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A "pulling
no punches”
message
from AMBER

by Gene Kuhn
Manager:
AMBER MILLING DIVISION

With the big sales season for macaroni offer these outstanding Amber prod-
products just around the corner, the ucts in unlimited quantities. But we
serious situation {1 durum wheat re- can say—and DO say—that, because
serves takes on an even-more-than-  of our unique affiliations and connec-

usually ominous look. tions throughout the durum wheat
We, like any other responsible mem- growing areas, we are able to supply
ber of the milling industry, deplore the  the macaroni industry’s demands for

situation. Further, we're prepared to first-quality MACA, 50-50 Durum—
do soruething about it—beyond merely Hard Wheat No. 1 and AMAX, 50-50
offering our sympathy. Durum—Hard Wheat, Granular.

Nationally-famed macaroni manu- We are prepared to meet your orders.
facturers have long preferred our  Every order will be shipped when
Amber Venezia No, 1 Semolina and  promised.

Imperia Durum Granular because of And you can be ture of the quality
their uniform amber color, uniform because it's Amber.
granulation and uniform high quality. Be sure . . . specify AMBER.

} he point
Yes, if it sells—and keeps on selling—from the point of purchase to
ofe;'repamtionl And that's what a ROSSOTTI-designed macaroni pac -ago::f:
—because it uses dynamic taste-tempting appeal in ever new and exc:'.ng ¥
to invite the eye . . . entice the buy! ‘

T e 1 servke

Rossotti desi ur package to perform an energetic merchandisi: 3 sé
in the |upermz:r.k¢’arto—cnd in the pantry. It's a modern marketing pack:3e whose

selling message works constantly for you until the last ounce of macaroni ¥
used, and then it works even harder as a reminder to re-stock!

Why not let us show you how you too may have a package that wil
more repeat macaroni sales?

(‘ E? » 3
: moﬁ “FIRST IN MACARONI PACKAGING
. m—

. /]
A reliable source of supply since 18

We would be foolhardy to say we can

b'iliv AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn,—General Offices: St. Paul 1, Minn.

| deliver TELEPHONE! Midway 6-9433

| Cantrol Divislon: ., o Ty %’-g
Exocutlve Offices: Westem Division: \THOGRAPH CON AE A g2y .3
ROSSOTT! MIDWEST LI W S
550TT) LITHOGRAPH CORPORATION ROSSOTTI CALIFORNIA LITHOGRAPH CORP, linols # . S e e
O Norih Bargan, New Jeney Sei francazo, 24, Calfomie el AR A R e

o Senlwwt
Sales Officest Rochestor ' @ Boston @  Phlledelphla o  Pithburgh @  Houston @ Lot Angeles @ o-l--k
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new protein supplement

ARDEX 550 is a totall * new protein supplement. N

gl;;!fx ‘?E?}:unﬂlgelh::bly bland .. i_nautml Inp&nta, odor u::l'
: offers the

utritionel Sty of 'oyegzl‘\lf:y. unctional properties and

With ArpEx 550 you can boost the nutrition and tolerance

::‘1'- avercooking of all your products without altering flavor . . .
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‘ive edge over ordi
“or ADM today for more information on Arbex 550.

ncreasing costs, In prepared foods, as well as standard
nmlty_ products, these features add premium ap;e:I. =
'RDEX 550 also keeps foods firm and fresh far longer on a
lnntable. This important benefit—coupled with nutritional
omy—makes ARDEX 550 especially attractive for school
h, restaurants and other institutional foods.

S calm;: Igoo {lh a bisl ll:o«:m in canned and frozen macaroni

y B em
e 3 Sirecnl 8 nﬂgf:.ra.nce. firmness and taste

"3, new ARDEX BEQ enhances all macaroni products—

:hett], macaroni and noodles. It gives them a strong com-
products, 8o don't delay . . . write,

in how it can boost your sales and profits,

4irdé saya: Serve the best from first to last]

Archer-
aniels-
Midiand

700 lnvestors Building
Mineapolis 2, Minnesola

New Key to
Macaroni

Profitability

for institutional programs




ACARONI maufacturers and sup-

pliers gather at the Hotel Diplo-
mat in Hollywood, Florida, January 22-
23-24-25 for the winter meeting of the
National Macaroni Manufacturers Asso-
ciation, The program will be another
workshop session—this time on maca-
ronl packaging.

There has been an interesting evolu-
tion in packaging macaroni. The pio-
neer factories sold only 22 pound boxes
similar to the imported package. Up to
the turn of the century, the business
was still primarily bulk, with only a
few special brands available in pound
cartons or paper bags. By 1920, the
combined output of the several hun-
dred plants then operating was nbout
75 per cent bulk and 25 per cent con-
sumer package.

The trend toward consumer pack-
ages swept the country in the next 20
years, completely reversing the ratio,
Today the only bulk packages are prin-
cipally five and 10 pound boxes for
large family trade and 20 pound boxes
for institutions, Food Field Reporier
says thut 08 per cent of macaroni and
noodle sales volume goes through groc-
ery slores, and here they are sold two
out of three times on Impulse. Smart
packaging is vital to an impulse item
competing with some 8,000 competitors
in the supermarket for a share of the
consumer’s dollar.

