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WINTER
MEETING

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION

Hotel Diplomat, Hollywood, Fla.

Monday, January 22
INDUSTRY BUSINESS SESSION

8:00 a.m. Breakfast in Mezzanine Theatre
Diplomat East, ;

9:00 a.m. The President’s Report,
President Robert I. Cowen, Sr,

9:30 a.m. National Macaroni Institut
Chairman Albert Rovarln:. i

10:00 a.m. Durum Wheat Institute R
Chairman Ray Wentzef e

10:30 a.m. North Dakota State Wheat Commis-

sion Administrator Paul E. R. Abra-
hamson,

10:50 a.m. U.S., Durum Growers Associ
President John W.rhri;g:. e

11:10 a.m. Activities in the Nations Co
itol
Counselor Harold T. Hoffpen‘:\ty? ;

11:30 a.m. The Development of Voluntary Stznd-
ards to Eliminate Proliferation of
Packaging—a representative of the
National Bureau of Standards, U.S.
Department of Commerce,
Luncheon adjournment,
afternoon free,

1:00 p.m. Committee Meetin
g, National -
roni Institute, Durum Wheatﬁ?r‘::ﬁ-

tute, North Dakota State Wheat
Commission.

Card Room, Diploma West,

3:00 p.m. Discussion Leaders meet with Mod-

erator Bob Sampson f .
o BT p ‘or Round-Table

Card Room, Diplomat West,

7:00 p.m. lce Breukers Party and Reception—
uppliers’ Social on Diplomat West

Patio. Evening free for din
pgex ner on the

Robart C. Sampoon

Tuesday, January 23

MANAGEMENT SEMINAR

8:00 a.m.
9:00 a.m.

10:00 a.m.
until
11:30 a.m.

11:30 a.m.
until
1:00 p.m.

7:00 p.m.

8:00 p.m.

Breakfast in Mezzani
Diplomat East, it

Moderator Robert C. Sampso
h;:vioral"Sclences Counselnl!? sent'r. tB}:!o
:tggg:" ‘Communicating to Under-
First Round Table Session:
(‘:(nur choli:e Iof three topics—
ommunications with 'M
Up and Down the Unﬂ:unugement,
gommun:co“ons in Labor Relations;
ommunications with i
Aot the Trade and
Second Round Table Session:
Pick another table, another 'topic.
Adjournment, Afternoon free.

Cocktails, Beaux Arts Ballroom
Convention Hall, Diplomat East.

Italian Dinner Party.

Wednesday, January 24
MANAGEMENT SEMINAR

8:00 a.m.

92:00 a.m.
10:30 a.m.
10:30 a.m.
12:00 noon

7:.00 p.m.
8:00 p.m.

Breakfast in Mezzanine Th
Diplomat East, s

Third Round Table Session:
Pick another table, anothr topic,
Panel Reports and Summary.

Evaluation and W.
Adjournment, 9P P

Cocktail Reception, Country Club,

Dinner Dance with
Smith, Calcutta Rooml:num by Yon

Thursday, January 25
9:00 a.m. Board of Directors Meetin ;

Card Room, Diplomat West,
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WHEAT UTILIZATION RESEARCH CONFERENCE

HE fifth national conference on

Wheat Utilization Research was
held at North Dakota State University
at Fargo November 1, 2, 3.

Some twenty speakers probed the
problems of feeding the world's hungry
and expanding uses for wheat and
wheat foods, Papers were presented on
subjects ranging from improvement of
varietles of wheat, new products and
new uses with maximum benefits from
the nutritional content of the wheat
berry, to exciting research on the quan-
tity and quality of wheat protein. Other
highlights included discussions on con-
tributions of corn, barley and fish pro-
teln concentrates in meeting world
food needs.

The “War on Hunger” will dominate
the United States foreign ald effort for
at least the next 15 years, the confer-
ence was told by Frank R. Ellis, direc-
tor, Food for Freedom Service, Office of
the War on Hunger, Agency for Inter-
national Development, Department of
State. Posing the question, “Will there
be any sanctuary for the well-fed?" Mr.
Ellis sald the question of whether we
should commit our dollars and goods lo
the war on hunger Is academic and the
question of whether we can do it Is ir-
relevant, “We must do it he con
cluded.

A.LD, Goals

Mr. Ellis described specific goals of
the AID. program for the next five
years;

“An increase in the average caloric
intake in the poor nations of 100 calo-
ries per person per day, or a total In-
crease of 5% to 2,200 calories per day;

“An inecrease of protein availability
by 5 grams per person per day, or a
total increase of 15% from 32.5 to 37.5
grams per day;

“Increased food production or buying
power to lessen the need for conces-
slonal food anid despite population in-
creases;

“Tucrease in the availability of ogri-
cultural requisites, particularly fertiliz-
ers;

“Limitation of the overall population
growth in the less developed countries
to a total of 15% over the flve-year
period;

“Provide the opporiunily for every
AID reciplent nation to seck U.S. help
in adopting family planning programs;

“Make preferred means for family
planning freely available to all recipi-
ent nations which ask for help In popu-
lation control, and
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“Establish a nucleus of institutional-
ized scientific and technological capa-
bilitles in the high priority areas of
agriculture, population and nutrition."

Mr. Ellis prefaced his comments with
the announcement that an agreement
had just been signed with Indonesia
under Title I of P. L. 480 involving
10,000 tons of bulgur. He expressed the
hope that the agreement would be on
initinl transaction in business thaot
could develop “significantly.”

Daniel G. Amstutz

P.L. 480 Lauded

In his presentation, entitled “Wheat
and Food for Peace—An Exporter's
Viewpoint,” Daniel G. Amstutz, Car-
glll, Inc., soid that “when the history
of this period is finally written, P.L. 480
will stand out as one of the most im-
portant measures ever enacled by a
Congress." Under the measure we ex-
ported $16,700,000,000 worth of food
and fiber between July 1, 1854, and De-
cember 31, 1966, he said, and an addi-
tional $2,200,000,000 worth was shipped
under Mutual Security programs. Over
this period, he said, our food aid ex-
ports represented 30% ol our total agri-
cultural shipments. They wenl to some
115 countries having a combined popu-
lation of some 1,700,000,000 persons.

“Change makes commodity markets
nervous,” Mr. Amstutz said, pointing to
the “astounding range in wheat values
during the past year." ‘The range of
Chicago wheat futures since mid-Sep-
tember 1966 has been some G0¢ per bu,
reflecting about 40% of current Chi-
cogo wheat futures values" he said.
He spoke of the pendulum action of the
market with the change from drouth
reporis to bumper production in the
Soviet Union, Australin's great recov-
ery lost year, beneficial monsoons in

India, and “premature pessimism re-
garding this yecar's North American
production.” These developments, he
said, “scem to provide a resounding
‘yes' answer lo the question, Is there
enough food in the world—al least for
now."

Mr, Amstutz described the benefits
of P.L. 480 shipments in recipient coun-
tries in the prevention of malnutrition,
hunger and even famine. Our ship-
ments have helped to further economic
growth and reduce tensions and have
demonstrated the superiority of the
American free farm system over regl-
mentation in Communist countries, he
sald.

1,000,000,000 Bushels

Actunl shipments of wheat will de-
pend on many factors, Mr. Amstutz
said, but “it is not unreasonable to
expect that total annual U. S. wheat
exports will hit the billion bu level
some time within the next five years."
He added that “it is a demonstrated
fact that this nation's near term pro-
duclive capacity would justily such
exports.” He pointed to benefils to
American producers of P.L. 480, Farm-
ers were provided with an additional
outlet for their products and additional
income, he said, and these shipments
kept surpluses from being unmanage-
able. The shipments have given em-
ployment to labor and profits to U. 8.
business enterprises, he said.

An added increase in future grain
demand will be furnished by increasing
per capita consumption as nations de-
velop, Mr. Amstutz pointed out. “As
income trends continue to climb, the
demand for grain rises dramatically,”
he said. Demand for grain will increase
even more as people in developing
areas consume less grain directly and
more ns animal protein products,” he
said. “The ‘income explosion’ creates
competition for the same crop land be-
tween rich and poor,” he said. “One is
demanding more feed grains, the other
more food groins."”

U.8. Has Dominant Role

“There is no doubt in my mind that
the United States will continue to play
a dominant role in the probable per-
petual battle of the world food prab-
Tem,"” Mr. Amstutz said, adding that “it
will be a role which we can realistically
afford.” Most of the technological ad-
vancements will have their birth here,
he said, and our “great agricultural
universities and the reservoir of knowl-

(Continued on page 8)
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Wheat Utiliation
Conference—
(Continued from page 7)

edge they represent will continue to
pay real dividends to the less devel-
oped countries.” Recognition of the de-
sirability for a favorable foreign in-
vestment climate must be forthcoming
from the governments of the develop-
ing countries, Mr, Amstutz said. “Tech-
nicel knowledge is of little help without
the needed monies for Implementation
of the varlous programs,” he said.

The enigma of agriculture, Mr. Am-
stutz said, is that the unforeseen occurs
so frequently, including the vagaries of
weather. “This year we are faced with
comparatively abundant world supplies
of wheat relative to demand,” he said.
“So much so that in spite of the self-
help aspects of the yvised Food for
Peace regulations, it appears that our
government is earnestly searching out
new arcas of P.L. 460 demand, evident-
ly with little regard to self-help re-
quirements. Apparently one primary
objective is to bolster sagging wheat
prices," he said. Even though the mas-
ter plan shows the probability of larger
commitments In the future, there Is
“too much"” today, Mr. Amstutz sald.

Sclence Advisory Committes

According to the President's Science
Advisory Committee, the time required
to double the population in most de-
veloping countries Is 18 to 27 years,
while it is 55 to 88 years in most de-
veloped countries. The developing re-
gions, Mr. Amstutz sald, now contain
about two-thirds of the world's human
beings. “By the year 2000,” he added,
“if present rates of population growth
continue, there will be more than four
times as many people in the developing
countries as in the developed ones."”
But Mr, Amstutz said that some predict
world population will be stabilized
within another generation. He quoted
Dr. Donald J. Bogue, director of Com:-
munity and Family Study Center at the
University of Chicago, who said, “The
world is currently being swept by one
of the greatesi mass movements in all
history—a unonimous moveraent to
take emergency actlon to roduce hu-
man fertility quickly to within the
limits ~eeded for orderly human prog-
ress tuward generally a:cepted social
and economic goals” Dr. Bogue pre-
dicted that by the year 2000 world pop-
ulation growth will have slowed to
zero, “or a rate »4 nearly zero that it
could easily be brought to zero.” Mr.
Amstutz alio suggested that mortality
rates may be sharply lower than ex-
pected and “tierefore It would be fool-
hardy to place too little faith in the
demographers' projections.”

8

“While we all applaud successful
effort: to develop new, high ylelding
varicties for release in this country,”
Mr. Amstutz said, “let us be certain
that these varieties possess those qual-
ity characteristics which will enable
our various wheat producing areas to
maintain and expand outlets in com-
mercial markets.”

Wheat in Overseas Programs

“The Role of Wheat in Present Over-
sens Programs" was a report presented
by F. R, Sentl, Deputy Adminlstrator,
Nutrition, Consumer and Industrial Use
Research, Agricultural Research Serv-
ice, U.S.D.A., in which he stressed the
importance of wheat as a world food
source, Wheat and rice are produced in
about the same quantities and “wheat
provides about one-fourth of the food
energy to run the world.”

Mr. Senti outlined the background of
the development of Blends A and B as
being based in the greater needs for
protein among children and pregnant
or lactating mothers. Wheels are now
in motion, Mr. Senti said, for the ship-
ment of 5,000 tons of proteln fortifled
wheat flour, Blend A, for India, and an
additional 3,000 tons has been request-
ed for Iran. The product consists of a
blend of 70 parts of straight-grade un-
bleached wheat flour and 30 parts of
wheat protein concentrate, properly
supplemented with vitamin A and ex-
tra calcium, he said. He said that Blend
B consists of 70 parts of straight flour
and 30 parts of unground wheat shorts.
“Purchases of Flour Blend B are con-
templated for a later date,” he said.

Simple and incxpensive ways of in-
fusing wheat with up to 15% of lysine
have been worked out, Mr. Sentl sald,
and the government of India is inter-
eafed in testing its value, The Tunisian
tivvernment is interested in the addl-
tion of lysine to regular wheat flour,
he said. “The simplicity and low cost
of this method of making our wheat
more useful is very attractive,” he said.

India Aims for Sufficiency

The government of India plans by
1970-71 to be self-sutficient in food
grains, Richard K. Baum sald, Sui lie
expressed doubt that the goal will be
achieved due to the tremendous popu-
latlon Increase cach year. The govern-
ment of India “wants lo becoine export-
ers of rice to the eastern European
countries and use the foreign exchange
to purchase wheat,” he said. One ton
of rice today will purchase about three
tons of wheat, he added.

It has been estimated that 80% of
the total protein in India Is provided by
cereals, Mr. Baum said, He said that
wheat provides not only the blggest
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quantity of proteln per serving, but
also the best quality. “Five years ago
when non-vegetarians comprized half
the population there was a definite
trend toward turning away from the
vegetarian way of life," he said, “but
now the trend has reversed itself, more
because of the high price of animal pro-
teins than because of religious beliefs.”
This placen » kigher priority on wheat
protein, Mr, Baum said.

“During the past five years the
United States has shipped over 036,-
000,000 bushels of wheat to Indian un-
der P.L. 480, Mr, Baum said. “Count-
less more people would have suffered
from hunger and many would have
died from starvation if this had not
been done,” he sald, “and irreparable
damage would also have afflicted mil-
lions more of children."

Food Additions from Millfeed

Dr. William R. Johnston, vice-presi-
dent, International Milling Co., after
describing “the various Interacting ele-
ments which provided the information
and experience leading to formulation
of a few specific wheat-based protein
foods,” came to the part of the discus-
sion which “should normelly constitute
‘the end.'" “However," he said, “I pre-
fer to think of this part of my talk as a
new beginning, a beginning from which
you and I will build on the past to gen-
erate new information and new prod-
ucts to eradicate hunger and malnutri-
tion from the world of the future.” Dr.
Johnston had described efforts of the
Millfeed Research Committee of Mill-
ers' National Federation to use mill-
feeds In helping alleviate a predicled
world shortege of protein”

Dr. Johnston emphasized that more
than 5,000,000 tons of millfeed are pro-
duced annually in the United States,
representing roughly 25% of the wheat
milled. Essentially, all of the millfeed
fractions are fed to animals, he said.
But, he sald that “if 80% of the wheat
millfeeds can be channeled to food uses
rather thaa to animal feed, we would
be able to Increase the supply of wheat
products for human consumption by
about 20%—a most significant figure
amounting, in the case of the United
States alone, to almost 4,000,000 tons of
food having about 500,000 tons of excel-
lent protein.”" In the form of a supple-
ment, Dr. Johnston said that this pro-
tein could meet half the requirements
of about 30,000,000 people.

