estimated to be as much as 50 per-
cent less than that of the most eflicient
competitor on some items, although
Mueller absorbed substantial  hourly
wage increases during this period.

Along with their foresight in tech-
nology they developed an excellent
sales organization and achieved blan-
ket distribution on the castern sca-
board west to Michigan.

Fred Mucller President

In 1950, when Fred Mucller was
elected President of the National Mac-
aroni Manufacturers Association, the
newly incorporated National Maca-
roni Institute for product promotion
was just two years old. He worked

Lester R. Thursten, Ji,

closcly with Ted Sills, the profes ony

publicist, and the committee wh ca. §

ricd out the responsibilities of
making for the new Macaroni In

Al the 1950 convention he ¢
ed: “As individual manufac
we are responsible for three  apr
things: (1) to establish and mi e
the fincst quality of which we o :
pable; (2) to produce at the i ae
possible cost; (3) establish a price
which will ¢nsure our future and pro.
vide for the promotion of our own
brands.”

In June, 1950 the US. Tax Coun
in Washington ruled that the Muell:
Company . . . “is nol a corporatios
cngaged in the educational institution
but a wholly scparate corporation
which has its own day-to-day activiny,
the operation of a macaroni business
for profit.” It pointed out that tax e
emption in this case could “have .
vicious effeet upon non-exempt com-
petitors because of the exempt corpor.
ation . . . might be able to underse'l
its competitors as a result of the
advantage.” Mueller had been paying
taxes, continued to pay taxes, and M-
Toner became more active in the com-
pany. In 1971 Fred Mucller oo
carly retirement.

Toner Elected to Board

Mr. Toner was clected to the Board
of Directors of the National Macaron
Manufacturers  Association in
and was clected a vice preside it in
1972. He was an enthusiastic su 'po
ter of industry product promotic

From 1962-1975 Mr. Toner
as an industry trustee of the Fou
Drug Law Institute. As a mem 1o
the Grocery Manufacturers of  mer-
ica, he was for several years Wb
GMA-FDA Food processors € el

Early in 1970 Mr. Toner am unc
ed the appointment of Lest R
Thurston, Jr. as vice president ssi
tant to the president. Mr. Thurstc  wa
then 47 years old, formerly pro dont
of Pennsylvania Dutch Megs. Ins.
Harrisburg, PA, and had bew o
sociated with the macaroni in Bt
since 1950 when he was marr J W
Nancy, the oldest daughter of + W
(Jack) Woll, President of Pe wt
vania Dutch Megs, before acqu e
of the firm by Thomas J. Liptor In¢
in 1965, Megs Macaroni became st
No. 17 in the Lipton organizatior.. 3
Mr. Thurston was transferred to &
porate headquarters in Englewox
Cliffs, New Jersey, where he was nas

oliy
lutg
clar.
fers,

nad
and
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¢ cctor of sales, Continental divis-
on. ¢ was there three years.

C V. (Jack) Wolle served as the
18t resident of the National Maca-
wni lanulacturcrs Association dur-
ingt - war years 1941-48, the longest
cons utive term in industry history.
In & preciation for his leadership in
Waslinglon and for his development
of pod feeling among competitors,
members contributed to give him a
anary yellow Buick convertible at
the convention held at French Lick,
Indiana, in 1948,

Thurston Elected

Mr. Thurston was elected to the
Board of Directors of the National
Macaroni Manufacturers  Association
spon the death of H. E. Toner and
quickly worked through the chairs to
pecome the 3Sth president in 1980,
His two major cfforts in that year
were 10 have a professional consultant
awist the executive commitiee in de-
weloping a strategic five-year plan and
changing the name of the organization
1o the National Pasta Association. The
other achicvement was enlarging the
panticipation in the International Dur-
um Forum to stress the importance of
the domestic industry to the durum
growers by having a top drawer audio-
visual presentation on Association ac-
tivitics and promoting pasta by nam-
g "linot. North Dakota, Pastaville,
USA

T  president of New York Univer-
uty  the academic year 1970-71 an-
nou  d a deficit of almost $7 million
and  :lared that the financial situation
was  tical. The crisis eased in 1973
whe the University Heighis campus
was  'd to Bronx Community College.
In 6 the Univenity and the Law

Sh agreed to sell the Mucller
Con ny to Foremost-McKesson for
SI1 nillion.

Pac Info ‘83

“I ckaging in the Computer Age”.
The “onference in the Big Apple,
gd' et 4-6, Statler Hotel, New York

ny

New Member

Weinberg Bros. & Co., egg prod-
wts distributors, 889 St. Charles Dr.,
Thousand Oaks, CA 91360, have
z:ﬂl the National Pasta Associa-
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The Family

by Frank M. Butrick, Akron, Ohio

PART XIV — Semi-Retirement: Winters in Florida
and Summers Helping Your Son

7 ou look ahead and can see L
savor it, play with it in your
minds’ eye: just a few more years.
and you can begin o take it casy
Not to stop working, of course -
you would not know what to do with
yoursell. But just to cut back a bit
Maybe you have already found that
those long hours are not absolutely
necessary — if you still keep at them.
it is mostly habit — and maybe part-
Iy because spending the evenings with
your wife is somechow boring and
disillusioning.

But the really gratifying aspect s
your satisfaction with your son. Th:
last few years have seen him come
to full stature, a man now (though
you will always think of him as your
boy). the father of children — your
grandchildren, the  continuation  of
your life. He is a man now, a man
who has gradually lified much of
the load off your shoulders — per-
haps most of the load, when you think
about it. It goes without saying that
you are proud of him, thinking about
him, remembering when he was just
a kid, when you brought him down
to see the shop for the fint time,
It doesn’t scem so long ago; he cer-
tainly did grow up fast. And now
he is ready 1o take over and run your
business.

Well. not guite ready: he still necds
more experience and that fine sense
of judgment which a few more years
should bring him. He is well, mayb:
a bit too sure of himself, a hit too
impaticnt, willing to take risks which
make you uncomfortable. especially
his cagerness 1o take on long-term
financing for faster growth. He does
not always listen to what you 1l
him of the old days, and the truths
you learned, cither. And, of course,
he still does not always do things
just as you would do them — som-
times not even what you tell him to.
But he is ready: you could have stayed
home today. He would have run the
place perfectly well: maybe he would
not even have missed you. Probably
it is best to bypass that thought.