Board Meets Monde;

Following a board of directors meel-
ing on Monday with a suppliers social
and reception scheduled in the eve-
ning, the three-day sessions call for &
demonstration on how we percelve, n
discussion of packaging materials, ant!
a panorama of equipment available for

Allyn C. Beordsell

packaging maceroni and noodle prod-
uels
Perception Demonitration

©On Tuesday an industrial design con-
sultant, Seymour Robins, will prusent
a seminar on visual perception and vis-
wal communications, Mr. Robins' aca-
demic and philosophical Investipations
into the field of perception ster, from
his conception of design work as mean-
ingg “a part of an environmental field,
and, therefore, causing some communi-
cation, believability, or serving as a
directive for action."

He has studied with Dr. Adelbert
Ames, who ploneered In the fleld of
Dartmouth. Later, Mr. Robins became
consultant to the Psychology Depart-
ment at Princeton and designed their
Perception Demonstration Center.

In practical application, Mr. Robins
now possesses basic patents for high
speed highway devices, developed as
a result of his studies in that fleld.

His presentation has been given be-
fore numerous university and special-
ized groups across the country, provid-
ing—especially through the demonstra-
tional phase of the lecture—insightful
information for both lay and profes-
slonal audiences on the function of the
visual senses. The following aspects of
visual communication are discussed,
with the aid of portable versions of the
apparatus employed in the Ames Lab-
oratories, Princeton University:

how we use our senses in
learning about and taking ac-
tion in the world around us
to satisly our quests for well-
being.

the nature of creative visual
transaction and communica-
tion.

visual surety and visual
chance.

three levels of perception and
communication: the roles of
artist and poet.

how values and judgments
and meanings are formed and
changed,

perception as a directive for
action,

. + . how awareness works.

Ladies Invited

The ladies will be interested and are
especially inviled to this session. The
afternoon will be free to enjoy the fine
facilities of the Diplomat Hotel. The
traditional Rossotti Spaghetti Buffet
will be preceded by the suppliers so-
cial and reception on the West Patio.

Seymour Robins

Materials and Machines

On Wednesday Allyn C. Beardsell,
vice president of the Packaging Insti-
tute, trade association serving the pack-
aging industry, will conduct a seminar
on materials, As the former president
of Container Laboratorles and present-
ly director of the new products divi-
sion of the Mead Corporation in Cin-
cinnati, Mr. Beardsell is well qualified
to review the advantages of various
types of puckaging material: and to
comment on trends in the pckaging

fleld. He has conducted coirses on
packaging and is an excellen' speaker
as well as teacher.

Merrill Maughan, presides of the
Food Packaging Council, w revlc\_\'
packaging trends and repart « “What's
New in Packaging.”

James J. Winston of the /  ocintion
staff will comment on “The '0's and

Don'ts of Packaging Regulat s

Ted Sills and Howard Lar 1an will
report on publicity and pror  ions.

On the social schedule, 11 Associd:
tion's Dinner Party will bi receded
by the final cocktail recepti )

The fnal session on Th lay will
feature n pictorial review o1 1€ l"“‘;'
in macaroni, spoghetti and « : noodl®
packaging equipment. Comp ¥ TﬂP“{
sentatives wil. be on hand U -'Ortl;»lm;:_

30

and to answer questions. In
rope ond the United States voluli;ﬂ:
ary developments appear lo ¢ tnkﬁ_
place to handle long spaghctti 8t
maticolly, while keen interest is b"i"::
shown In automated lines that romln L .
package, fill and close it, and deliver
to the final shipping case.
(Continued on page B}
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Betty Crocker Presents
Hawaiian Pork Chops
and Macaroni

Ivuary, 1967

The flavor of the
50th state
1s captured in this

festive dish!

[y
HAWAIIAN PORK CHOPS AND MACARONI

1 pky. (7 to 8 oz.) small
size macaroni shells

6 to 8 pork chops

1 enn (8 vz.) mushrooms,
slice 1

1 clove garlic
0 to 8 slices pineapple,
fresh or canned

Follow manufacturer’s directions for cooking mac-
aroni. Spread evenly in greased baking dish,
13 x 91§ x 2° or 3-qt. baking dish,

Rub skillet with cut clove of garlic, Then brown
chops on both sides (medium heat). Season with
salt and pepper. Trim off excess fat.

Sauté mushrooms in pork drippings (about 5 to
10 min.). Heat oven to 350° (mod.). Sprinkle mush-
rooms over macaroni. Arrange chops on top of
macaroni and top each with a slice of pincapple.
Pour Curry Onion Sauce (recipe below) over chops
and macaroni, allow some of the pineapple to
show, Bake I}{ fo 1% hr, until chops are tender.
Garnish with parsley. G to 8 servings.