Durum Potential in
Rice Countries
Mearl H. Gifford, president of Great
Plains Wheat, Inc,, told the conference
that the “market potential for durum
(Continued on page 10)
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Here is the
semolina

you've wanted
from AMBER

Yes, the finest of the big
durum crop is delivered to our
affiliated elevators.

And only the finest durum
goes into Amber Venezia No.
1 Semolina and Imperia Du-
rum Granular,

We make Amber for dis-
criminating macaroni manu-
facturers who put “quality”
first” and who are being re-
warded with a larger and
larger share of market.

L m e g e i e L et

by Gene Kuhn

Manager:
AMBER MILLING DIVISION

These macaroni manufac-
turers tell us the consistent
Amber color, uniform qual-
ity and granulation improve
quality and cut production
costs at the same time. Am-
ber’'s “on time" delivery of
every order helps too!

A phone call today will in-
sure the delivery you want
for Amber Venezia No. 1 and
Imperia Durum Granular.

Be sure . . . specify Amber!

o"'-r AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

. Oftices: St. Paul, Minn, 55101
Mills at Rush City, Minn,—General cnﬂ“mom: Minm: 29101
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Wheat Utilization
Conference—

(Continued from page 8)
in most of the countries 1 visited [s
practically nil in the immediate future.”
One bright exception to the statement
was provided by Japan, “where the
economy is booming.” As the economies
of Asian countries Improve, Mr. Gifford
said, “"so will our opportunities for pro-
moting the use of pasta products made
from durum semolina.” Food nutrition-
al education is also needid and he sug-
gested that, especially in Hong Kong,
the introduction of pasta manufactur-
ing plants would be helpful, Mr. Gifford
called durum the “Cadillac wheat of
the world for pasta products” and said
it would be first used in many Asian
countries in gourmet dishes for the
wealthy,

More Blended Food Products

Bert Tollefson, Jr., executive director
of American Corn Millers Federation,
spoke on New Milled Corn Products,
Including CSM (Corn-Soy-Mills),” and
pointed to distribution of CSM to over
100 countries “with very good accep-
tance.” The United States government
has purchased 332,000,000 1bs. of CSM,
he said, and UNICEF has purchased
7,000,000 and is considering more dis-
tributions to needy children.

In his presentation entitled “Second
Generation  Protein-Fortified Whent
and Barley Products for Export,” Dr,
Jumes W. Pence, chief of cereals labo-
ratory, Western Utilization Research
and Development Division, A.R.S., sug-
gested products similar to CSM with
other cereals as the basic ingredient,
such as wheat or barley. Excellent lab-
oratory progress is being made, he said.
The official title for CSM is Blended
Food Product—Formula No. 2, Dr.
Pence pointed out,

Protein Quantity and Quality
“The differences in the distribution
of protein components and In the
change of prolein components with
mixing could serve a useful indication
for protein quality and provide a new
angle for testing flour quality,” it was
concluded by C. C. Tsen, Research
Group Lender, Americon Institute of
Baking, in his presentation entitled
“Indicatlon of Wheat Flour Quality by
Changes of Flour Proteins Under Vari-
ous Conditions.,” It is well known that
various flours of nearly equal protein
contents often differ markedly in both
mixing properties and baking perform-
ance, Mr. Tsen said, and “the differ-
ence presumably is due to the variation
in protein quality of different flours.”
He said that the “difference in protein
qualily is likely due to the variation in

the quantitative distribution of protein
components in different flours or the
structural difference of proteins in vari-
ous flours,”

Broad and extensive approaches to
the investigation of wheat flour pro-
teins were also described by Joseph 8.
Wall, head, Chemical Reactions and
Structure Investigations, Northern Uti-
lization Research and Development Di-
vision, ARS, USD.A, Peoria, Il
“Perhaps as we know more ahout the
structure of wheat flour proteins, we
will be able to understand the relation-
ship between genetic differences and
proteln quality among wheat varieties,”
Mr. Wall sald. “We are galning a better
insight into the role of flour proteins
during the formation of dough” he
said, “and thus we can appreciate bet-
ter the action of additives and improv-
ers on flour performance.”

The need for adequate testing of va-
rietles was emphasized by Glenn S.
Smith, dean of Graduate School, North
Dakota State University, in his speech,
“Improving Wheat Through Breeding."
Sorting the environmental from the ge-
netic influences Is a continual task, he
said. “Wheat research should be geared
to the complexity of the problem,” he
sald, *noi just to the economle diff-
culty or the cost-price squeeze of the
moment. Otherwise wheat utilization
will fall behind In competliin, and
will not make the maximum contribu-
tion It should."

Consideration of Wheat
Protein Lags

Discussing “Importance of Protein in
Wheat" before the fifth National Con-
ference on Wheat Utilization Research,
Dr. John A. Shellenberger, distingul.h-
ed professor in the Depariment of
Grain Science and Industry at Kansas
State University, pointed to a lag in
attention to wheat protein.

“There is a vast store of information
on the chemicai composition of physi-
cal properties of wheat, but as yet there
Is mostly ignorance of why wheat pro-
teins behave as they do,” Dr, Shellen-
berger said, "All we know and have
known for many, many years is that
wheat proteins are different.

“Strangely enough, the recognition
that wheat proteins are different has
not been based on the wealth of sclen-
tiflc knowledge about the detailed com-
position and structure of the proteins.
The proteins of wheat have been the
subject of Innumerable solubility stud-
fes following the work of Osborne,
Various chromatographic and electro-
phoresic techniques, Immunochemical
studies, molecular weight determina-
tions and electron microscope patterns
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have been reported; yet none of these
procedures  specifically shows why
wheat proteins are so very special. The
peculiar properties are explained only
by the fact that about 805 of the total
wheat protein forms gluten and gluten
contains gliadin and glutenin, a com-
bination of constituents that provides
the basls for the use in baked products,

“It is inescapable that wheat con-
tinues to be grown and occuplies a
special place both in our domestic econ-
omy and in foreign trade because of
the speclal protein characteristics that
make it uniquely acceptable for the
preparation of food preducts. Consider-
ing the importance of the protein con-
tent of wheat, it might be expected that
protein would overshadow all other
consideratlons, commeneing with the
wheat breeding programs and continu-
ing throughout marketing und eventual
use. That, however, s not the case.

“A fair appraisal weuld be that little
progress has been made in persuading
the wheat plant to produce in the ker-
nel proteins of improved quality or In
greater abundance. The importance and
significance of the protein In wheat
does not recelve the attention it should
from wheat breeders, because protein,
when obtained at the expense of yleld,
Is objectionable to the wheat producer,
Under present price support programs,
a decrease in yleld results in n decrease
in income, In addition, protein content
Is not included in the official grade
standards for wheat, and is given little
consideration in formulating interna-
tional wheat agreements.

“Yes, It Is the amount and proper-
ties of the wheat protein that deter-
mine what food products can best be
made from wheat,

“It, thus, becomes paramount that
greater attention be focused on produc-
Ing more and better quality protein in
wheat. Protein Is the dominant reason
for the food or feed use of wheat and
therein lies its uniqueness among all
plant or animal materials.

“Nature has created In wheat a
unique combination of proteins. Man
has known for centuries how to make
use of this uniqueness for his food
uses. The urgent need now, before it is
too late, is to build on the strength al-
ready achieved to create through re-
search the quantity and nutritional
quality of protein In wheat that will
serve idenlly the needs of man.

“Wheat utilization progress has been
slow and only the surface has been
scratched of what must be done to keep
wheat products among the world's ma-
Jor food items. Everyone's support s
needed for greater efforts toward whent
quality improvement.”

(Continued on page 16)
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LONG GOODS WEIGHER
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AND DOESN'T REQUIRE AN ENGINEER TO RUN IT
AND DOESN'T REQUIRE UPSTREAM TRANSFERS
AND DOESN'T NEED COMPUTER CONTROL
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AND DOESN'T COST A FO
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The New Era of Growing Competition
Confronting Wheat Foods

by Howard Lampman, Executive Director, Wheat Flour Institute,
at the Wheat Utilization Research Conference.

HEN we mention competition, we

presume the existence of a mar-
ketplace in which wheat producers,
millers, bakers, pasta manufacturers,
and others using wheat products, sell
their foods. They compete with each
other, They also compete with rival
foods, And on the face of it, they or we,
as the case may be, haven't been doing
too well. Not too many weeks ago, do-
mestic consumption figures were again
revised downward—to a new, all-time
low level of 113 pounds per person per
year, Macaronl products continue to
prove the only bright exception in the
steadily declining picture of consump-
tion.

Or, look ul the dismal picture another
way, Using 1911 as a base year with per
capita consumption of all foods at 100—
cercal products have now lost 32 per
cent of their market., Potatoes fared
worse—off 64 per cent. Meats, fish and
poultry galned 27 per cent; dalry prod-
ucts 5.6 per cent; eggs 8.5 per cent; and
fruits and vegetables increased 30 per
cent in the same period,

We can explain this phenomenon
somewhat glibly by pointing out that in
an affluent soclety, such as ours, people
eat more meat and less bread. But that
isn't too satisfactory. We can say that
bread, the principal product of wheat,
hasn’t changed much in the past six
thousand years, and that pasta was sup-
posedly introduced to Europe by Marco
Polo in the 13th century. So our prod-
ucts ore time-honored foods, but there’s
small comfort in mere age when the
world keeps demanding foods that are
new. We live in a new world and com-
pele in a new kind of market. Let's
examine it.

Many Motivations

People buy food for a varlety of rea-
sons—taste; convenience; availability;
cultural or family tradition and person-
al habit; nutirtional benefils and econ-
omy. If we use these reasons for pur-
chase as o scale, we can rack up a high
score for the products of wheat—per-
haps a better lotal score than for any
other group of food products.

Bread obviously has taste appeal,
whether you prefer the bland flavor of
the standard loaf or the wheatier spe-
cially breads. Even the blandness of
the standard loaf has advantages sincc
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it permits you to taste the stronger
flavor of spreads and flllings. And if
you don't like the standard loaf, you
can always buy a specialty bread,

Bread represents something of an ul-
timate in convenlence, since you can
eat it without heating, presliced, di-
rectly from Its package.

Bread is readily available, perhaps
more widely distributed in a multitude
of forms than any other food.

Bread is a deeply imbedded part of
our food habit patterns. It is highly
nutritious and relatively low in cost. In
addition to these attributes, bread Is a
go-together food supplementing many
other iftems in preferred diet. In fact,
properly presented, it might be said
that no other food can match the appeal
of breadstuffs,

Now, it bread has all these advan-
tages, what are the competitive forces
that appear to be slowly pushing us out
of the marketplace and off the family
table? To me, the answer seems quite
obvious. The human stomach holds
from two to five pints of bulk. If wheat
foods gain, other foods lose. If other
foods gain, wheat foods lose. The differ-
ence, it seems to me, lies in the strength
and effectiveness of the marketing
effort.

Series of Baitles

To bring some order to the situation
in my own mind, I have somewhat
arbitrarily catalogued the competitive
factors as a series of “battles.” The
analogy may be apropos, since It we
are to keep or malntain our place in
the market, we must engage in an all-
out, full-scale, competitive war and
prepare for a constant battle on all
fronts. 1t is no longer possible to invent
a better mousetrap and have the world
izeat a path to your door. The world
doesn't care unless we make it care—
and that step demands that we muster
all the forces of modern marketing.
Some of these forces are exerted on
domestic sales, some worldwide.

Rival Products

Our first engagement is our battle
with rival products—foods that might
be substituted or exchanged for breads
and other wheat products in the stand-
ard meal pattern, foods like rice, potn.

. toes and corn—all perhaps more ag-

gressively promoted than wheat prod-
ucts in many situations, I have heard a
miller complain, for example, that the
corn industry’s foundation had per-
suaded two of his better customers that
the substitution of some corn flour not
only was cheaper than wheat flour but
actually enhanced the taste.

On the export side, most of you at-
tending this conference know more
than I about CSM-Mix, Ceplapro and
similar formulas of wheat, corn, s0y
and other ingredients blended as high-
protein foods. Mention should also be
made of fish protein concentrate as an
additive to increase the protein value
of bread at the sacrifice of some wheat
flour. Or, bread made entirely without
wheat flour, or bread that carries added
proteins derived from petroleum.

Such products exlist, They have been
exhibited, publicized and ofttimes vig-
orously promoted as the answer to
world food problems and protein needs.

In this day of technology, we find
“milk"” without cows, sugarless sweet-
ners, meatless hamburger, There ls
both a threat and a promise in such
new developments. We may yet find
wheatless bread on the market one day.
But there's also a lesson In the experi-
ence of the potato industry, which is
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enjoying an upward surge In the sale
and consumption of instant forms.
Technology can help as well as hurt us.

But I am more interested in the pro-
portion of wheat found in the two-and-
a-half tons of food eaten each year by
the averapa family of four In the United
States. Wiich brings me to another
battle of the marketplace—the conflict
of choice.

Conflict of Choice

In the past 30 years, the number of
items in the supermarket has incrensed
from about 800 to as many as 8,000,
Bread and other products of wheat ob-
viously gained more prominence among
800 items than among 8,000, And the
majority of those 8,000 items are new
and exciting while bread is taken for
granted. The competing products clam-
or for attention, purchase and use in
their prepackaged, preproportioned,
premixed, convenient, easy-to-use, col-
orfully packaged form. In the past 30
years, the sale of convenience or par-
tially processed foods has risen from
50 1o 70 per cent of total store volume.
While a loaf of baker’s bread may be
an ultimate In convenience, the impact
of the trend on family flour is obvious.

Cosi-Price Bqueexe

As everyone is well aware, conveni-
ence foods cost more—and this brings
us to another battle front. A decreasing
proportlon of the consumer dollar—
now about 20 cents—is spent on food,
and farmers, processors and bread man-
ufacturers, and retoilers as well, are
all caught in a cost-price squeeze. In
an effort to solve some of the problems
of increasing labor cost, the baker turn-
ed to the technologists who developed
highly automated machinery—like con-
tinuous mixing equipment. Then, In an
effort to save some of that money for
himself, the retailer bought the same
equipment, so that he could offer the
same bread under his own label at less
price—without the burden of advertis-
ing and promotion. Or, sometimes the
retailer contracts with a baker for
bread production, and in effect sells the
same bread in two different wrappers
under different names.

At this time, almost half of all baked
goods offered by chains sell under n
private label, often as a “loss leader."
You might say that this immense vol-
ume of bread, sold without advertlsing,
tends to depreciate the total market
since it rides on the promotion of ad-
vertirad brands without carrying its
fair share of the cost of merchandising
pressure necessary to sell a food in to-
day's market.

There are several nspects of the race
toward mechanlzation that slso work
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to the competitive disadvantage of
wheat foods. The distribution costs of
the commercial baker continue along
with his advertising, whereas the chain
baker simply uses his own trucks to
deliver his bread. Because the trucks
are going to the retall outlets anyway,
there is no charge for delivery or the
pickup of “stales” added to the cost of
the private label bread.

