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A ND-NONSENSE APPROACH TO PACKAGING} |,
4

Because its recipes rgllecl the geographical taste

A Rossotti-produced macaroni package is a modern

marketing tool, It will do these things for you, efficiently, patterns of your own consumers.Because 1ls design

without fuss or fanfare: 1s geared 1o an increasingly value conscious customer.

Also, because 1's been cregted by people who have

:.'-
who have worked g
£
!

It will give you a sensible, hard-selling package nol
only at the point of purchase but all through the cycle of i seen the |Mmcarom plant
distribution. It will run trouble-free on your equipment gn ... who know macaroni productibn. And. be

It will yield coskcutting economies, without sac- \+v cause Rossolti 1s a name your company, and
A

0

rificing quality or service. others like it, have trusted for three '

_How can one sales tool do so much? o
Because it utilizes the proper size
and construction factors for your ’
market. Because if is convenient

to stack and convenient to use.

generations

“ No-nonsense speaking, Rossotli !

.
glyes modern macaroni mar-

" keters better mrerchandis-

ing through packaging!
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The Past is Prologue

ineteen sixty-'or:r was the year of
the big whes! (leal. After stewing
{or months, Ruzsia Anally bought over
a milllon metiic teas of U.S. wheat in
carly January, Some twenty mlillion
bushels of durum triggered the sale
with the negotiable subsidy offsetting
complaints on high American freight
rates. This twenty milllon was a sub-
stantial portion of the 27,800,000 bush-
els of all durum exporied during the
year.

Certificate Plan

In January, a wheat subsidy plan
that provided for farmers to get a cash
certificate besides $1.25 a bushel price
support was proposed by South Da-

.. kota Senator McGovern and others.

:* The 70 cents would be collected by the

mills as they ground wheat, This was
cussed and discussed until power poli-
tics pushed the measure through in
April,

Secretary of Agriculture Orville Free-
man declared that the transfer of sup-
ports from the taxpayer to the consum-

..~ er would involve no increased cost in

bread—but it did, At year's end, bakers
and millers met with the Secretary to
urge more understanding of the eco-
nomics of the business and assistance
in increasing consumption of wheat
foods. The millers complained that they
had been operating at unsatisfactory
margins for several years and the bur-
den of being tax collector as well as
taxpayer was a heavy load.

Durum plantings were up., They got
u late start but with plenty of moisture
which sustained the crop during the

summer drought, Rain at harvest time
created sprout damage in about 15 per
cent of the 65,718,000 bushels harvested.
This was the third successive bumper
crop, and boosted carryover to record
proportions,

Bumper Crop

The Annual Crop Summary from
North Dakota, prime producing state
for durum, reported the crop at 30 per
cent above the 1863 production; more
than double the 1858-62 average and
the fifth largest on record. The acreage
planted in North Dakota was placed
at 1,009,000 acres, up 18 per cent from
1963 and the largest since 1851, The
number of acres harvested were esti-
mated at 1,065,000, better even than
1963, Durum yields were lowered some-
what by excessive molsture during har-
vest in the Northeast, causing some loss
of test welight along with some sprout-
ing, but the estimated yleld was still
20 bushels per harvested acre com-
pared with 26.5 bushels obtained in
1863,

Millers' Problems

The durum millers after closing their
mills at the end of June with the transi-
tion from the old support basis to the
new certifico’e plan, watched crop con-
ditions closcly, jumped the gun, and
loaded up the trade with bookings as
long or six months at $5.75 per cwt.
Minneapolis. This was not profitable for
the mills, and it forestalled any price
advance In macaroni products such as
the bakers were taking on bread. Later,
however, prices flrmed, ond replace-
ment costs were 40 cents to G50 cents

per cwt. higher than the blitz, so there
were sporadic increases of macaronl
prices here and there,

Common Market

An accord on Common Market grain
prices was reached just prior to the
deadline of December 15 when the
French threatened withdrawal from the
agreement unless the deadline was met.
Prices agreed upon will apply on the
1967-68 crop and are approximately 30
to 50 per cent above world levels now
prevailing. The prices per bushel are
$3.95 on durum wheat, $2.89 on soft,
$2.38 rye, $2.30 corn, and $1.99 barley.
The cut to Germany is about $13 a ton
on soft wheat, and the adjustment on

|+ . other grains are about in the same pro-

portion. It is expected that this pro-
tection of European- graln will cut
American exports, :

It is reported that French bins bulge
with wheat, but quality is poor, If so,
the U.S. probably will continue selling
France high grade, soft red wheat, the
type used to make cake and cracker
flour. The 1964 French crop was a

. bumper 508,000,000 bushels, more than
double the needs of France. Much of
the crop will be used for livestock feed
or exporied to nations not requiring
top quality milling wheat.

A sale of 1,680,000 bushels of durum
to France was reported in November,
This brought charges In the Canadian
press that the US. had broken its
“solemn international obligations” by
dumping durum into Europe: The
charge was that {ce U.S. sale was made
at a lower than usual price, made pos-
sible by an increased government sub-
sidy.

Canadian Carryover

Earlier, Dr. R. L. Kristjanson, execu-
tive assistant to the Canadian Wheat
Board, told the Annual Meeting In
Winnipeg of the United Grain Growers
that there are now 100,000,000 tushels
of durum on hand in Canada, Normal
yearly sales are around 26,000,000 bush-
els, Asked if the Wheat Board would
urge farmers to grow less durun,, he
said that this was not the Board's
function; “eventually. we'll come to a
point where we will no longer allow
them to deliver durum, but there are
no plans to make such a move Immedi-
ately,” he said. Nineteen sixty-four's
harvest was 33,700,700 bushels.

Egg Market

The egg market was dominuted by
the government purchase program
which ended immedlately after the
national elections with the final pur-
chase on November 5. Under the pro-
gram, the government bought a total

£ (Continued on page 6)
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MYVAPLEX

=

Concentrated Glyceryl Monostearate
expands. your market

This i the year of the big change in macaroni products
for large-scale cooking, The beat-selling brands of canned
spaghetti for the home will sell much better than ever
before. More classes of restaurants will serve spaghetti
and macaroni dishes, Consumption of your products can
start climbing steeply in schools, hospitals, and wherever
else the energy-bullding spaghettis and macaronia that
everybody loves cannot reach the palate ten minutes out
of the carton,

The old problems of stickiness and mushiness can dis-
appear forever this year, You merely add around 1.5%
of MYvarLEx Type 600 Concentrated Glyceryl Mono-

stearate. That does It. That's how the new magic gets
into your product.

Taste i8 not affected. MYvAPLEX Concentrate meets
requirements of U, 8, Food and Drug Definitions and
Standards of Identity for Macaroni and Noodle Products,
as amended.

To find out how sensible it all Is, get in touch with
Distillation Products Industries, Rochester, N, Y, 1460:.
Sales offices: New York and Chicago * Distributors:
West Const—W, M., Gillies, Inc.; in Canada—Distillation
Products Industries Division of Canadian Kodak Sales
Limited, Torouto.”

o)iEe

Distillation Products Industries is a division of Eastman Kodak Company
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The Past Is Prologue—
(Continued from page 4)

of 15,767,000 pounds of egg solids most-
ly around a price of $1.05 a pound.

Prices in the Chicago market, re-
ported by the Wall Street Journal and
the U.S.D.A. Agricultural Marketing
Service, showed current receipts of
shell eggs at o high in January of 37
to 38.5 cenls n dozen. This had slipped
to 23.75 to 27.26 by mid-May. Almost
the identical prices were quoted at the
end of December,

Frozen egg whites, which were sell-
ing as high as 16.5-to 17 cents a pound
in January, dropped to 11,75 to 12 cents
a pound by the end of the year. Frozen
egg yolks of 45% solids and No. 3
color were at a low point during the
spring breaking season in May at 44
to 45 cents per pound. The high point
for No. § color was at the end of the
breaking scason in August, when they
reached 57 cents.

Frozen whole eggs staried out the
year at 28.5 to 20.5 cents a pound and
were at thelr low during the spring
breaking season in May at 23 to 24
cents. By the end of December, they
had returned to that low point.

Dried whole eggs diopped from a
range of $1.12 to $1.19 in January, to
on even $1.00 to $1.05 in December.
Dried yolk solids were underselling
whole eggs slightly, in a range of $1,12
to $1,18 In January, but were $1.00 to
$1.08 in December, More noodle manu-
facturers are using drled egg solids
o8 technological improvement enhances
color,

The egg industry has been changing
rapldly with the farm flocks replaced
by glant egg factories in the South
and along the coastal periphery of the
United States. The heavy production
of the Midwest has now become the
surplus area,

7 ' Complex Packaging

Packaging has become more complex
and sophisticated. See the comments of
Robert C. Myers on page 10.

Boxboard, generally regarded as an
economlc barometer, has been riding
high for the past four years of gen-
ernl economic prosperity, and though
predicilons point to a dlp in the second

® half of 1065, the first half looks good.

An ad hoc committee on quaniity
declarations was formed to meet the
development of actions in several states
and requesis by the legislative com-
mit'ee of the National Conference on
Weights and Measures. Frank Dierson,
general counsel of the Grocery Manu-
fucinrers of America, expressed indus-
try's concera for the lack of uniformity
in those stotes which have alreal; pro-
posed or recommended minimum type

a0 M A v 23 i
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sizes for declaring quantity of contents,
The work of the committee was en-
thusiastically recelved by the Confer-
ence on Weights and Measures and car-
ried influence in the adoption of the
regulations by Pennsylvania and Cali-
fornia towards the end of the year.

Consumer Consultant

Mrs. Esther Peterson, President
Johnran's speclal assistant on consumer
affairs, addressing the Eastern Confer-
ence of the American Assoclation of
Advertising Agencies in New York, re-
plying to reports that she desires “some-
thing called ‘full disclosure' in adver-
tising,” declared: “Frankly, I don't
know what they are talking about, I
have never mentioned the words ‘full
disclosure’ in relation to advertising in
general.

“I have stated that there should be
full disclosure in relation to finance
charges on loans, I have stated that
there should be as much information
on packages as necessary for the con-
sumer {o make a wise declslon, and 1
have supporied, in principle, legisla-
tion directed toward those problems.

“I have also stated that advertlsing
should avoid the ambiguous, and pre-
sent its message in an honest, clear and
comprehensive manner, and that a deli-
coate balance of information and per-
suasion should be maintained.”

Labor Hates Rise

Labor rates contine to rise, The Gro-
cery Manufacturers ¢! America Barom-
eter indicated food industry production
workers were averaging $2.40 an hour
in June, an increase of nine cents over
the same period the previous year, Ac-
cording to the Labor Department’s Bu-
reau of Labor Statistics, fringe bene-
fits and other non-wage charges for
production workers In manufacturing
are now costing an average of 53.4
cents an hour.

A month's long strike by the Team-
sters tied up Southern California gro-
cery warehouses, was settled with a
40 cents per hour contract package over
the next three years, Management
claimed victory In thwarting union at-
tempts to take over management pre-
rogatives.

Motor carriers got 2.5 to 5 per cent
increases to meet mounting costs, while
the rails were eying increased rates
after four years of cutting frelght rates
to win new business,

Profit-Squeexe

Nineteen sixiy-four was a good year
for macaroni—but not spectacular. At
this writing, it appears thot half of the
industry had a better year than a year

ugo, while the otner half couldn't -

quite reach the record. The cerrelation

with the millgrind was upset by the!

 sponse

race to meet the certificate deadline in
June.

The profit squeeze continues and Is
sharpest on the smaller firms. The per-
sistent problems of cutting costs and
expanding volume will be with us in
1085 as always. Profits do not arises
out of a single source or a single ac-
tivity—but a coordination of many ac-
tivities. This Is the measure of profita-
ble management. It takes many exira
efforts to achleve that many-splendored
thing called profits:

1. Sales Incrensed at lower costs.

2, Exposure to new customers.

3. Keeping present customers sold.

4, Increased selling power of sales
staff,

5. Improved distributo: .dealer re-
lationships.

6. Promotions made more effective.

7. New uses and applications re-
vealed.

8. New markets opened.

9. Counteract competition.

10, Build greater prestige.

Product Promotion

In 1964, the National Macaroni In-
stitute did many things to enhance the
image of macaroni products:

The film, “Durum . . . Standard of
Quality,” distributed by Sterling Mo-
vies U.S.A. primarily to schools and
service clubs, was seen by 162,967 per-
sons in the first ten months of 1064,
This was mora than all of 1863. Tele-
casts for ten months totaled 133 with
approximately 3,707,355 viewers. Cost
of distribution Is split three ways by
the National Macaronl Institute, Durum
Wheat Institute, and the North Dakota
Wheat Commission.

Another 1,040 filmstrips, “Tricks and
Treats With Macaroni Foods,”" were dis-
{ributed with classroom materials to
teachers through Audio Visual Asso-
ciates. This adds to the 3,750 already
out with an expected classroom life of
five years each.

Recipe folders, “Spaghetti, Plain and
Fancy,” are being shipped primarily to
home economics teachers responding
to October advertising by the NMI
in Practical/Forecast, Most of 200,000
coples have been requested, compared
to 150,000 “Macaroni Money Savers”
distributed in 1963 and 55,000 “Maca-
roni Makes Your Party Menu"” in 1062

Mention of free materlals such as
Nutritional Values of Macaronl Prod-
ucts, Who Puts the Hole in Macaroni?,
quantity recipes, and wall charts on
Enriched Macaronl and Durum Maca-
ronl Foods—From Farm to Table, in
Educators’ Free Guide and the 4-H
Club magazine brought a large re-

& (Continued on page B}‘
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CLERMONT'S TWIN HEAD PRESS PRODUCES

2,400 ibs. of SHORTGUT per hr. |

CLERMONT VMP-4-A.TH BHORTCUT MACARONI PRESS

Twin Head for Tol' PRUDUC“ON
with slow extrusion for HIGH Q“A”" ;
Large mixer and screw for “N“"ORM PR“D“CT

PHONE or
WRITE

FOR ADDITIONAL Mz : G
IFORMATION MACHINE CO., INC.

Tel: 212 EV.7-7540 280 Wallabout St., Brookiyn 6, N.Y.
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The Past Is Prologue—
(Continued from page 6)

Sta-Hi Color ads, used for Nalional
Macaroni Week in 1963, and made
available again in 1964, had limited dis-
tribution but were enthusiastically ac-
claimed where used.

The highly successful Merchandis-
ing Calendar of 1064 set forth the pub-
licity themes to be utilized by Theodore
R. Sills & Company throughout the
year and offered grocers black-and-
white photos of macaroni, spaghetti
and egg noodles for advertising, hand-
bilis, ete. A similar piece emphasizing
the volume of related item sales cre-
ated by the sale of macaroni products
has been mailed to chain and voluntary
buyers, merchandising heads and presi-
dents,

Consumer Study

The Market Facts study of Consumer
Attiludes Toward Macaroni Products
drew favorable reaction from adver-
tising and sales managers of macaroni
members as well as from the staff of
Sills and Company who will use the
finding: in sharpening the appeals to
major markets and special groups.

Our contribution of another noodle
press to Monsignor John Romaniello,
the Hong Kong Noodle priest, aided the
work of this fabulous man who has
been publicized from the Orient to
flome. His story of feeding hungry
people with surplus flour made into
noaodles has touched the hearts of many.