Curry Onion Sauce

'{ cup butter

14 cup minced onion

'{ cup GOLD MEDAL
Flour

Using same skillet chops and mushrooms were

cooked in, melt butter and sauté onion until

transparent. Blend in flour, salt and curry powder.

Remove from heat. Stir in milk. Bring to boil,

stirring constantly. Boil 1 min.

Success T'ips:

1. Be very careful not to overcook macaroni o/ erwise
it may become soft and mushy on bakins.

2. Brown pork well, this improves flavor,

2 tap, salt
1}4 tsp. curry powder
4 cups milk

Pork chops and macaroni made
even more delicious together by a
spicy curry sauce.

The National Macaroni Institute's “A Salute
to the 50" gains the whole-hearted support of
General Mills and Betty Crocker with this proud
new dish inspired by our newest state, We offer
you and your customers the recipe for Hawaiian
Pork Chops and Macaroni after thorough testing
in our Betty Crocker Kitchens and in typical
homes across the country. We're certain this dish
will be another piece of savory evidence that your
customers can enjoy your producls imaginatively,
easily, deliciously!

To the leading producer of the finest Semolina
and Durum flours it is a source of pride to be
associated with the macaroni industry. Look for
more recipes from Betty Crocker in our MACARONI
usa program to help you increase your profits
through the broadened use of your products.

For more information on this new
Betty Crocker recipe program ask your
Durum Sales representative, or write. . .

DURUM SALES

MINNEAPOLIS 26, MINNESOTA




PACKAGING GROWS TO GIANT STATUS

Now a $20,000,000,000 Industry and Still Gaining Ground

The days are long gone since you
brought something home from the
store wrapped In an old newspaper.
Packaeging is now a $20,000,000,000 in-
dustry—that among other things--has
even been psychoanalyzed in depth.

Willlam W, Anthony, Jr., exccutive
vice-president and general manager of
Crumpton & Knowles Packaging Cor-
poration, predicis that the nation will
spend elght per cent, or nearly $2,000,-
000,000, more on its packaging needs in
1962 than it did in 1861. Mr, Anthony,
chairman of the Packaging Machinery
Manufacturers Institute Show, held at
Detroit’s Cobo Hall, said, “Packaging
spending should show an estimate rise
of $1,000,000,000 at the end of 1061 over
the $20,000,000,000 total in 1060 He
said, "Packaging expenditures have In-
creased from $15,500,000,000 in 1956 to
the present figure.”

Trends

Anthony sald more than seven per
cent of the packnging machinery sales
dollars Is diveried into research and de-
velopment, “Our concept,” he contin-
ued, “has been to engineer materlal
improvements In packaging line eM-
clency that will offer the manufacturer
an opportunity to maintain price struc-
tures through the reduction of on-line
packaging costs.”

Anthony sald among tne more sig-
nificant trends in packaging develop-
ment have been the “greater demand
for high-specd integrated equipment
and a more widespread acceptance of
completely automatic lines.”

“An increased use of plastic films
have created an urgent demand for
machinery to handle these new male-
rials,” he stressed.

A reduction of materials has also
been very prevalent. “There will be a
gradual trend towards the single con-
tainer for a product—with the grad-
ual elimination of multiple package
consisting of Inner wraps, cartons and
outer wraps to contain a single item,”
he sald.

Communications

Packaging machinery designers, man-
ufacturers, materials suppllers and
users must act to prevent or solve the
problems in production, operation and
maintenance created by the increas-
ingly complex nature of packaging
equipment used today, it was agreed
at the Packaging Machinery Manufac-
turers Institute Show.

Cooperation, particularly in commu-
nications, was stressed by all of the

speakers in the conference-workshop
sessions,

Maximum Yield

Asserting unqualifiedly that “pre-
ventatlve maintenance pays in the
packaging business,” Edward  W.
Brennglass, president of Packag'ng
Corporation of America declared that
production management's main func.
tion “is to get the maximum yleld from
ownership's investment in plant and
people.” For a contract packaging or-
ganization like hls own, working
sgainst a low bid and a tight shipping
promise, Mr. Brennglass declared, “The
basle economlc fact of life is this: maxi-
mum yield from plant facility can only
result from careful planning before-
hand. The future belongs to those who
plan' for it. Machines cannot plan for
themselves. It is your responsibility to
plan for your machines so that the best
possible results are obtained at all
times.”

G. Douglas Reed, manufacturing
vice-president for McCormick & Com-
pany, speaking for the user suggested,
“Many dollars can be saved in direct
costs by preventing emergency repairs
and having maintenance work done on
a regular schedule,” Advocating good
communications and thorough training,
Mr. Reed observed, “that the flnest
maintenance program is only as good
as the mechanics you have doing the
work. Every plece of equipment can be
properly scheduled for overhaul, but if
the men doing the work do not know
the equipment and how it oretiies,
you will continue to have trcubles’

Declaring that today's complex, high-
speed packaging machines ‘“require
men with a knowledge and ability of
the engineering techniclan to provide
the maintenance engineering service
that is needed to provide an efficient
production operation as well as low
maintenance costs,” H. Russell Beatty,
president of Wentworth Institute,
warned that the ordinary mechanic
can “no longer be expected to cope
with the intricacles of clectronle con-
trols, pneumatic and hydraulic devices
and the current varlety of complex
mechanisms.” Men must be educated
for this era in maintenance engineer-
ing with programs that are interme-
diate between those developed for the
professional engineer and those devel-
oped for the craftsmen.