Thus the battle of distribution, serv-
ing the nation's almost 250,000 food
stores, which sell more than four fifths
of all flour in one form or another, has
become all important in the competi-
tive battle. Forty-seven per cent of
snles are made through chain stores;
44 per cent through cooperative and
voluntary chains, leaving the small bal-
ance to the corner grocery traditionally
run by “mom" and “pop.” The stress of
distribution costs in the competitive
situation actually limits the promotion
of baked foods, since the wholesale
baker must meet the price level set by
chain store bread at the sacrifice of
what might otherwise be spent for
markeling.

Standardization

Another facet of mechanization of
the milling and baking Industries has
been the stondardization of bread and
flour—consequently robbing both baker
and miller of the most essential ingre-
dient of markeling success—the claim
to real or attributed product advan-
tages. How can one brand of bread or
flour be better than another if they
look, taste and perform exactly alike?
The onl* competition possible under
these circumstances becomes one of
price—with disasterous results.

Shelf Space

Another constant battle of any food
product is competition for shelf space
and position. Food retailers have be-
come increasingly sophisticated In their
approach to the allotment of space and
position. They know that products dis-
played more prominently, at eye level,
with larger areas of facings, sell in high
volume. Naturally they tend to give
their own private labels the advantage.
They compute the value of such posi-
tion in terms of “shelf rental”” Even
though the occasionally publicized fact
that family four helps sell other items
used for home baking with consequent
higher sales at the check-out counter,
the shelf space devoted to family flour
appears to be shrinking. After success-
ful demonstration that a sandwich pro-
motion Increased sales storewide by
15 per cent or more, part of the record
of Sandwich Month, there is evidence
that space devoted to bread has in-
creased.

Batile of Calories

There are many other considerations
in today's system of markeling foods
which bear on the struggle to sell those
derived from wheat. One area might be
called the battle of calories. Influenced
by an almost constant campaign citing
the hazards of overweight, an increas-
ingly large proportion of our population
worries nbout obesity, tries crash diets,
buys low-calorie foods and allempts to
manipulate  welght.  Unfortunately,
largely because of nutritional igno-
rance, these people believe bread to be
somchow peculiarly fattening. The re-
sult not only reduces the consumption
of bread but also stigmatizes a worthy
food product.

Nutrition is in itself a battle area—
domeslically where some baked foods
are promoled on the basis of being nu-
tritionally improved, and in foreign aid
programs where the hue and cry is
“proteln.” The fact remains that, if a
product seems to require nutritional
improvement, then logically it must be
deflclent to start with in some way.
Such a conclusion is almost inescapable,
and in some ways “nutritionally im-
proved" foods tends only lo depreclate
those similar products not “improved.”

It is difficult, indeed, to merchandise
a high protein loaf of bread or wheat
product without suggesting that all
other breads and similar products are
low in protein. In this fashlon some of
the technology that permf's product
improvement tends to depress the total
sale of all wheat foods. And if all prod-
ucts of wheat are so improved, as with
enriched bread and flour, then enrich-
ment becomes standard, unexciting and
works to no one's particular advantage.
Yet the public health benefits of en-
richment are almost incalculable.

This Is not to suggest that that effort
toward product improvement be aban-
doned. Rather it should be intensified
and opplied to wheat products in such
a way that it provides them with com-
petitive advantages over non-wheat
foods rather than against their own
kind of foods.

New Producis

This brings us to the battle of new
product forms and product improve-
ments, cither in packaging or sub-
stance. The development of bulgur
serves ns a good example of what can
be done 1o open vast new markel areas.
Or, the profusion of new wheat-based
snock foods suggests that the trend is
just beginning. Yet we should not rest
easily in the mistaken notion that the
same technology is not being applied to
compelitive foods. If anyth.ng, the

(Continued on page 16)
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ciency, costly breakage and degraded products.

‘Now. you can'eliminate expensive unneeded labor and recover valuable floor
- space with the:

ASEECO accumaveyor

" The Accumaveyor is a Fully Automatic Surge.Storage Unit for fragile, non-free
. flowing items, Product from processing is Accumulated into an electrically pro-
. grammed moving storage that automatically compensates for surges and distrib-
‘utes to single or multiples of packaging lines ‘on demand,"
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to PACKAGING

- Asecco ‘aﬁ"éré.‘ wlthuut‘,bbligdfion,
engineering services to aid in design and

layout of conveying and storage ASEECO CORP.

systems, as well as installation service,
4 4 Automated Systems &
Find out what the Accumaveyor Equipment Englneering
can do for you, Write or call for your
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Growing Competition
For Wheat—

(Continued from page 13)
wheat-orlented industries appear to be
laggard in the race 1o find new outlets.

Advertising

Competitlon among foods shows up
no more dramatically than in advertls-
ing. The magazine, “Advertising Age,"
reported in August that 125 top adver-
tisers invested almost four-and-one-
half billion dollars in all media in 1066
—a 12 per cent Increase over 1965, But
only one of those 125 top advertisers
was a baking company. Continental,
ranked 85th with a 17 million dollar
expenditure. Three milling companies
were listed—General Mills ranked
22nd, with 54 million dollars; Pillsbury
45th with 30 million; and Quaker Oats
53rd with 28 million, National Biscuit
Company was 33rd, spending 43 million
dollars,

That may sound as though huge sums
of money are being spent in behalf of
wheaten foods In competition with
other products offered in the super-
market. But there is what might be
called a “joker” in the hand. Most of
the advertlsing money spent by mills is
devoted to the marketing of snack
foods, brenkfast cereals, mixes and
oth:r products, many of which have
little or no wheat in them. Advertisers
tend to put thelr money where their
greatee! profit lies. And think of the
competition for consumer minds and
money represenled by the four-and-
one-half billion dollars spent for adver-
{lsing.

Retailers, however, tend to feature
and merchandise those products which
are advertised, and advertising volume
in itself may be used as an index to
the success of an industry or a com-
pany. On this basis one can only con-
clude that the products of wheat stand
in dire need of advertising. It can be
demonstrated that even a small invest-
ment In advertising pays off in greater
sales, even for commodily foods fea-
tured without brand names.

Image

There is another battle area in the
compelitive struggle—an area more
akin to psychological warfare, It is the
battle for product prestige, stature or
“image.” One would think that any
food called, “the staff of life,” and
named in the Lord's Prayer carrled
distinct advantages in competition with
other foods. But the sale of flour Is_
highest among low Income groups and
the curve of consumption declines as
income rises. Bread consumption climbs
until family income reaches the $10,000
a year level, then drops sharply. An-
other survey indicaled that among
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adults bread was considered a “fller-
upper,” something good for children
but of dublous value for grown-ups.
Baoking company advertising reflects
the situation since it Is beamed primar-
ily at the child market. Obviously one
of the grentest problems we face Is
trying to make bread somehow as im-
portant as it was when it was named
in the Lord's Prayer. Or, failing that,
we must find some way of making it
more important as a food that con-
iributes to personal health, national
welfare and the pleasure of eating.

Reaching Youth

Finally, a vignette of this rapidly
changing market where foods compete
for consumer favor. You've heard the
often quoted statistic that half our
present population is 25 years or
younger. There are 63 million boys and
girls under 14 years of age to whom one
baker says he sells two million pounds
of product every day. The under-thirty
population group soon will dominate, If
it doesn't already, our natlonal life, Our
marketing plans and methods of win-
ning consumer favor competitively
must be directed to the young, who do
not conform to what we consider stand-
ards of today, either in thought or
action. Pepsi Coln, you may have no-
ticed, and many other advertlsers are
making a studied attempt to reach this
younger generation.

How do you reach them with a prod-
uct essentially as old as bread? Well,
one way is to make macaroni, flour or
bread into a product that is entirely
new, because this market constantly
seeks the “new.” New sandwiches and
recipes for new dishes are an example.
There are many ways of reaching the
market, and many manufacturers of
precooked and prepackaged foods are
succeeding In showing us how—in the
form of processed potatoes, oven-ready
pizzas, cake mixes, brown and serve
rolls and convenience foods,

And More Change

And the market is about as static as
a drop of water on a hot stove 1id. Ex-
perts predict it will change as much in
the next few years as in the preceding
50—whlch, you must admit marked a
revolution insofar as food marketing s
concerned. The blg question, to me at
least, and hopefully—to the others at-
tending this conference—is: Will we
be able to adapt our thinking and our
products to the new market? We have
the tools, I know—but will we be able
to use them? Our competition Is going
to intensify rather than slacken. We
must win all the competitive battles,
every one of them, if we are {o win the
war.

Wheat Utilization
Conference—
(Continued from page 10)

Competition for Spring Wheat

Dr. O. B, Jesness, head emeritus, De-
partment of Agricultural Economics,
Institute of Agricullure, University of
Minnesota, addressed the conference
on “Economies of Wheat In the North
Ceniral Great Plains." Dr. Jesness dis-
cussed some features of government
wheat progeams and pointed out that
“government programs have recog-
nized only in part the difference
among classes of wheat.” Adjustment
programs have not been scaled very
directly to the surplus situation of each
class, he said.

“The present prospects for hard
spring wheat do not include sizable ex-
pansion in the domestic market," Dr.
Jesness sald. He sald that population
increase rate has been slowing down
during the past decade so “some opti-
mistic guesses with respect to future
numbers need to be revised.” Hard win-
ter will continue to be the principal
wheat competitor of hard spring, he
said, because “technological develop-
ments in milling and commercial bak-
ing tend to set a limit on the premium
of hard spring over hard winter by fa-
cilitating substitution,” Other farm en-
terprises also provide competition for
spring and durum, he sald, Including
vegetable oll crops and feed grains.

Export outlook for spring wheat s
mixed, Dr. Jesness said. Western Eu-
rope is an important buyer, he sald, but
“the agricultural policy of the Common
Market leads in the dirzetlon of In-
creasing self-sufficlency in wheat.”

Fish Protein Concontrate

“Wheat and cereals will remain the
base of diets for many years to come,
and many years will pass before ton-
nage of fish protein concentrate will
make the slightest dent in wheat flour
utilizatlon," said E. R. Pariser, Avco
Corporation, Wilminglon, Mass., in his
presentation on "Fish Protein Concen-
trates.” FPC cannot be used by itsell
and “is just an additlve,” he said,

Citing some problams with the con-
centrate, Mr. Pariser said it does not
hydrate easily ard is sometimes dim-
cult to surperd, it Is gritty and some-
times has & slight odor and taste, Fish
protein concentru'e will provide a Ib.
of protein for 35 @ 45¢, he said, “much
more expensive than had been antici-
pated before Food and Drug regula-
tions about removing fluorides became
known."
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Potential for Growth of the Durum Industry

by Robert M. Green, Executive Secretary,
National Macaroni Manufacturers Association,
at the Fifth National Conference on Wheat Utilization Research

F THE past |s prologue, then the fu-
I ture s bright for the durum indus-
try.

Going vack some twenty years, the
macaronl industry was calling for two
million acres to be planted to durum
to produce a crop of forty millien bush-
els, Macaroni consumption had jumped
during World War II because macaronl
products were not rationed and meat
required red ration stamps. Then with
the end of hostilities in Europe, there
was a lush export market for macaroni
products going to Southern Europe, and
this had many small plants working
around the clock, accounting for a
quarter of tolal industry preduction.

In the crop year 1046-47 production
was 368 million bushels, with July 1
stocks just under five million bushels,
giving a total supply of 41% million
bushels.

To stimulate grower Interest in dur-
um, the National Macaronl Manufac-
turers Association bought paid space in
newspapers in he growing area and
participated in the North Dakota State
Durum Show by offering prizes and
having its members attend the event.

Acreage did increase and production
rose until the disastrous period in the
early 50's when 15B rust devastated the
crop.

Hust Epidemic

In the crop year 1953-54, less than 14
million bushels of durum were pro-
duced, and total supply was about 20
million bushels. The macaroni industry
went on a blend of half durum/half
bread wheat. The following year, less
than five million bushels of durum were
produced, and total supplies were un-
der 10 million, so the industry went to
three-quarters bread wheat and one-
quarter durum.

A crash research program was show-
ing signs of hope in the year 1055-56—
with almost 20 million bushels pro-
duced, so the industry was back to a
fifty/ffty blend, and by 19858-57 sem-
blance of normalcy was restored with a
crop of better than 38 million bushels.

Better than the recitation of any sta-
tistics, this experience in the 1950's
proved that macaroni consumption
went up or down with the avallability
of durum wheat.
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Indusiry Promotion

By this time the Industry's product
promotional program was in high gear.
It had been established in 1048 when
the Marshall Plan went into effect cut-
ting off the export market overnight.
Instead, American funds for equipment
and the purchase of American wheat
alded the suffering Western Europeans.

But product promotion was not suf-
ficient to offset the decline in quality,
and consumplion declined during the
rust years.

Once consumption was on the in-
crease ogain, the macaroni indusiry
had problems of getting sulicient
acreage, because growers who hod had
sad experiences with durum were not
golng back to it qulckly enough, so
there was a perlod of feast and famine
with widely fluctuating prices.

While macaroni manufacturers want
durum as their standard of quality
and poy o premium for it, there is an
economic point of no return where
other wheats become substitutes in
order to keep the price level competi-
tive with other carbohydrate foods such
as polatoes and rice.

The macaroni Industry, then, was de-
lighted when the development of ex-
port business for durum began with

efforts of the North Dakola State
Wheat Commission and Great Flains
Wheat, Inc. The sale to Russia of syme
20 million bushels in 1964 ceems to
have been o lurning-point. Siace that
time exports have ranged from almost
10 million bushels in 1865, to more than
33 miillon in 1066 and belter than 47
million in the past crop year.

Export Potential

At a recent seminar at the Minne-
apolis Grain Exchange, Clifford Pulver-
macher, Director of Procurement and
Sales Division, Agricultural Stabiliza-
tion and Conservation Services, said
that exports of durum are expected 1o
be off somewhat from last year. He
pointed to the improved crop situation
in North Africa and Western Europe
affecting exports 1o Algeria and France.
He also said that Argentine durums are
expected to be available in larger quan-
titles. Ben Nordemann of tentinental
Grain sald that the main piublem in
durum exporls was that Algeria did not
like us any more, But then there were
reports that Algeria came into the mar-
ket for some five million bushels.

Japan and certain Western European
countries hold the best potential for
modest increases for U. S. durum. The
Department of Agriculture, through the
subsidy program, is making every ef-
fort to maximize Asian dollar exporls.