Theodore R. Sills & Company com-
pletes its sixteenth year of service to
the National Macaroni Institute in Feb-
ruary. Their preparation of recipes,
photos and background materials for
fuod editors of newspapers, magazines,
syndicated columns and supplements,
-adio and television, has had an accept-
unce that has been amazing even to the
food editors. Major magazine place-
ments, columns in syndicates and sup-
plements and on the food pages of
newspapers all over the country ap-
reared regularly throughout the year.

Potato Shortage

Macaroni and noodle product sales
should prosper in the next several
manths because of the potato shortage.
Storage stocks of potatoes held by
pgrowers and local dealers in the fall
preciucing areas of the country totaled
114000,000 cwt. on December 1, 1964,
I'is was 15 per cent less than the pre-
vivas year and the smallest December
I stk sinee 1957,

Stecks in cight eustern states were
140,000 cwt. on December 1, com-
pated. with 49,700,006 a year earlier.
JJaine’s stocks were thi.e per cent
larger, while Loug Island and Vermont

8

-u —

also had larger stocks. Holdings In
Rhode Island, upstate New York, and
Pennsylvania were substantially less
than in 1063. Wisconsin stocks were
above 1863, but all other central states
had less on hand. North Dakota and
Minnesota were 20 per cent below a
year ago. Stocks in nine western states
amounted to 45,700,000 cwt.,, compared
with 58,800,000 a year earlier. All west-
ern states had substantially fewer po-
tatoes on hand this year, Idaho stocks
were 26 per cent less.
Challenge

But there will be no shortage of
problems. To meet the challenge of
change and competition in 1965, maca-
roni and noodle manufacturers are
urged to join their Association and par-
ticipate to fake full advantage of mem-
bership. Association publications and
meeting schedules of natlonal conven-
tions and regional meetings are de-
signec. to provide a forum for industry
thought and action. You will gain most
by pa:ticipation —in attending meet-
ings, parlicipating on committee as-
signments, and keeping up with what's
going on, You need your industry or-
ganizations — your industry organiza-
tions need you.

Lipton Acquires Megs

Thomas J. Lipton, Inc., leading pro-
ducer of a broad line of teas and food
products has acquired the Megs Maca-
roni Company, Inc. of Harrisburg, Pa.,
it was announced by W. Gardner Bar-
ker, Lipton President.

T | e ———

Megs Macaroni Company manufac-
tures quality macaroni, noodle and
spaghetti products, including the well-
known “Pennsylvania Dutch Brand" of
egg noodles. The company markets its
products in supermarkets and grocery
stores in about one-third of the U.S,
largely in the East Coast and mid-
weslern states.

“This acquisition is another impor-
tant step in Lipton's program for long
term growth,” Mr, Barker said. “In our
diversification actlvities we seck to
acquire companies that will enable
Lipton to continue its policy of pro-
viding the American homemoker with
economical food producis that are of
the highest quality.”

Mr. Barker said that the present
management of the Megs company will
continue with Lester R. Thurston, Jr.
as President. Megs will operate as a
wholly-owned subsidiary of Lipton
with manufacturing continuing in Har-
risburg.

Lipton, long the leading marketer of
teas, now produces a full line of popu-
lar convenience foods including the
well-known Lipton Soup Mixes, Wish
Bone Salad Dressings and (iood Humor
Ice Cream products.

Terms of the acquisition were not
announced,

Packaging Director

Arthur W. Harckham has been ap-
pointed to the newly-created position of
Manager of Corporate Packaging De-
velopment of Thomas J. Lipton, Ine.

" th LA o PR ";-'.'M
Prince Macaronl of Ch

icago, Inc., digs in to double the size of its Schiller Park, IIl., pasta

plant. The new addition vl add upward of 15,000 square feet to Its manufacturing foclli-
ties besides tncreoslng its warehcute area. Participating in ground-breaking ceremonles are

{from left): Al Dubs,

rince Lot

sugervisor; Weston Booth,

Chicogo manager of tha Seavc

& Flarsheim Food Brokerage Cc., Anthony Contella, general manoger of Prince; Frank

Mally, Prince elunt manager, and Joseph |

bartela ¢! the Pilgrim Construction Co, Prince

Macaroni of Chicago is a division of Prince acaront. M’g. Co., Lowell, Mass,
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product
to pouch .

to sealed
carton

®m Here is a new concept in packaging for any
product now using a lined carton, pouch, or en-
velope in a carton. It is a marriage of two highly
production proven units—theTriangle Bag Machine
and the Clybourn continuous motion cartoner.
This Bag 'n Box unit handles up to king size
cartons, inserting one, two, or even more pouches.
Yet, the unitis so simple, changeover can be made

TRIANGLE

This unit is being used lo package 6 oz. cartons of pudding
and ple lilling and occupies an area of only 7' x 20",

in less than 30 minutes, The low cost is equally
surprising for any one of the machine combina-
tions available for various products at production
rates of 50 to 300 per minute.

The Bag 'n Box packager is an exclusive devei-
opment of Triangle and Clybourn Machine Cor-
poration. To obtain further information about thiz
spacesaving, moneysaving machine, write to:

TRIANGLE PACKAGE MACHINERY COMPANY /
6664 West Diversey Avenue - Chicago, lliinois 60636 + Telephone (312) 888-0200 }
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Flexible Film

A digest of comments made by Robert C.
Myers, Director of the Packaging Sales Divi-
sion, Film Department, E, 1. du Pont de Ne-
mours & Co., before the Container and
Packaging Forum, New York Society of
Security Analysts, Inc,

' he growth rate in the films busi-

'ness has been and will continue to
be phenomenal. Over the past ten years
the growth rate, on a tonnage basis,
has averaged almost ten per cent per
year and it may be even greater in
the years ahead.

In 1853 estimated film sales were
$300,000,000 on 475,000,000 pounds. In
1963 estimated fillm sales were $700,-
000,000 on 1,275,000,000 pounds. An-
otheny healthy factr~ has been the
growth in the nur :r of films, Ten
kinds of films were available in 1953:

Cellophane, Polyethylene, Cellulose
acetate, Cellulose acetate butyrate,
Rubber hydrochloride, Vinylidene
chloride-Vinyl chloride, Polyvinylidene
chloride, Polyvinyl chloride, Vinyl rub-
ber, Polyvinyl alcohol.

Today, there are eighteen kinds of
film commercially available. The eight
new films that have been added to the
list include:

Polyester, Polypropylene, Nylon,
Polyatyrene, Polycarbonate, Polyvinyl
fluoride, Fluorocarbon, Fluorchalocar-
bon.

New Familles of Films

Technical developments have created
new fanillies of films within each of
these eighteen. This has been due to
the need to tailor-make or modify baslc
films to meet the specific and varied
requirements of different applications

<or markets,

:So, none of these eighteen kinds are

o pne film but actually many films.

Another very significant trend has
been the growth in the number of
film producers, Today, there are well
over one hundred film manufacturers,
probably double the number of ten
years ago. Of the top one hundred

»ﬁ;jndustrlnl corporations listed In For-

: tune's 1963 Review, twenty-nine are
fexible film producers, As recently as
1958 only fourteen of these twenty-nine
were in the films business.

We estimate that all film producers
are currently investing at least $60
million annually for research—research
nimed at improving existing film prod-
ucls as well as seeking out and de-
veloping entirely new film formula-
tions,

The Converting Trade

A converter is a compuny who pur-
chases film for conversion and subse-

Robert C, Myers

quent resale to the packager or end-
user, Converting includes printing, bag
making, laminating, extrusion coating,
etc.

Over the years, converting technol-
oy has proceeded hand-in-hand with
the rapid development of the films busi-
ness, Today there are over three hun-
dred converters whose sales of con-
verted film products amount to about
$500,000,000.

Converting enhances the utility value

of films from a merchandising as well
as functional standpoint. The attrac-
tively designed and/or technically en-
gineered products of the converters
have contributed substantially to the
growth of the films business.

Another helpful and contributing
force in the expansion of the films bus!-
ness has been the package machinury
industry, This industry which numpers
over one hundred companies has kept
pace with the needs or demands for
faster and more efficient machines for
film packaging.

As you can appreciate, production
speeds and efficiencles are significant
factors in the overall cost of any pack-
age, Many good packnges or packaging
materials have never made the graude
for the lack of a low-cost, efficient
method of application.

The Packaging Markel

The packaging segment or market
accounts for about seventy per cent
of the total films business. This por-
tion has declined slowly over the years
as the relatively new industrial seg-
ment has shown more rapid growth.
This in no way diminishes the vigor of
the pockaging segment. Tonnage-wisd
the growth rate of packaging films h
averaged about cight per cent per ye
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in the Packaging Market

over the past ten years. Dollar-wise
the growth has been about six per cent
over the past ten years. The rapid
growth of lower-cost polyethylene has
caused the dollar growth rate to lag be-
hind the tonnage growth rate.

Another and perhaps even more sig-
nificant measure of the growth rate of
packaging fillms is covernge. On the
basis of coverage sold, the growth rate
has increased about ten per cent per
year over the past decade marking the
trend to higher-yield or thinner gauge
films.

The food Industry over the years has
accounted for about seventy-flve per
cent of total packaging film sales, with
tobacco products, textiles, paper prod-
ucts, and dry cleaning bags pacing the
balance. The rather steady three to four
per cent increase in retall food store
sales annually has provided a firm base
for peckaging films expansion.

The ability of films to double this
food growth rate attests to the success
they have had competing against other
packaging materials or packages such
as waxed paper, glassine, foil, cartons,
ete, The historical and anticlpated suc-
cess of films In packaging rests on their
ability to meet the widely varied and
increasingly sophisticated needs of the
packaging market; rests on thelr abllity
to keep pace with the changing re-
quirements of new packaging systems
or concepts.

The Balance of Properties

The selection of a packaging material
or package is made on the basis of the
best balance of properties, all factors
considered. Major considerations which
are of equal importance In selecting a
packaging material can be broken down
into four categories which essentinlly
reflect the underlying reasons for the
success of films: (1) Material Cost; (2)
Production Efficlency; (3) Protection
Requirements; (4) Sales Conslderations.

Regarding this first category, fllm
prices run from “well below" mnst
other packaging materials to ¢ high-
est on the market—from one cent per
thousand square inches for the lowest
priced polyethylene to as high as 20
cents per thousand square inches for
the more sophisticated film laminates.
While material cost obviously is not
the overriding factor, the packager has
a very broad range to weigh In rela-
tion to his other packaging considera-
tions.

As for production efficlency, the

o ﬁ ger has another wide cholee de-
g n

on the requirements 9( his
(Continued on page 12)
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Portrait of an Ultimate Consumer!

Here's a picture of an “expert” about to test a
macaroni product, He's the fellow you want to
please, for he is typical of the thousands of con-
sumers who are the final judges ot your product’s
appeal and acceptance, To win his approval, you
gtart with the finest ingredients and exercise the
utmost care in manufacturing to insure a product
of which you can be proud.

Likewise, we're prond of the ingredients we
supply you and take every care to see that they're
the finest milled. Our suécdss, lik,*goura, is meas-
- SR GRRCE P ¢
FEnruAry, 1965 #

Ny

ured by the degree of customer satisfaction your
macaroni products deliver.

Let International Quality Durum Products
help you please your customers,
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Flexible Film—
(Continued from page 10)

production line. From semi-automatic
packaging operations to fully-automat-
ic, high-speed, packaging systems, films
will perform at least as efficiently as
any other flexible material on the mar-
ket. In fact, superior machineability has
opened the door for fllms in some very
sizenble markets.

Regarding protection, here again the
packager can run the gamut—f{rom no
moisture protection to almost an essen-
tially impermenble film—from a so-
called breathing film to almost zero
oxygen permeability—from a film that
readily transmits odors and flavors to
films that lock in odors and flavors.
Whatever the packager needs to pro-
tect, his product through the channels
of distribution and while on display in
the retail store he can get from one
film or another or from a combination
of films.

Protection from the standpeint of
package durability is another area
where films provide a wide choice. Not
too many years ago, a film that would
withstand temperatures as low as minus
80 degrees Fahrenheit and as high as
300' degrees Fahrenheit was beyond
comprehension. Today, such a film is in
volume production and, incidentally,
it 1s one-third as strong as steel.

Then, sales requirements of the fin-
{shed package at the point of sale—
From your visits to supermarkets, 1
think you will agree that the convert-
ing industry does an outstanding job
through Flexo or Gravure printing in
dressing up film packages for appeal-
ing display. And, of course, one major
advantage for films is visibility, Over
the years, visibility has become a very
powerful sales aid in self-service mer-
chandising simply because people like
to see what they buy.

The point to be emphasized again 1s
that most packaging decisions are based
on the best balance of properties for
any given application, all factors con-
gidered. In a nutshell, the success of
films in packaging is that after these
foctors are carefully weighed more
often than not there is a film that fills
the bill more adequately than other
materials,

The Expanding Markets

! 1953, 30 per cent of all bread was
wreapped in film. Today over B0 per cent
of all bread is in film.

I'ilm penetration grew from 50 per
cent in 1953 to over 90 per cent today
tor wrapping fresh meat. From 30 per
cent to over 60 per cent in produce and
from 35 per cent to over 65 per cent in
the snack market.

In additien to steady penetration in
established packoging markets, new
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packaging concepts, which have at-
tained substantial volume in recent
years, have accelerated the growth of
the films business. Some of these rela-
tively new packaging concepts:

1, Vacuum and gas flush packaging of
processed meats and cheese in a
flexible film composite of poly-
ester combined with polyethylene.

2. 1QF—individual quick-frozen veg-
etables—in polyethylene bags,

3. “Heat-In-the-pouch” packaging of
frozen products.

4, Shrink fllm packaging of many
food and non-food items.

5. Blister and skin packaging for

non-food products,

. Portion packaging of foods such as
bread for the mass feeding market.

. Fractional packaging of cookies.

, Film multi-packing of beer, soft
drinks and other canned items.

. 'Carton replacement — another
brand new concept which is just
starting but which offers substan-
tial potential.

The outlook is most encouraging. Film
packaging volume should advance on
all fronts—In the long established mar-
kets, in the relatlvely new markets and
in markets now under development.

-1 o

Research and Development

Due to extensive research and de-
velopment activities, more new kinds
of film and new varieties of existing
films are certain to play a key role in
the future.

Polypropylene herds the list as an
exciting new comer, To date this film
has had rather limited utility. How-
ever, many producers are mounting
major efforts toward developing ori-
ented varieties, bolh coated and un-
coated, assuring wider application,

There is increasing activity on shrink-
able films In all of the plastic types
which show much promise for the fu-
ture.

Even cellophane, the “grand-daddy"
of this film business, is acquiring new
dimensions such as improved durabil-
ity and new coatings to extend its ver-
satility.

The varietles of film combinatlons
achieved by laminating and extrusion
coating are multiplying rapidly.

All this activity on new products is
bound to broaden the horizons for pack-
aging films.

As for film prices, we expect that the
average will continue to drift gradually
lower and give further impetus to the
penetration of films into non-film pack-
aging markets. This, obviously, assumes
that the price of the newer films will
decline over the years as volume iIn-
creascs. ’)

A disturblng note in the price plt
ture is polyethylene, Under the preasul

of excess resin and film capacity the
price of polyethylene has dropped to an
unrealistically low level, particularly
considering its functionality. As de-
mand and capacity come more into bal-
ance, more orderly and more profitable
pricing may appear.