Tralning
Walter Jacquemlin, production engi-
neer for the Pillsbury Company, called
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CLERMONT’S TWIN HEAD PRESS PRODUCES

2,00 Ibs. of SHURTCUT per hr.

for carefully charted commuicationy
within a company, calling toth fo
training of the people who wirk wity
the machine and for effective calalog.
ing of the equipment and its parts, He
pointed out that it is usually very easy
to get the manufacturer to understand
what part 18 wanted if you have de.
tailed information to give him. “If yoy
must describe the part to him over the
phone, however, it's a different mat.
ter."

Right the First Time

J. S. Stokes, installation and service
manuger for F.M.C. Corporation’
Stokes & Smith plant, indicated {hat
the packager, the machinery manufac.
turer, and the supplier of packaging
materials all have a responsibllity to.
ward each other and toward the prod-
ucts with which they are dealing. All
problems which come up on the pack.
aging line are capable of solution, Mr.
Stokes asserted, and the challenge is
to solve our problems before they hap-
pen—to established, insofar as possible
at the outset, a set of product, material
and machine performance specifications
which will permit trouble-free pack-
aging line start-ups.

“In doing it right the first time," he
added, “It Is the packager’s job to de- ¥
sign a package which meets require
ments of shipping, shelf-life, eye-sp-
neal and ultimate use and to find sup-
aliers who can reliably meet malerial
specifications for this packnge before
he asks the machinery manufacturer fo
quote on a machine to hand'e It. The
best results are obtained when every
effort s made to engineer both mate
rial and the machine.” s

Packaging Seminar—

(Continued from pag- 68)

Adequate time has been cheduled
for the Intensive morning ¢ ssions for
round-table discussion as v -1l s b
demonstrations, Afterncons 're belnk
left free for further confer aces Wik
suppllers and program speak :rs &8 WE
as for relaxation, The eveni g osl
parties and receptions, the tradl
spaghetti buffet and banquet will
out a pleasant social calendar.

The facilities of the Diplomat by
and West come highly recommended 7
the macaronl group which returns e
for Its fourth consecutlve winter ¢
vention. ; 4 y

CLERMONT VMP-4-A-TH BHORTCUT' MACARONI PRESS

Twin Head for TUP momlcnﬂﬂ
with slow extrusion for "IGH (!“AUTY

Large mixer and screw for “N'FORM PROD“GT

PHONE or
WRITE

e FOR ADDITIONAL
t too care -
chal of hs enemieso—Contucish INFORMATION HINE coO.,

i j"-@ Tel: 212 EV.7-7640 280 Wallabout St., Brooklyn 6,N.Y.
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At the Packaging Machinery
Manufacturers’ Institute Show
Cobo Hall, Detroit

Th - best macaroni, spaghetti and egg noodles . . .

poudq Heo [ DUS$ RIES] INC
MiLLivg Divisio

Clybourn Machine Corporation rcpresentatives include Herbert E. E. Miranda (on the left demonstrates @ Roto-Wrap machre o
Tellsfor, Sven Lindgren, M. K. Gunzentrouser, and H. Carlion, Conapac Corporation. V. La Rose & Sons in Milwaub e v 3 ” ] I‘ : M .
president o machine ... are made lrom D()llg:]l])()v semolina and flours
- = e e

Mr. and Mrs. O. Hoelliger with P. Rehwald ‘centeri show o fully Mr. Everhart Baisch (center desenibes Hesser per 3 €3
automatic weighing and bag making machine for long spaghett ment to interested Americans. They also make mo an
made in Stuttgart, Germony ing equipment in Sutigart

B'TH come )(rom Doug’!lmy Industries, Inec.
at New Richmond, Wis. 00”3&50’

(Ast s
t ANY manufacturer of quality famous macaroni preducts!)

The heppy Doughboy engincer is J. J. Grevich, T

Woodman representatives Duncan Cutler (left) and Fred Berger
Jhow @ potato chip peckeging hine Similar equipment i made onstratar 15 Miss Kay Murphy, They were showing <

tor noodle packaging maoking sct-up

st
10 Tug Macarost JoU*
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PACKAGING

by James D. North, Vice President, General Foods Corporation
ot the Grocery Munufacturers of America Annual Meeting

HE very fact that a series of (Con-

gressional Hearings have been neld
and continue on the subject of pack-
aging clearly indicates it is vital and of
real concern to a broad section of the
people of this nation.