At the Durum Show two years ago,
Dan Amstutz of Cargill, Inc. made the
statement that to develop desired
forelgn markets, we must first be recog-
nized as a consistent and regular sup-
plier. We cannot be in and out of the
market. Secondly, we must be com-
petitive on quality, and it was npparent
that foreign buyers didn't think our
kernel size was large enough although
we had excellent color. Finally, said

Mr. Amstutz, the third necessary factor

to develop foreign outlets was that we

hnd to be competitive in price. In addi-
tion to the United States, Canada, Ar-
gentina and normally North Africa
have supplies to sell to the only one
nolable import area, Western Europe.
Canada produces as much durum as
we do, and their domestic induslry is
only a tenth the size of ours, so 00 per
cent of thelr production must go to ex-
port channels. As regular suppliers,
(Continued from page 20)
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Wherever the
sun shines
on durum wheat
you'll find the
Peavey symbol

Paavey is strategueally located in the heart of North Dakota s
curum wheat fields Selecting  testing processing the
finest durum wheat products for the macaroni industry
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Potentinl for Growth—
(Continued from page 17)

they know and want to keep their ex-
port business. We got our foot in the
door largely because of their huge com-
mitments to Russia and China for large
volumes of all wheats that curbed their
ability to meet increasing demands in
Europe.

It is interesting to note that while
our exports of durum are on the rise,
the exports of macaronl are on the de-
cline. Back In 1058, macaroni exports
just about offset imports at around
seven milllon pounds per year. Since
that time, exports have declined to
slightly less than two million pounds,
but Imports have increased to over 13
million pounds—much of this from
Canada where wheat and labor costs
are lower and where the markets of
New England and Western New York
State offer as many macaroni consum-
ers as the whole of Canada.

Domestle Consumption Rises

Domestic consumplion of macaroni
continues to rise, The Super Market
Sales Manual prepared by Chain Store
Age in July, 1967 reported that maca-
roni products continued a ten-year up-
ward swing In 1968, The category post-
ed an eight per cent increase over 1965
in dollar volume (54 per cent better
than 1962) to reach an all-time high of
$172,600,000,

Food Toplcs, in their annual survey
of Consumer Expenditures for Grocery
Products, sets the total value of do-
mestic consumption of macaroni prod-
ucts at $432,250,000 They say that some
68 per cent going to institutional and
industrial uses. Thelr surveys show an
increase in macaronl products sales vol-
ume of 4.9 per cent In 1006, 4.2 in 1965,
3.5 in 1064, 6.5 in 1963 and 6.5 in 1062,
This is considerably better than the an-
nual rate of total personal consumption
expenditures for all food, which runs
around 2.4 per cent.

This increase is accounted for by the
continuing popularity of dry macaroni
products, the introduction of combina-
tion dinners or dinner bases in pack-
aged form, and the rise of ethnie foods
in frozen form with such Itallan spe-
cialties as lasagna, manicotti, and
cavatelli, plus the old standbys of spa-
ghetti with meat sauce and macaron!
and cheese.

Elements of Buccess

An economlie study of the macziond
industry by an important research or-
ganization recently observed that: The
manufacture of macaronl products in-
volves a relatively simple processing of
materials that can be obtalned from
well established sources of supply, The

major requirements for success in this
Industry are efficlency In processing
operations, proficlency in marketing,
and the ability to develop new products
and to introduce them to the markets,

To date the Industry has been doing
on excellent job, so the future for the
durum industry looks good. This year
intentions to plant durum were the
largest on record since 1949, Acreage
was closer to 3,001,000 than to 2,000,000,
The October 1 estimate sets production
ot 68,860,000 bushels; not bad for a crop
that was buried at least twice; with late
spring plunting, and drought through a
long hot summer,

The durum mill grind for the first
eight months of 1867 is running 4.8 per
cent ahead of a year ago.

Doughboy Quits
Durum Milling

Doughboy Industries, Inc., of New
Richmond, Wisconsin, highly diversi-
fled company which grew from a small,
bread flour mill operation, is going out
of the milling business, it was disclosed
December 7.

The company has been producing
semolina for spaghetti and macaroni
manufacturers around the nation, but
that production will cease when pres-
ent contracts are filled, This should be
within the next three months or less.

The actlon was announced by James
H. Buell, President and Chief Execu-
tive Officer of the company, who said
the milling facilities would be offered
for sale or lease.

The withdrawal of Doughboy from
the milling scene was approved by the
company's Board of Directors, Buell
sald, and the plan had been under con-
sideration for some time.

Buell made it clear that the closing
of the mill will not affect the Dough-
boy Formula Feeds plants in New
Richmond, Wisconsin and Ames, Iowa.

"Going out of the milling business is
a simple maotter of economics,” Buell
sald. “We do not feel that it satisfles our
requirements for growth and return
on investment.”

The company has produced durum
flour and semolina for more than two
decades and before that the mill made
bread flour for the bakery trade and
the consuming publiec. Raymond R,
Wentzel is Vice President of the divi-
slon and he is directing the phasing-
out activities.

Doughboy is active in many other
menufacturing fields including pack-
aging machinery, swimming pools,
printing, turkey and poultry process-
Iing, food products, publications and
electronics. It also has special research
and development projects involving
combustion engines and carburetion
systems,

Durum Milling Units
from the Northwestern Miller

No. Capacity
State Cwis,
Minnesota 4 18,000
New York 1 4,600
North Dakota . 1 4,000
Washington 2 7,000
Wisconsin ] 9,700
— o
10 43,300

International Milling Gains

International  Milling, diversified
Minneapolis food and feed processor,
achieved record sales and a ten per cent
gain In earning according to the firm's
annual report.

Consolidated net earnings in the 1967
fiscal year were $5,000,000 while net
earning for 1066 were $4,621,,000,

Earnings per common share, after
payment of preferred dividends, were
$1.94 as compared to $1.80 for the prior
fiscal year,

As previously announced, Inter-
national Milling also recorded a new
high in sales with a figure of $374,373,-
000 for the 1967 fiscal yenr which ended
Aug. 31. This figure compares to $353,-
480,000 'rom the previous fiscal year, an
increase of six per cent.

Year-end working capltal also set a
company “ecord at $53,700,886, up from
$34,670,198 the previous year.

Zerega Officials

A. Zerega's Sons, Inc. of 20-01 Broad-
way, Fair Lawn, New Jersey, the old-
est and one of the largest macaroni
manufacturers in the United States an-
nounced at a recent meeling of the
board of directors the election of the
following officers:

Antoni Z, Vermylen, Chalrman: Paul
A. Vermylen, President; Louis C. Ga-
lasso, Vice Presldent; Donald A. Zie-
rold, Secretary-Treasurer,

The present chairman and president
are respectively grandson and great
grandson of the founder, Antoine Ze-
rega, who established A, Zerega’s Sons,
Inc. in Brooklyn in 1848,

Symposium

The Cenliral Stales Section of the
American Association of Cereal Chem-
ists will sponsor their ninth annual
Symposium on February 18 & 17 in St.
Louis.

Discussions will be on “Infestation
and Microblological Control of Cereals
and Cereal Products.”" Contact is Thom-
as Kichline, Monsanto Company, 800
North Lindbergh, St. Louls, Missouri
63166, telephone aren 314-604-4434.
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A. David Walsh drapes spaghett| on rods to
test commercial quality of a new wheat
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CEREAL TECHNOLOGY FACILITIES EXPANDED
AT NORTH DAKOTA STATE UNIVERSITY

Plant breeding facilities and work in cereal technology has been expander:I at the Nonh Dokog: StulteTUnl:-
versity at Fargo, through enlarged facilities of greenhouses and glrnosl! doubling the size of the ireu fe;:!.‘-
nology building, At the recent National Conference on Wheat Utilization Research, a tour was taken of the
improved facilities. These pictures were taken at that time.

variety.

okl g i “h" P }
D. Vernon L. Youngs does research on com-
ponent parts of wheat In basic studies.

G. Korl Luchen ond Ken Lebsock, plant
breeders, check a hybrid cross,
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B. Myron Boeder pours semolina Into

ex-

perimental continuous press with vacuum.

Technology Department,

H. Dick Frohberg, hard red sprin
breeder, looks over some stock.

wheat

C. Mrs, Dianne Thomps

an runs

v
fot tests in

the Lipids Lobaoratory.

wheat

1. Dr, Shivcharan Maan examines a

hybrid,

/ ] ol 4
E. Visitors examine Farinogroph In Cereal F. Bill Rumpka is set up to run protein tests.
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, kneading,

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM
Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.
NEW TYPE WATER FEED SYSTEM

Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer
adjustment with sight flow feed.

NEW TWIN HEAD DIE
Solid one piece head with two dies for slow extrusion with high preduction.
NEW CUTTING DEVICE SYSTEM

Independent direct motor drive to cutting shaft. Wide range of cutting speeds through electronic control.
Elimination of pulleys, belts and varidrive motors.

NEW TYPE SCREW FORCE FEEDER SYSTEM
Force feeder maintains constant feed of dough to screw under pressure,

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
friction,
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TWIN DIE MODEL THCP (shown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:

AMBRETTE MACHINERY CORPORATION
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Snack-A-Roni

An entirely new way of preparing
cgg noodles has been developed by the
National Macaroni Institute. Crisp and
crunchy, the noodles make a sweet—
but not too sweet—snack.

Any one of several kinds of egg
noodles can be used to make this in-
triguingly different sweet snack. Wide
noodles, or those called wide-wide or
dumplings, or even egg noodle bows
could be used.

The noodles are coolied in boiling
water, then drained and fried in deep
fal, The crisp noodles are then sprinkled
or shaken In a bag with confectioners
sugar. An alternate would be a mixture
of cinnamon and sugar. Crisp, and not
foo sweet, these “Snack-A-Roni" are
delicious with tea or coffee, with fruit
or lce cream. They serve equally well
belween meals and at dessert time.

Egg Noodles “Snack-A-Roni”

(Makes about 2% quarts,
loosely packed)
1 tnblespoon salt
3 quarts boiling water
8 ounces wide egg noodles
(or egg noodle bows or egg noodle
dumplings)
Hot salad oil for deep frying
Confectioners sugar

Add salt to rapidly boiling water,
Grodually add noodles so that water
continues to boil. Cook uncovered, stir-
ring occasionally, until tender, Drain in
colander, Rinse with cold water; drain
ogain,

Separate any noodles which may
cling together and drop a few at a
time into hot fat (375%). Deep fry just
enough at one time to cover bottom of
fry basket or fryer. Fry about 3 min-
utes or until evenly and lightly brown-
ed. If necessary, separate noodles while
Irying. Spread on paper towels to
drain, Sprinkle, or sheke in paper bag,
with confectioners sugar. (Or shake
with mixture of cinn2iiun and granu-
lated sugar). Serve with coffee or ten,
fruit or ice cream.

Variation

As o variation of the Egg Noodles
“Snuck-A-Ronl" recipe, here is another
unusual new snack food made from—
of all things—spaghettl. The spaghetti
is cooked as usual; then, after draining,
it 1s iried in deep fat. The spaghetti is
twisted into amusing shapes as it fries.
A sprinkle of salt and dill weed is the
finishing touch. Or if preferred, onion
sall is the zesly seasoning. This fun-lo-
cat, crunchy accompaniment to cold
drinks is shown on our Front Cover this
month.

24

Spaghetti “Snack-A-Roni"”

(Makes about 4 quarts, loosely packed)
1 tablespoon salt

3 quarts bolling water

8 ounces spaghetti, broken in half
Hot salad oil for deep frying

Salt and dill weed

Add 1 tablespoon salt 1o rapidly boil-
ing walter. Gradually add spaghetti so
that water continues to boil. Cook un-
covered, stirring occasionally, until
tender. Drain in colander, Rinse with
cold water; drain again.

Stparate pleces of spaghetti which
may cling together and drop a few at a
time into hot fat (375°). Deep fry just
enough at one time to cover bottom of
fry baskel or fryer. Fry about 3 minutes
or until evenly and lightly browned. If
necessary, separate spoaghetti pleces
while frying. Spread on paper towels
to drain. Sprinkle with salt and dil
weed. (Or sprinkle with onion salt
only.) Serve with cholce of cold bev-
erages.

Warning: When you think you've
made enough, make thot much more.
The appealing shapes, delightful crunch
and tangy flavor are reasons why this
unusual snack food will disappear
quickly. If there's any left over, store
in a tightly covered container.

Let Your Eyes Taste

Simonetta, born a duchess in Italy, is
now a world-famous clothes designer
and author of “A Snob in the Kitchen.”
Don’t be put off by the put on title. At
a recent press conference she said, in
answer to a question aboul rich foods,
*“Just cat one thing . .. but that should
be very good."

Another observation: “Eat with your
eyes and then your taste,”

Here are two samples from her book.
They are chie rather than classie.

Cognac Sauce for Spaghelti
(Makes four servings)

4 cup butter
Y4 cup cognnc

4 or 5 drops Tabasco sauce
20 drops Worcestershire sauce
'4 teaspoon white pepper
Y4 teaspoon black pepper

1 chili pepper

4 tablespoons sour cream

Melt the butter in a small saucepan,
being careful not to overheat it. Stir in
and mix well half the cognac, followed
by the Tabasco, Worcestershire, and
black and white pepper. Continue stir-
ring while you add the chill pepper, cut
in half, followed by the sour cream. Go
on slirring, taking great care that the
sauce never boils.

Save the remaining cognac to thin
the sauce minutes before the spaghetti
is cooked and ready,

Hobo Salad
(Makes four servings)

1 can while beans
2 tablespoons oil
4 tablespoons good caviar

juice of half a lemon

Strain the beans well, then mix them
with the oil. Heat them in a pan just a
little, so they are tepid, then turn them
into a glass bowl. Mix the caviar with
the lemon julce, very gently, and then
fold it carefully into the beans. Serve
tepid.

Vermicelli is nol more than 0,00 inch-
es in diameter.

.

Buitoni Tests Toastable Pizza

Buitoni Foods Corp. of South Hack-
ensack, New Jersey has put into test
markets a frozen pizza which can be
heated in a toaster, Albuny, New York
and Scranton, Pennsylvania are the test
markets.

Each one-pound package contains six
round [rozen cheese pizzas. Retail price
will be 78¢. If successful, the prouuct's
distribution will be expanded to Bui-
toni's present markels along the East-
ern seaboard and in Chicago.

Tue MACARONI JOURNAL

L U S S e g dvinagainagf) !_ ¥

(il X o

ke aix by & ioand - LAY

T

B —




O e LT Ll R B A WEPOSH TN SRS T S sl i

the product requires special treat-

GMA Elects Officers

Harrison F. Dunning president and
chief executive officer of Scolt Paper
Company, was elected chairman of
Grocery Manufacturers of America,
Inc. for the coming year during the
association's 58th Annual Meeting held
at the Waldorf-Astoria Hotel.

Mr. Dunning who has long been
vetive in GMA was named to the post
by the assoclation's board of directors.
He ias served as vice chalrman during
the pust two years, GMA Is composed
of sma’l, medium and large manufac-
turers and processors who produce the
great mufority of advertised packaged
products sold in the natlon’s super-
markets,

A leading spokesman for the grocery
manufacturing industry, Mr. Dunning
has been president of Scott Paper Com-
pany since April, 1962. He was named

Harrisen F. Dunning

Winn-Dixle Stores, sald in discussing

ment.” He said that “Strictly speaking,
any item the chain can buy in carload
or truckload quantities should move
directly from manufacturing plant to
the chain warchouses.”