While these comments have been con-
fined essentially to the domestic mar-
ket, film manufacturers are not over-
looking the possibilities abroad. Gen-
erally speaking, the development of
film markets abroad, packaging as well
as industrial, lags far behind the U.S.
Per capita film consumption is only a
fraction of the U.S, figure but ine for-
elgn film markets are developlug at &
more rapid rate.

Obviously, a variety of barriets ex-
ist against the sale of U.S. films-—tariifs,
government protection of local pro-
ducers, unattractive prices—-but US.
film technology generally exceeds our
foreign competitors and, therefore, we
believe there will be yrowing demands
for sophisticated films that only U.S.
producers can supply.

The Upward Trend

In summary, we expect that packag-
ing film sales by U.S. producers will
continue the present upward trend—
will at least double over the next ten
years. The climate for this expectation
is most favorable and considers the fol-
lowing significant factors:

1. The film manufacturers’ substan-
tial resources and desires to re-
search and produce new and better
flms,

2. The film manufacturers' substan-
tial resources and efforts to exploit
old packaging markets as well as
to seek out and develop new pack-
aging markets or concepts.

3. An obvious one — the growth in
population.

4. The continuing rise in our standard
of living.

5. The continued growth in self-serv-
ice merchandising which has al-
ways favored transparent packag-
ing.

8. The aggressive efforts of the con-
verting industry to further extend
the utility value of films through
new and improved converting tech-
niques.

7. The further improvement of exist-
ing wrapping techniques and the
development of new packaging
systems that will continue to re-
duce the cost of packaging with
flexible films.

In short, the outlook in the films busl-
ness is good.

Iutroduced forty years ago, cello-
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CELLOPHANE USE GROWS

By George J. Alles, Vice President, American Viscose Division, FMC Corp.

ncreased use of cellophane during

1964 confirms the optimistic fore-
casts made in 1063, Further gains are
seen for 1065,

Saran-conted types showed gignificant
increases following major gains in 1063,
Polyethylene-coated cellophane, pion-
cered by American Viscose and now the
standard for fresh meat wrapping films,
has climbed to an all-time high. Appli-
cations for vinyl copolymer-coaleq cel-
lophane grew substantially during the
past year. American Viscose is the only
manufacturer in the U.S. producing
vinyl-coated cellophane (called R-18)
commerclally. The acceptance given R-
18 in 1064 has more than justified the
effort spent in developing this unique
kind of cellophane,

The increasing use of cellophane by
converters reflects packagers' realiza-
tion that original price advantages of
some plastic films are swiftly overcome
by cellophane's quelity standards and
superlor performance In every phase of
the converter's production operations.
The past year saw o growing demand
for high yield saran-coated types for
cellophane-to-cellophane lamination, a
new development to which we made
significant contributions, The cellophane
indusiry expects the inherent advan-
tages of cellulosic films to become more
Important as packaging moves steadily
upward in quality and complexity.

New Types

Three new cellophane {ypes were in-
troduced by American Viscose in 1884;
RS-7, designed {o provide high-3peed
form and fill performance in a film with
gxceptional cold weather durability; M-

i‘a cellophane with superior dead-fold

’ racteristics for improved twist wrap-

ing; and CR-18, a vinyl-coated cello-

phane making avallable the benefits of

n tango-colored film to packagers, par-

ticularly bakers of speclalty breads. The

« cold weather durability of RS-7 will be

s;!umonalmlcd in the coming winter
*months,

l A. V. Approach

__.' At American Viscose we feel our con-
““tribution {o cellophane's progress has

heen made in three important areas —
murketing, manufacturing, and in re-
, aearch and development.

Our marketing efforts have been di-
rected more than ever before to specifie
customer needs. Tuning up for this ap-
proach has meant a larger and belter
trained sales force which is kept ahreast
of developments through a steady flow
of information and alds with which 1o

assist packagers. The sales force itself
is speclalized, with men trained for
elther direct sales to users or sales to
converiers, They are further supported
by technlical sales and supermarket sales
groups.

Emphasizing our markeling services
has also meant a larger and more mo-
bile Technical Service Department with
new testing facilities at jts disposal. A
recent significant improvement, typical
of the service given to packagers by
our Technlcal Service group, is an im-
proved thermal laminator, The lamina-
tor, a result of Technical Service De-
pariment and FMC Packaging Machin-
ery Division cooperation, provides a
method of laminating two cellophane
webs by activating the film’s coatings.
A number of major converters have al-
ready incorporated the improvements
into their operations and as a result
have opened up potentially large mar-
kets for the cellophane-to-cellophane
laminations. ’

Market Development

The Market Development Depart-
ment, a third arm of our marketing ef-
fort, has alded in the extension of cello-
phane's now admitted advantages for
the booming semi-moist pet food mar-
ket and the Institutional coffee fleld.
The Avisco Candy Study carried out by
the Market Development unit typifies
the direction of this group. Helping cus-
tomers to better understand market
needs will also help us to understand
the packaging requirements which will
always be part of those needs.

Service to our customers is further
aided by the six distribution centers,
which provide speed and-flexibility in
deliveries unmatched in the cellophane
industry. Fully equipped with slitting
and sheeting facilities, the centers can
furnish custom-sized film In the short-
est possible time.

Quality Control

American Viscose has a 35-year his-
tory of cellophane manufacture. Each
year since 1029, refinements In the pro-
cess and new ways of controlling quality
have been found. The very recent years
have seen the refilnements speeded up
ar-< quality control extended. Perhaps
more importantly we found a system
for extending quality control techniques
and Incentives to virtually every pro-
duction worker. In our continuous, high-

speed manufacturing process this sys-

tem hes proven invalualle. 1ts benefits
have been felt directly by our cu
tomers,

Research and Development

Research and Development not only
shares credit for the increases of the
past year but is the base upon which
our confident projections for the future
are built, Saran-coated and vinyl-coated
film, both major factors in the future
of cellophane, are the result of postwar
work done by cellophane researchers,
To date most of the development work
has been in the area of coatings applied
to the base cellophane sheet. Further
work in the area of improving dimen-
sional stability and durability is already
well underway. American Viscose Is in
a particularly advantageous position to
pursue this new work for cellophane
because no organization has broader
experience In and knowledge of cellu-
losics.

‘We foresee this efort coming to frui-
tion In the near future. These new film
types, added to our nggressive pursuit
of our customers’ point of view, are the
basis for our certainty that the future
for cellophane is bright, While consider-
able research activity is being devoted
to noncellulosic film types—including
many different plastic materials — no
effort is being spared In regard to the
further advances known to be possible
among the cellulosics,

Packaging Shows

The latest U. 8, packaging machinery
will be demonstrated for Scandinavian
and North European businessmen as
the inaugural exhibition of the new
U. 8. trade center in Stockholm, Swe-
den, March 18-26, under the combined
auspices of the Packaging Machinery
Manufacturers Institute (PMMI) and
the Bureau of International Commerce
of the U. S. Department of Commerce.
Thousands of visitors from Scandinavia
are expected to attend the 10 day show
and inspect the equipment shown by 20
PMMI members.

PMMI, which comprises one hundred
leading U. 8. manufacturers of packng-
Ing machinery, recently took part In a
similar exhibition at the U, 8. trade
center in Tokyo, Some 5,000 industry
executives attended the show, a record
for the center.

Chicago In November

The Packaging Machinery Manufac-
turers Institute is devoted to improving
manufacturing methods and designs
and /fostering closer cooperation be-
tween makers and users of packaging

achinefy. In addition to acting as a

447 {Continued on page 16)
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\( Who Really Invented Macaroni?  the result was an appetizing success—
~ word of which quickly spread through-
)

out Italy on the ship's return.

Accounts vary. According
to Greek legend there

- was a deafening crash of
thunder and lightning
one day, the heavens
opened up, and the gods
of Olympus gave man

But according to German legend, the food
and the name were both inspired by
German merchants,

" e A who once
mac':‘irom, w.hl.ch in thenlt; sold large, %

language meant “The Divine Food. symbolically- ol
And according ta Chinese legend a young shaped
Chinese maiden, enraptured by ahand-  breads to
some Italian sailor, the people
happened to let of Genoa,
her batch of bread Italy. The
dough overflow. The Italians balked

at their large form and high price.
“Ma Caroni”, they protested —*'But
it is very dear.,” And when the mer-
chants reduced the size of their dough
forms and their prices, the phrase
“Macaroni’’ persisted for their new
products,

dough dripped from
her pan in strings
and dried in the sun,
and these the sailor
took back to his
ship. When the ship’s cook boiled these
strings and covered them with broth,

While macaroni legends often conflict, manufacturers agree
on the consistent high quality of King Midas Durum Products

<|

PEAVEY COMPANY
Flour Mills
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Packaging Shows—
(Continued from page 14)

collection and dissemination agency for
technical information and inquiries on
a world-wide basis, the PMMI also
sponsors a packaging machinery show
every iwo years. The Packaging Ma-
chinery Show 1085 will be held Novem-
ber 1-4, 1065, in Chicago. The massive
show, with 250 exhibitions occupying
120,000 net square feet of exhibit space,
is expected to attract 15,000 key execu-
tives in packaging and related fields
from all over the world.

AMA. in April

The 34th American Management As-
soclation’s National Packaging Exposi-
tion will set a new record for size when
it is held at McCormick Place, Chicago,
April 8 through &. It will occupy 200,000
square feet of exhibit space, exclusive
of aisles and other non-exhibit areas,
the maximum capacity of the hall. Con-
currently with the show, a three-day
conference on packaging will be con-
ducted.

Grand Union Packages

Rossotti Lithograph Corporation of
North Bergen, N.J,, has produced new-
ly-designed spaghetti and macaroni
cartons for The Grand Union Company's
private label line.

The cartons stress continuity of brand
identity through repeated use of the
food chain's new “Big G" trademark, a
red and white logotype now being em-
ployed on more than 400 Grand Union
Brand items of food and general mer-
chandise distributed in the company's
outlets in 11 caslern states, Washington,
D.C., and Puerto Rico.

Wraparound Illustrations
Full color, wraparound illustrations

#nd a see-through window are features

2ol the cartons. Red, white and green
stnplng. dramatizing the Italian motif,
is also printed on the white carton
stock as further identity of the pasta
product,

General cooking directions are print-
rd on a side panel, with the rear of the
rarton showing a special serving sug-
gestion,

The cartons are part of the Grand
Union redesign program for private
label merchandise. Formerly packaged
as Freshpak Brand, macaroni, spaghetti
und egg noodle products will now carry
the Grand Union Brand label. This em-
phasis on a single brand name permits
more detailed integration of the adver-
tising, marketing and merchandising
tunctions of the food chain.

The cartons were lithographed in
four colors by Rossotti.
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“Big G Is predominant in newly designed line of Grand Union posto packages.
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FRESNO' MACARONI PACKAGES 50 DIFFERENT PRODUCTS
AND BAG SIZES WITH 1 HAYSSEN EXPAND-0-MATIC"

HERE'S WHAT VP BOB
BORRELLI SAYS ABOUT
THE EXPAND-0-MATIC"

ECONOMY

DEPENDABILITY

Instant Sauce for Institutions

A new instant Italian tomato sauce in
a one-pound package has been added to
Continental Coffee Company's line of
foods for restaurant, hotel and institu-
tional use. It is a complete, flavorful
sauce with all ingredients, including to-
matoes, dehydrated and capable of stor-
age for an indefinite period. For a de-
licious spiced sauce, waier is added and
brought to a boil.

"LOGAN LADY" at FINGER LAKES, Canandaigua, New York

Owned by Wm Teske. First r Sept 23
Trained by wWm Teske “dg?sﬂ;g ep [The

THE EPICUREAN. .Prasentation by Mr qack Procmo.. . e o

6 furlongs in 1-17-d

4P & R CORPORATION
. AUBURN. N Y

tured on the for right presenti a blnnk:t toithe awner gf Lugun Ledy who won the

ﬁ

curean race on her first stort, Jock ond his
employees who are also Epicureans.

February Drive

Campbell Soup Company will launch
a promotion of spaghetti and macaroni
products with meat during February,
when sales volume of these products is
at a peak. Television spots and in-store
displays will stress main dish uses of
Franco-American spaghett] with ground
beef, spaghetti with meat balls, and
macaronl with ground beel,

Lent Begins March 3
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About Amber Mill
(From Farmers Union Herald)

A model of modern industrial effi-
clency, the Amber Mill division of
Farmers Union Grain Terminal Asso-
ciation is a sparkling example of what
farmers can accomplish when they join
together cooperatively to integrate their
ogricultural operations.

The GTA Amber mill, located just
60 miles north of St. Paul at Rush City,
Minnesota, turns durum wheat into
semolina, the highly specialized product
that is the basle ingredient in the manu-
facture of noodles, spaghetti and maca-
roni and other similar table delicacles.

Acquired by GTA in 1942, the Amber
mill is one of only 1l such mills in the
United States and is the only one own-
ed by farmers. It processes about two
millipn bushels of durum annually.
GTA'is the world’s largest handler of
the special wheat which is grown most-
ly in the famous “Durum Triangle” in
the Dakotas and in western Minnesota.
Durum's high gluten content is what
makes it possible to cook spaghetti and
noodles until they are tender and yet
retain the firmness that chefs call “al
dente"—to the tooth.

) Growing Business

Manager of the Amber Mill division
is Eugene W. Kuhn, who reported on
the year's operation of his facility at
the recent annual meeting of Farmers
Union; Grain Terminal Association in
St. Pgul. Kuhn seld that the semolina
induu{ry has been growing every year,
with per capita consumption of durum
wheat products sleadily Increasing
{hroughout the Uniled States and in
other ,netions.

During 1984, Kuhn reported, the Am-
ber mill installed an additional number

of bulk tanks and now can offer all
grades of flour in bulk or sacked ship-
ments, and can creale blends that meet
a customer’s exact specifications. In ad-
dition, during this year the mill has
cnmplc'led a bulk millfeed truck-loading
system. This makes it possible, Kuhn
sald, to furnish feed dealers, cattle feed-
ers add farmers in the mill's area with
their mill-feed requirements in either
* bulk trucks or sacks. Millfeed ingredi-

** ents are a by-product of semolina flour

processing.
Full Schedule

The Amber mill, Kuhn reported, now
grinds four or five carloads of durum
every doy, and runs 24 hours a day,
usually on a seven-day-a-week sched-
ule,

Last year, Amber installed an elabo-
rate dust collection and filtering cystem
that forces dusty mill air through cloth
filters, thuz salvaging us a milling by-
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product the tiny durum particles and
fibers that previously were not gleaned
in processing.

In winter, the warm cleaned air from
the new dust collection system is fed
back into the mill building to form part
of th> heating system.

Alrslide Fleet

To service nationwide customers,
Amber leases 20 modern airslide rail
cars, and an additional 35 cars are as-
signed to the mill by various .ailroads.
These big cars are loaded autoriatically,
using air to pump semulina through
pipes into the car. The prodict is un-
loaded at the customer's plan in the
same fashion.

Kuhn told convention delegates and
visitors that he hopes in the years ahead
to see farmers “own many more co-
operative processing plants.” “We must
continue to bulld if we are to have a
dependable farm prosperity. That's
why your GTA, Including the Amber
mill, exists—to serve farmers on the
land and help them move forward into
better days,”"” Kuhn sald.