But maybe the time has come o
think about taking it casy part of

Frank M. Butrich

the time. Oh, not really retirement.
You are much too young for that.
Besides the AMA has published those
studics which showed that the aver-
age man only lives 30 months after
retirement. Of course, you are in good
shape, but still. . . . However, there
is just no good reason why you and
your wife could not spend this winter
in Florida, or maybe Arizona where
it is dry; it would be nice to get away
from the winter’s damp. Your boy
could always reach you by phone if
anything comes up which he could not
handle, you could fly back, and be
on deck the next morning, mayhe
even the same day. You could talk
with your banker and accountant, have
them stop in and keep an cye on
things, and by available if he need-
ed advice. It should not be any prob-
lem. And you would be back in the
spring, ready to roll up your sleeves
and dig in again, to take over from
your boy. That way the winter would
be only a sort of test, just to give
your boy a chance o manage the
place on his own. Il it worked out
well. you could try it again next win-
ter (mavbe leave in the fall, when the
leaves begin 10 come down),

Then. after a couple of years, i
all went well, you could Kick your-
sell un to chairman of the board and
make your hay president. You could
give him a free hand and watch him
go. Of course. you would still be
the owner, and as the chairman you
could still give him guidance. You

(Continued on page 24)
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The Family in Business
(Continued from poge 21)

wiould let him manage the busincss
as he wanted, but still, there is no
point in throwing away your years
of experience. Time and again, your
boy would need your help and ad-
vice. But you would not be involved
— merely stop in aftermodns, per-
haps, and be around ~iTen he nceds
you, and help out a b

This is the dream called “semi-
retirement.” Its attractions cannot be
denied. But just how well does it
work out in practice?

CASE HISTORY NO. 1

Cochran started his pasta business
with little but sheer guts and deter-
mination; a strong and hardworking
man, in twenty years he built it up
to $4 million in highly profitable sales.
En route he raised a son and then
brought him into the company. But
Cochran is one of thosc men who
cannot delegate authority; responsi-
bility, yes, but not authority. All de-
cisions of conscquence, all planning,
and all steering are done by him.
He developed no middle management.
While he has heads of accounting,
sales and production, he can out-smart
and out-work all three of them —
simultancously — and he made cer-
tain they knew it by frequent demon-
strations.

He delighted in walking into the
factory and making snap decisions
concerning method and scheduling —
which his production manager would
learn about from the foreman. He
cut through inventory problems with
equal verve, exasperating his managers
who felt he did not fully understand
the problems because he would not
listen while they explained to him.
And a tactic which he used to build
sales volume was to drop in unan-
nounced on an Mr and grab the man
for a whirlwind tour of their pros-

s. I the Mr was unavailable,
he still called on the prospects. Thers
were just two ways of doing things
in Cochran's business. His way and
the dismissal way.

When this son joined the firm, he
started out on a lengthy tour of jobs
and departments, emerging at 35 or
so as Exccutive V.P. But the son
is the antithesis of his father, a quiet,
diffident man, much like his quict
mother — ideal for carrying out his
fathers' order exactly and without
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thought or hesitation. His real job is
gopher — errand boy for his father.

Now Cochran is scmi-retired, gone
three months of the winter and two
of the summer, At every tum he is
infuriated at the “shambles” he finds
and goes through the company like
a whirlwind, correcting, hiring, chang-
ing, fring, and patching. Bul cvery
time he comes back the mess is worse
and the fixing job is greater.

OBSERVATION: Neither Coch-
ran’s son nor anybody clse was ever
trained (or permitted) to run any-
thing — to make dJecisions, The firm
does not run in Cochran’s absence:
It merely runs down. This semi-
retirement is a dismal failure because
the firm becomes more disorganized
cach time he leaves. He should sell.
Conglomerates specialize in  buying
profitable companies like his — and
never scem (o notice the total lack
of functioning middle management.

CASE HISTORY NO. 2

Smith owns a small chain of retail
pizza parlors. He too is now semi-
retired, spending five months in Pas-
cagoula and the rest of the year in
Pennsylvania, fishing or playing goll
forenoons and “helping” his three
sons run the business every aficrnoon.
He is not around enough to actually
know what is going on, but since the
most superficial inspection is more
than adequate for finding fault, he
has become his sons' critic, “They
know when they are doing well; don't
need me to tell them. | am just try-
ing to help by pointing out things
they've overlooked.” Naturally, many
of the em are delighted to as-
sist in this fault finding, and kecp him
stuffed full of stories and accusations.
Since Smith is not at any location
long enough to verify things told to
him, many of these “corrections” (he
cannot resist issuing his orders on the
spot) either worsen the situation or
merely confuse it.

His older sons spend half the next
moming finding out what their father
did the afternoon before. Add to all
this a youngest son with a flair for
intrigue, who delights in sctting up
gullible employees with wild storics
about his two brothers — knowing
they will be passed to father — and
you have a situation which is rapidly
driving the quite compelent oldest son
(who is the general manager) to des-
peration.

OBSERVATION: This is no! :m.
retirement; it is professioral med ling
The danger in part-time help (re.
gardless of their position — hi; |
or low) is that they are notoriot  for
not knowing what it going on Tk
idea of part-time management (v cth.
er a top executive is semi-retir | or
spreads himself across a numb r of
firms, the end result is the san - —
part-time management) is attr. i
and viable, but only when done | rop
erly, with scrupulous observan.: of
the chain of command.

“In short, you must give up the old
way of operating up and down the
line, at every level. To retire par
time, you nced a full-time replace.
ment — a manager — who will run
the place. And he must be left alone
and permitted to do just that — run
the place. You can pop in and tall
with him, and you can chat with the
employees, or perform specific tasks
which you and your younger man-
ager agree upon, but you must bend
over backward to observe the rules
And that may be more of a strain than
staying on at work full time.

Comments
Semi-retirement, so ideal in theor.
is a quagmire in practice. In all tw
many cases it drags on until the aging
father becomes nothing but a redl
troublemaker. So talk it over fint,
draw up rules — and then stay with
them, If you can.
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This article is condensed fron 3
chapter in the author's book, HE
FAMILY IN BUSINESS, releas: | by
the IBI Press, Box 159, Akron OH
44309,

Frank Butrick has, for over twi Jec-
ades, been a leading consultant. 00
vention speaker and author o WK
family-owned business He has w [ief
hundreds of magazine articles th ugh
the years and his concepts have e
incorporated in numerous book He
averages nearly 50 conventior 37
pearances a year, and is active 3
consultant, serving business o ®n
all over America. If you have a (¥
tion upon which you would like M.
Butrick’s comments or advice, Yo
may contact him through M/ CA-
RONI JOURNAL, or by writin 1
IBI Press in Akron, or calling hi 1 3!
216-253-1757. There is no co:t o
obligation — but if you write, be P
tient. His heavy travel schedule pre
cludes quick replies to his correspond
ence,
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WHY PARTICIPATIVE MANAGEMENT

by Beverly A. Scott

Manager, Organization and Management Development

“Workers just arcn’t what they used
to be! The work cthic has eroded;
they aren’t willing to work as hard as
they used 10." A fecling oft expressed
by managers. Is it truc? Let me share
with you two other quotes: One from
an employee.

“The worker who performs a cer-
tain task 320 times a day, five days
a week, knows more about the spe-
cifics of his (sic) particular job than
anyone else, yet in sixteen years I've
never been consulted or (sic) seen
any other worker consulted on how
to improve a job qualitatively or
quantitatively, There are ‘suggestion
programs,’ but their main concern
is always how to save the company’s
money. “I don't believe it is inherent
in human nature to do a lousy job.