Those of us concerned with packag-
ing should welcome such inquiry since
it offers us an opportunity to see our-
selves ms others see us . . . the yvery
type of thing which leads us lo luvast
heavily In research. And, also, such
methods of creating public awarcnesw
enable us to explain to consumers just
why we package in the ways that we
do.

Essentially, food products are pack-
aged with the consumer in mind. And,
the packager worth his salt realizes
that his objective—to satisfy and serve
consumer demands—provides him with
a constantly moving target. This is
what keeps packaging the dynamic
business it is, and makes it a fitting
partner for the other aspecis of mar-
keting,

The Good Old Days

In thinking about this topic, I re-
called the many changes that have tak-
en place In packaging in my own life-
time. I'm sure that many of you, too,
can recall when the scale was the most
used item in the grocery store ... and
this goes back far beyond my grey-
haired memory and the invention of the
cash register, It so intrigued me as a
milestone or benchmark in the history
of marketing, that I pulled a diction-
ary down off the shelf and looked up
the word scale. Here's what I found:
First, that a scale is a weighing ma-
chine. Secondly, however, a scale is
“that which evaluates or determines
alternatives!” At that point, I thought
thut maybe I'd hit on something.

Years ngo, you will recall, the scale
was used to evaluate most grocery store
purchascs, A customer would ask for a
chunk or double handful of something
displayed in a tub or barrel or box, and
would decide just how much she want-
ed after she saw the naked product on
the scale, For, in her mind's eye, she
would determine while looking at the
scale just kow many people she could
feed with that purchase, and whether
it was enough, or not quite enough.

This was the period in which, for the
most part, the package followed the
purchase. The food was packaged only
after the decision to purchase had been
made by a consumer who could see the
product right before her eyes.

12
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Well, maybe those were the good old
days—but they hardly fit into today's
pace of living and the sclentific ad-
vances protecting the foods we eat
from all forms of contamination during
growing, processing, packaging and dis-
tribution.

Ever-Moving Target

Our complete acceptance of such ad-
vancee is just one example of the many
factors which keep the consumer an
ever-moving target, along with chang-
ing tastes, etandards of living, diet, and
s0 on. In order to keep his objective—
the consumer — sharply In focus, the
food manufacturar and packager must
be responsive to the buying habits and
attitudes of the consumer, as well as
the environment In which her pur-
chases are made. Staying abreast of
these developments frequently requires
positive changes to keep product and
package up-to-date in every way.

Looking back a little more than two
decades to 19839, we find only about
1,000 items avallable in supermarkets,
accounting for $16 billion worth of
grocery business. But today, as Pau!
Willls testifled before the Hart Com-
mittee, we are part of a $78 billion
business which places more than 8,000
ftems on supermarket shelves. This
clearly reflects the change in environ-
ment.

And the gal who is making the buy-
ing decision in the midst of these 8,000
items is a very professional, knowledg-
able, sophisticated shopper., She makes
her decislon siwftly because, whelher
or not she Is a working housewife, her
time is profitably spent in a great num-
ber of activitles, in addition to grocery
shopping.

The baslc elements of her buying de-
cislon are very much the same as those
of her mother and grandmother. And,
in addition, she has learned to appre-
ciate and critically evaluate the built-
in features of convenlence, in both
product and package, unknown fo past
generations,

The one really big difference is that
packaging has hidden the raw product
she used to see on the grocer’s scale.
And so, to make the same decision, she
must look to the package for the an-
swers to the age-old question:

o What Is the product?

o How many will it serve:

o What does it cost, and so forth.

The Artlculate Consumer
Remember, todsy's consumer is
strongly articulate—both as an individ-

e

ual and in groups—In making known
just what she seeks. This has become
evident during the recent hearings,

In the light of all of this, we had
better admlit thut the housewifc knows
what she expects from packaging, .,
and she knows how to focus attention
on her demands, My own observatlons
of our discriminating modern home.
makers convince me, more and more,
that beautiful design for design's sake
is not nearly so important as the use-
ful information she wants and needs
To give it to our consumers, clearly
and prominently stated in simple terms,
is a marketing must,

The consumer, herself, has proven
that many packaging designers were
not on target when, in design circles,
it was thought proper to “clean up" the
label and relegate to the back panel
and in inconspicuous type face such
useful information as service copy,
preparation instructions, recipes, etc,
because it “cluttered up” the package
label .

Point of Communication

The package and not the product sit-
ting on the scale is now our means of
communicating at the point of sile
This makes it easy to understand just
why ine package must communlate
quickly and effectively ... ata glne:

There was a time when the manu-
facturer marketing a product thought
of two things when It came to pack:
aging: His own manufacturing prob-
lems, and consumer sppeal.