Ogilvie Offer

Lake of the Woods Milling Company,
a subsidlary of Ogilvie Flour Mills Com-
pany, has offered $40 a share for all of
the Class A shares of Catelli Food Prod-
ucts, Ltd., not already held by Lake of
the Woods or an affiliate. They current-
ly hold 27.9 per cent of Catelli's 91,804
nonvoting Class A shares outstanding.
Ogilvie owns all of the voting B shares.

Under the tender offer, Lake of the
Woods would have to pay $2.0 millions
for the shares. The offer will expire
April 23,

“Unit Train Loads

International Milling Company has
announced that it will again use the
unit train concept to move grain this
winter from its Duluth, Minn,, elevator
to its mill at Buffalo, N.Y.

This concept of a one-commodity unit
train, shuttling back and forth between
two locations was first applied to grain
marketing a year ago when Interna-
tional began such shipments between
Duluth and Buffalo.

The unit trains go directly to Buffalo
without intermediate switching, except
for the direct transfer between the Soo
Line and the Pennsylvania Railroad at
Chicago, and without the cars being
welghed or opened for inspection until
arrival.

The whole trip, including loading at
Duluth and unloading at Buffalo will
take less than five days. In the past,
using the single carload system, similar
sized grain movements have taken as
long as three weeks.

Last winter International shipped 18
such unit trains from Duluth to Buffalo,
moving 3,300,000 bushels of grain,

New Dry Feeder and
Meter Construction

All W&T belt-type feeders, both gra-
vimetri¢ and volumetric, and the belt-
type meter have been redesigned so that
the enclosure is essentially dust-tight.
A connection is provided for purging or
inert gas blanketing. The scale beam
has a separate enclosure to prevent dust
fouling.

All gravimetric models feature the
WA&T low inertia, lightweight deck with
Ni-Span C flexure mounting which pro-
vides long-lasting accuracy. They re-
tain the time-proven welght-section
which carries only a short section of
the belt and the material on it Ac-
curacy as high as plus 1% of feeder
set rate and plus 1% of meter actual
flow are provided. Feed rates from
0.0187 to 3000 pounds per minute are
avallable,

The enclosed construction is avail-
able in belt-type feeder with electric
gate control (Cat. File 310.100), belt-
type feader with pneumatic gate control
{(Cat, File 310.130), belt-type meter (Cat.
File 310.150), and volumetric belt-type
feeder {Cat. 320.200).

Government Sale
-+ The Minneapolis office of Agricultural

Catelll is a Montrenl based manufacyStabilization & Conservation Service

furer of macaroni products, pickle
pecker and canner. Ogilvie i3 a majo
flour miller. z

sold 43,000 bushels of No. 1 Hord Amber
"“fur domestic use at $2.905 per bushel,

“ " f.0.b. car, Minneapolis, on December 31.

PRODUCT
WHETHER YOU'RE MANUFACTURING LONé GOODS

: ) OR SHORT‘@@D. EGG

noopLEs [ F__? JOR OTHER SPECIALTY SHAPES,

2 080

crowING AREANl we caN supPPLY lellillll THE
FINEST DURUM

WHEAT PRODUCTS AVAILABLE.

/‘,. "y

98

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Miils at Rush City, Minn.—General Offices: St. Pau! 1, Minn.
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ENT con be a time of monotony

- meal-wise, or it can be a nice holi-
day from the usual meat-and-potatoes
pattern. A pantry well-stocked with a
pood supply of such staples as tuna
fish, evaporated milk, pimiento-stufled
green olives and o variety of macaroni
products is o gold mine of inspiration.
Mix and mateh them to your heart's
content for many o delicious quick-and-
vasy main dish that will rate cheers
frem the family and a return engage-
meat by popular request.

Here is a National Macaroni Institute
kitchen-tested  recipe  which  enjoys
vear-round popularity but is especially
welcome during the Lenten season.

Individual Tuna Casseroles
(Makes 6 servings)

tablespoon saly

quarlts boiling water

cups clbow macaroni (8 ounces)

2 tablespouns butter

2 tablespoons all-purpose Hour

124 cups (arge can) undiluted evapo-
rated milk

1 cup grated process American cheese
tubout '+ pound)

2 T-ounce cans tuna, drained
up chapped pimiento-stuffed green
olives
cup grated Parmesan cheese

2 -

LIFT FOR LENT

Add one tablespoon salt to rapidly
hoiling water, Gradually add macaroni
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Drain in colander.

Meanwhile, melt butter. Add flour,
blend. Gradually add evaporated milk
and cook over low heat, stirring con-
stantly, until thickened. Add American
cheese and cook. stirring constantly,
until cheese melts. Combine macaroni,
cheese sauce, tuna and olives: mix well.
Arrange macaroni mixture in six but-
tered individual cascroles.  Sprinkle
with Parmesan cheese. Buke in moder-
ate oven (350 ) 20 minutes.

Another Lenten dish tailor-made for
the busy homemaker is Spaghetti with
Clam Sauce. Spaghetti requires very
little preparation no peeling. no
paring. Simply open the box and couk
in boiling salted waoter. And u twist of
the can opener is all the preparation
the clams need

Spagheiti with Clam Sauce
(Makes 4 servings)

tablespoon salt
quarts bolling water
ounces spaghetti
‘s cup butter or margarine
clove garlic, finely chopped
1 10'z-ounce can minced clams

=W -
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': cup chopped parsley
Salt and pepper to taste

Add one tablespoon salt to rapidly
boiling water. Gradually add spaghetti
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Drain in colander.

Meanwhile, melt butter or margarine.
Add garlic and cook until browned
Drain clams and reserve ‘2 cup liquor
Add ': cup clam liquor to garlic mix-
ture: couk over low heat five minutes
Add clams and parsley: cook 2-3 min-
utes. Season with salt and pepper. Serve
over spaghetti.

If you're stumperd by the problem of
what 1o serve when you entertain at
luncheon during Lent, consider an om-
clet . with egg noodles! Prized over
the ye a ne sary ingredient in
many delicious dishes, egg noodles have
always been a favorite with American
families. A quarter of a century ago,
many  homemakers made their own
noodles . . . a tedious chore that didn’
always produce a good product. Now-
adays it isn't necessary for anyone to
go 10 the trouble of making her own
epp noodles because they can be made
commercially with far better results.

Usually fine egg noodles are used in
soups and desserts, whereas medium
and wide egg noodles are ideal for
baked casseroles and top-of-the-range
dishes. Below is our reeipe for a lunch-
con omelel made doubly delicious hy
the addition of egg noodles, and topped
with a browned mushroom sauce.

Noodle Omelet with Mushroom Sauce
(Makes 4 servings)

1': teaspoons salt

1': quarts boiling water

2 cups (4 ounces) medium egg noodles

tablespoons butter or margarine

tablespoons all-purpose flour

1 cup milk
1'4 teaspoons sall
'n leaspoon pepper

1 tablespoon chopped chives

4 egps. separated
teaspoons butter or margarine

Add 1': teaspoons salt o rapidly
boiling water. Gradually add noodles
so that water continues to boil, Cook
uncovered, stirring occasionally, until
tender. Drain in colander.

Melt two tablespoons butter or mar-
garine over low heat; add flour and
blend. Gradually wdd mulk and conk
until thickened, stirring constantly . e
move from heat: add 1y teaspoons salt
pepper. chives and soodles

Beat cee yolks wate soiek and lemon

Tue Maespont o ks

Spaghetti with Clam Souce. Long a flavorite, spaghetti always rings the bell at the dinner
table. Here's a delicious version with o clom sauce

colored. Beat egg whites until stiff. Add
aoodle misture to egg yolks: mix well.
Fold in egg whites. Melt two teaspoons
butter or maragarine. Add ege mixture,
cook over low heat until lightly brown-
ed on bottom tabout 10 minutes). Bake
in moderate oven (350 ) 12-15 minutes,
or until lightly browned. Fold omelet
and serve with Browned Mushroom
Sauce.

Browned Mushroom Sauce: Melt two
tablespoons butter or margarine over
low heat. Add one tablespoon all-pur-
pose flour and blend: covk over low heat
unti! golden brown. Add 1 J-ounce van
broiled mushrooms and ': ocup eream;
cook until thickened, stirring constant-
ly. Add 's teaspoon salt, '» teaspoon
basil and o dash of pepper: mix well.

Macaroni Sells Related ltems

A merchandising calendar, with i die-
cut cover, says: “Every $1,000 sale of
macaroni products moves $6,550 In re-
lated item sales!” Sent by the National
Macaroni Institute 1o macaroni buyers,
merchandisers and presidents of leadmg
chains and voluntary cooperatives, the
following reasons are given lo leature
and display  macaroni, spaghetti und
ege noodles:

e Macaroni products offer o $5.831) an-
nual return per $1,000 invested which
is tweny per cent higher than the aver-
age for dry grocery products

e Macaroni produets return a 24.2 per
cent margin which is 26 per cent higher
than the average for dry grocery prod-
ucts

® Aacaroni products deliver a related

e package worth repeating again and
wpain—"Every ¥1000 sale of macaroni
products moves $6.550 in reluted items.”

1 eneany, 1968

Macaroni products are promotable at

ity which makes it such an attractive
related-item mover. The National Mae-
aroni  Institute  annually  sponsors @
consumer publicity program that pro-
vides the consumer with compelling
impulse or reason 1o buy maciaroni
products and related items, Promotional
themes are pictured and samplings of
related items given.

January pictured pork chops on spa-
ghetty, illustrating the monthly theme:
“Balance the budget  with  macarons,
spaghetti, egg noudles ™ Appetizing re-

Noodle Crolis wth Mushreem Souce, You'll noeor
umieiet witt o weane Garmsh with glazed g

cipes are made with leftovers and econ-
omy fouds

In February, Cherry Noodle Cream is
pictured as a festive dish for the holi-
days of the month- Valentine's Day.
Lancaln's and  Washmgton's Birthday

Match mentions Lenten dishes featar:
g cheese with spaghettn cege noodle
ot e aronk, The seeond Lanten mantl
ol Apnl Teatures fish dishes with maca
ront products

A January  jotting “Laent starts
March 4= -stock up now!”

Among the related ttem suggestons

Apples Milk and dany
Appl products
Calibage Fuvaporated nula
Celery Eups

Green peppers  Cheese
Frozen vegetablesSour Cream
Canned peas Olives
Canned tomitoes PPickles
Canned tomato  Fresh fish

sauce Frozen fish
Canned tomato  Canned tuna

juice Canned salmon
Canned mush-  Shrimp

rooms Conking oils
Canned soups

An eve can threaten hike o londed
and leveled gun, or can insult like hiss-
g or kicking: or, inoats alered mod,
by beams of Kindness, it can make *h
hemrt danee with joy.—Emerson,

i o serve this no L
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A new concept of extruder construction utilizing
tubular steel frames, eliminates those hard-to-clean areas. For the first
time a completely sanitary extruder . .
production . . . highest quality. Be sure to check on these efficient space-saving machines.

. for easler maintenance . . . increased

m

i by

SHORT CUT MACARONI EXTRUDERS

Model BSCP 1500 pounds capacity per hour
Model DSCP 1000 pounds capacity per hour
Model SACP 600 pounds capacity per hour
Model LACP 300 pounds capacity per hour
Model LAB 100 pounds capacity per hour

I SR RS e RN T R R Y D

LONG MAGARONI SPREADER EXTRUDERS |

Model BAFS ... 1500 pounds capacity per hour
Model DAFS 1000 pounds capacity per hour
Model SAFS 600 pounds capacity per hour

p—— IS S

COMBINATION EXTRUDERS

MODEL BSCP — Short Cut ... Sheet Former
::;’:d‘:: macarent Short Cut . Spreader
Three Way Combination

QUAL'TV....--.-

A controlled dough as soft as desired to enhance texture and
appearance.

POSITIVE SCREW FORCE FEEDER improves quality and

increases production of long goods, short goods and sheet forming continuous extruders,

3 STICK 1500 POUND LONG GOODS SPREADER

increases production while occupying the same space as a 2 stick 1000 pound spreader.

1500 POUND EXTRUDERS now in operation in a number of plants,
occupying slightly more space faan 1000 pound lines.

.".'_ 2 AUTOMATIC CONTINUOUS DRYERS
B 5 FOR ALL SHORY CUT AND LONG
Ly AR R, CUT PRODUCTION OF MACARON!

¢

o %

ALSO_AVAILABLE ¥

Positive screw feed without any possibility of webbing makes for posi-
tive screw delivery for production beyond rated capacities.

PRODUCTION...

CONTROLS .....

So fine—so positive that presses run indefinitely without adjustments.

SANITARY......:

Easy to clean tubular steel frames give you the first truly sanitary |
extruder,

For informalion regarding these and other models, prices,
\ material festing and other services, write or phone:

y B TP i 5 s e "F,' . 1 : _
1Y _IM-RETT.E‘(MAGHINERY CORPCRATION
1136-166 SIXTH STREET, é{ﬁOOKLYN 15, N.Y; + . PHONE: TRiangle 5-£226

P ———— e ——
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EONE'S Is very likely the nation's

largest restaurant—and one of the

best known, It serves 16,000 patrons

weekly and Is almost as well-known ta

\ tourists as to nearby Broadway stars in
New York City.

Business Week reports it scats 1,300
persons and feeds an average of 16,000
a week. This year it will gross nearly
$4,500,000 and net its owners, Restau-
rant Associates, considerably better
than 10% of that.

P Mighty Marketing Job
To maintain a volume of this size,
. Leone's does a marketing job that
would do credit to the central staff of
an automobile company. The manage-
ment doesn't wait for the casual stroller
to drop in, nor does it depend on a
small but loyal coterie. It goes out and
grabs its trade, even to the most distant
reaches of the U. S., and spends $100,000
a year doing it. Business Week states
that its cllentele is generally unassum-
{1 ing. Catering to a class of tourists too
| well-heeled for cafeterias but too un-
sure or low-budget to brave the credit
card emporia on New York's silk-stock-
ing East Side, Leone's is the place to go.
Often they arrive clutching one of the
500,000 menus mailed back home each
year by people just like them, That
menu, by the way, is at least 50% of the
soft-sell promotion in itsel,

But there ore other malnstays: The
restaurant is not open to the public for
lunch, but private functions are held
one day out of two months In the
month out; West Point cadets, high
school and college athletes, professional
ball players, generally regard Leone's
as their unofiicial New York head-
quarters.

In increasing numbers, Itallan-Amer-
icans In family groups patronize the
place.

! 1t is no accident that Leone's dinner
| is a fixed price (the after-theater sup-
per trade is another story; everything
then is o la carte). The firm price for
a complete dinner is designed to re-
‘dfgure (the average check is $6.50). A
tecnager on a date — and thousands
come to Leone’s—need not agonize over
whether his girl wil run the bill up.
Sell the Sixsle

The basic tab is $5, covering a choice
of 25 entrees. Extra tags running no
higher than $8 are attached to 17 other
entrees. But even so, the prices con-
tribute mightily to Leone's reputation
as o restaurant equal to any man's ap-
petite. Leone's sells the sizzle, not the
steak., The diner is confronted im-
mediately with what amounts to a

<
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anluCo-cd—-you

reasonoble prices, servi of Leone's

meal: a huge bowl of ripe red tomatoes,
olives, celery, green peppers, scallions,
Swiss cheese, and a long loaf of Italian
bread. The first course is the antipasto—
the food that built Leone's reputation.
There are shrimps in mayonnaise,
stuffed clams, salaml, slices of melon
wrapped in prosclutto ham. Then comes
a dish of pasta—lasagne, spaghetil, or
manicottl. Leone's makes 50 gallons
of spaghetti sauce a day.