Man (sic) innately wants to do good
work, but he (sic) needs to be in-
volved; he (sikc) needs to know how
his (sic) job relates to the work as
a whole. Nothing is as frustrating
as to not be able to do your job
properly because a job carlier down
the linc was omitted. To instruct a
worker in such a case to go ahcad
and to do his job anyway is absurd.
Yet this happens, because it's the
basic management philosophy to get
the job done at any cost. . ™

A second quote comes from the ex-

ccutive vice president of Honda Mo-
tor Company in Tokyo,

*The amount of money they (U.S.
companics) arc spending  really
doesn't bother me; please don’t mis-
understand, the US. is the most
technologically advanced country
and the most affluent one, but capi-
tal investment alonc will not make
the difference. In any country the
quality of products and the produc-
tivity of workers depends on man-
agement. When Detroit changes its

system, we'll sce more
powerful American competitors.”™

Perhaps we need to do some re-think-
ing. Let's begin by looking at the be-
leaguered topics of productivity and
quality, Then let's focus on the people
who work in our organizations,
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Productivity

In 1950, it took seven Japanese
workers or three West German work-
ers o match the output of one worker
in the US. Now that ratio is two
Japanese workers to onc U.S. worker
or three West German workers to two
US. workers.? In general, the US.
productivity rate has not cven kept
pace with countries normally con-
sidered economically stagnant, In fact,
before 1990, the U.S. productivity
rale will be surpassed by Canada,
France, Germany, and Japan, Between
1947 and 1967, productivity by the
American worker grew an average of
3.1'5 jer year. This healthy growth
fucled our standara’ of living. In the
last ten ycars, howsver, our produc-
tivity growth rate nas fallen to 1.6%
growth per year and, indeed, in 1980,
it dropped 1.4% .* Al a time when the
Japanese economy is growing by leaps
and bounds, the US. has begun to
l_akic a look at the issues of produc-
tivity.

The Productivity Puzze

There are several factors which con-
tribute to the puzzle of productivity:
® Most organizations do nol meas-
ure output per employee hour
and, therefore, really don't know
the impact of people on produc-
tivity.

@ Secondly, the bottom line on the
P&L statement or the return on
investment is often used as a fig-
ure for productivity. This eco-
nomic result is often influenced
by cxternal factors such as prices,
taxes, raw malerials, investment
tax credits, ctc. The prevalent
managerial ethic has been that
capital investment, followed by
technology and mauagement of
the fiscal resources, are the most
important elements in  produc-
tivity. People, our human re-
source, are low on the totem pole.

® Management often views labor,
or its human resources, as a cost
1o be managed, not a critical con-
tributor toward productivity.

® Pcople are often ignored and
undcrestimated as contributors 1
productivity, yet studies indicate
that 10 1o 20% of productiviy
growth and as much as 50% of
controllable costs are due 1o hy
man factors,

® Managing others is really an an
and not a science; therefore,
has been casier to discuss and
discuss, thrn it has been to impk-
ment, to take action, to chang:
management style.

® And finally, our changing worl-
force has raised the stakes in the
productivity puzzle.?

Quality

Joseph Juran, the intemationa
quality control expert, has stated that
the Japanese hold a clear edge over
the West in product quality. Indeed
their superiority in product qualiy
poses unequaled competition to the
West from Juran's perspective. He be-
lieves unless Western corporations
take prompt and drastic action 1 im-
prove product quality, there wil' k
inescapable major industrial ¢o ual-
ties, This challenge has been de won-
strated repeatedly as the Jap wx
have clearly established their sup iof
ity in several product areas, Jura em-
phasizes that only about 20% « th
quality problems are worker o
trolled problems. He points ov ¢
cxample of a US. television . ity
taken over by the Japanesc in + 1ich
the previous workforce of 120 | pk
made 150 corrections for each 100
assembled scts. After three yei o
Japanese management, 13 p pk
made four corrections per 100 set and
the cost of service calls dropped ‘om
$22 million to less than $4 mi ion.
These are impressive results. lov
were they achieved? In studyin; the
failures, it was discovered that the
majority were management contru led
One-third of them were in the de.ign
50 they changed the design. Onc-hall
of them were a result of faulty com
ponents, so they imported componenté
from Japan until US. suppliers met

(Continued on poge 27)
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it andards. One-sixth of the prob-
gms vere from manufacturing, the
say * product and process were en-
pee d. The result was less than
i of the product failures were
work - controlled® Juran's advice,
hen. ncludes the message that to
mcet ¢ Japanese challenge, lop man-
agem ot must take an interest in qual-
ty 5. | communicate with all of the
peop. in the organization,

Peuple: Our Changing Workforce

Qu.lity and productivity are reluted
a0 only to economic issues, but to so-
dal issues. Unfortunately, the social
and the economic are often polarized
and placed at opposite ends of the
organizational spectrum. From  re-
sarch and opinion surveys, we know
that employees aspire 1o an improved
ife at work and employers aspire to
avanced  productivity and improved
quality. To separate these two goals
igrores the dynamic intcraction of
people and production. Yet the human
{xtor in the productivity and quality
continues to remain illusive. Let's ex-
plore that factor by cxamining our
changing workforce.

The Baby Boom Bulge: We have a
sorkforce today that is demograph-
wally characterized by the bulge of the
Baby Boom. Over 40% of our hourly
workforce is under 35, The bulge in
that workforce today is between 25
and 34; soon it will be between 35 and
4 liccause of the bulge, members of
this .orkforce will be increasingly
conf: ting the limited number of po-
stio: available to them as they move
wp it he hierarchy.

New Vork Valwes: Danicl Yankolo-
vitch 15 said,
“l 'he 1960's the search for new
m ings was largely confined to
Y g Americans on the nation’s
¢ uses and was masked by the
po ical protest against the war in
S heast Asia. When the war end-
e 1 the early 1970, the campuses
q ‘ed and the challenge to tradi-
tic 1l mores spread beyond college
lit. o find a varicty of expression in
thi larger society: in the Women's
M .ement; in a farther expansion
of he consumer-environmental-and
quality of life movement; in the em-
phasis on sell-help, localism, and
participation; in the hospice move-
ment; in the flood of books on culti-
vating the self; in the questioning of
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the scientific/technological world
view; in greater acceptance of sexu-
ality; in a new preoccupation with
the body and physical fitness: in a
revival of interest in nature and the
natural; and, above all, in a search
for the full rich life, ripe with lcis-
ure, new cxperience, and enjoyment
as a replacement for the orderly,
work-centered attitude of carlicr
decades.™