Need Qualified Personnel

“The future of distribution is going
to largely depend on altracting highly
qualified young men into the field of
distribution,” Mr. Thomas said. He de-
clared that the job of Distribution Man-
ager "has been dignified and better
compensated during the past ten
years." -

Predicting challenges of the next
decade, Mr, Thomas said: “Government
regulations will result in increasing
lack of flexibility in our operations.
Greater overtime penalties, shorter
work week, restrictions regarding mer-
ger or consolidation, more controls at

chlet executive officer of the company «Fgod Distribution in 1877." all levels, higher wages, more exhaus-

in November, 1066, He jolned the com-  Mr Thomas said that “Constant im- tive and lengthy investigations, and

pany in 1935 and rose through a va- provement by business with the results  submission of more detalled operating

riety of posts and departments. He Was pagsed on to the public In terms of reports lo Washinglon will be common

elected to the Board of Directors In  pjoher standards of living is our only practice.”

i?:: :Ir‘:nilr;‘ertra:fv:::r:::?:: i;zc':::l“ assurance of continued approbation in
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5 Taking the pulse of the woman of

of president, succeeding Thomas B. Ciats 0 © "
McCabe who became chairman of the osts and Compulers tomorrow, Florence W. Goldin, vice

3 board. In cxamining likely changes to be president of Grey Advertising, Inc.,
' Other Officers expetted In food distribution during predicted that in the decades ahead
the next decade, Mr, 'Thomas predicted leading to the year 2000 “comparatives
j Elected as vice chairman of GMA for {hat “We will see o continued upward like ‘food every bit as good as mother
the coming year was Donald M. Ken- cost spiral, primarily resulting from in- used to cook’ will have little or no
dall, president PepsiCo., Inc. creased labor costs. Governmental meaning."
Other officers elected were: Treas- action could well cause the minimum Describing the woman of tomorrow
urer, Ralph A. Hart, chairman, Heu- wage level to be in the $2.60 per hour with a talk titled “What Will She Look
blein, Inc.; Secretary, Lyle C. Roll, range.” J Like, Wear, Eat, Do Tomorrow?", Mrs.
president, Kellogg Company. Mr. Thomas foresaw computers in Geldin told the 59th Annual Meeling of
George W. Koch was reelected presi- control of “most facets of disiribution— the Grocery Manufacturers of America,
dent of GMA. Other staff positions fill- resulting in faster action, better control Inc., that there will be “no praise for
k: ed by the board were the reelection of and more accuracy.” He said that to Mom after a super dinner, just three re-
i Karl G. Heinze as executive vice presi- 8support progress through the use of sounding hurrahs for the great food
} dent and Frank T. Dlerson as general computers “our great need will be for pracessor.”
faster, more accurate and more eco- Female Syndtome

counsel,

Among directors elected for three- nomical audio and visual communica- .
year terms are H. M. Cleaves, General tions—by telephone, micro-wave or “We're moving into a decade where
Foods Corp.; A. N. MacFarlane, Corn radio—hooked directly to the compu- sociologists and psychologists may be
Products Co., and Robert D. Stuart, ter.” He added that “Proper use of fast as important to product development as
Jr., Quaker Oats Co. Among holdover communications and an adequate com- chemists, nutrition e:'t'perls. home econ-
members of the board are Lee S. Bick- puter system will greatly reduce ware- omists nr:d engineers,” Mrs. Goldin sald.
more, Natlonal Biscult Co.; R. Hal house inventories, facilitate inventory “A ‘new product ingredient that may
Dean, Ru)ston Purina Co.; E. J. Hek- control and speed up warehouse opera- make millions in the year 2000 could
man, Keeblor Co.; Robert J. Keith, The tions, re;uléinn in qulclker.tmT:e accu- ;'ell u;u'-lt::mnu‘:oﬁdh;n L}m i ::cmu?.!ﬁ:fol:-

' ra elier service to the cus- rome. 8 m -
Pillsiry Cot Qaerl B, Hawindl s mulation of psychological understand-

G ls, Inc., and Lloyd E. Skin. tomer.’
n::.‘egkllxler 'M::nraugf c;y v Mr. Thomas said that this better ing of what turns a woman on, what

'V service would be provided through involves her, what gives her some
{ l i greater use of speclalized contalners in  show-off scope in the use of a packaged

-

4 X transport, mammoth cargo jets and im- product or an automated appliance.”

} l Food Distribution in 1977 prove packaging. Mrs. Goldin called upon food manu-
i | i “During the next decade the most Referring to food delivery to point of facturers and processors and equipment
¥ ‘ ! important challenge facing men in top sale, Mr. Thomas doubted “That stores manufacturers to plan together for the

‘f ! distribution management will be their can long afford the cost or the Incon- convenlence of the housewife in the
k copacity for flexibility and long-range venlence of store-door delivery service kitchen.
; planning," Bert L. Thomas, president, unless some speclal characteristic of (Continued on page 30)
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Women of Tomorrow—
(Continued from page 27)

“Despite problems, high costs and
disappointing setbacks, dehydration
and freeze-drying hold such tempting
promise that they must be pursued,”
she said. “If and when these proceasés
do get off the ground in force, the en-
tire principle of food storage and prepa-
ration is bound to change. New foods
should mean smaller ice baxes with

new kinds of dry storage -
ments." e

New Semantics

Mrs. Goldin noted that “One of the
implications in all this is that the lan-
guage of the marketbasket, of home-
making, of food and of cookery is due
for review and radical overhauling.”
She added that “it should be one lan-
guage and planning for it ought to be
going on right now. Once again we
should be approaching this in ‘think
tank' terms with an interdisciplinary
attack on new semantics for the women
of the seventles,”"

"An effectlve think team for this vital
subject as it affects our part of the
economy should include super market-
ers, linguists, service book editors,
woman's page editors, along with pro-
ducers of the new foods and appli-
ances,” Mrs. Goldin said,

Mrs. Goldin called upon the food
manufacturers “lo rebuild the next
decade oround the miru.'=s to come—
but with a human equatio. " She told
them to “add some women to your
group think teams. Add the feel, the
tingle, the femaleness that is the key
factor of woman's contribution. Have
your precise calculations, but build in
as allernatives the risks, the chal-
lenges, the warm glow that we gals get
from giving it our all.”

The General Store —
Past and Future

The general store is both a thing of
the past and a thing of the future, Don-
ald S. Perkins, president, Jewel Com-
panies, Inc. told the 68th Annual Meet-
ing of Grocery Manufacturers of Amer-
fea, Inc.

“Although retail food sales s
exceed $100 billion within the ne:?toﬂ:i
years, I believe that the trends toward
combination stores are so strong that It
will become Increasingly hard to know
what food sales are by analyzing the
sales of something we have in the past
called a supermarket,” Mr. Perkins
said.

“We anticipate a continuing trend of
a smaller part of the consumer's dis-
posable income golng for food con-
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sumed at home and more going f Con
other goods and services,” Mr, Pegrkl:: S Caution

continued. On Consumeritis

Consumers have responded to th Col
Y ngressional spokesmen a
. ppearin
eiﬁ{“::r:,fnﬁ;?:ml;g: food ;nd gen- :;l;np:lnel n[l Grocery Manulaclurel:
s, and every- erican, Inc., 58th
where we do buslness they keep telling _267eed that the "““"“':h;::;l::;es:’!
mmﬁhlee ;;,;y they spend thelr money °CC7¥ manufacturers and processors
the y like one-store shopping even ™Must launch a long-range research pro-
etter than one-stop shopping, he re- 8fam to provide answers to public pol
ported, icy questions raised about their lng:s:
s oo ot 2 "% ranark
n pleasing con- emorks made at a special con-
:t:;ir:'ﬂ he sald that in new market ;;m:er issues and answers forum, llel:a.
stons] is ;nmpnny has been less suc- . orace R. Kornegay (D-N.C.) said that
sl 111: uilding solo food stores than 1°0d and grocery manufacturers “must
w!th! where food is sold in conjunction D€8In looking shead, anticipating, and
o I.ll:'l ltn-n:amcnlonal general merchan- ;\;}J;z:g:r‘:r g;ulble. eliminating and al-
; ose marketing ills and
abuses which can
0 result in even great
ness Challenges consumer relations crises for sarlo::
Citing simllarities between retailing segmen’}l of the eontyaier produst ts
:?:sm::mu:;cu;::;g companies, Mr. Per- du;:g. North C
il hmlne;“i"o';:; challenges ;3404 that "rauur??cl.h&: sf 315’?:?:?
"1, We are all trying to please the ?,i;i:ghr;‘:t:m P gour coinihnies, Yo
consumer and earn his or her loy- S L Tl
alty in ever-Increasing share; On Advertising

2. We are
b th‘:‘m‘gme:“h:“m more  Referring to criticlsm of industry ad
ent and timely fashi i r:lomisl- vertising and marketing technl )
benefit of that consum:n (:i the Rep. Clarence J. Brown (R-Ohln)q::lz{
o e o e T and our such attacks must be “effectively an-
3. We are il trying to attract, de- Tatory oot o o legal and regu-

g curbs a
wion . molie AATANE oo e et o
in the fulurewof : o“ai bl::ter o Hlent i
niicipating and B

:'l‘:::lii I:;:h:lng:u in consumer de- mnﬁchei zg:ferg'[:fe a::;:.-:l; ordlhh o
i i tndE:y;' better thau we :J:jng smothered by mmlc’:h,::.ﬁ:r::
4. :\L:;:reo l'all adjusting to the pres- clrr:;nc}trzil;lz::g;\:"; I;rei iy
and to cnpllgt':‘{er:;nl:ler?r:l Illll!ncies dustry recognizes its ml;?)::i;:lri?llilz-
implement our growth ﬂ; 885 We and interests which, when all is nnl;
pans. and done, should reflect and encompass

Ditficult Localizing the larger interests of the Nation's

One of the weaknesses of chain store ergal il
operations in the past has been the In-
ability of chaln store operators to lo-
calize each store to appropriately serve

No Pasiing Fancy

Rep. G‘rnhnm Purcell, Jr., (D-Tex.)
A said that “consumerism is not a passing \
M8 K shothoo 'are ill‘:l i political fancy—It isn't golng the wa W
et wr::ﬂ:f:’:!:i terms l:lfl tl;; hula hoop or the miniskirt n!lel;'
» ' s resses, e 1968 elections, or the 197
3 ‘:-:r}::r‘;; Illb:"lne“ we're in, future or after the 1072 eleclio:u reg:rlsrel::mf
growhont use n&g fo the relaller who which party ends up c;ntrulllng t:
Suops aac, ucs e best and most cur- Executive and legislative branches :
i ;u ::no:.lllt,lmtlt"c!l:mn;sn near government any of these years," i
e et," he said. The Texas Congr .
willFusl;: ;';tel ﬂr;l time in our history we “the food and srgc::;minr::l:::g;dnlth“
rbveci lhey ave up-to-date informa- with other consumer industries, w";n;:
i movement of items by store. the long run serve not only tl;u int
o ov:a:;r‘n;lrnble ir: our co;npuler ests of the general economy, but e;;
g our stores,” he said. themselves, by investin r
m:‘:l.::;ci& rlu;'mf.nrﬂrl:c:lne:n logk:lng to as are needed to pmve:t'::lli‘ ::::u:;:l
rate ani - -
ed Information on who uses a profil:::lt e A B Bl tncoplions
where they live, and when they are’
buying, he pointed out.

“As long as I have a want, I havi
y en
reason for llving, Satisfaction is death.”
—H. Wheeler Robinson =p
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With An Eye To Beauty

The Prince Macaroni Manufacturing
Co. has been honored by the Associated
Industries of Massachusetts and the
Committee for the Governor's Confer-
ence on Natural Beauty for its “distin-
guished achievement” in enhancing the
natural beauty of its main factory here.

The plague awarded to Prince was
one of 19 given In a statewide search
for companies that have accepled and
successfully met the challenge of the
growing campaign lo preserve and de-
velop the nation's natural beauty. It
was presented to the Prince company
at the 52nd annual meeting and indus-
trial conference of Assoclated Indus-
tries of Massachusetts In Boston.

Letter From First Lady

Prince's drive to make its Lowell
plant a place of beauty has been a long-
time, special interest of Joseph Pelle-
grino, company president. The plant is
situated in what is commonly called 2
“blighted” area. Through the melicu-
lous cultivation of lawns and flower
gardens, establishment of water foun-
tains, other statuary art and benches
for the use and enjoyment of the gen-
eral public as well ns its hundreds of
employees, Pellegrino has transformed
the site into what Mrs, Lyndon B, John~
son has described as an ‘“onsis of
beauty.”

Besides setting up o greenhouse
where plantings and flowers are grown
for the plant site as well ns given free
to neighboring private homes. Pelle-
grino has also provided funds and labor
to clean up a once trash-choked creek
that borders the factory grounds, neally
pave its steep banks with cobblesiones,
and help transform nearby vacant lots
into inviting playgrounds for children
of the neighborhood.

The company Is currently in the
process‘or expanding The Grolto, its
famed restaurant on the plant site, and
developing a special garden to Include
picturesque pathways flanked by slone
walls, lower beds and sculpture.

Prince Marketing
Appointments

Prince Macaronl Manufacturing Co,
has announced the appoiniment of T. J.
Settanny’ as Vice President-Marketing
& Sales, and Conrad Lundell as Eastern
Regional Sales Manager. Both positions
are newly created.

Settanny joined the company in 10681
as national sales director and moved up
to vice president-sales iwo years later.
In his new position he will initiate, di-
rect and coordinate thy marketing, sales
and advertising plans for the seven
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Anthony Cantella (right), vice president
Mfg. Co., Lowell, Mass., accepts ploque

&nci assistont to the president of Prince
in behall of his company which was nam

Macaroni
ed o win-

ner in state-wide plont beautification competition, Presentation is being made by Robert L.

Yasi, Commissioner of the Massachusetts

Department of Natural Resources.

Prince grocery divisions in the United
States and in Puerto Rico, and the com-
pany's institutional division.

Lundell has been sales manager of
the New England division since 1001.
His responsibility has now been ex-
tended to include the Metropolitan New
York division and its upstate New York
division based in Rochester. Sal Cardi-
nale is general manager of the Metro
division; Joseph Meisenzahl is presi-
dent and general manager of the
Rochester operation.

The appoinimenls were announced
by Joseph P, Pellegrina, executive vice
president, at the annual meeting of
Prince division officials in Lowell last
week.

Canepa Co-Ordinator

Mr. Jesse Flanery has been appointed
to a newly created post of Sales Co-
ordinator at the John B. Canepa Co.
maokers of Red Cross Macaroni Prod-
uets, Mr. Flanery, until recently was
Canepa's Southern Sales Director in
Memphis.