Today, however, an equally impor
tant third consideration get: much of
his attention in any package develop
ment program . . . the ncods nf the
trade. Here, we leave fth. prims
package containing the product and
concern ourselves with ship;ing s
and cartons and thelr handi g

To be blunt, the consum: . messat
on the primary package i: wested if
the package does not get (¢ the shell
And so, with the increasingly ket
competition caused by 8,000 itcms vying
for exposure, and with the profit m®
gins of our customers shrinking, *¢
must recognize an obligation o
increase the efficlency of (helr OPﬂ';
tion wherever it Is affordable for W
do so. b

Amazing strides have been made . ;
packagers to effect labor saving®
our customers by eliminating, whe
ever possible, handling of the pac
in the carton, out of the carioh

(Continued on page 1)

Tur Macaront Jours

TR NPT U I P TID | 7 R I T [ AT ey

capacity:
16090 Ibs.
per hour

New BUHLER press has increased capacity

Macaroni manufacturers in the USA and
Il‘;uda are salisfied owners of more than
2 Buuu‘n Presses, Altogether, a total

ipproximately 1,000 BUHLER Presses
i in opertion throughout the world,

Only Buhler has these features: Here

: four rew developments which make

" Press an even more profitable
Tachine fi. you to own,

Only one ‘Aixer. BunLer Presses have
mjuw;_ | 'ge double shaft mixer with
m ve e’ into the extrusion clements.
@ne: ly inspect the mixture at any

time, r{o complex vacuum sealing system
is required for flour feed and mixer.

Positive Feed. This important new Bun-
LER innovation keeps a steady flow of
mixture moving through the vacuum
chamber into the extrusion clements, Tests
show this positive feed has increased press
capacity up to 20% without increasing the
auger speed. You can process dough as
soft or as hard as you wish,

Some owners report production consist-
ently exceeds 2,000 Ibs, per hour although
the presses are rated at 1,500 Ibs. per hour,

Extremaly efficient Vacuum. The prod-
uct is completely de-aerated in a vacuum
chamber located between mixer and cx-
trusion clements. Because the new design
virtually climinates leakage, the new Bun-

 LER Press needs only about 3§ the vacuum

Complete Macaroni Plants by

BUHLER

pumping capacity of other presses .., while
maintaining a higher vacuum.

New Screw Doser. This fourth BunLer
improvement consists of o dosing device
connected directly 1o a water metering
wheel. This guarantees that the mixing
ratio between flour and water remains
constant regardless of operating speed,

Can be installed on presen! Presses.
The new BuHLER Mixer, Positive Feed,
Vacuum System and Screw Doser are now
standard equipment on each new BuHLER
TPM Press, They are also available for
installation on your existing BuHLER Press,

If you would like to learn other ways
you can improve the quality of your prod-
ucts at the same time you are increasing
output and efficicncy of your plant, write
or call BUHLER today!

1) (0) vears
S

THE BUHLER CORPORATION, 8925 Wayzata Bivd., Minneapolis 26, Minn. Phone: Uberty 51401
BUHLER BROTHERS (Canada) LTD., 111 Quaen St. E., Toronto 1, Ontario. Phone: EMplre 2.2575

Sales Offices: NIW YORK GITY— 230 Park Avenve. Phone: MU 9.5446
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Packaging—
(Continued from page 12)

price marking, and placing it on the
shelf,

Today's packaging and shipping case
dimensions just don't happen. This Is
an area In which we at General Foods
are convinced there Is great oppor-
tunity for accomplishment, Our men

have gone into the field to study the

warehousing and handling problems of
our customers. Good cooperation from
these customers has enabled us to re-
design packages and shipping cases so
they palletize more efficiently and
thereby Improve our relations with
customers,

Throughout our industry, responsive
packagers are demonstrating, more and
more, their awareness of the intense
competition for and value of the shelf
space we all geek. For this reason, their
packages are being designed to fit on
standard gondola shelves in the super-
market, to stack well and fit into a
shipping container that opens easily
and palletizes efficiently.

Now, certainly not a new concept,
but one getting increased attention
these days Is compact packaging. Yet,
actually, as far back as the replace-
ment of the round quart milk bottle in
favor of the space-saving square bot-
tle or carton, we were all witnessing
the impact of compact pckaging. Once
again, the reason is the competition for
space: space in the home refrigerator,
display space in the supermarket case,
warehousing space, and so on. We
might consider that we deal with four
crowded communities which are pop-
ulated, not with people, but with groc-
erles, The supermarket, the warehouse,
the kitchen cupboard and the refrig-
erator are all over-populated. Some-
thing has to give—either the number
of items competing for space, the quan-
tity per Item, or the space occupied per
{tem. With this in mind, we have been
taking a look at every item we pack-
age.

Claims of Deception

Perhaps we should take a look at
clalms of deceptive packaeging prac-
tices, Packaging's purpose 1s to protect
the item that used to appear unwrap-
ped on the scale, and to identify the
product inside the package, In this lat-
ter area, if there are attempis to de-
celve, the packager is not being very
realistic, and they should be changed.

At the same time, we should recog-
nize and try to set straight the public's
lack of understanding of why there is
such a wide variely of package sizes
and shapes. In our tlme, convenience
features bullt into packaging to glve
added value, frequently result in pack-

1L

ages that may seem unusual in phys-
ical appearance.