Indeed, many of our values regard-
ing family and marriage have changed.
A full 75% of those studied by the
Yankolovitch organization  changed
their premise in saying that it was un-
natural to be unmarried in the 1950,
to saying that it was O.K. and accept-
able to remain unmarried in the 70's.
Families are deciding not to have chil-
dren, women are going to work and
some BO% say they would work for
pay cven if they didn't have to. One
of the most important values which is
changing has 10 do with work. In the
mid-sixties, 72% of the college stu-
dents believed hard work always paid
off. By the mid-seventics, the adher-
ence to this value had almost been
cut to 40% . Figures for Americans in
general fell from SK% in the late six-
tics 1o 43% in the late seventies. We
also know that 27% of all American
workers felt ashamed of the quality of
the product they were producing. A
full BO% of the population is scarch-
ing, in one way or another, for sell-
fulfillment—not the self-improvement
definitions of the past, in terms of
working for material well-being, fam-
ily life, accumulating symbols of re-
spectability, all based on the cthic of
self-denial; but the object of the crea-
tive cnergies of the sclf-fulfillment
seckers today is the sclf: search for
satisfaction, sclf-fulfillment, and some-
thing meaningful 1o work for.®

Women Ia the Workforce: Today
over 0% of American women work
for pay outside the home. It is increas-
ingly acceptable for women to be in
the workforce; indeed, Yankolovitch
found only 20% in the late 1970’ dis-
approved of women carning moncy if
she had a husband capable of suppont-
ing her!*

Racial Cultural Divesbiyz  Our
workforce is increasingly culturally di-
verse with ethnic and racial minoritics
receiving opportunilies to leave ghet-
toized job classifications and move in-
1o professional and managerial ranks.
Indeed, from 1960 to 1976 the black

professional ranks increased from
AR% 1o 11L.7%, compared 1o an in-
crease of 12,17 10 15.7% for white
professionals.'!

Fducstion: Our workforce is in-
creasingly educated. In 1940 only one
in 22 workers was college-cducated.
today, it is onc in four.' Workers are
increasingly educated six o seven
years post-high  school.  They are
trained to think, to be critical, and not
10 automatically accept directives and
objectives from their bosses.

Job Dissatistaction: Today's work-
crs rebel against work methods seen
as destructive to their health or to their
self-respeet. There is a growing aliena-
tion cxpressed in rising turn-over
rates, absentecism, theft, subotage,
and personal abuse—drug addiction,
alcoholism, feelings of  frustration.
Alienation has been called the non-
work ethic and has been increasing in
post war decades. In the carly seven-
ties, a major study supported by US.
Department of H.EW. reported the
consistent  complaint  of  American
workers was the failure of their super-
jors to listen 1o them when they wished
10 propose new or betler ways of duing
jobs, Workers felt that their bosses
demonstrate little respect for their in-
telligence;  and  superiors  felt  that
workers were incapable of thinking
creatively about their jobs. A nation-
wide poll that has been done every
year since 1973 indicates job satisfac-
tion in the American workforce has
declined consistently each year. Many
studies show that workers want more
than just pay and benefits; they want
esteem. cquity, respect, and they want
1o work to achicve personal goals. A
Gallup poll done for the U.S. Chamber
of Commerce in 1979 found the over-
whelming majority of workers believe
if they're more involved in making the
decisions that affect their jobs, they
would work harder and do a betier
job.

Rights: As a result of the Civil
Rights Movement and the Women's
Rights Movement, increasing numbers
of workers are aware of their rights in
the workplace: that they don't have to
automatically respond to demands and
orders from their boss, and that they
do not have 1o take health and safety
risks. Indeed, workers are also push-
ing for their rights to be involved and
to participate. The Institute of Social

IContirued on page 28)
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Why Participative
Management?
(Continued from page 27)

Rescarch found that two-thirds of
those studied felt that they kad a right
1o be more involved in the decision
making process.

What Do People Want in Their
Woiaplace? The demographic charac-
teristics, the new values, and increas-
ing job dissatisfaction brings a work-
force that wants and expects different
benefits from their jobs. From inter-
views, from research, and from ex-
perience, we know that significam
numbers of our workforce want such
things as:

1) the opportunity to grow, leamn,
and advance

2) the opportunity to influence the
decisions that affect them

J) cooperation and teamwork to
get the job done—not competi-
tion and individualism

4) attention and self-esteem which
grow out of interaction, open
communication and trust

5) treatment with respect and dig-
nity, not just material rewards

6) and they want these benefits
now, not on some day in the
future.

These expectations and demands from
the workforce lead concerned mana-
gers to ask, “How can we more effec-
tively meet these needs?” Or to put it
another way, “How can we improve
the quality of life at work?”

Quality of Working Life:
What Is I1?

There are many perspectives. Let
me share a few with you. The presi-
dent of General Motors, F. James Mc-
Donald, declares unequivocally, “As
far as I'm concerned, it's the only way
to operaie the business. There isn't
any other way in today’s world.™ Don-
ald W. Neukranz, Westinghouse Ele-
vator Division, says, “It's making bet-
ter decisions, getting a contribution
and commitment from larger numbers
of people. Management is excited and
it works.” Eastman Kodak Chairman,
Walter A. Fallon, says, “You can’t
drive a good workforce 30 harder,
but we found we could often work
30% to 50% or even 150% smarter.”
Thomas Peters of McKensie & Com-
pany describes it as “Obsessive atten-
tion to people in cvery aspect of the
business.” Irving Bluestone of the
UAW describes it as democracy at
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work. AT&T Chairman Charles L.
Brown says, “We're dealing with no-
thing less than management style.”
For many others, it is simply labor-
managsment cooperation and recogni-
tion, human dignity and respect. The
characteristics of a good quality of life
at work can best be summarized by
these six points:

1) Sensitivity to people’s needs at
work which includes a recogni-
tion of employces’ personal, so-
cial, and emotional needs and
flexibility within the organiza-
tion to allow individual differ-
ences to be mel.

2) Effective challenging work, This
arca includes opportunities for
new lcaming, growth, and de-
velopment, increased responsi-
bility and accountability, expan-
sion of job duties, and increased
involvement in planning and
execution of work responsibili-
tics,
Involvement in decision making.
This characteristic includes par-
ticipation and influence in broad
decisions  affecting  employees,
opportunitics for decision mak-
ing in one's own work arca, and
access to information necded to
participate in and make deci-
sions.

4) Control over cne’s own work.
This includes opportunities to
influence and participate in de-
cisions impacting one's own work
goals, project timelines, or work
flow processes. It includes shar-
ing and feeling responsible for
problem solution and having
enough authority to carry out the
results

5) Shared information and goals.
Information about work, the or-
ganization, and the business are
commonly shared up and down
the organization and employecs
have enough information to par-
ticipate, influence, ard make ap-
propriate decisions. It also in-
cludes opportunitics to discuss
and formulate common work
group goals which support the
organizational cffectivencss.

6) An atmosphere of respect and
trust. This includes fecling as if
one is a significant pant of the
organization, that one is listencd
to and recognized as a contribu-
tor to the operation. It includes
an atmosphere of collaborative
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spirit, working together wig
concern and dedication.