By the time the main course comes
along, there is little appetite left. Total
cost of the meal up to that point: about
72 cents, About three out of 10 diners
order the first entree on the menu: veal
cutlet Parmiglana. The total food cost
of a meal with that entree, complete
with vegelable, salad, rich dessert, and

i

& o i
P

pmph enlar 1he mmosphere, the Italion cuisine of hearty food at
o

New York City.

plenty of coffee, runs $1.60. Add 30 per
cent for labor and 35 per cent for gen-
eral overhead, and the meal costs about
$2.65. The cutlet itself, under five ounces
of it, costs about 62 cents.

Specialists In Kiichen

The kitchen runs like clockwork on a
mass-production basis, One man spe-
cializes in cacciatora. Four cooks do
nothing but prepare spaghetti, The en-
trees are limited, which reduced yrepa-
ration problems.

In short, Leone's s a machine beauti-
fully tuned to its market. To the res-
taurant's manager, Bruno Bernabo, the
formula is simple: “We get the man
ho builds the Cadillac, the man who
s lt.}nd the chauffeur who drives

e
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Alr vlew of Pavan works

F’ 4
AVAN WOMKS COVER AN AREA OF 10.000 8Q. FT WITH A LABOR FOR-
CE: OF 400 PEOPLE, 26 HOUSES, ONE GUEST-HOUSE AND SOCIAL SERVI-
CES. IT I8 THE WORLD'S LARGEST MANUFACTURER IN THE FIELD. '
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What Have Brokers Done for Beatrice Foods Company?

Address by William G. Karnes, president, Beatrice Foods Company

at the Sixty-First Annual Convention of National Food Brokers Association.

EATRICE Foods has worked with

food brokers since the turn of the
century. Bul as recently as 10 years ago,
our company was represenied by only
74 food brokers.

Most of them were on the sales teams
of La Choy, then managed by Ed Mul-
doon, now vice presideni and general
manager of our Grocery Products Di-
vision. Our sales of non-dairy foods for
that year 1954, amounted to $53 million.

Today, the 27 companies in our Gro-
cery Products Division are represented
by 866 individual food brokerage lirms.
We are advised that this is the largest
number of food brokers working with
any company.

Why Brokers?

Why does Beatrice Foods have so
many brokers and what have brokers
done for Beatrice Foods?

For the nnswer, look ot our sales
chart.

We anticipate that our sales for this
fiscal year will be more than $660 mil-
lion. Of this total, sales of Grocery Prod-
ucts will account for $260 million, about
40 per cent of our net sales. In 10 years,
our sales o1 Grocery Products have in-
creased by more than $200 million.

We credit brokers for contributing
substantinlly to this sales increase of
more than $200 million in the last
decade. We have then, you might say,
more than 200 million reasons why
Beatrice Foods believes in brokers.

There are 4 number of other compell-
ing reasons why we place the future of
our products in the hands of brokers.
Through brokers, we engage some of
the finest and best-troined minds in
food marketing, men with ingenuily,
initiative and incentive.

Known Cosis

With the low margins we have in the
food business, there is no margin for
error. We must have every percentage
possible working for us, We cannot af-
ford to gamble. Therelore, we believe
in the economics of employing brokers.
With brokers, we know sales coslis.
Payments of commiissions are made only
on the dollar-value of cases sold.

Some of our companies with limited
volume could not possibly afford their
own salesmen. Others that might be
able to maintain sales stafls, at least in
certain markets, know that they can
get more for their sales dollar working
through food brokers.

Y EBRUARY, 1965

Williem G. Karnes

Few food companies with low prolit
margins can ufford the area-marketing-
specialists that a sound brokerage firm
can provide. We are assured that we
have contracted for high caliber men,
men who know the food business, men
who know the territory, men who van
provide the vital retail-detail.

A broker is an established business-
man in his community. He has stature
there, recognition, reputation. He has
strong and conlinued relationships with
the trade. Through him, his community
becomes our community.

Let me cite an example of how this
has worked in our behalf. One of our
companies has an excellent plant with
o well-trained, efficient  production
team. Since its distribution was region-
al, we were producing products laster
than we could sell them.

We added 32 brokers to the market-
ing team for this company. Now, the
plant is operating on two shifts, ship-
ping truckloads every week into areas
in which we previously had no sales it
all.

Heliable Service

We believe in brokers beeause they
provide relinble service. A brokerage
firm must hove someone available at
all times to provide service promptly.
We look al him, as our representative
to the operatur, to do everything pos-
sible today-—and the wspossible tomaor-
row — to belp the peiatier move o
products s uf the (ront dooe of the
superm “

These are the retail-details so vital to
suceessful operations—things such as®

Checking our products—that is, for
location, space allocation, pricing and
rolatinn;

Merchandising our advertising  and
promotions;

Placing our displays and other point-
ol-purchase materials:

Handling our warchouse stock;

Helping test-market our new products
and new packaging:

Arranging and supervising demon-
strations:

Arranging for returns of damaged or
outdated merchandise.

More Faclors

Most food muanufacturing businesses
lend themselves to marketing through
brokers. Ours does. Here is why.

Although we have a wide range of
products, from pickles and chili powder
10 strawberry ice box cake and powder-
ed ice cream mix, these products Tollow
specific patlerns:

1. They are specialty foods—mostly
with regional distribution.

2. They all are convenience foods

3. They all are foods that are growing
in  popularity and  consumption  pe
capita.

4. Almost all of them are established
brands.

For all of these reasons, we have used
brokers in inereasing numbers and have
grown through this association. We be-
lieve our hrokers have grown with
Beatrice Foods, too.

Rugged Competition

You undoubtedly have heard it sind
that competition i our nation’s eeon-
omy is gradually diminishing in vigor,
that competition is being supplanted in
our industry by various form ol monop
oly, that  government regulution -
stifling competition.

We don't believe it! I doubt that -oa
of you who must wage the day-to- .y
war on the fosd front believe it Come
petition is not dying: it is spreading:
it 18 taking new forms: it is increasing
in vigor. 1f this were not so. sl
could increase our profits from the razo
edge marging upon which almast ol o
us balanee our daily operations. Cha
a et amd tumhble business —froi pr
ducor 1 peietor s Going 1 get
rougiar
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Brokers for Beatrice Foods—

(Continued from page 31)

We are convinced that competition in
the food business is going to increase
and become more intense. This will be
true for the manufacturer; we think it
will be true for the retailer; we think
it will be true for the broker. The num-
ber of brokers is increasing as is the

-use.of brokers, The role of brokers is

changing and their functions are in-
creasing. Brokers are doing many of
the. things wholesalers used to do and
have eliminated. Brokers will be asked
to do more; they will be asked to be-
come “super brokers.”

Projections

Most of us are so busy, we don't have
the time to evaluate the future, except
perhaps when we are “parked” on a
freeway during the rush-hour traffic.

Let us pause here for just a minute
to look a few years ahead. Visualize
with me, if you will—a country with
almost 250 million people—a labor force
of more than 100 million men and
women,

Gross national . product up to one
thousand billion dollars—compared to
623 billion dollars for this year—I120
million autos on the road, agricultural
production of 28 billion dollars annual-
ly, a federal budget of 240 billion—and
who knows what the national debt will
be?

These are projections for 1880 based
on a study financed by the Ford Foun-
dation. That is just 15 years from now,
within the lifetimes of most of us. In
other words, this is tomorrow for all
of us,

Can you then doubt that we will
grow? We will have to have big govern-
ment, blg farming, big business, big
food companies, big brokers, big retail-
ing operations. Blgness is being thrust
upon us.

Super Broker

The needs of our industry dictate this
need for the development of the super
Lroker. What do we mean by a super
bzoker? What will he be expected to do
that he or his firm isn't doing now?

Generally, the super broker will have
{o provide more concentrated effort at
the retail level . . . keeping pace with
the food industry ... an industry which
in experiencing a more rapid rate of
change than any in the world.

The super-broker will have to do
more merchandising of product in the
store. He will undoubtedly have to pro-
vide more troops in the fight for shelf
space. And he will have to improve
linison between his principals and the
operators. lie will need to provide more
detailed market analysis to anticipate

32

changes in trends in the industry and
in consumer buying habits.

What all of us in the food industry
do well today, we must do better to-
morrow.

The day s past when a broker hangs
his office on a hatrack. The day is past
when brokers can work out of an office
by telephone or work without experi-
enced retail know-how.

How will the superbroker be able to
afford to do this?

Our answer to increased compeltition
is growth in sales—profitable growth—
and greater efficlencles.

I ask you the same question we con-
tinually ask our plant managers:

“Are you fellows operating as ef-
ficiently as you can? Are you reviewing
every expense you have? Are you get-
ting the maximum for every dollar
spent for products . ., for production ., .
for quality control ., , for packaging ...
for transportation . . . for sales?”

We believe the trend toward growth
will continue in all phases of the indus-
try. This {rend calls for bigger and bet-
ter broker operations. If we are to grow,
we belleve our brokers must grow.
Through growth we can counter ever-
rising costs and add the manpower
necessary (o serve cusiomers more
effectively.

Manufacturer’s Role

What, then, can we do to help each
other?

It is incumbent upon us, as food man-
ufacturers, to create new products and
to improve present products, packages
and promotions continually. We feel we
must provide our brokers with the
sirongest arsenal of products possible
“ar the biggest battle of the food indus-
try . .. the battle for shelf space in the
stores,

Most of you are well aware that shelf
space in supermarkets Is shrinking.
Five years ago, the average size of a
supermarket was 13,300 square feel.
Today, it iIs down (o an average of
13,000 square feet, Yet, volume is high-
er and the stores are stocking more
items,

We also recognize our obligation to
provide our brokers with selling am-
munition, This could include regional
advertising, cooperative advertising al-
lowances, coupons, premiums, displays
and other point-of-purchase materials
and qualitative analysls of product, to
name a few. ‘

In turn, we feel it lz‘bgc"g; gming more
. and more necessary to obtain appraisals
and studles of individual markets and -«

market needs frum our brokers. There
is no such thing as a national market-

ing program as far as we are concerned.]

¥.
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The fact that a program has been ex-
tremely effective In moving certain
products off the shelves in one market
does not mean that the same program
will be effective in another market. The
market can change radically in a few
years, especially when you consider that
20 per cent of our population moves
each year,

‘We believe marketing programs must
be tailor-made for the area and for the
product. Who can provide the necessary
information to guide us better than the
team that knows the territory — the
brokers?

Obviously, this calls for further im-
provement In communication, more
complete posting on what we are doing
and planning. This will enable our
brokers to plan further ahead and com-
pete more aggressively in their markets.

And certainly, we can adopt plans
more quickly in response to the voice of
the consumer at the check out counters
—as relayed to us by our broker with
his ear to the cash register.

Golden Rule of Marketing

In essence, this is the golden rule of
marketing — the more we help our
brokers help their customers improve
their business, the more we improve
our own business,

‘What we are witnessing Is the growth
in specialization in broker flrms—spec-
falists for the supermarkets—specialisis
for the convenience stores—specialists
for the independents, specialists in the
institutional field. Some have special-
ists trained to deal only with certain
items such as snack foods and candy
which require different handling.

The day Is over when the broker
drove home a big sale or putted in a
little one by playing golf with the
buyer. We are in the era of scientific
computations, the era of the “super
brokers.”

Sometimes we find that the operators
are fighting harder to throw items out
than we are to get our products in the
store,

Even getting them on the shelves is
just a hunting license. That Is why we
cannol consider a broker as a represen-
tative if he cannot provide the retail
detall so necessary. As Ed Muldoon has
sald for most of his 40 years in the
industry, “Everything happens at the
retail level.” Super retaller-mindedness
will be a necessity for the super broker
of the future.

Figures Replace Friendship

The cold, hard fact is that we and the
brokers who represent us are numbers:
to an Increasing degree, trlendll}l; is
(Continued on page 34) o
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Brokers for Beatrice Foods—
(Continued from page 32)

being replaced by figures. The interest
in direct product sales and profit and
dollar snles and profit per exposure foot
documents this.

As a result, we know our products
seldom get a second chance. We must
know when an item is slowing down as
soon if not sooner than the operator and
do the necessary retail detail to re-
accelerate sales,

For example, the broker for one of
our products detected that sales were
declining in a group of slores in his
area, He stepped in quickly with a sug-
gested program. The result was that
sales of this item were tripled within
a month,

The prime mover for all of this of
course is the need for increased profit.
Unfortunately, the public image of
profit has been severely distorted over
the years.

But, I am encouraged by the grow.~y,
recognition on the part of the public,
educational groups—and even the gov-
ernmeni—of the need for profit in our
soclety, However, there are still too
many superficlally informed who be-
lleve thal business “never had it so
good."”

In a talk in Chicago recently, Roger
Blough, Chairman of the Board of U.S.
Steel, made the following comments:

“The truth is, of course, that by any
meaningful standard of measurement,
profits—for nearly 15 years—have been
in a serious decline;

“That they have not kept pace with
other segments of the economy;

“That they have not been adequate
to do the job that a profit must do;

“And that our national economy with
its persistent unemployment problem
has suffered accordingly.”

Taking 1047 through 1840 as the base
period, Mr. Blough pointed out that
from ‘hnt period through 1963, gross
national product increased $361 billion
—or 78_per cent. Compensation of cor-
porate employees increased $96 billlon
~-or 82 per cent. Meanwhile, corporate
profits increased by $6 billion—or only
25 per cent,

He ndded, “Measured as a share of
the total gross national product, profits
have dropped from 7.3 per cent in the
base 1047-1940 period to 5.1 per cent in
the first half of this year. This is a drop
uf 30 per cent.”

Emphasize Profits
When we consider that the total net

carnings for all food chains in the 1063;

1964 period avernge 1.31 per cent—that
the dairy precessor inakes one-third of
a cent profit en a quart of milk-—that a
broker must pay his way and try to

kL

show a profit on the basis of about five
per cent of his sales, then, the necessity
for improving our profits can’t be over-
emphasized,

We now are In the 45th month of the
longest period of peacelime-prosperity
in our history. The source of that pros-
perity is profit. The profit system is the
foundation of our soclety. It is the
means for crealing more jobs and spur-
ring progress and caplital investment.
1t supplies the wealth to support our
health, education and wellare programs,
our national defense and space pro-
grams. Our government itself is based
upon profit.

And so, along with the battle for shelf
space, we must continue to wage the
war for improved profits—not only as
the end unto themselves—but as the
means to continued prosperity, more
jobs and a higher standard of living.

Most of us can reel off a list, as long
as a politiclan's speech, of ways to im-
prove profits by cutting costs. Perhaps
many of you already have all 10 figures,
and perhaps a few toes, in the dike,
stopping profit lenks. Cost cutting, par-
ticularly to counter rising expenses of
distribution, can help hold the profit
line.

But, we have a saying around our
general office thal you can economize
yourself right out of business. To us,
the path to greater profit is growth—
more sales—more profitable sales.

Plan For Future

There is one related subject that I
would like to discuss briefly in regard
to growth and the future. That is plan-
ning for the perpetuation of your busi-
ness. Some brokeruge firms here have
represented Beatrice Foods for 20 years
or more.