He will be statloned in Chicago at
Canepa's headquarters. His dutles will
cover general sales planning and co-
ordination of territorial sales efforls.

Canepa Expands
Markets, Media

The John B. Canepa Co., makers of
Red Cross Macaroni Products, recently
added radio to newspaper and at the

same time added three new markels to
their advertising schedule.

The macaroni firm, founded in Chi-
cago in 1860, is currently using a theme
of “practice mokes perfect” based on
the firm's 107 years of production.

Advertising schedules ore appearing
in Chicago, Peoria, Indianapolis, Louis-
ville, Memphis and Nashville. Lilien-
feld & Co., Chicago is the advertising
agency.

San Giorgio TV
Commercial Wins Award

Judges of the 17th Annual Baltimore
Art Directors awards compelition have
selected o television commercial pro-
duced for San Giorgio Macaroni, Inc. as
“Best of Show.” The 30-second commer-
clal featuring San Giorgio Spaghetti
with the theme, “People should stick
together . . . not spaghetti” was also a
first place winner ot best TV commer-
cial under 1-minute in length.

Tne San Gilorgio commercial was
chosen from a field of approximately 50
entrles by a panel of distinguished
judges representing the creative Execu-
tives of several large New York ndver-
tising ogencies and Television Film
Production firms.

The commercial was concelved by
W. B. Doner, Inc. of Baltimore, San
Glorglo's Advertising agency and is
currently running in a heavy television
schedule on Baltimore, Washington and
numerous television stations.
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the most sanitary extruder
you can buy

New from BUHLEA
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Capacities from 1000
to 2500 |bs. per hour

COMPLETELY RE-DESIGNED . . . from
the ground up. The new Bonen
TPR incorporates all the hasic ele-
ments which have made Bueineen
Extruders the favorite throughout
the world . . . plus many improve-
ments which put it far ahead of
any other you van buy in North
Ameriea today!

SUPER SANITARY. Frame and cle-
ments are completely re-arranged
to provide the most sanitary Iix-
truder on the market. Struetural
members are completely enclosed.
while motors and drives are in the
apen. fully accessible, Chain puards
are open at bottom so dust falls
through, can’t accumulate. Inside,
the one-picce mixing trough has
smooth, rounded corners with no
place where dough can lodlge.
ACCURATE BLENDING. Screw fevder
keeps uniform flow of hoth dry andd
liquicl materials moving to miser.
Composition of the extruded prnl-
uct doesn't vary.

SINGLE MIXER. Just one lnrge don-
ble-shaflt mixer. You ean casily in-
speel misture at any time. No

complicated vacuum sealing svstem
needed for loar feed and mixer.

POSITIVE FEED. Kueeps steady flow
moving through vacuum chamber
into extrusion clements, You can
provess dough as soft or hard as
vou wish.

EFFICIENT VACUUM. P'roduct is
completely de-nerated in vacuum
chambier hetween miser amd extro-
don elements. Produces line-tex-
tured dough and lets you operiate
with moisture content between 28
and 359, Sinee new design virtual
Iy eliminates leakage, the Brie
Fixtrueder needs but 'y the vacuum
pumping eapacity of uthers...while
maintaining a higher vacuum,

U.S.-BUILT DRIVES. Mixvr. vacuum
system, extrusion clements, ele, e
made in Switzerland, but all mo-
tors, sprockets, chains, anul eleetri-
eal controls are stadared compu-
nents available throughout the VLS,

For full information on new
TPR Fatreader or other Branee
food provessing cquipment, write
or eall Briter today!

All motars in open for casy access Speciully
designed chain guards are quickly removed

Complete THE BUHLER CORPORATION. 8925 Wayzuta Blod

- Minneapolin Minnesota 55426 ¢+ Phone 545 1401

Pmcess”'g Plants Sales Ofice New York Gty 230 Fuors Averoe *
by Phone MUray Hill 7 5448

BUNLER BROTHERS «Canadar L1D. 1925 Leshe ST,
Don Mills. Omtaniu Phune 416 4456910
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Anticipated Demands for Food and Feed Grains

by Carl C. Farrington, Vice President, Development, Archer Daniels Midland Company,

at the Crop

LITTLE over a year ago we were
hearing many predictions that the
world was headed for a food crisis—
that the population explosion had out-

run the world's abllity to produce food

we were told that the U, S. should
eliminate all restraints on food pro-
duction and gear up to ship much larger

quantities of food abroad.

It was pointed out—and properly so
—that our surpluses of food and feed
grains had been used up and 1967 carry-
over stocks of grains would fall below
desirable levels. They did fall below
desirable levels but not as much below
as had been anticipaled. Wheat stocks
declined from 535 million bushels to

426 million but not to less than 400 mil-
lion as many expected. Feed grain
stocks went down from 42 million ‘sns
to 37 million tons, but not dowr. to the
predicted 25 milion tons.

Grain prices advanced sharply inJ
August and September ms? :nd t;:ga'
began to falter and eventually to de-
cline, In a reverse seasonal pattern, the
highest prices for the year occurred in
the first quarter and the lowest prices
in the last quarter, Currently grain
prices generally are about where they
were in 1865 and well below the false-
signal prices recorded In the summer
and fall of 1986, The result Is that
many people who “missed the market"
in 1066 or who were Induced or decided
on thel rown to expand production in
1067 In anticipation of good prices are
disappointed—to say the least. There
are many expressions of dissatisfaction
and betrayal coming from producers.
The Congress and the Secretary of Ag-
riculture are under pressure to do
something to bolster farm prices. Va-
rious administrative actions are being
taken and Congressional price-boosting
proposals—mostly In the name of re-
serves—have resulted.

What Happened?

A notural question is "what ha -
ed?" First, of course, produc!:i(:): 92!
grolns in 1966 turned out much larger
than anticipated. The USSR had record
grain crops, Crops were good in Eastern
Europe. The Canadian and Australian
wheat crops exceeded previous records
by wide margins. We had a good wheat
crop and record corn, grain sorghum
and rice crops in the U, 8. On the uihml-
hend, there was some curtailment of

4

Quality Council’s Crop Production Conference.

ment price negotiated so cavali
the 1065-66 marketing yeor and e:geg:
uled to go into effect next July ls al-
ready being severely tested and fre-
quently undercut. The export goal of
750 million bushels of wheat announced
by the Secretary of Agriculture for
1967-68 will be difficult to reach and
will require much more liberal foreign
ald shipments than we had last year
Corn exports may recover a part of lhe'
export markets lost last year to lower-
priced U. 8. grain sorghums and larger
1966 crops of corn in South Africa, Ar-
gentina, Brazil, Mexico, Romania 'Yu-
goslavia, and other areas. Grainl sor-
ghum exports probably will decrease
this year in view of the changed price
relationship between corn and grain
sorghums. Barley and oats exports will
continue at rather low levels. Soybean
exports are expected to resume their
foreign aid shipments as we sought to :;\:;nrd ey | oar INDE hald wiaon
:2:::3: .:1;:“ dwlll;d!:il;s supplies and to  of 13&2"'.1:.'Sui§'§rb’{ ey
ing countries :::I- v multinaiion | 20d oflaeds — part oy suntower
more multi-national gapq f PRTRCTIATY cMinfiutver:
aid from the developed countries, e Teau e HERR,

USDA estimates world production of
:lg;gat. rye, corn, oats, and barley In
£33 milion toak T, 1D o0 & MDA oo, ATers markat wilh tough com
2\;!:;[8 of 580 million tons. Production :;:;il;a:ﬂ!: ra::lde !c: EAIe aackats ot
i EI& grains In 1066 exceeded 1965 nificant increase 1a Brotpess o » sle
aver:;e ‘L'lo:icﬁ peL cent and 1960-64 grain in 1968 in 31:'1? cswer :llock' of
g the:: 8':_; 11:3 ‘;:r:::;ﬁ ':‘:; world, }:t should be poi'nléda:ul.lnh!::a-
ik ever, that stocks wi
’mr; I;i::i :th had been declining low the record l:v‘:;lno;ltlt': gl
- . , 8gain started upward in 1967 But to a y . uly. 0x.
i on July 1, 1967 totaled 101 million group, the hmr::ela SR ) S o

compared with 99 mililon tons a  gably ::f atif -|"m SuPlsit Ie: peob-

{’en; e;rller :e\.ien l.llmugh stocks in the nearby .if:eau;; P Dot A
. 5. were below ;

068 levels, In this area also, there appears to

have been some shift in the weight of

evidence over the last
For 1967 a further increaze in grain much was being naid!n‘;':::.l:?rtl’;:;rfzgg

product

P Eu:silzn Cl.': II:I prospect. Production production capabilities abroad, the d
A t'han ntah n, and Australia will for all-out production in the c'lev lneed
o :cl{:;:rd}:o reached in countries, and crash prograr:sop‘:u

; , however, will ach

be more than offset by the record c;u::l:fe: il el
wheat, corn, graln sorghum and rice i
crops in the U, 8., record grain crops in
:h:! EE.;C. ]l:nrl much better crops in
ndia, in the Mediterranean

and Argentina. e

U. S. grain faces tough com
pelition
in export markets in the current (1987-
68) marketing year. The 21-cent higher
minimum International wheat agree-

Carl C, llrrl;w

Buyer's Market
In shori—for 1867-68 at least, we

Increase in 1967

Feeling of Confidence

Today I sense a feeling of much great-
er confldence that food production can
be greatly increased in the developing
countries and that we can look forward
to less and less starvation and malnu-
trition rather than more. The job will
be difficult but it can be done without,
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over the next 15 years at least, straining
the food production and export capabil-
jtles of the U. 8. and other developed
countries.

Opinions in this area vary widely,
however. The report on the Waorld Food
Situation released last month by the
Food and Agriculture Organization of
the United Nations stated that the
world war on hunger has recelved a
massive setback in the last two years.
The years referred to are 1865 and 1060.
The conclusions reached relate largely
to the food situation in the less devel-
oped countries and are heavily influ-
enced by the severe loss of production
in India in 1865 and 1860 as a result of
serious droughts over severnl siates in
India. The conclusions might have been
somewhat different if the statistics had
been brought up to date. In 1067 grain
production in India is expected to be
around 95 milllon tons compared with
production of about 72 million tons in
1068 and a previous record production
of 89 million tons in 1964,

Based on the figures used in this re-
port, the Director General of FAO
stated that, in spite of all the efforts
now being made, time is still needed
for the agriculture revolution in the

* =~'nping countries to gather momen-

+hat time must be bought by

» antrol on the one hand and

t rom the rich natlons on the
ot.. i¥, and that if widespread hunger I8

o be avoided, there must be much
more international cooperation together
with “vastly increased” international

assistance 1o the poor nations.

President’s Panel

The Panel on the World Food Supply
of the President’s Science Advisory
Committee in its report made in May,
1067 reached the following four basie
conclusions:

«]. The scale, severily, and duration
of the world food problem are so
great that a massive, long-range,
innovative effort unprecedented
jn human history will be required
to master it.

2. The solution of the problem that
will exist after about 1985 de-
mands that programs of popula-
tion control be initlated now. For
the immediate future, the food
supply Is critical.

. Food supply is drectly related to
agriculutral development and, In
turn, agricultural development
and overall economic develop-
ment are critically inter-depend-
ent in the hungry countries.

4. A sirategy for attacking the
world food problim will, of ne-
cessity, encompas the entire
{forelgn economic assistance effort

(=]

JANUARY, 1968

ey s oo Eit b A

of the United States in concerl grain that year. The latest estimales
with other developed countries, are that the U. S. produced 207 million
voluntary institutions, and inter- metric tons of grain in 1967 from 165
national organizations.” million harvested acres.

U.S. net exports of grain are project-

A Different Conclusion od ot about 55 million tons in 1970 end
Somewhat different conclusions as to 74 million tons in 1880, compared with

the magnitude of world food needs and 38 milllon tons in 1064-85.

U. S. report probabilities may be drawn

from a report published in August, Per-Acre Yields

1067 by the Economic Research Service Crucial to all of these projections and

of the U. S. Department of Agriculture.  of major interest to us as agricullurists

This Is Forelgn Agricultural Economic and extension workers is the question

Report No. 35 entitled “World Food of per-ncre ylelds.

Situation—Prospects for World Grain In 1054 grain ylelds in the United

Production, Consumption, and Trade gyates averaged about 0.7 of a metric
In this report an effort is made 10 {on per acre. Ten years later, in 1064,

estimate world production, consump-  they averaged just over 1 metric ton

tion, and forcign trade in grains for per acre. In 1967 a new record of about

1970 and 1980 using various Dssump- 115 melric tons per acre is being estab-

tions as to world population, production  jighed, The projected yield for 1970 is

trends, and per capita consumption in 137 melric tons per acre. For 1880 the

developed countries, less developed  projected yield is almost 1.7 metric tons

countries, and communist Asia. per acre. In terms of 58 pound bushels

1 will not attempt to describe or this is equivalent to about 67 bushels
summarize all of the assumptions and per acre. For individual crops the pro-
estimates. This report indicates, how- jected yields for 1980 probably would
ever, that with only moderate improve- be in the neighborhood of 33 bushels of
ment in the less developed countries in wheat; 100 bushels of corn; 60 bushels
the rate of growth in grain production of oats; 50 bushels of barl.y and 62
(3.1 per cent per year compared with bushels of grain sorghums. Al least,
2.6 per cent realized between 1954 and  (hese are npproximately the projections
1068) and allowing for a slowly in- made for the National Advisory Com-
creasing per capita rate of consumption, mission on Food and Fiber in a study
grain import requirements of these made by Dr. Eorl Heady and his asso-
countries will total about 31 million clates at lowa State University, and
tons in 1870 and 52 million tons in 1080 they produced an nggregole result sim-
compared with 20 million tons import- ilar to the results indicated In the
ed In 1064-05. USDA study.

World grain consumption is esll- A comparable improvement in per
mated at about 1,034 million metric acre ylelds will be necessary in the
tons in 1070 and 1,314 million metric developing counties. The USDA study
tons in 1880, compared with production  indicates production in the developing
levels of about 879 million metric tens  countries with @ moderate improve-
in 1964 and 809 million metric tons in ment over historic trends in production
1950 and 1960. capabilitly will total about 400 million

tons in 1880 compared with about 255
of Significance To Us million tons in 1064 or an increase of
Of great significance to us are the 57 per cent. It is unlikely that much
figures shown for the United States in additional land will be brought under
conneclion with these projects. U. 5. production in these countries over the
grain production is estimated ot 217 next 13 years. Therefore, most of this
million tons in 1970 and about 2680 mil- improvement, if it comes, must be in
lion tons in 1980 compared with 1964 per acre yields. To quote the President’s
production of 160 million tons and Science Advisory Committce “Mojor
1059-60 production of 170 million tons. emphasis must be given to incrensing
To produce these quantities of grain  productivity of land if the world food
at the assumed yields would require needs are to be met in the immediate
only 158 million acres in 1970 and 165 future”
million acrez in 1980, compared with
150 million acres harvested in 1964 and
about 183 million acres harvested In
1958-060.