Change? Wiy Today?
Although many managers
may be wondering why this + ddg
interest in the human factor an pes.
ple in the workforce, we have ' 1om
some 30 to 40 years about the basg
ingredients of participative m. nags
ment. Such studics as the W.sim
Electric Hawthorn Plant Studic., the
studies at Harwood Manufaciuring
and many eminent social and applied
behavioral scientists such as Maslow,
Herzberg, and McGregor have m-
ported 1o us the importance of em
ployee pariicipation and involvemest
These studies and reports did not haw
a major impact carlier because ow
booming economic and business suc-
cess did not require heavy considen-
tion of the human factor in produc
tivity, Even today, one might well ask
the question, “Is today's interest 2
passing fad? Or will it have a major
impact on US. business and indus
try?” I'm inclined to think that it wil
have an impact because of scverd
significant factors in the 1980's whidh
have resulted in a different busines
climate: we have stagnant productivity,
substandard quality, strong forcige
competition, and a changing work-
force. This mcans, then, that for or
ganizational cffectiveness in the
1980's, we must consider the humaa
factor. To do so requires making 8
change from the way in which we
have managed our workforce, ho v we
have viewed our employees, and how
we have structured the organiz tion
We must change:

From To
® Scientific manage- @ Participalive
ment agement
® View of the work- © Viewing ¢

+328% §

£f as an ealension s 88 comp

of the machine— tary 1o th

an expandable part chine and
source to !
veloped

® Workplace domi- © Workplace «

aled by: terized by:

- Competition and - Collaborat 1 &

mistrust trust

- Tight supervision Self- and vork
team-reguli o8

- Fractionated jobs - Multiple st 1b

« Boring tasks - Optimum 3%

groupings
-Rigid and tall  -Flat and Ml

hicrarchies organization
-Fined distinc- - Working togeth
tions between er 1o impow
doing work and quality, pnde®
planning / coor- tivity

dinating work
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Participative
Man gement?

Continued from poge 28)

Qo sk - Life at work in-
novation

oFail - 1o lisen @ Application of

w o« Jloyee ideas democratic values

ad ¢ ¢ inclination in the workplace

o e worker and collaboration

(ation off with kers in
e mﬁ:‘:thiob
Successful Organizativanl Change

From experience in many organiza-
ions, we know that some of the keys
» success come from commitment,
during, collaboration, and training. It
s important when involved in organi-
ational change to utilize these key

1) Take a systemic approach and
build the new management style
into the organization systems.

ness results,
4) Be flexible in planning — take
time to work out the bottlenecks.
5) Provide sufficient training and
develop skills which will apply
the ples.
6) View the change as a process —
not a program, It has momen-
tum, a dynamic on-going way of
life for the organization.

Hua_grumhullipiﬁcmlmlelo
play ir this process by providing broad
op soport and significant involve-
ment ¢ the middle levels. Manage-
ould model a participative ap-
n their own behavior, as well

Eerid
7
7
E

i
}é?
il
Ih
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and managements who have pioneered
in organizational change and move-
ment toward a more participative
structure.

Pitfalls to Avold

A. A low management commil-
ment to the concept and to par-
ticipative management styles.

B. Management which is not in-
volved in the planning process,
but rather it is delegated to a
stafl function.

C. Failure 1o establish an active
Steering or Policy Committce.

D. Managers' attempt to control or
influence employee groupr. in-
volved in participative activities.

E. Failure to involve union leader-
ship.

F. Failure to develop support and
commitment from middle man-

agers.

G. Inadequate training of managers
and supervisors in participative
leadership skills.

H. Management expectations that
employee involvement is a pana-
cea for a multitude of organiza-
tional problems,

1. An organizational atmosphere in
which open communication and
trust are undermined.

J. Fuilure of management to re-
spond positively and prompily
with encouragement to cm-
ployee involvement  activitics
and recommendations.

Conclusion
Paiticipative management is based
on these assumplions:
® That people want to cootribute.
® That ‘pcople are experts at their

own 3

® That this expertise should be
1 o

@ That better actions and better de-
cisions will be the result.

Participative management also holds
two values, one of which management
has held for a long time: to reduce
waste, imefliciency, scrap, duwn-time.
A second value, one which is scldom
articulated, and clearly is the founda-
tion for participative management: re-
spect for people and their weeds. |
leave you with this thought: That as-
scts make things possible, but it is
people who make them happen.
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At Multifoods Annual
Meeting

Recent management changes at In-
ternational Multifoods Corp., William
G, Phillips, chairman and chiel ex-
ccutive officer, told the annual meet-
ing of sharcholders June 17, “give
us a management team that will max-
imize our potential in the difficult
cconomic environmenls we  expecl
through the balance of the year, and
will continue to guide us to a long-
term carnings growth.”

In March, the board of directors
of Multifoods elected Andre Gillet,
exccutive vice-president, to president
and chief operating officer, and clect-
ed Darrell M. Runke, president, to
vice-chairman of the board.

At the annual mecting Mr. Phil-
lips introduced Mr. Gillet and two
other new board members — Judith
S. Corson, co-founder of Custom Re-
rzarch, Inc., and Robert M. Price,
president and chiel operating officer,
Control Data Corp.

In announcing first quarter resulls
at the sharcholders meeting, Mr. Gil-
let ordsmented, “Overall, we had very
good fesults in Canada and Venezu-
cla, and a disappointing quarter in
the US."

Net income of Multifoods in the
first quarter ended May 31 was $4,-
973,000, equal to 61¢ per sharc on
the common stock, off from $5,313.-
000, or 64¢ per share, in the first
quarter a ycar ago, Sales aggregated
$243,620,000, compared with $259,-
719,000 a year ago. Earnings before
income taxes in the first quarter
aggregated  $8.724,000, off from
$8,790,000.
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For the majority of American con-
sumers today, life is a constant strug-
gle between quality and price. On the
one hand, consumers want “the good
life” - to feed their families well and nu-
tritiously while also maintaining their
loyalty to familiar brands and favorite
supermarkets. Because of the constant
battle against inflation and the uncer-
tainties of recession, however, the lure
of untested products, lower priced
brands and no-name gencric products
ETOws stronger.

This struggle is having a significant
impact on the outlook, choices, and be-
havior of shoppers. While the impact
is being felt by traditionally lower-in-
come and poorer American shoppers,
it is more striking among the super-
markets' major audience -— the great
middle class.

The results of this study are shown
by five major groups of shoppers, clas-
sified according to total family in-
come, socioeconomic class and the de-
gree to which their lifestyles and
choices have been influenced by the
economy. The five groups, organized
within sociocconomic  classification,
include the following:

Shoppers' Concerns in a
Dificsit Economy

Almost twe it of three (63%)
shoppers feel that things are going bad-
ly in the country. The cost of food is
second only to the high cost of utilities
as a Major economic concern among
consumers.