May I insert here that we do not pre-
sume to tell you how to run your busi-
ness. However, too often we have seen
brokerage firms collapse when the
principals retired, left the business or
passed on, because inadequate provision
had been made for the future.

Suddenly a thriving business is de-
stroyed overnight,

Since we have a personal interest in
our brokers' welfare, we favor broker-
age firms which have established pro-
grams for developlng management and
manpower, This is insurance for the
future.

Developments Ahead

Since we are talking about the fu-
ture, let us examine some of the salient
developments we can expect in the
years ahead based upon present trends.

I mentioned earlier that the battle for

shelf space will be the war of the cen- .

tury in the feod business, We know that
there will be more food items offered in
supermarkets which meaus there will

e ————————————

be more competition for shelf space. At
present, an average supermarket stocks
almost 7,000 items. The average super-
market has made a net addition of 1,100
new products in the last five years, That
means that—even allowing for normal
attrition and substitution—there will be
more than 0,000 items on the shelves
from which the shopper can choose In
the 1970's,

Since we are unlikely to have rubber
shelves that streich, this increase in the
number of products places additional
emphasis on the need for more retail
detail by brokers. It also means that
manufacturers will have to streamline
their lines.

There will be fewer grocery stores in
the future than there are now, We and
you will have fewer customers, This is
the result of the growth of shopping
centers and one-stop shopping. The
supermarket is going to be selling more
things, both food and non-food items.
There may be growth of smaller stores,
such as the convenlence storer, that will
stay open longer hours, Liut the em-
phasis will be more and more on one-
stop shopping. If our ilems are not in
the store, if our broker is not working
the store on our products, the customer
will take what Is on the shelves. This
again emphasizes the broker's role in
being more retaller-minded.

The demand for convenlence foods,
foods with built-in maid service, such
as canned, frozen and dehydrated foods,
will continue to grow.

This will require dynamic improve-
ments in packaging and merchandising
techniques. There will be more and
more multiple purchasing and increases
in the bigger “family-size"” package
units. Refrigerators and freezers will
become bigger as the shoppers seek to
reduce the number of weekly trips to
the supermarket.

Demand for greater quality will be-
come more pronounced in the future,
Bluntly speaking, the day of the junk
dealer is gone in the food business. Op-
erator; just won't consider a brand
name unless there's an effective quality
control program behind it.

As the American consumer improves
his standard of living, he upgrades his
diet. Greater personal income and great-
er percentage of disposable income per-
mit him to satisfy his tastes for the
better things in life. An obvious con-
clusion Is that there will be greater
competition in the Cadillac end of the
food husiness,

I guess it's human nature not to com-
ment when a product is satisfactory.
But when the consumer doesn't like a
product, everybody hears about it.

For example, Newion Minow was
reminiscing about his days as chn_lﬂ'nnn

(Continued on page 38)
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Brokers for Beatrice Foods—
(Continued from page 34)

of the Federal Communications Com-
mission and recalled a letter he recelved
from a viewer, Il read:

“Dear Mr. Minow: You have done a
fine job in improving TV programming.
Now, can you do something about those
TV dinners?”

Younger Population

There is another strong trend in our
population which I am sure most of you
have noted. Our population is growing
younger. In 1060, those boys and girls
under 20 numbered 69 million. By 1870,
when our population is expected to
reach 211 million, 86.6 million will be
20 years old or less, according to the
Census Bureau.

A significant part of this youth mar-
ket will be the teen-agers, the fastest
growing segment of our population.

Teens are more than an age—they're
a market—the young “influentials,”” We
have 22 million of them now—complete
with transistor radios. By 1870, there
will be more than 27 million 1eens.

They spend 12 billion dollars per year
now—92 cents of every dollar they re-
ceive. Their spending power will be up
to $21 billion per year by 1870,

What are their main interests? A sur-
vey shows these are food, parties,
clothes and grooming.

It is apparent, then, that we must
hove a major interest in this lively,
articulate and influential market.

In the vernacular, if we're not “cool,”
we'll be out in the cold.

We will have to think young, not only
will we have to introduce more food
products with appeal to the teen-agers,
we will have to develop new and better
techniques to sell them.

Other Trends

The public is following you brokers
in another trend — they're out on the
road. The outdoor life, from back-yard
pbarbecues to long camping trips, has
opened up new vistas for enterprising
food processors and distributors. We
helieve this market, too, will travel up-
wards faster and faster.

How will all this, coupled with tax
cuts ond the growth of personal dis-

.sible income, affect the price of food?

‘Yo believe the price of foods will
tend to lag behind the cost of such
things as clothes, cars and hard goods,
The pressure to keep costs of food down
at the retail level will—like taxes—al-
ways be with us, o

Our foreizn food business will grow
substantially in the next few years, The
lure of the imported product is growing
oy erseas as well as at home.

36,5500 Pl
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Much of this business will be handled
through brokers because of the nature
of the types of products, mostly speclal-
ty foods, which can be exporied profit-
ably.

There are two trading sides to the
ocean. Certainly, we can anticipate that
imports of specialty food products from
overseas will grow markedly in the
years ahead. This should offer greater
opportunities for brokers to increase
their domestic volume as well,

Shoot High

William Faulkner once observed:
“Always dream and shoot higher than
you know you can do. Don't bother to be
better than your contemporaries or
predecessors. Try to better yoursell.”

This is a basic philosophy of Beatrice
Foods. We try to better ourselves every
year. We believe we have the finest
personnel in our history; we believe we
have many of the finest and the most
retailer-minded brokers in the industry.

Every signpost on the economic su-
perhighway points upward. The oppor-
tunities of the future are almost un-
limited.

When we anticipate that the average
broker firm has increased its sales 55
per cent in the last flve years, a faster
rate of growth than the food stores, we
look forward to the future with brokers
with genuine optimism.

The members of every division of
Beatrice Foods join me in extending
congrutulations to you on the many
outstanding contributions you and your
assoclation have made to the food in-
dustry . . . and will continue to make
as the super brokers of tomorrow,

Ege Seminar

J. i, Ziegler, Golden Grain Macaroni
Company, San Leandro, California, was
among 66 persons registering for the In-
stituie of American Poultry Industries’
three-day school on egg products, held
in December in Chicago.

" 3 3

Amerlcan Poultry Industiies' Sclentific Di-

ector; J. F, Ziegler, Golden Graln Macaroni:

Company, San Leandro, Calife.nio; and
R. R. Hixon, Safeway Stores.

Lekt to right: Mcrgaret Huston Institutd* of -~

Those attending were from compan-
ies that process egg products and manu-
facturers of other food products who
use them,

The school is held annually to give
both groups the latest information on
quality control.

Margaret Lally Huston, Institute
scientific director, who is in charge, sald
major interest this year is in the newly
developed method for pasteurizing
eggs.

Harold M. Williams, president of the
Institute says, “We're complimented
that leading companies in the food field
look to the Insitute for authoritative in-
formation on egg products.”

Ronco Mecting

Representatives of Ronco Foods met
at their Annual Sales Meeting during
the last week of the year in Memphis.

Theme of the meeting was “Some-
thing Big Happens When A Package of
Ronco Macaroni is Sold.” The idea came
from the National Macaroni Institute
Profit Calendar which states: “Every
$1,000 Sale of Macaroni Products Moves
$6,550 in Related Items!" Thiz highly
successful brochure which set forth the
publicity themes utilized by Theodore
R, Sills & Company throughout the
year for the National Macaronl Insti-
tute was repeated in similar form for
1965 and mailed to the buyers, mer-
chandising heads, and presidents of
chains and voluntary buyers soon after
the first of the year.

At the Ronco meeling, slide presen-
tations, films and film strips were used
to dramatize the message. “The Ronco
Story” has been put on film for sales
presentations this year.

Comments were made by Albert Ro-
bilio, general manager; L. M. “Andy”
Anderson, assistant general manager;
Dick Gray, sales manager; Tony Gian-
nini, advertising manager; and regional
managers Earl Jones, Cecil Doffitt, and
Shelby E. Steele. Round-table discus-
sions with all men participating really
made for & good meeling, It was re-
ported.

At the banquet climaxing the meet-
ing, service emblems were presented to
men with five, ten, fifteen and twenty
year anniversaries. John McIntyre won
the “Tops in Ronco Award” for the
largest sales gain in 10064,

Sayings of the Sages
Unlimited power is apt to corrupt

the minds of those who possess it—
Pitt.

: .

1L is nol the man whothas little, but
be whu dvsires more, that Is poor.—
Senaca, Ry
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S0 who cares abour
storage capacity?

We do! ADM stores bushels by the million.
Not baskets, but grain. Seventy million bushels
in steel and concrete elevators located through-
out our agricultural heartland. It's capacity
like this that makes ADM a leader in buying
and milling durum and other grains. It's
capacity like this that makes ADM a sure bet
for semolina that extrudes and shapes smooth-
ly, cooks firm . . . and stays firm and tasty.
For your next order . . . bag or bulk . . . call for
a quote from ADM,

Where top performance Counts, you can count an ADM
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Report on the Eighth Annual Conference of the
Food Law Institute and the Food & Drug Administration

by James J. Winston, Director of Research, N.M.M.A.

On November 30, 1964, the Eighth
Annual Conference under the auspices
of the Food and Drug Administration
and the Food Lawn Institute was held
in ‘Washington, D.C,

This meeting was attended by over
700 persons representing companies in
the food and drug industries.

The morning program was devoted to
a number of papers that were presented
by members of the Food and Drug Ad-
minlstration, Food Law Institute and
industry. Among the participants were
Anthony Celebrezze, Secretary of the
Department of Health, Education and
‘Welfare; George P, Larrick, Commis-
sioner of Food and Drugs; Shelbey T.
Grey, Acting Deputy Director of the
Bureau of Education and Voluntary
Compliance; M. R. Stephens, Assistant
Commissioner for Regulations of the
Food and Drug Administration; Frank-
lin ‘M. Depew, President of the Food
Law Institute; Dr. Oral L. Kline, As-
sistant Commissioner for Science Re-
sources of the Food and Drug Adminis-
tration; Dr. Robert P, Parker, General
Manager of Lederle Laboratories; Dr.
Austin Smith, President of the Phar-
maceutical Manufacturers Association;
Dr. Robert M. Scheffner, Vice President
of Libby, McNeil and Libby; William
W. Goodrich. Assistant General Coun-
sel of the Food and Drug Administra-
tion and Dr. Richard L. Hall, Director
of Research and Development, McCor-
mick & Company.

Voluntary Compliance

The general theme of the conference
endorsed both by government and in-
dusiry was voluniary compliance by
industry and more self-regulation by
assoclations and companies.

It was polnted out that several in-
dustries, such as canning, dairy, and the
baking industry have made significant
strides in policing themselves to make
certaln that the individual members are
complying with existing regulations.
They have issued booklets and bulletins
regarding processing techniques, par-
ticular)y in respect to the canning in-
dustry, and also have placed a great deal
of emphasis on self sanitation plant in-
vpeetion, followed by vigorous inspec-
tions made by professional sanitarians.
According to Shelbey T. Grey, there are
two ways to comply with the law:

“We believe there are two ways to
comply with the law—(1) voluntarily,
which means adequate self-regulation

Al

Jamas J. Winston

following guldelines furnished for this
purpose, and (2) involuntarily, or by
enforcement, using the tools provided
by the statute; l.e., seizure, injunction,
and prosecution.”

The latter constitules a type of no-
torious publicity which every company
must avold, in order to remain in busi-
ness.

In 19063, the Food and Drug Adminis-
tration established a very important
bureau called the Bureau of Education
und Voluntary Compliance. This Bu-
reau has as one of its objectives the
desire to give added emphasis to pro-
grams in order to help Industry regu-
late itself and voluntarily comply with
the law,

This bureau has established a Divi-
sion of Industry, Advice, composed of
two branches. The Advisory Opinions
Branch answers questions of individ-
uals and firms regarding labeling, con-
trols, formulas, and other practices and
furnishes interpretations of the law and
regulations applicable to a particular
product, label, formula, or process. Re-
quests for comments on proposed label-
ing or manufacturing practices should
be nccompaniled by complete ingredi-
ents or formula informstion. The con-
fidentiality of trade secret information
is protected by law.

Industry h-ﬂm-nl*N

and works cooperatively. with industry
associations to develop materials or
projects to meet particular needs, Types
of materials used include trade papers
news releases, poamphlets, exhibits,
films and filmstrips.

It was also stressed by several speak-
ers that industry has the manpower,
ability, equipment and motivation to
comply with consumers’ interests to the
letter of the law. The Food and Drug
Administration feels that industry Is
making a concerted effort to comply
with existing regulations, As one of the
speakers so succinctly stated, an ounce
of prevention means voluntary compli-
ance on the part of industry to yleld an
effective program which would possibly
require less policing on the part of the
government.

Annual Inspections

As has been publicized in previous
bulletins, at the present time, the Food
and Drug Administration is committed
to the policy of Inspecting a manufac-
turing plant at least once a year.

There are 18 regional offices of the
Food and Drug Administration at the
present time; they have a staff consist-
ing of 700 chemists.

It was pointed out by Dr. Kline that
new procedures by means of complex
instrumentation that were recently de-
veloped has extended the scope of the
Government chemists in their law en-
forcement study. Some of the proce-
dures are based on:

(1) Gas chromatography, which s
very selective in detecting pesticide
residues. H

(2) Infra-red spectrophotomelry and
X-ray flouorescence and photo fluora-
metry have become routine use on the
part of Government chemists.

Commissioner Larrick in an optimls-
tic note ended his speech as follows:

“The new approaches to promoting
voluntary compliance which are being
progressively adopted are possible only
if we have the cooperation and support
of foresighted trade assoclation and In-

¢« dustry leaders. We look forward to con-

tinued cooperation with industry and
consumer leaders so that all of our ef-

- forts toward voluntary compllance will

increase the level of protection afforded
consumers. When you have suggestions

The Industry ' Information Branch™Yor furthér InnéWations in achieving

provides informational materials ex-
plaining the law and regulations to

greater compliance, do ABt hesitata. to
let us know, We welcome your thoughts

various segments of organized industry, and ideas.” i

o
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Highlights from the 1963 Report
For the Federal Food and Drug Administration

resume from the American Sanitation Institute

HE basic mission of the Food &
Drug Administration is to protect
consumers by insuring the safety and
integrity of the nation's foods, druge,
therapeutic devices, and cosmetics.
Thirty cents out of every dollar spent
by the American consumer goes to pur-
chase these products. More important
to public welfare, however, are the po-
tentialities of these products to accom-
plish more good than at any period in
the past, or to cause irreparable harm.
The FDA is assigned the task of
checking on sbout 100,000 establish-
ments dealing in foods, drugs, thera-
peutic devices and cosmelics; about
2,600 establishments manufacluring or
packaging hazardous household chemi-
cals; about 56,000 drugstores subject to
prescription drug sale regulation; and
more than 375,000 public eating places
subject to the margarine amendment.
In 18 districts fleld inspectors deal
directly with people at the grass-roots
level and chemists analyze products be-
ing manufactured, stored, or marketed
in their own territories. The 1064 budget
provides for approximately 2,200 people
for field operations. The food Industry,
for example, has increased its research
and development investment from $67
million in 1057 to an estimated $120
million in 1962,

More Enforcement

The enforcement appropriation for
fiscal year 1864 is $35,805,000. This com-
peres with $20,064,700 for fiscal year
1963, representing a net increase of
$6,740,300. It provides for 635 new posi-
tions, bringing the authorized enforce-
ment staff to 3,804. In the fleld, until
1858 when the long-range program of
district office modernization began,
FDA’s sclentific and Inspectional stafls
were housed in office buildings, custom-
house buildings, post offices, and other
Federal buildings not designed for labo-
ratory operations. Funds have been
made available so that now 11 out of 18
fleld installations will operate in new,
modern facilities,

In 1962 FDA made 34,067 plant in-
spections; 43,360 in 1963; ond expected
to make 48,000 in 1964. In the past, the
practice has been to cover regulated
firms at an average of about once in
every four years. Now the goal is an-
nual visits and oftener in the event of
poor conditions encountered.