Often, this Is because some people
tend to overlook packaging's role in
providing and protecting that extra,
the convenlence feature. For example,
shoppers have Indicated willingness to
pay a higher price for the convenlence
of products packed in pressurized
Aerosol-type cans, knowing they are
getting less product for the same
money. The convenlence of applica-
tion is what influences their decision
when the same product, clearly labeled
as {o content, Is displayed, side by side,
in the pressurized and unpressurized
container.

Most food manufacturers have first -

hand knowledge of the trials and trib-
ulations involved in the successful in-
troduction of a new product, The cost
of new product development, including
the packaging considerations, is becom-
ing astronomical. A truly new product
is hard to come by and many that come
out of the natlon's laboratories are the
outgrowth of developments which re-
quire particular attention be pald to
product protection. Freeze dried prod-
ucts, for example, are sensitive to ox-
ygen as are many other low moisture
products.

Certain fonus of instant potatoes re-
quire specinl packaging materials to
insure consistently high quality pro-
tection during distribution. As is often
the case, the technical paviknge require-
ments result in a form—in this case an
air-tight, gas-sealed pouch—that may
appear strange to the consumer., For
marketing considerations like effective
shelf stacking, good labellng, and so
on, these pouches are packaged in a
paperboard carton. Needless to say, the
box shape does not conform to that of
the pouch and, we would hope it is
also needless to say, no deception ls
intended or involved.

In the category of strictly conveni-
ence products, such as pudding mixes,
we sometimes hear reference made to
the odd welghts that appear on the
packages, This, too, is not an acci-
dent, and certainly is not deception.
These products are designed to produce
a certaln yleld. This bullt-in portion
control is still another example of a
plus for the busy housewife, For when
this busy housewife Is secking a quick
and easy-to-prepare dessert, such as
Jell-O pudding mixes, the package tells
us, quickly, the number of servings
provided by one package.

Yet, in providing such uniform yleld
of product as a service to the con-
sumer, we are faced with “odd net
weights” because of the slightly vary-
ing densitles of the product formula-
tlons, Four servings are provided by
the regular size Jell-O puddings, re-
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gardless of flavor, Yet, while the num.
ber and size of the portions is coastant,
the net welght varles; chocolate s foyr
ounces, vanilla is three-and-a-cuarier
ounces, and so on. These “mike-gp.
much” or “yleld" products mu:t fre.
quently come in odd weigh's and
should be viewed in the light in which
they are purchased. Once agoin, the
label should tell the consumer what
she seeks, the yleld!

Still another example is prominently
demonstrated in my own kitchen on
my wile's spice shelf. A quick sean
along the neat, orderly line-up of
spices will reveal net contents of not
only one, two, three and even five
ounces, but also one-half, one-quarter,
one and seven-eighths, and other so-
called off fractions—all in the same size
jars, The reason, of course, s th
spices are cof varying densities, and that
economies of package costs, as well »
attractive orderliness on the home
space shelfl as well as in the supermar.
ket are attained by use of a uniform

INDUSTRY PROGRESS

Domestic macaroni first appeared in this country
in the East about 1848,

Later two other factories started In the Middle-West,
the first about 1860 and the other about 1876. One authority
states that one factory had a possible dally capacity

package, I hope 1 will find agreement
that this situation is preferable to in-
sisting that each package be tallored
to fit, say, one-ounce multiples.

Packaging’s Purpose

Packaging's purpose Is to sell the
product at the point of purchase by
reaching nnd serving the shopper. And
its prime function s to protect the
quality of the product which no longer
is evaluated and purchased in its naked
form on the grocer’s scale.

Certalnly, we must agree that peck-
aging provides a two-way strect shared
by manufacturer and consumer. We all
know how short-lived would be any
product which, through any :!ight de
ception, won only a single ride in anf
shopper's basket, And, bowirg as we
do to the superior knowledge  { today's
and tomorrow’s consumer, wc must be
ready to win her repeat sales "y assist
ing her in making sound de islons o
the marketplace.

To continue as the best 13 peoplt
in the history of the world, we mut
make sure that our packar's exem
plify the advances of the pac 1ging I
dustry and serve, efficiently, the
nical product development, improve
ment and production advanc:s of o
own Industry.

New Packaged Mix

The House of Flavor has introd
a new convenience food, Schilling
packaged spaghettl sauce mix.
will be a three-cent price-off Tabel 5p¢
clal pack. In addition, dealers
two free packages with each s
purchased. Full-page, full-color ads
Ladles' Home Journal will also suP
the spaghettl sauce mix.

at that time of 25 barrels, but even as late as 1900 the entire
industry did not consume more than 500 barrels a day.

From this small beginning, production increased steadily
and today American plants produce over | billion
pounds of macaroni products annually.