All told, 72% of shoppers have had
to make changes in their lifestyles as
a result of the cconomy (18% reported
“drastic” changes and 54% reported
“some™ changes). The majority of this
group (40% ) arc not traditionally low-
er-income shoppers. Instead, they are
historically the best customers of the
nation’s supermarkets and are not
necessarily dedicated to the cheapest
buy, but rather to the best value for
the dollar, Under current economic
pressures, they have become much
more price conscious than quality con-
scious, and their shopping habits are
changing.

The real key to the dynamics of the
supermarket shopping world today is
understanding this large group of

Highlights of the Third Woman's Day/ FMI Family Food St |

“Supermarket Shoppers in a Period of Economic Uncertainty”

Today's World ol Supermarket Shoppers

Classification
1. *Happy Well-Off" 10
2. “Jivtery Well-OIf" 17

3. “Coping Middle Class™ 11

b

. "Nervous Middle Class™ 17

A

. "Traditional 13
Hard-Timers"

% of Total Description

Total family income is $30,( 0 o
more, and/or the head of the ous.
hold (M or F) has completed ¢ llege
They have not had to make chanpn
in their lifestyles.

While these consumers have the same
income and background as group |,
they have had ‘o make changes (some
drastic) in their lifestyles because o
the economy. They tend to be younge
than members of group 1, with more
working wives and more children a
home.

Comprised of maostly white collar and
better-off blue collar houscholds, thex
shoppers have family incomes of $15.
000 to $30,000. The “Coping™ group
includes more singles, retirees and
childless rmple who have not had o
change lifestyles.

Consumers in this group have the same
socioeconomic characteristics as group
3, but they have been forced to make
lifestyle changes for economic reasons
They tend to have more children and
arc more likely to live in central cities
Almost all in this ping have feh
the full impact of the economy. They
have family incomes of less than $15;
000 and the struggle 1o make end
mect is not new to them — it is sim-
?!y m_lo_‘rlri- diﬁcullinow than evor I:!
ore, s group is heavily pop :lat
by older and retired TS, W
non-whites and those limit
ucation. Most (93%) have on
income or are living ofl pension
emment assistance, social secur:
other aid programs.

E%823:

“Jittery Well-Of* and “Nervous Mid-
dle Class™ shoppers, who together ac-
count for nearly half of all shoppers.
Alter being relatively secure and con-
tented middle class Americans, these
people are suddenly feeling the brumt
of the economic struggle. They are
worried not only about the cost of food
and utilities, but about not being able
to save for the future, about job secur-
ity and their ability to keep up with
bills and mortgage/rent payments.
These people are most likely to make
changes in their shopping and eating
patterns and are more likely than other
groups to say that money takes prece-
dence over improving their families’
diets.

The Impact of the Economy
on the Supermarket Shopper
Among the overall changes ir  hop
ping and cating habits arc the | los-
ing:
® 64% of all supermarket sh pn
have made changes in the food
they cat and serve thesc day
(49% “some changes”; 5%
“drastic™ changes.)
* Among those who have ma&
changes, the major motivaton ®
to save moncy (55%), mot 1 Im
prove their diets (24%).

* 74% have cut back on conves®
ence foods.
(Continued on poge 34)
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*Over 35 years of worldwide experience

¢ Computer controlled continuous
v.ending systems assure that
accurate blends of different flours
and regrind are fed to each press.
Each press can receive a different
formula—automatically.

® 1 huble-free silo discharge—
¢ ficient, quiet, Turbo-Segment
[ scharge Cones for any size silo.

¢ | ;st-free Conveying Systems—
¢ ‘icient utilization of both vacuum
¢ d pressure conveying with large
I ters and dust-free design
t roughout.

Atcust, 1983

@ Centrifugal sifters—no dust, no
vibration, low maintenance. Differ-
ent sizes available to handle from
1 to 50 tons per hour.

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

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

® Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put

our staff of experts to work for you.

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(901) 794-9480
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Family Food Study

(Continued from poge 32)

* 66% say they don't worry about
brand names because they buy on
the basis of price.

* 45% have switched 0 a super-
market they don't like as much
because it is cheaper.

* 66% check newspapers and mag-
azines for coupons more often
than they did a year or two ago.

| ® 63% stock up when they find a

\ bargain, rather than buying just

} what is needed.

66% are buying larger-sized

packages which are cheaper by

the ounce.

| Eating and
| Food Behavior Trends

Consumers reported that compared
to a year or two ago, they are now
\ more likely t0:
* Pay atiention o unit pricing
' (+58%).
l * Go food shopping with a list
| (+55%).

* Pay attention to nutritional

l labeling (+49%).
| * Eat together as a family
(+38%).
* Buy “no-name” generic brands
(+12%).
* Try new products (+24%).
Buy unadvertised specials
(+36%).

At the same time, they are less

likely to:

[ * Buy gourmet foods (-60% ).

[ * Eat at fast food restaurants

[ (-51%).

f * Serve precooked foods brought
at store (-51%).

* Serve any food at any meal
(-35%).

* Skip meals (-15%).

Major Changes and Coaclusions

While nearly hall of today's shop-
pers feel that living beyond one’s
means is an accepted part of life these
days, a third feel that the casicst way
to cut back on spending is 1o cut back
on food budgets, and more than hall
focl they can cat as nutriliously on less
money.

On the positive side, shoppers are
becoming more discerning, more de-
manding, more ready o iry new pro-
ducts and to revert to conventional
views about cating patterns. Whereas
in carlicr Woman's Day studics, un-

34

conventional eating palterns appeared
10 be a growing trend (any food for any
meal; fewer families cating together;
a trend away from three-meals-a-day),
in the current study these less conven-
tional approaches seem to be losing
ground.

The results suggest that cusiomers
are trying to tighten up, stick to shop-
ping lists, cut back on precooked
meals, resist impulse purchasing and
cut back on fast food meals. Generally,
they arc more willing to try store
brands, no-name and generic brands.

On the negative side, many shoppers
have become overly price conscious
and less quality oriented, Many are
switching stores that offer lower prices,
yet they still want all the attributes of
their favorile supermarkets — variety,
quality meats, friendly employees,
good service, available advertised
brands and acceptable no-name prod-
ucts. Although there is more atten-
tion paid to nutritional labeling, im-
proving the diet is not as important as
saving money to the majority of shop-
pers.

The most salient changes among the
five socioeconomic groups are sum-
marized below.

I. “Happy Well-OR™ — most like-
ly to pay more altention lo nu-
tritional labeling, try new pro-
ducts, shop at the same store as
always, buy advertised brands as
well as the store’s own brand.

2, “Jistery Well-Off" — most sus-
ceptible (o unadvertised specials
although they are trying to resist
impulse purchases at the same
time. They report buying no-
name products more than any
other group (+20%).

1. “Coping Middle Class™ — most
resistant to no-name  products
(-8%) and storc’s own brand;
least likely to try new products;
most likely to continue their
brand preferences. They report
the largest cutbacks in buying
precooked foods.