An interesting coincidence Is that in

1067 we almost reached the projected

Many Problems

Achlevement of the required in-
crenses in yields presents many prob-
lems but they can be solved if in the
developing countries there is a will to
1970 production estimate and we are solve them and if the U. S. and other
harvesting an acreage of grain equal to developed countries provide enlighten-
the acreage projected for 1980 to supply ed and sustained assistance. We already
the estimated requirements for u. 8. (Continued on page 36)
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Anticipated Demands
For Grain—

(Continued from page 35)
have examples which point the way—
from Japan, Mexlco, Taiwan, Isreal,
and other countries that have achleved
rapld increases in ylelds and produc-
tion; from the International Rice Re-
search Institute in the Philippines, The
International Center for Corn and
Wheat Improvement of Mexica City,
and the Inter-American Institute for
Agricultural Research in Costa Rica;
and the recent introduction of Mexican
dwarf wheats in India and Pakistan.

It has been estimated that by 1880
the world will need 112 million tons of
fertilizer annually, compared with
about 38 million tons consumed in 1964
and planned expanslons that could pro-
vide a total of about 76 million tons by
1872, Large water control projects will
be required to provide Irrigation in
some areas and flood control or drain-
age in other areas. Farm supply, credit,
and processing and distribution facill-
tier. will be required almost every-
where, But perhaps the greatest need
of all Is proper incentives to producers
and the know-how that can be pro-
vided only from local research institu-
tions and demonstration projects.

The steps required have been well
stated in the reports of the President's
Science Advisory Commitiee and the
National Advisory Commisslon on Food
and Fiber and in other documents, I
will not take time to restate them here.
Substantial improvements have been
made in our agricultural assistance
programs as a result of the 10668 amend-
ments to P.L. 480—The Agricultural
Trade Development and Assistance Act
of 1654,

Leng-Time Trends

Before signing off, howevar, I do
want to summarize what sormre of the
long-time trends appear to be 1.nd what
they may mean to the research and ex-
tenslon workers and others aitending
this conference.

Both the recent U.S.D.A. report and
sludies made for the Food and Fiber
Commission indicate that through 1980,
ol lenst, we will have reserve capacity
for the preduction of grains and other
major fleld crops. This appears to be
the case in spite of the fact that there
seems to be a good prospect that mar-
kets for the U. S, grain will be 65 to 70
per cent greater in 1980 than they were
In 1964-65. Much of this increase, of
course, will be for home use but our
export markets will continue to expand
it (1) we are aggressive competitors
and (2) the developing countries, with
our help, can step up their economic
growth al a rate moderately greater
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than the rate achieved during the past
15 years,

To continue as aggressive competi-
tors In commercial export markets re-
quires that there be no slackening in
our efforts to continue the rapld rate of
improvement in production efficiency
that we have achleved over the last 15
years through seed improvement, cul-
tural practices, disease and pest con-
trol, optimum use of fertilizer, automa-
tion, economies of scale, management
techniques, and all the other farets of
production efficlency.

To ccntinue o5 aggressive compeli-
tors also meaiis that insofar as possible
we make the most economic ullccation
of productive resources, l.e. producing
crops in the areas where they can be
grown most economically; using for
pasture, forestry, recreation, atc. those
areas that will not be needed over the
next 15 years at least, for crop produc-
tion; substitution of capital inputs for
labor inputs where economically feas-
ible; and making opt.mum use of bor-
rowed capital.

To continue ns nggressive competi-
tors likewise, requires competitive pric-
ing and avoidance or minimum use of
fixed price formulas, historical price
concepls, export subsidies, and Inter-
national trade restrictions.

Recommendations

These were some of the considera-
tions we, who were members of the
Food and Fiber Commission, had in
mind when, among other things, we
recommended:

. Increased dependence on competi-
tive market forces to establish
prices and allocale resources.
Establishing loan rates for export
crops moderately below a moving
average of world prices.

Use of direct payments when nec-
essary to supplemeni the market
income obtalnable by adequate-
sized efficlently operated farms.

4. Increased use of long-term land-
use adjustment contracts and less
dependence on costly annual
acreage diversion programs,
Supplanting the parity price con-
cept with a parity income concept
predicated on returns to labor, cap-
ital, and management used in farm
production comparable with the
returns on such resources used in
other parts of the economy.
Stabilizing market supplies to a
degree by strategic reserves and
carryover slocks that would in-
crease in years. of high ylelds or
reduced demand and decrease in
years of low ylelds or unantici-
pated demands but would not In-

L
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hibit long-term upward or down-
ward price {rends.

7. Greatly Increased efforts to devel-
op additional sources of income in
rural areas and to improve educa-
tional opportunities and soclal
services In rural communities.

8. Continued support of agricultural
research, teaching and extension.

Sclentists Needed

There is one other area of concern
and opportunity that I want to mention
in closing, as we look ahead at food and
feed needs over the next 15 years. This
is the need for Increasing numbers
of sclentists with an agricultural back-
ground and orlentation. The need will
be great for our own rescarch and cdu-
cational institutions, on our farms, and
in our vast agricultural processing dis-
tribution and farm supply industries.
The need and opportunity will also be
great in the developing countries for
long-term assignments in helping them
to develop their own research institu-
tions, extension services and processing
and farm supply indusiries, As the
PSAC pointed out “abllity to find an-
swers through basic and adaptive re-
search and through technological inno-
vation within a country Is distinetly
different from already knowing the an-
swers.” They also stated that the “scar-
cest and most needed resource in the
developing countries Is the scientific
technical and managerial skill needed
for systematic orderly decision making
and implementation. In this connec-
tion, the Food and Fiber Commission
recommended that the U, S, strengthen
the partnerships between U, 8, and
forelgn universities and training facili-
ties as the best way to promote high-
quality research and education in the
areas where il will do the most good—
the developing countries themselves;
and that since technical assistance must
be a long-term effort, the U, 8. Govern-
ment should organize and fund its tech-
nical assistance program for efficient
long-term operatlons.

We are part of a growth industry
with great responsibilities and oppor-
tunities ahead.

“Life always gets harder toward the
summit—the cold increases, responsi-
bilty increases"”

—Friedrich Nistzsche

Extra Dividend at GSP

Grocery Store Products Co. declared
an extra dividend of 20 cents, plus the
regular quarterly of 30 cents, both pay-
able Dec. 13 to holders of Dec. 1.

A similar extra was paid In Decem
ber, 1966, :
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RED MAYERSON, who handled an
exclusive women's apparel line,
couldn't convince a certain department
store to buy resort clothing.

“This Is a small town,” tha kuyer
argued. "Our customers doa't go to
places where they need fachionable
play atlire.” «

So Fred got his usual order on stap.!s
items, thanked the buyer and said
goodbye, But he didn't leave town right
away.

For the next three days he prowled
around the local newspaper office and
visited the only two travel agencles in
the community.

Fred then returned to the department
store buyer.

“I have some news for you,” he told
that individual. “Last year more than
300 women in this town took their vaca-
tions in such places as Florida, the Ba-
hamas, Jamalica and Puerto Rico.”

What Fred had done was quite sim-
ple. He searched the social columns of
the newspaper for vacation tldbits.
From the travel agency he acquired
still more information about the leisure
habits of locul citizens.

He had found that a good potential
market for resort wear was belng miss-
ed by the department store. The women
were probably buying this iype of
clothing elsewhere, perhaps at the re-
sorts where they paid more,

This was startling to the buyer and
he said so. He also gave Fred a modest
but encouraging order for vacation ap-
parel, The order increased substantially
in the following years as the store en.
joyed phenomenal success with the line,

Research Pays Of
The point of this story is to show you
that research pays off. Often an alert
salesman can uncover a market for a
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RESEARCH BEFORE YOU SELL

This is No. 37 of 48 Sales Training Articles

prospect by diligently exploring the
possibilities for consumer use of the
product,

Many buyers are very conservative
until they see the light. It's up to you
to turn it on for them. A prospect may
not realize there are people clamoring
to buy your merchandise if given the
opportunity.

A pet food salesman, for example,
wnay discover how manv dog owners
there are In a community simply by
checking with city hall, This news
would be of great Interest to super-
market operators and grocers.

A hardware salesman mav dig out
fh< facts on the number of do-it-your-
self mddicts in a particular locality.
Such Information s available if you tan
the right source.

A friend of mine, Jeft Cork!i’, sold a
higher priced line of wornen's hand-
bags. He couldn't get to first hoi« in one
slore,

“Your line is too rich for my blood,”
said the buyer.

Jeff made n survey and found that
48 stores, with roughly the same class
of customers, bought his firm's hand-
bags and enjoyed a rapid turnover with
them. He laid this information in front
of the recalcitrant buyer, who agreed
to give the product a trial run. That was
seven ycars ago and that store is now
one of Jef's leading customers.

I also have known salesmen who
made on-the-svol surveys of a dealer's
customers as they shopped In the store.
They then presented their findings to
buyers, who handed out orders in re-
turn, One salesman, for example, sam-
pled 252 women In one day on thelr
preference in lipstick. The evidence was
80 much in his favor that the store
incrensed its order of his brand of lip-
sticl: by one-half.

Brand Research

The salesman has a responsibility to
know as much as possible about both
his own and the competition's product.
This requires research also. In some
cases, the company will have this data
for its salesmen.

But in many instances you will have
to collect this information yourself.

11, for example, you are a linen sales-
man, you should know the strong and
weak points of both your and your
competitor's product. Prospects also are
interested in such points as stitching,
durability, absorbency and origin of the
raw material. You should also know
how the product is made.

Or supposing you sell tea or coffee.
You should be aware of how your prod-
uct Is processed and manufactured,
how it differs from competitors' prod-
ucts and how it rales with consumers
throughout the country.

4n insurance salesman must know
the benefits of his plan from A to 2,
plus its advantages over other plans,

All this involves research. The more
you do, the better chance you have of
making sales and getting repeat orders,
Somelimes the digging for these facts
is tedious and the urge to chuck the
task for the golf course is tempting. But
if you ignore this temptation and con-
centrate on your work, you will have a
great deal more time for golfing and
other recreation in future years. This
will be the time when you will be able
to look back on your research as an
activity which put you in the top sell-
ing bracket. A lot of successful men
today literally took customers away
from their competitors because they
learned the importance of researching
before selling.

A friend of mine, Greg Marvin, be-
came his firm's No. 1 salesman largely
through his research., Greg, who sells
ballpoint pens and pencils, personally
interviews business offices in various
localities for their preferences in pens.
He also finds out what qualities busi-
ness personnel demand in a pen. The
findings have been favorable to Greg's
product, a fact which he makes clear to
dealers,

To carry out this somewhat extensive
research project, Greg enlists the aid
of his firm's office stafl. Headquarters Is
plad to comply with his requests for
direct mail help in the survey.

(Continued on page 40)
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Greg's sales manager told me:
"Greg's Initiative is amazing. We
have other salesmen doing the same
kind of research now and it's paying
off for them as well.”

Balesman vs. Company Research

It's a well-known fact that many
business and industrial firms carry on
their own research. These are expen-
slve projects which attempt to deter-
mine attitude, image dimensions and
buying habits. In many instances, the
data s available {o the salesman in one
form or another.

If such material is furnished to you,
by all means use it. There may be valu-
able Information which can increase
your volume.

However, there is no need to feel left
out of the research picture if your outfit
doesn't have such data. Actually, you
are in a better position to make a con-
sumer study than your company. As a
salesman, you are on the firing line.
You are in an ideal spot to learn the
needs, desires and dissatisfactions of
the buying public. In fact, people will
probably be more responsive to a sales-
man asking questions than to a profes-
slonal polister.

Bob Murray, a floor products sales-
man, spends a few hours in super-
markels each month, talking to women
about thelr preferences and complaints
in connection with these items.

“You'd be surprised how readily
they'll talk,"” Bob sald. “And the wom-
an seemed even more eager to tell me
their likes and dislikes when they
learned that I sold the products. They
felt they had a direct line to the manu-
facturer—and they did.”

Some salesmen become so knowl-
edgeable about consumer tastes and
attitudes that their flrms interview
them before marketing a new product,
launching a promotion or advertising
campaign, or chenging a package de-
sign. One major firm regularly sends
its salesmen questionnaires on such
maiters as customer attitudes and de-
sires. It's not only a better method than
conventional sampling, but it's also
cheaper.

Company Research Benelits

As 1 sald earller, take full advantage
of whatever marketing or consumer re-
search your company conducts, These
studies con help you in such ways as
revealing the size of the potential mar-
ket, its future growth, its spending
power and by disclosing consumer and
dealer reaction to advertising cam-
paigns.

Market research can also turn up
data on how the product is used and
buying habits of consumers; where they
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buy and what causes them to pick one
location over another. This is all grist
for the salesman's mill and can do a
great deal to beef up his sales story.

Finding Time

“Research Is all very well,” you may
say, "but where am I golng to find time
to do it? Selling takes all of my time
as |t is."

This is a fair question. You can't
function both as a full-time research
man and a salesman. You could do
justice to nelther,

In the first place, let me emphasize
that I don't expect a salesman to under-
take large scale research projects ordi-
narily handled by a team of experts
and workers.

But the salesman does have time for
limited research that can help him
make sales. In fact, he should consider
this kind of research as part of his sell-
ing.

Much of this digging can be done by
phone. A diligent salesman can obtain
a large amount of information from
newspapers and other standard sources.
Sometimes it's wise to take out a day
to check out facts that can mean a big
order. One salesman once devoted three
days to finding out how many boys and
girls in a certain community planned to
start college in the fall. Then armed
with the figures, he was able to sell an
appliance store a large number of table
radios and portable hi-fi record players.
How come? College students are the
best customers for this equipment.

Another far-sighted salesman sold a
lot of home freezers by gathering Infor-
mation on their popularity In various
parts of the country. He furnished deal-
ers with interesting and money-saving
ideas that made excellent copy for local
advertising. In one community he prac-
tically introduced the home freezer.

None of these feals took much of the
salesman's time. They managed to ac-
complish the research without spending
a greatl deal of extra time, And even if
research does add an hour or two to
your day, it's worth it. It can put you
out in front of your competitor and
ralse your earnings considerably. The
successful salesman s the enterprising
salesman.

Are you taking advantage of research
opportunities? A “yes" answer to at
least seven questions indicates you are.

Yes No
1. Do you believe in the im-
portance of research? —_—
2, Have you researched your
own product? —_——
3. Have you researched the
competitor's product? —_ —

4. Do you conduct research
that will be of interest and
benefit to prospects and

customers? (==

5. Do you take advantage of
research conducted by your

company? e

Do you enlist the aid of
your company office in do-

ing research? T

7. Do you iry to contact your
customer's customers for
attitudes and buying hab.

its? ) b=

8. Do you allot time for re-

search? —

9, Do you explore consumer

use of the product? —

10, Have you gained 'ay re-

search? —_——

(Copyright 1084—George N, Kahn)
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Market Testing Poultry
And Eggs

The Department of Agricultural Eco-
nomics and Agribusiness at Loulsiana
Stale University recently published an
interesting booklet, Market Testling
Poultry And Egg Products. Written by
F. Raeford Baker, the purpose of the
report is to describe and evaluate vari-
out methods of gathering and analyz-
ing data concernlng consumer prefer-
ence and acceplance of new products
and merchandising innovations.