FDA_Goals .

-FDA hds set some goals for ilself for
achievement within the next 10 years,
such as: (1) encouragement of indusiry

self-regulation and optimum consumer
vigilance on commeodity safety and pur-
ity. (2) Development of improved labo-
ratory methods and scientific data and
standards having immediate response
to new technological developments. (3)
Continue to provide industry with clear,
concise guldelines to law compliance,
(4) Develop metheds for correlating
bacterial contamination and fitness of
foods.
Industry Efforis

While general surveillance over plant
sanitation and wholesomeness of in-
gredients and finished products still
occupies a major portion of enforce-
ment time, the insanitary conditions
encountered in many plants in the past
scem to have been corrected, with a
few nolable exceptions. The food in-
dustry has been making its own changes
in facilities and operations that con-
tribule to sanitary operations, in addi-
tion to voluntary corrective actions
alter inspectors point out conditions
that might result in violative shipments.
The brewing companies have turned to
the use of cans and “no return” boltles
that have eliminated most complaints
about foreign objects in bottles. Many
of the older bakeries were in sections
in various cities being redeveloped, and
their antiquated and difficult-to-clean
buildings have been demolished. Chain
bakeries have been closing their smaller
factories and are distributing over wide
areas from larger new units, with better
opportunity for sanitary controls. Most
of the smaller wheat mills have closed
and the larger mills have been install-
ing new equipment to keep up with the
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changing times. Consolidation is taking
place in the dairy industry: 10-gallon
cans of milk, local collection routes, and
recelving stations are giving way to
refrigerator tank trucks hauling milk
a hundred miles or more to large mod-
ern dairy manufacturing plants. Food
sanitation consultant service is on the
increase, and more food manufaclurers
have or are instituting their own vigor-
ous sanitation programa,

Enforcement activities included 36,039
inspections of food, drug and cosmetic
factories, warehouses, and pesticide
practices, and 4,318 of public eating
places to check on the serving of ole-
margarine. The 87,720 domestic sam-
ples collected consisted of 23,058 foods.
In the 200 criminal actions terminated
(or terminated for some defendants) in
the Federal courts during 1963, fines
assessed totaled $261,490. Twenty-nine
individuals were required to serve jail
sentences ranging from one day to four
years, and averaging ten and one-half
months. The highest fine of the year was
$20,000.

For Monthly Durum Data

A strong protest has been made by
the North Dakota State Wheat Com-
mission, Durum Wheat Institute, Na-
tlonal Macaroni Institute and Natlonal
Macaroni Manufacturers' Assoclation
ogainst a decision of the Burcau of the
Budget to continue reporting durum
mill grind by the Bureau of the Census
on a semi-annual basis. These organi-
zations had strongly urged that durum
grind and semolina production reports
be placed on a monthly basis.

In protesting the continuation of
semi-annual reports, the groups noted
that a monthly durum report basis
would involve little or no additional
work.

Reciprocating Conveyor. Cl

a,reciprocating conveyor to distribute all kinds of free-flowing

)

uniform, twelve-inch wide spreads ccross the
esreciclly suited to handling fsod and baken
cific

t Mochine Company of BrookIEn, Hew Yurk, has develope.

ulk macterials in continuous,
entire width of existing belt conveyars. It is
products. Available in standard sizes for spe-

spreads from thrce-feet 1o 10-feet i ‘ength readily adapts ond fits intc a soace <ix-
inches high over existing belt conveyors Siendard dimensions and specilications arzc avsila-

ble upon request from the comncry.
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LARGE PRODUCTION OF
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New Offices

Sun Giorgio Macaroni, Inc. of Leb-
unon, Pennsylvanin is planning a new
office building at Guilford and Spruce
Streets. Designed in contemporary style,
the buliding will blend with the archi-
tecture of the firm's recently constructed
plant. The new office building will pro-
vide facilities for increused sales and
office operations resulting from overall
company growth. Completion is ex-
pected during the first quarter of 1965.
Huak and Kaufman, Myerstown, are
the architects for the project; the con-
tractor is J. H. Greiner and Co., Leb-
anon, and the interior is being designed
by Wilbur Z, Weik. The new building
represenls another step in the firm's
planned recovery from the fire which
destroyed its facilities in 1960.
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i Defective mortar has been cut away, rein-
. forcing steel reploced where necessary, and
i: cavities are ready for filling with gun-
B applied concrete.
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“Belore” view of R-F plant shows deteriorated condition of the con-
crete tuuctute oefore restoration work was storled.

New Look for R-F Building

Through the use of modern materials
and restoration techniques, a food proe-
essing plant in St, Louis has acquired a
new look of beauty, as well as increased
structural soundness that will prolong
its life immeasurably.

The St. Louis Branch office of West-
ern Waterproofing Company recently
completed an extensive restoration
project on the plant of Ravarino and
Freschi Company. The St. Louis proc-
essing firm produces a wide range of
macaroni and spaghetti projects which
are marketed under the trade name
R-F, and are among the leading food-
stuffs of their type in the St. Louis area.

Involved in the project were about
20,000 square feet of exterior concrele
surface.

First step was the complete removal
of all old coatings which had flaked,
peeled and faded under exposure to the
variable midwest climate. All weak,
crumbling and spalled areas of con-
crete were then cut away, and the
putches filled with gun-applied con-
crete. Finally, the entire exterior sur-
fuce was coated with an epoxy com-
pound which effectively prevents water
penetration.

Other work involved removal of
many old windows. In some cases, new
windows were installed, and in others,
the window openings were filled in with
concrete or with glass block.

Work on the adjocent Ravarino and
Freschi office building included miscel-
laneous tuckpointing of masonry joints,
and coating of the concrete base.

Home Economist

Grocery Store Products has  an-
nounced the appointment of Elizabeth
Lahr as Director of Home Economics.
Mube] Stegner continues as consultant.

S N\

Buhler Appointment

The Buhler Corporation, Minneapolis,
Minnesota, announces the appointment
of John Olsen as manager of their Pneu-
matic Materials Handling Division.

Mr. Olsen has o Master of Science de-
gree in mechanical engineering obtained
from the University of Minnesola in
1850.

For the pust four years he was chief
engineer ot Flo-Tronics.

The pneumatic materials hundling di-
vision of Buhler, which John Olsen will
manage, engineers and munufactures
conveying systems for bulk materials
such as grains, flour, sugar, chemicals,
ele,

Sales Director

Buitoni Foods announces the appoint-
ment of Michael DeCavalunte as Vice
President, Director of Sales—Delaware
Valley marketing arca.

Workmen in process of applying second coat
ol white epoxy compound. Windows are
carefully masked to protect them during
application of paint.
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Beouty of the building in “after” view goes much more than skir
deep. Structural soundness has been restored and life axpectoncy

exiended by profes.ional treatment,
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Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

WDoughiioy

Phone 246-2101 .

DOUGHBOY INDUSTRIES, INC.

SINCE 18356

NEW RICHMOND, WIS, . Quality Since 1856

Croftsmen In Plostics — Packaging Machinery — Form Feeds — Electronics — Printing

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing
in all matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg
Products.

1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs, Yolks and
Egg Noodles.

3—Semolino and Flour Analysis,

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street -
New York 7, N.Y.

Frrnuary, 1965

(506

YOUR
VITAMIN ASSAYS
IN LINE

Start right with Wollace & Tiernan's quality controlled **N-Richment-
A", Whether you feed it in powder or wafer form, NRA gives
you uniform enrichment.

With a uniform product, the next step is uniform addition. The WAT
NA Feeder has been proved by over 30 years of mill operation.
Set It for @ few ounces to 10 |b. per hour and il never varies. If
feeds “N-Richmont-A" consistently, accurately, dependably.

The right enrichment . . . the right feeder. Combine them. and
you can't miss on vitamin ossays.

Ofces and worehouse stocks In principal cities.

Or write Depl. N.122.53,

WALLACE & TIERNAN INC.

NOVADEL FLOUR SERVICE DIVISION
25 MAIN STRILT, BELLAVILLL 9. NEw JIPSLT

As
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WELL-PREPARED salesman in-

spires buyer confidence. This is
almost a truism; yet so many men ne-
glect this important principle.

Every move you make in a prospect's
office must reflect thorough organiza-
tion and planning, The way you handle
a presentation or demonstration will
often determine whether you get the
order or the brush-off.

One way to be convinced of the value
of preparation is to be on the buyer's
side of the desk. This happened to me
recently when I purchased a transistor
radlo.

The salesman handed me an expen-
sive model reputed to be one of the best
produced In the world. But there was
just one thing wrong when I turned it
on: the radio would not play.

The clerk, flushed with cmbarrass-
ment, grabbed the instrument from me
and started fiddling with it. He was so
nervous, he dropped the radio while
trying vainly to get the case open. I was
rapidly losing confidence in both the
transsistor and the salesman.

In desperation, the man finally sum-
moned over another clerk. The latter
took one look at the radio and then
fixed it with such speed and dexterity
that it was a pleasure to watch him,
The only thing wrong with the tran-
sistor was that the battery was upside
down.

What impressed—and sold—me was
that the second man knew what he was
doing. The first salesman obviously had
never even tried to learn how his prod-
uct worked. It had apparently never
occurred to him that even reputable
merchandise needs expert presentation.

Be a Craftsman

Smocth selling depends on intan-
gibles. The salesman inust turn ail situ-
ations Into advantage. Your earnings

SMOOTH

By George N. Kahn

SELLING®

YOU CAN'T FIRE WITHOUT AMMUNITION

This is No. 5 of 12 sales training articles.

often depend on your ability to answer
an objection, handle a complaint or
conduct a demonstration. The intangible
is not your product, but YOU. You must
have complete mastery of the selling
function to put the prospect in your
corner. He should be able to say to him-
self! “This is a man to whom I would
entrust my problem.”

Prospects are quick to recognize
craftsmanship in salesmen. They are
drawn to men who act confident and
who seem to know what they are doing.

Training For Perfection

None of us achleves perfection, but
it should be our goal in selling. The
salesman who gives a sterling perform-
ance for a prospect usually has put in
many hours in preparation. He has
memorized his company's story, the
product's advantages (and disadvan-
tages), the prospect's problems and the
answers to possible objections, He
makes his cuil with enough ammuni-
tion to carry him over any hurdle—ex-
pected and unexpected.

One of my good friends, Ernest Mor-
lin, is a eriminal trial lawyer and highly
thought of in his fleld. Before one of his
clients went to trial, Ernle decided to
ask the court for a change of venue.
His argument would be that the case
had aroused so much publicity that the
defendant would not find an unblased
jury,

The reason for changing the location
of the trial seemed compelling, and
there was legal precedent for such
action. There was just one thing to
worry about: The irial judge had never
granted a change of venue,

Prior to making his motion, Ernie of
course spent a great deal of time study-
ing the law o3 it applied to his case. But
he also mrde unusyal visits to the
morgues of two leading newspapers.

‘When thu trial opened, the judge, as
expected, dismissed Emie’s legal argu-
ments for the transfer. My friend was
not finished, however.,

“Your honor,” he continued, “news-
paper flles show that on October 24,
1939, you as a defense counsel asked for
and received a change of venue on the
same ground on which I am appealing.”

The jurist's face registered amaze-
ment as Ernie calmly handed him two
news clippings. The judge read them
slowly, and then without further ado
granted the motion.

Later, in the judge’s chambers, the
magistrate smiled ruefully at Ernie.
“You were really prepared for me,
counsellor,” he said.

That was the key wor'—prepared.
Ernie won his point becuuse he had
done a thorough job of preparation. He
walked into that courtroom with con-
fidence because he knew his strength.

If you can muster that kind of
strength, you can sleap well before that
important call, knowing that you'll be
able to bat down anything the prospect
throws at you in the way of an argu-
ment or objection.

The Buyer's Viewpolnt

When you make a call unprepared,
you're not only abusing the hospitality
of the buyer, but you are costing him
valuable time. He has given you an
audience because he hopes you can help
him. A fumbling, maladroit sales talk
will no. only send you out of his office
without an order, but it is unlikely that
you'll ever be back.

The purchasing ngent for a big West
Cr st aircraft and missile company told
me: “I can tell after three minutes
whether a salesmun is worth listening
to. When you have to see 20 to 25 ven-
dors a day, you can't waste time with
the foul balls.”

Early Lesson

One of my first customers taught m.e
a lesson I never forgot. I was young,
brimming with enthusiasm, but I count-
ed too much on exuberance to carry me
through. This buyer, a man about 60
years old, pm:rd me out on what was a
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rather Inept presentation. Then he
looked at his watch,

“Young man,” he sald, “you've taken
up a hslf hour of my time with no profit
to me and certainly none to you. You'll
be permitted cie more visit here, but
this time you will have only 15 minutes
to make your presentation. If it isn't
any better than today's, you will not be
welcome here again.”

At first I resented the way he talked
to me, but later I declded the man had
done me a favor, I spent the next two
weeks boning up cn every facet of his
company and the application of my
product to his special needs. I went
back to the buyer's office and delivered
my sales talk in 12 minutes. The pros-
pect gave me a substantial order and
became a regular customer.

Avold Embarrassment

Some prospects may not give you a
second chance. But it's a risk you don't
have to run if you will devote some
time to getting ready for your calls.
There's no need to be embarrassed.

Here are some steps to follow:

1. Learn the facts of your company,
product, competition and your pros-
pect's firms until they become an effort-
less part of your sales talk.

2, Rehearse your presentation at
home until you can rattle it off without
stammering, repeating or nervousness.
(Actors, politicians and clergymen do
this all the time; that's why their de-
livery sounds so polished.)

3. Plan your sales calls, allowing for
flexibility, High volume men are never
disorganized.

4. Make the most of the sales litera-
ture and other tools provided by the
company. They should be incorporated
into your presentation where they count
most.

5. Set goals for yourself so you know
where you're going and how you're go-
ing to get there. A solesman without o
definite alm in his job Is not apt to make
an effective sppearance on his calls,
Customers can spot the ambitious man
who likes what he's doing. Goals can be
both short and long range.

6. Use your time so that you do have
the hour or two to prepare your sales
talk. A glance at your daily schedule
will probably reveal waste that can be
chopped out.

Memory Is ot Enough

In memorizing your sales talk, don't
become a robot. Your recital should
always be flexible and informal enough
to make you sound interesting as well
as Informative. The trick is to memo-
rize your stuff, but make it sound ex-
temporaneous. “

The trouble with many rote-learncd
presentations is that they sound stilted
and canned. Get away from ;3::.- moni-
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tone approach; praclice voice inflec-
tions, change of expressions, etc, that
will enliven your talk.