4. “Nervous Middle Claw™ — cs-
pecially price sensitive; pay the
most attention to coupons and
shop with a list. They also cut
back on gourmet foods, buy
more no-names than in the past
and are cutting back on buying
well-known advertised brands.

5. “Traditional Hard-Timen” —
pay more altention to unit pric-

OERTITS AT T

ing than in the past, d g
store hopping for bargai .
buy more generics. On th othe
hand, they are paying | & »
tention to nutritional | sl
than they did in the past

Working Women and
Household Composition

Working Women and Houschel)
Composition provides stalistics o
women in the US, labor force, the
composition of houscholds and the in-
come of houscholds maintained by
men and women. Among other thing,
these data show that the traditiona
or nuclear family — employed father,
non-working mother and at least one
child under 1B living at home —ax-
ists in only 15% of American house
holds.

The shift away from the tradition-
al family structure has been accom-
panied by major changes in calng
styles, such as more meals away from
home, less meal planning, skipping
meals and a greater reliance on con-
venience foods. All these changes haw
broad implications regarding the lo-
cus of nutrition education/informa-
tion. Traditional nutrition teaching
has relied on the “common pot™ the-
ory which assumed that everyone i
the family unit ate the same meab
together, At the same time, m::hen
could be sure that the meals wer: bal-
anced, because they planned, prenared

and served them. Today this ' eon e Ne Dust
no longer applies and mothe - m
longer have the same kind of « atrdl ¢ No Vibration
over the nutritional quality of ther
SRR AL * Low Maintenance
Working Women
* More than half of adult + me» « Different Sizes for 1-50 tons
(41 million) are now emj ol per hour
representing 42% of the US  ahor ;
force, (1) - stem
* 55% ol working women arc vt o Easily fits into any sy
i ive with their hus od
:alc;l e * Sanitary Construction

® 54% of women with childre um

der 1B are employed. (1)

® 45% of women with childre ur [ $14.00 7 $17.50 Foreign
der 6 are employed. (1) " te:

* By 1990, three-quarters of all -om o ‘;T' Nome. -~ - —— ————
en aged 20-54 will be in the b AZDInG. Firm_ i .
force. (2) PO. Box 1810 —e

® Today, 48% of married wome Mmprm'élauoum Address__ e _
60% of single womeg and 40% R City ond State . Zip
of widowed or divorced woimen S Kb Dot
em loyed. In 1940, oaly 17% d Renewal . ew

WINSTON

EST. 1920

Consulting and Analyncal Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Nvodle and Egg Products.

1—Vitemins and Minerals Enrichment Asseys.
2—-—? Solids and Color Score in Eggs end
oodles.

3—Semolino and Flour Analysis.
4—Micro-onolysis for extrancous matter.
S—Sanitery Plant Surveys.

6—Pecticide + Fumigant Analysis.
7—Bacteriological Tests for Salmonella, etc.
8—Nutritional Anelysis.
9—Troubleshooting Compressor Oils.

MARVIN WINSTON, DIRECTOR
P.0O. Box 361, 25 Mt. Vernon St
Ridgefield Park, NJ 07660
(201) 440-0022
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Working Women
(Continued from poge 34)

marricd women, 48% of single

women and 32% of widowed or

divorced women were employed.

3)

Household

22% of all US. houscholds are

composed of a single person living

alone. (4)

* By 1990, 33% of all US. house-
holds will be composed of a single
person living alone. (4)

® The traditional or nuclear fam-
ily (employed father, non-working
mother and at least one child un-
der 18 living at home) describes
15% of U.S. houscholds. (4)

® Married couples represent 62% of
US. family houscholds; by 1990
this figure will decline 1o 57%.
(Family households are defined as
a married couple, or a man or a
woman with children, or any other
combination of relatives living to-
gether. (4)

®* 30% of US. houscholds coansist
of a married couple with oo chil-
dren under 18 living at home. (4)

Earmers sad Income

® More than halfl of the 48 million
married couples in the U.S. consist
of two working spouses. (1)

* Among two-income familics, 49.5%
have houschold heads under 35
years old. (5)

®* The median income of houscholds
maintained by women is $7,100.
(5)

® The median income of houscholds
in which the husband is the only
camer is $17,500. (5)

® The median income of two-carner
families is $22,700. (5)

References
(1) US. Department of Labor, Bureau of
Labor Statistics, 198).
(2) Bureau of Labor Statistics, US. De-
nt of Commerce, Burcau of
the Census Current Population Re-
ports, Series P-25, No. 104 and Se-
ries P-2), No. 100.
(3) Siatistical Abstracts of the Unhd
Ihml uUs. of
Bureau of the Census, I!l&
4 US Depanment of Commerce, Burean
of Census Cl':r;:):‘lﬂh'ﬂ;m Re-
ports, Serics [} thc
—Stm P!S No. 80S.
(5) nuuu of the C Studm.
Series P-23, Nn 1, BII.

Easting Patterns
Meal Skipping/Saacking
® During an average week, respond-
ents to a 1978 Woman's Day sur-
vey reported the following cating
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patterns: (1)

38% skipped breakfast

22% skipped lunch

19% skipped regular meals and
ate when they felt like it

49% had a snack after dinner

10% skipped dinner

® Data from the most recent USDA

Nationwide Food Censumption

Survey showed: (2)

14% overall skipped breakfast

29% of individuals aged 19-22
skipped breakfast

25% of individuals aged 23-34
skipped breakfast

23% overall skipped lunch; pat-
tern most prevalent among
teenagers and the elderly

61% overall snacked

Meals Away from Home
44% of individuals in the USDA
surwey had food or beverage away
from home during the 24-hour day
preceding the interview. (2)
18% of all eating occasions re-
ported were away from home. (2)
® 60% of males and 50% females
aged 23-34 ate away from home
during the 24-hour period. (2)
28% of all cating occasions among
men aged 23-34 ate away from
home. (2)
® 26% of adults surveyed in the 1980
Woman's Day study had been to a
fast food restaurant four or more
times in the past month. This
resented an increase from 17%
the 1978 Woman's Day study. (3)

“Cavalier” Esting Patierns

More than 80% of adult consum-
ers feel that “it is all right 1o eat
what you want when you want it.”
4)
® 56% of adult consumers “are not
bothered by unplanned, last-minute
meals.” (3)
6 out of 10 adult consumers feel
that food intake should be bal-
anced by the end of the day, but
not necessarily on a meal-by-meal
basis.