Dynamlc Change

The report states that the poultry In-
dustry is currently an industry of dy-
namic changes in the field of market-
ing. Integrated poultry companies, once
primarily concerned with only the pro-
duction of poultry, are rapldly becom-
ing more market-oriented. This in-
creased Interest In marketing Is due to
the expansion of the consumer market
for processed foods, Greater advertis-
Ing expenditures, grealer product dif-
ferentiation and higher consumer in-
comes are factors contributing to such
an expanded market for processed
products. In order to keep abreast of
changing market conditions, poultry
packers and processors are rapldly en-
tering the fleld of market development
and market testing.

Closer Link fo Consumer

Market testing provides a closer link
between the processor and consumer,
and provides information which aids
management in making decisions of
whether or not to expand a product
line or to develop new product lines.
Over the past few years processors of
poultry meat have developed and mar-
keted varlous new convenience prod-
ucts, thus increasing the aggregate de-
mand for poultry, Turkey rolls, which
have Increased the demand for turkey,
are a good example. Per capita con-
sumplion of eggs has been decreasing
for the past 20 years, In order to sur-
vive, the egg Industry must, through
new product research and market test-
ing, moke more convenience foods
available to the American housewife.

Benefits from Convenlence

The following benefits ultimately re-
sult from the successful introduction of
new convenience foods: (1) the demand
for eggs and poultry can be increased
and seasonal flucluations in demand
can be lessened; (2) income to both the
processor and producer can be in-
crensed due to additlonal services in-
cluded in the new products; and (3)
consumers benefit from the added con-
venience and often from the lower cost
per serving of prepared and semipre-
pared foods,
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In the past, new products have often
been born as a result of a “hunch” by
management, with little or no formal
market lesting procedures being em-
ployed. Such decision-making is indeed
a risky venture and can often result in
permanent loss of a prospective, often
lucrative market. As new products are
accepted or rejected faster by the mar-
ket place, it is most critical that sclen-
tific research methods be utllized in
order to provide early assessment of
progress. Before funds are committed
to production and merchandising of a
new product, adequate data concern-
ing the potential market should be
gathered and thoroughly analyzed.

Market testing, through the adoption
of newer statistical technlques and
computer technology, can provide a
wealth of information concerning pros-
pective markets. Thus, the risk and
probabllity of failure of a new prod-
uct is considerably lessened when the
processor has adequate dala concerning
the potential market.

Coples Avallable

For a complete copy of Mr. Baker's
report, write to The Department of
Agricultural Economics at Louisiana
State University and ask for AEA In-
formation Series Report No. 11,

Fact Finding Conference

Fact Finding Conference, sponsored
by the Institute of American Poultry
Industries, will be held at the Munici-
pal Auditorium, Kansas City, Feb, 8-11,

More Layers

Number of potential years on farms
Nov. 1 is estimated by the Department
of Agriculture at 384,166,000, compared
with 382,930,000 a year ago. The 1065
aggregate was 362,830,000,

Potential layer numbers were up 0%
in the West and 2% in bolh the south
Atlantic and south central states. De-

creases from year earller included 6%
in the north Atlantle, 4% In the west
north central and less than % of 1%
in the east north central.

Layers on farms Nov. 1 aggregated
326,116,000, agalnst 317,970,000 a year
earlier and the 1961-85 average of 307,
402,000, Pullets three months old and
older and not of laying age numbered
58,050,000, compared with 64,960,000 a
year earlier, The pullet total was down
from 1906 in all regions,

Egg Production Up

Egg productlon In October was 5,845,-
000,000, up 4% from a year earlier and
13% more than the 1061-85 average of
5,189,000, For the first 10 months of
1967, egg production was 58,540,000,000,
compared with 65,070,000 in the cor-
responding 1966 period and the five-
year average for the 10 months of 53,-
554,000,000,

The rate of lay in Oclober was 18.02
eggs per layer, a new high, up 1% from
a year ago and 6% more than the 1861-
65 average. The rate of lay per 100 birds
on Nov. 1 was 58.1 eggs, compared with
67.4 a year earlier.

Egg Output Drop Predicted

The Agriculture Department predicts
a slight decline in egg production, n
small increase in broiler production and
fewer turkeys for 1968.

The Department said pullet chicks
placed, eggs set, and prospective flock
size all point to lower egg production
next year.

It said the anticipated gain in broller
production may be slightly less than
that of 1087,

The reason for expected lower tur-
key production Is large storage holdings
and lower prices. If turkey production
is cut next year, it would be the first
reduction in 6 years.

U. 8. Cold Storage Report

Government -39 Reports
Nov. ), 1867 Year Ago 5 Year Average

Shell Eggs (Cases) 263,000 48,000 179,000
Frozen Eggs—Total Pounds 97,628,000 46,006,000 85,801,000
Frozen whites Pounds 10,017,000 8,832,000 16,673,000
Frozen yolks Pounds 23,508,000 10,824,000 22,150,000
Frozen whole eggs Pounds 62,237,000 25,804,000 44,856,000
Frozen unclassified Pounds 1,775,000 1,038,000 2,122,000
Crop Report (48 States) October 1967 October 1966
Shell eggs produced 5,845,000,000 5,670,000,000
Average number of layers 323,370,000 313,880,000
Average rate of lay 18.02 17.77

Layer Report: Nov. 1, 1867 Nov. 1, 18968
Pullets Not of Laying Age 325,160,000 317,052,000
Hens and Pullets of Laying Age 58,030,000 64,770,000
Potential Layers on Farms 383,190,000 381,822,000
Eggs Lald per 100 Layers 58.1 574
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JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

d Analytical Chemists, specializing in
(E‘J?ng‘;mgsagwolvmg the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitamins and Minerals Enrichment Assoys.

2—Egg Selids and Color Score in Eggs ond
oodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extraneous matter.
5—Sanitary Plant Surveys.

6—Pesticides Analysis.
7—Bacteriological Tests for Salmonella, cte.

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007

INFORMATION AND IDEAS
are regular dividends for
membership in

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION

Now is the time to join.
Write P.O. Box 336
Palatine, I1l. 60067
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FOR PROGRESS

through trade and profassional associations
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Eggl solids Frozen Eggs
Dark Yolks a Specialty
Wakefield

MILTON G.WALDBAUM

=l'n'hg:lg:lll Bob Barns c-»n.?ﬁmmm
ap2.207-2211 Hiisis
Manutacturers of Quality Eg_g ) Products
“DuPont ____ General Electric

TEFLON SILICONE

COATINGS

New Protective Finishes for Sticky Environments
WE OFFER
@ ONE DAY SERVICE
® 10 YEARS EXPERIENCE
Our Company First American

Applicator of Teflon Finishes
For Cookware 1961

® MOST REASONABLE PRICES FOR
HIGHEST QUALITY WORK.

il 816-842-3820

m PBLASTICS CORPORATION

818 WYANDOTTE BTREET

/
" KANBAB CITY, MIBBOURI Ba108

INTERNATIONALLY KNOWN FOR THE
FINEST CRAFTSMANSHIP IN PLASTIC.
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Bay State Acquires Viva

Bay State Milling Company, Boston,
has acquired the total stock of Viva
Macaron| Monufacturing Company,
Lawrence, Mass,

This was announced jointly by Jo-
seph Scarpacl, president of Viva, and
Bernard J. Rothwell 11, president of
Bay State, who sald the new associa-
tion would further sirengthen both
companles.

Viva, established in 1838, distributes
its full line of packaged macaroni prod-
ucts and various spaghetti sauces on
the East and West coasts. Viva will
operate as a separate division of Bay
State with no change in Viva's present
management,

Rothwell said this is the first of a se-
ries of diversified investments planned
by Bay State. The firm, which recently
opened executive offices at Boston's
Prudential Center, operates five flour
mills at Winona ane, Red Wing, Minn.;
Leavenworth, Kan'.; Camp Hill, Pe
and Clifton, N.J,

Boy State ranks sixth among the *
nation's largest milling firms based on
hundredweights of capacity, serves a
nationwide market, and mills hard
spring wheat, hard winter wheat, soft
wheat, rye flour, malted barley, whole
wheat flour and mill feeds, The com-
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pany serves

wholesale and
bakers and jobbers, The flour is used to
bake bread, cakes, cookles, crackers
and pretzels. Boy State was founded In
1809 and now has about 500 employecs.
et e TP
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G.T.A. Focus on Farmer
Bargaining Power

Bargalning power for farmers was the
focus of attention at the 30th annual
convention of the Farmers Unlon Graln
Terminal Association in St. Paul, and
the proposal, first made in 1941 by M.
W. Thatcher, general manager of
G.T.A,, for a National Agricultural Re-
lations Act was supported in statements
by several U. S, senators and Vice-
President Hubert H, Humphrey.

A record attendance of nearly 10,000
persons, including delegates, families
and the public, crowded the St. Paul
Auditorium Thursday evening for the
annual banquet and to hear speeches
by the Vice-President, Senators Eugene
J. McCarthy and Walter F. Mondale of
Minnesota, and Senators Milton R.
Young and Quentin N. Burdick of
North Dakota,

Cooperatives have provided bar-
galning power for farmers, Mr, Thatch-
er sald, as a result of laws and pro-
grams enncted in the 1030's, “Today,
G.T.A. owns terminal elevators with a
total capacity of well over 33,000,000
bus,, over 200 line elevators, nine feed
Plants and some of the largest and most
efficient processing plants in the na-
tion," he told the delegates, “These in-
clude the largest soybean crushing
plant, the largest flaxseed processing
plant and the largest malting barley

plant as well as the only co-op durum
milling facility,”

Amber Hits New Volume

GTA's Amber Mill at Rush City,
Minnesota, ground a record volume of
durum wheat in fiscal 1866-1067 and
sold the resulting semolina flour and
companion products to buyers all over
the nation, Amber Mill Manager Eu-
gene W, Kuhn reported to the GTA
annual meeling in St. Paul on Novem-
ber 15.

The Farmers Unlon Graln Terminal
Associatlon cooperative flour mill proe-
essed 25 million bushels of durum
during the year, on a 24 hours-a-day,
8ix - or - seven - doys - a - week pro-
duction schedule, Kuhn said, Each op-
erating day, between 3,500 and 3,600
hundred-weights of semolina and du-
rum flour are produced at Amber Mill,
consuming five rail carloads of durum
wheat, he sald. About 90 per cent of
the mill's oulput goes out in bulk ajr.
slide cars,

Kuhn reported that during the past
year the Rush City mill had completed
a new all-weather loading shed, giv-
ing new protection to that phase of the
operations, He said Amber is now in
tha process of installing new triple-
deck purifiers that will make |t pos-
sible to produce products of more unl-
form quality,

The top-ranking product made at the
highly specialized flour used in the
Amber Mill, the only cooperative en-
terprise of {ts kind in the nation, the
manufacture of spaghettl, macaroni,
noodles and similar table delicacles,

The 1067 durum crop was of excep-
tionally flne quality, Kuhn reported,
The area's crop averaged over 60
Pounds per bushel and more than 80
per cent of the crop graded No. 1 or
No. 2 Hard Amber,

During the past year, Kuhn sald,
semolina-based food products con-
tinued a ten-year up-trend in sales
volume throughout the industry. He
quoted figures which show the sales
dollar value of such products in 1966
was more than $432 million, an increase
of nearly 5 per cent over the preceding
year.,
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Ogilvie Sales Rise

Ogilvie Flour Mills Co., Lid, reports
consolidated net income for the fiscal
year ended Aug, 31 of $3,020,000, or 95¢
a4 common share, not including profit
from sale of investments and fixed as-
sets. Last year's corresponding figures
were $3,403,000 and $1.08 a share, This
Year's operating results include losses
of Consolidated Bakeries of Canada,
Ltd,, for the full year, says J. W, Tait,
president. Last year's figures reflected
losses of that company for about four
months from the date of acquisition in
May, 1966. “This was a major factor in
the decline of operating profits this
year," adds Mr. Tait, Sales for fiscal
1967 were $136,527,000 compared with
$120,805,000 the previous year,

Owns Catelli-Habitant, Lid,

Ogilvie owns Catelll-Habitant Ltd, a
macaronl, soup, and pickle manufactur-
ing organization. The annual report
says:

“Catelll-Habltant Ltd, recorded a
new high in sales. However, the impact
of higher wages and material costs was
such that profits were somewhat lower.

“Catelli operations in New Hamp-
shire and Trinidad continued to show
improvement, Catelli-Primo Limited in
Trinidad is Preparing to erect a plant
in Port-of-Spain for production of a
number of food products. It will use
local and imported raw materials to
serve Trinildad and other oversens
markets.
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Macaroni
Capital

of the
World?

advertising you try to make
gg:;g'a mouths water. Judging from
industry sales—thousands do. In
our advertising we try to whet your i
appetite for the kind of mv::1.|lh\.'¢r?::erﬂugclu
packaging Diamond Packaging rol
Division can turn out. This Quick Q':J z
should give you something to thin
about. And, next time you have a."
packaging problem, we hope you
think of us.

Macaroni Quiz

th

5. The kind ol packaging

I
& Waal famovs mu Dlamond Packaging

cal composer con-

3. The course liour
ground from the

2. According 1o legend,

1. In whal city are more | wad nated T I

Division turns
vt bt " rum wheat kernal cocted an excellent Products i
Tul:..hl:" :nr ol hgcaho gl o I:::l.: :::'dlsh :’lucllhd: macaronl dish? :"u.l::rrol;ul. :l:::'?‘r:; B
ot n.::srﬂ?l:‘;:.. rrie o Rieemi ™ o ‘I{laml IG““Dn can besi be described as;
{a) Naples ::nndlnll who lasled i{ and {b) Ricelni (b) vo:;I n e
1ot sy exclaimed, “Oh, ma caroni 111" (c) Semolina (c) Ver o) w8l
s Roughly transiated, this means? 1) eanonmic

(a) Oh, how very dear

(b} Oh, Mother ol Heaven

(c) Wowl

to Qul DIAMOND PACKAGING PRODUCTS DIVISION

hnswers to Quiz:

DIAMOND NATIONAL CORPORATION

999 puw sn AIL 1§ QY '€ "I Q1 733 THIRD AVENUE, NEW YORK, NEW YORK / 10017 (2121 637-1700

——— AT

PR

PEPTYTYIYEE

e Cara s > 2 e

T




R

Quality control is not an illusion . , .
it's real , , , it's basic,

Our new laboratory is no mirage either.
Designed to serve you . ..

built to develop a quality product.

Try us,