Another drawback to the straight-
memory splel is that it rarely gives the
buyer a chance to get a word in,

Make sure there is a pause or two in
your speech to allow the customer to
cut in. He may wanl to give you on
order, Also, don't become so wrapped
up in your presentation that you forget
about the buyer's problems. He'll notice
the omission, even if you don't,

Keith Biggers, a medical equipment
salesman, told me of the time a doclor
listened to him for 20 minutes and then
said: “You were so0 absorbed in your
message that you did not notice that I
have the same piece of equipment in
my office that you offered.”

“After that” Keith said, “I began
looking around and taking notice of my
surroundings. It made a difference in
my preseniation quite often.”

Keith added that his sales shot up
when he became a little more relaxed
during his memorized deliveries.

Almost everything on a sales call can
be anticipated. There is very little that
should surprise you—if you are pre-
pared. With proper backgrounding, you
can ad lib your way through any situa-
tion.

To start you off on the road to good
sales preparation, here is a short quiz.
1f you can answer “yes"” to at least nine
of the questions, you are getting along
well with your homework.

Sales Ammuniiion YES NO
1. Do you devole some part of

your day o preparing your

calls? —_ -
2. Do you gear your sales

talks to the prospect’s

needs? —_——
3. Do you praclice your pres-

entation before a mirror or

your wife? - —
4, Does your talk contain

more facts than oratory? —_——
5. Do you have a set goal in

life? - -

6. Do you give the prospect a

chance to interrupt your

talk? _ -
7. Is your day planned? —_ -
8. Are you completely fa-

miliar with your company

story and product line? —_——
9. Do you feel sure of your-

sell beforc a buyer? —_— -
10. Do buyers seem glad to sce

you? | _——
11. Are you glad to see them? — —
12. Would criticism of your

presentation cause you te

try and improve it” ——

e v s

REPRINTS FOR
YOUR SALESMEN

Many sales and management
exccutlves are ordering reprints
of this series of articles for dis-
tribution to thelr salesmen, These
will be attractively reproduced
in a 4 page format, three hole
punched to fit a standard (8 x
11) binder—each reprint will in-
clude the self-evaluation quiz.

When ordering reprints of the
various articles of this series, ad-
dress orders to the George N.
Kahn Company, Marketing Con-
sultants, Sales Training Division
—Service Department, Empire
State Bullding, New York, N.Y.
10001,

Prices are:

1-8 copies (of ea. art) 50¢ ea.
10-40 coples (of ea. art) 37%¢ ea.
50-99 coples (of ea. arl.) 30¢ ea.
100 o more (of ea. art) 25¢ ea.

You may pre-order the entire
series, or if you wish, individual
articles. Each article in the series
s numbered, Please specify your
wishes by number.

No. 1 The Salesman is a V.I.P.

No. 2 Are You a Salesman?

No. 3 Get Acquainted With
Your Company

No. 4 You're On Stage

No. 5 You Can't Fire Without
Ammunition

No. 6 You Are a Goodwill Sales-
man, Too

No. 7 Closing the Sale

No. 8 How to Set Up an Inter-
view

No. 9 Resting Between Rounds

No. 10 The Competition

No. 11 Taking a Risk

No. 12 Playing The Short Game

When ordering, please mention

the name of this publication.

To End a Sales Slump

What can a salesman do to snap out
of a selling slump? An insurance agent
soys: “Self-pity Is a luxury no salesman
can afford. 1 recommend that he re-
consider his role and sce himself [or
what he really is—a benefactor. Once
you get behind your product and under-
stand what it can do for your custer.:-
ers, you gain o new insight into vour-
gelf, You are no longer a seeker of
favors, but a conferrer of them.” From
a metal conlainer sales rep: “I e
riodically revisit my firm's faciors.
When 1 see the pains we take to turn
out a perfect product—our quality con-
trol program—ihe problems we solve
daly, I take new pride in what f sell”
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DEMACO
DIRECT CANNING SPREADER

Only Demaco’s direct conning spreader offers
you the unique advantages of a spreader with an
accurate measuring system plus direct feed into
cans. All originated, engineered and manufac-
tured by the same company. This results in un-
equaled flexibility and provides the greatest pos-
sible degree of freedom for the operator and the
procass planner,

If you are planning to can spaghetti and want
this investment to pay back full dividends—come
see the Demaco direct canning spreader. Make
sure the press you choose offers oll the important
features that Demaco offers you,

Write in for 16mm film showing the Demaco can
spreader in actual operation.

THE MACARONI INDUSTRY’S HELPING HAND ...

""" THE MACARONI JOURNAL

DEMACO
2 HEAD SHORT CUT PRESS

The new Demaco Short Cut Press with two ex-
trusion heads assembled in one compact unit will
produce over 2000 pounds per hour of short cuts.
Here the accent is on quality, production with
slow, slow extrusion over two dies. Before you
buy, investigate the many outstanding features
offered by Demaco. This new Demaco 2000
pound per hour press is planned for tomorrow's
needs, today. This is the key to better produc-
tion copacity needed today, Over the past 20
years, the outstanding performance of the 1000
Ib. Demaco short cut presses have proved their
value in longest service ond lowest operating
costs. Demaco’s 2000 pound per hour press has
even higher standards of quolity and still lower
mointenance costs. For more information write
or call De Francisci Machine Corporation,

N C ST Sl o S (AT e

DEMACO
LONG GOODS
CONTINUOUS LINE

Compare Demaco’s Automatic Long Goods Con-
tinuous Line with all others. Compare dependd-
bility . . . doy in and dn{ out guaranteed drying
of oll spaghetti, perciatelli, bucatini, spaghettini,
vermicelli, cupalﬁnl, linguine and linguine fine.
Compare Sanitation—Access throughout the en-
tire dryer for vacuum cleaning or washing down.
Compore Quality — all components are from
America’s top manufacturers as Taylor, Moore
& Honeywell Instrumentations, U.S. Motors, Tor-
rington fans, Allen Bradley Controls, Link Belt.
Service — 24 hour daily production at 1500 Ibs.
per hour. Trained Demaco field engineers in-
struct your employees. Installation — easy instal-
lotion as dryer is comrlehly erected at plant and
then numbered for knock down, moking easy
erection.

Come see how the entire 24 hour daily ‘rmduc-
tion, a total of 36,000 Ibs. can be packed in less
than 8 hours.

r

46-45 M,atropolitn;l Ave.

DeFRANCISCI MACHINE CORPORATION

Braoklyn, New York 11237

FEBRUARY, 1965

DEMACO
4 STICK SPREADER

Demaco's new 4 stick spreader with o produc-
tion of 1500 Ibs. per hour or up to 2000 Ibs. per
hour. The spreader that is designed with two (2)
extrusion heads and two (2) sets of connecting
tubes, producing highest quality at a slow ex-
trusion rate,

The spreader that takes the same floor space as
the 1000 Ib. press and has ths “trade approved”
Demaco single mixer extrusion press with the
completely vacuumized mixer,

Demaco's 4 stick spreader is now operating in
many plants and a personal inspection can be ar-
ranged for you to see the press in actual operation,

Phone: EVergreen 6-9880
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WAY BACK WHEN

40 Years Ago

® A meeting of macaroni manufac-
turers at the LaSalle Hotel in Chicago
on January 23 considered the proposed
law favoring the entire elimination of
“added coloring” to all macaronl prod-
ucts sold in the United States. The ques-
tion of macaroni publicity was given
serlous consideration.

¢ The timely question of whether or
not macaroni products should be
blanched after boiling was discussed.
The general opinion seemed to favor
blanching In cold water only when
macaroni is to be cooked in large quan-
titles for serving later in small portions
and for reheating. It was also considered
proper where products are to be served
in salads. Otherwise, blanching was
voted harmful and inadvisable,

® Free starch on the surface of cooked
macaroni products produces a slimy
feeling, This usually occurs with prod-
ucts made from flour rather than semo-
lina, because the semolina does not
free the starch.

¢ A multiplicity of macaroni groups
created comment by the editor, M. J.
Donna. The American Macaroni Manu-
facturers were set up to look after the
affairs of the smaller firms of the Great-
er New York market. There was a
Macaroni Club in Philadelphia, New
England, in the tri-states of West Vir-
ginia, Maryland and Western Pennsyl-
vania, the Western New York Maca-
ronl Club, the Southern Macaroni Club,
and the Pacific Northwest Macaroni
Club. Southern California manufac-
turers retained Attorney William Ire-
land as a part-time secretary. All groups
were affillated with the National Maca-
roni Manufacturers Association.

30 Years Ago

* Editor Donna wrote: “All macaroni-
noodle manufacturers regardless of size
should weld themselves into a coordi-
nated trade assoclation permitting them
to speak and act in a united manner.
Secondly, they should build consumer
confidence by offering quality products
crealing value for money spent and
gaining everlasting good will. Third,
they should arrange to tell a pleasing,
convincing story of the food value of
macaroni products to willing listeners
in plain, easily understood language
through whatever media this message
can best be broadcast, economically and
convincingly to the public.’

¢ NRA Code Administrator G. G. Hos-
kins was quoted in the press as saying:
“Unless the price provisions in the

48

codes are enforced, the U, 8. Marines
cannol enforce the labor provisions in
the codes.”

9 “Fixed prices are the chiselers' para-
dise,” said Mary E. O'Connor, director

of purchases for New York State, “Ii.

you think chiseling Is eliminated under
price fixing of the NRA Codes, you have
not been in public purchasing for the
last year and a half.”

® Consumption of the Enery Trio—
Macaroni, Spaghettl and Egg Noodles—
could easily be trebled in 1935 if manu-
facturers would continue their Lenten
effort throughout the balance of the
year, said Editor Donna.

20 Years Ago

® The Mid-Year Conference was held
in Chicago again. President C. W. Wolfe
stressed the need for continuing the
fight to allow enrichment in macaroni
products for those who wish to fortify
them. He urged full cooperation in the
government program of increased plant
sanitation. He urged cooperation with
the government's manpower program
while exploring ways and means of re-
taining essential workers in plants, De-
scriptive labeling was endorsed as a
most practical idea for macaroni foods.
e Benjamin R. Jacobs reviewed the
new government definitions and stand-
ards of identity for macaronl products.
e C. L. Norris, as chairman of the Fu-
ture Activities Committee, reported on
conferences with exectitives of durum
mills on possible plans for undertaking
a continuing program of product pro-
motion, consumer education, and public
relations.

¢ General Mills advertising was to be
broadcast coast-to-coast on J8 stations
March 2. The Beity Crocker macaroni
recipe was to be accompanied by free
recipe slips, colorful reprints, tempting
main dishes folder, newspaper mals
and listings, and radio commercials.

10 Years Ago

o The dire durum situation brought
experts to the convention program at
the Flamingo Hotel. Philip Talbott of
the Grain Branch of the Department of
Agriculture reported on prospects for
legislation to permit durum growers to
use idle acres in 1855 and get some kind
of crop insurance ogainst 15-B stem
rust.

® Ruben Heermann t
durum breeding, while Don Fletcher o
the Rust Prevention Association re-
ported on the international efforts of
Canadu, the United State and Mexico

-
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CLASSIFIED

ADVERTISING RATES

Display Advertising ....Retes on Application

Wont Ads ... 75 Cents par line
Minimum $2.00

WANTED—Used agg doser and metal maca-
roni storage truck bins. Box 218, Macaroni
Journal, Palatine, 1lI,

WANTED — Used short gooda presses or
ﬁc'um. Box 222, Macaroni Journal, Palatine,

INDEX TO
ADVERTISERS

Page
Amber Mi"i7 s Division, G.T.A. ........... 19
Ambrette i '<-hiwry Corporation .....22-23

ADM Durum Department ... ... 37
Aseeco Corporation ..oeveevecrecvecce 13
Braibanti & Compeny, M. & G. __....._40-41
Clermont Machine Contpany, Inc. ..... 7
DeFrancisci Machine Corporation ... 46-47
Distilietion Products Industries ........... 5
Doughboy Industries, Inc, .ccoooo ... .. 43
Generel Mills, Ine, . 50
Hay Manufecturing Co. 7
International Milling Compeny ............ n
Jacobs-Winston Laboratories, Inc, .... .. 43
v} (O | 1 ’s
Maldari & Sons, lne, D oo .. 33
Pavan, N. & M, . 25-30
Peavey Company Flour Mills ... ... _ 13
Rossotti Lithogreph Corporation ... - 2
Triangle Packege Machinery Co. ...... 9
U.S. Printing ond Lithograph ... 49

Wallece & Tiernan, Inc. Shiieouy - |

to lick the problem.

® President Peter La Rosa proclaimed:
“Despite our problems cf raw materials,
we will have the joo of selling our
products made with the best materials
available.”

® The National Macaroni Institute,
Tuna Research Foundation, Can Manu-
facturers Institute, Jones & Laughlin
Steel Company, Pet Milk Company,
tuna industry and macaroni manufac-
turers all combined forces to promote
Tuna Macaroni Bake during Lent,

® Faced with the problem of only
enough durum for one-quarter of the
wheat blends to be used for macaroni
during the crop year, the NMMA wrote
to the Tariff Commission asking that
bars against the importation of durum
be lifted. A storm of protest from grow-
ers and elevator operators in the durum
area put pressure upon the Depariment
of Agriculture who withdrew their sup-

iport from the Association’s petition.

Consequently, without government
backing and with the danger of antago-
nizing domestic suppliers, the Associa-
tlon withdrew Its request, '
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Why Does PILLSBURY Ask USPL

To Help Introduce New ltems?

[ For the same reason so many other top food companies work hand-in-hand with USPL
on new packaging. [] Because experience shows and market tests confirm that modern
food packaging demands maxinum appetite appeal. ] Because only the very best in
quality printing can deliver the full-color illustrations that excite appetites. [] Because
USPL bows to no one in producing quality packaging. Which is the answer to the question
at the top of the page.

If Pillsbury does, why not you? For help on your next new carton or label, call on USPL. We
have offices coast-to-coast and one is near you.

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK
Oflces: Allanta * Ballimore * Beverly Hills * Boston ® Chicago * Cincinnati  Cleve-

land * Dallas * Datroit * Loulsvilla * Mitwaukee * Minneapolis * New York * Omaha
P‘rltlliludugfﬂ:“- Piltsburgh * Portland * San Francisco * Seallle * St. Louis * Tulsa

PRODUCERS OF FOLDING CARTONS = LABELS = WRAPS

SING MATERIALS
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Macaroni industry has already distributed well over
a million of these colorful recipe folders produced
by General Mills as another service to you.

This collection of tempting main dishes using
macaroni, spaghetti and noodles has achieved great
popularity with housewives. Basic directions, tips
and recipes from the Betty Crocker kitchens.

Four punched pages, 63 X 9% inches. Fits the
Betty Crocker Picture Cook Book. Fits any stand-

YOUR PRODUCTS PROMOTED BY GENERAL MILLS

ard 3-ring book. When folded to 31 x 63 size, fits
recipe file boxes—also grocer's shelf hangers and
s:andard shelf racks. Appetizing, full color photos of
the a:~hes on the outer page.

Available at less than cost. Approximately 1¢ each.
Your brand name and company address imprinted
for only Y5¢ extra in minimum quantities of 5,000.

To order your supply of these recipe folders, see

your General Mills Durum representative or write:

b .

mw

SENERAL LS

DURUM SALES

Minneapolis, Minn. 55460
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