Caloric Intakes
® Per capita consumption of calories
among adult population subgroups
in the 1977-78 USDA food con-
sumption survey was as follows:
(5

Average Calories Per Day
Males Females

19-22 2,470 1,607
23-24 2,480 1,600
35-50 2,349 1,545

51-64 2,182 130
65-74 1,927 122

Consumption of Fnb

Traditional “Basic Four" t

recommends the following bal: u .
the diet:

Dairy products

2 servings daily 17%
Fruits/vegetables

4 servings daily 3%
Cereals and grains

4 servings daily 15
Protein-rich foods

2 servings daily 17%

Based on data from the 1977-T4
Nationwide Food Consumption Suw-
vey, average intakes of foods from
major food groups arc as follows.
Percentages are calculated againg
total grams consumed. (5)

Dairy products 18.8%

Fruits/vegetables® 20.8%

Protein-rich foods®*® 16.0%

Cercals and grains 1.6%

Other®*** 16.8%

¢ and gravies ln beez
imlma.l‘nmwmbz. 4
** Protein-rich includer pos-

try, fish, meat, ¢
-ﬂmindpucg'dhh
*** Fats and oo!sdn-m;. l'w-hp

il
g -y g 2

“other™ puup.
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(1) First Woman's Day Family Feol
.?II‘.M lli

(4) \'lnhlmrich.’SMII and Whi
Moniwor, 1978-1980.
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Pasta and beans may be * it
complex carbohydrates than o1
and potatoes because the forn 1 f&
sults in less rise and fall of blo | g
cose levels (glycemic response  Th*
is somewhat revolutionary, as ! %*
thought that only sugars gave gl
cemic response, and all comph . ¢
bohydrate foods did not. This st
showed that potatocs act nearly ke
sugar in generating a glycem< ™ 4
sponsc. American Health, May 0. 8

pp. 50-51; Sclence, April 29, %3.F
437-488

THE MACARONI JOURNY

whfkl'-ﬁ s

required, quality is the essence.

The word quality was created for

Buhler-Miag pasta processing

equipment, which has no equal.

Don't settle for anything less.
m-ma —m)ur;l ?Issurance
ity—is everything you
need fo about pasta
g‘ocessmg equipment.
ut our skill to work
for you.
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Buhier long

QUALITY
1L, SSURANCE

In today’s pasta industry, where high capacity
equipment with minimum downtime is

Buhier short
capacity 4400 Ibs /hr

(bottom)
goods kne,
capacity 3750 Ibs hr

Contact

T P IT e TT  Y

(top)
s ine,

Fratel Carione e Figh (La Moksana) Campotasso aly

us for information on our complete

line of pasta processing equipment.
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(BUHLER-MIAG)

PO Box 9497, Minneapohs, MN 55440 (612) 545-1401
59 Curlew Drive. Toronto, CANADA M3A2P8 (416) 445-6910 @
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FOR SALE: Demece wsed prosses, sprecders.
For inlormation write P.O. Bex 1000, Pele-
tine, IL 60047,

Generic Sales Increase 51%, reach-
es $2.5 billion according to Private
Label Magazine. According to a new
SAMI study on private labels and
generics, generics have hit a new high
in sales volume at the expense of both
regular private label and national
brands. Total private label increased,
however, to a share of 24.7% ut the
expense of brands.

Anaual National Food Store Volume

ITALIAN FOOD SAUCE $25,098
$38,718

PASTA

5, ol ¢
Campbell Introduces
Tamper-Evident Caps

On Prego Jans

Campbell Solp Company announc-
ed it will begin marketing its Prego
Spaghetti Sauce line nationally in jars
with tamper-evident caps.

All three sizes of Prcgo Spaghetti
Sauce (154, 32 and 48 oz.) with the
new “button™ safety closure will be
on grocery shelves within a month, ac-
cording to Robert Subin, gencral man-
ager of Campbell's Grocery Business
Unit.

While new on a national basis (o the
spaghetti sauce category, bution caps
have been used on other products,
particularly baby foods, for almost two
decades. The caps are meant lo re-
assure the consumer that vacuum has

In the SAMI Study
For the Year Ending
November 12, 1982:

$000: Anaual Share:
PASTA 4K

SAUCE 49

How Consumer Preferences for Deli Products Varies by Regions
(Source: MTD Group) Progressive Grocer Magazine, June, 1983

Region Salads

Northeast Potato, Macaroni,
Coleslaw

Southeast Potato, Macaroni
Coleslaw

North Central Potato, Macaroni
Coleslaw

South Central Potato, Macaroni

Northwest Potato, Macaroni

Southwest Potato, Macaroni

Coleslaw, Waldorf
ki

Prepared Entrees
Chicken, Ribs, Pasta

Chicken, Ribs
Chicken, Ribs, Pasta

Chicken, Ribs
Chicken, Ribs

Chicken, Ribs
Meat/Veg. Entrees, Pasta

not been lost, which could ca e i
product to spoil.

In addition to the slogan, * lom
made Taste — It's In There!" =
Prego sauce caps advise the co wme
that: “Safety bution pops up w :nor.
iginal seal is broken. Reject if utios
is up.” Caps with center buttc . thy
have popped are apparent both 1o tk
eye and to the touch. The sidc of the
cap also carrics the suggested ¢ .te be-
fore which the product should b. used

“We believe that tampei ' ficatinve
caps are our responsibility to consum-
ers 1o assure them that the product hn
not been opened,” said Subin.

“Our sales force makes regul
checks of Prego Spaghetti Sauce oo
grocery shelves to remove any such
opened jars, It is Campbell policy to
buy back from the trade any jars tha
have been opencd.

“We have excellent quality control
and we want to reassure the consumer
about the integrity of our product
It's a progressive way of showing ok
fashioned concern.”

Prego Spaghetti Sauce, which wa
introduced nationally last fall, alread
has expanded the spaghetti sauce o>
tegory 30 percent, according to a kat
ing national marketing rescarch fim

Jenny Lee Halts Production
The St. Paul Ploncer-Dispaich rc
ports that Prince-Jenny Lee mucaron
plant in St, Paul stopped prosfuctior
at the end of June, Megun in 15V
as Minncsota Macaroni Co. by Er
gene T. Villaume, the compaiy ©
incorporated as Jenny Lec in 19!

Prince Macaroni Co. brought Jensy
Lee ia January, 1977. Mana :mes
states that the building is no ong!
safe for a production facility t t wi
be used as a distribution cente
Crop Quality
Council Dissolves

Crop Quality Council of lino
apolis, successor to the Rust ey

tion Association that worke ‘i
antly on 15-B stem rust dur ¢ %
durum epidemics of the 1950 . »¥
dissolve on August 31, 1983. n I
cent years activities have centc o @
variety testing and reporting, ' ¢ I
ternational Grain Project, fund- ais®
and administrative duties, Nodher®
Crops Institute at Nocth Dakot. Sﬂ:
University may take over soix ©
these activities. President Vanct \
Goodfellow will take carly retireme®
Good job, well done, Vance!

THE MACARONT JoURsd

ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY
SINCE 1898

OBJECTIVES
BUILDING A CONSUMER FRANCHISE FOR YOUR BRAND

1 1 ] [ :

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING
DESIGN AND GRAPH!CS
MERCHANDISING
NEW PRODUCTS DEVELOPMENT
MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

1 1 1 ] 1

PRODUCT AnD PACKAGE

We have experience in these arcas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plazo

Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Established in 1898

Charles C. Rossotti, President Jack E. Rossotti, Vice President
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