King Midas Semolina is milled especially for ihose
who demand only the highest quality,

T
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The Role of Visual Research
in the European Marketing Revolution

by Edmund W. J. Faison, President, Visual Research International

Prosented before the joint meetings of the
European Sociely ol Marketing and the
World Association of Public Opinion Re-
search in Baden-Baden, Germany in Sep-
tember, 1961,

Packages Must Sell

I needn't tell you here today that a
marketing revolution is under way in
Europe, The European economy, in
general, is booming. More people have
more money to spend—and they are
ready and willing to spend it. And not
only have they more money o spend,
but they are more Interested in shop-
ping convenience,

The rapid rise of the self-service
store underlines the marketing changes

-taking place in Europe. This rise has

indeed been rapid—and recent. Be-
tween 1048 and 1957, the number of
sell-service stores rose from fewer than
200 to more than 15,000 in the 13 Or-
ganlzation for European Economic Co-
operatlon countries. The year 1058 saw
an increase of nearly 60 per cent, bring-
ing the total to 24,141, and as of the
first of January of 1960, there were
more than 36,000 self-service shops op-
erating in the 13 countries, according
to an OEEC publication.

What the total is today, I do not
know, However, an estimate of 50,000
would not seem to be out of line with
past growth, and it may be consider-
ably more than that. A 25,000 per cent
increase In self-service establishments
in 12 years really is rapid growth. And
there is no resson to doubt that the
growth will continue. The self-service
store is here to stay.

But, obviously, the self-service store
brings its own problems. The major ad-
vantage, so far as the retaller is con-
cerned, is a lowering of selling costs
resulting from the need for fewer sales
people, The goods on the shelves, now
more than ever, must sell themselves.

The design of the package is one of
the major factors determining which
products shall be carrled from the shelf
to the check-out counter,

The sales effectiveness of package
design can be determined by percep-
tual measurements.

New Sclence
Visual research Is a new sclence,
Experimentation in visual research
started in the early thirtles. These early
experiments were primarily on tech-
nicalities of seeing. One of the earliest
perceptual Instruments was tl:2 eye
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camera, Various designa of these pho-
tographed eye travel as the respondent
viewed a picture, an advertisement, a
newspaper page and the like, One of
the ploneers in this fleld was Dr, Her-
man Brandt who, in 1037, founded the
company which I now head.

These early experiments were the
foundation of the science of visuai re-
search, Additional experimentation, the
invention of specialized perceptual in-
struments, the development of a host
of research techniques brought the sci-
ence to the point today where it is of
inestimable practical use to marketers.

That is not to say that the body of
information—the science of visual re-
search—is complete. No sclence Is ever
complete, We are continually learning
and applying what we have learned to
practical problems.

More Than Design

One thing we have learned is that
the sales effectivencss of a package,
for example, is more than the design
itself, That is, a package might garner
ohs and ahs of appreclation for its
beautiful design, yet fail to help sell
the product.

Europe's designers do a magnificent
job—from the design standpoint. Thelr
counterparts across the North Atlantic
can learn a great deal from them in
design from product to advertising to
package.

Europe—I believe I can say without
{ear of contradiction from either side
of the Atlantic—is the leader in out-

door advertising, Its outdoor advertis.
ing generally is more imaginative and
memorable than that of the Unlted
States,

In package design, Europe has made
huge strides in the past few yearns
Spurred by the rapid development of
sell-service—the ralson d'etre of sell.
selling packages—Europe has develop.
ed packaging that in many respecls is
superior to that of the United States.

It Is superior because, generally, it
is more imaginative; European design.
ers, with a comparatively new field of
endeavor, are less bound by what has
been done before. And it's not only in
surface design that the European imag-
ination shows through. Package con-
struction is often more original ard the
variety of packages and shrpca is gieal-
er in Europe.

The primary weakness of European
packages is In psychological connola.
tions—the “image of the product" pro-
duced In the mind of the viewer by the
package design.

European marketers can benefit by
the experiences and techniques learned
by United States marketers In 50 years
of self-service selling. Today, about #5
per cent of all United States foud sales
are self-service. Nor is self-service con-
fined to food—even. In the supcrmar-
kets! Almost every consumer producl
markeled in the United Stales ‘s some-
where available In a self-servic. store.

Despite its comparatively l.ng ex-
perience in selt-service, Unite ' Stales
markelers have used perceptu’ meas
urements as an ald to selling only In
about the last decade.

Percepiual Measuremer

Why the recent Interest ir percep
tual measurements? A typlc: super
market stocks 6,000 to 10,000 ifferent
items. The visual competition f these
items is terrific.

In these marketing junglc. every
possible aid is required for p ‘d““‘g
to stand out from products E. ¢, D
and F.

Experience has shown us that there
are four key factors involved in a su®
cessful package, These are:

(1) Visibllity, Is the packoge easily
distinguished In the “visual compet
tion" of actual shelf display? e

(2) Content Communication. Does
package quickly signal the nature
its contents?

(3) Psychological Connotations. 9“';
the package have an image which

Tuz MACARONI JoURM:

consistent with the product marketing
sirategy?

(4) Function., Is the package easy to
open, to close, to store? Does it ade-
quately protect its contents?

The first factor—visibility—can be
lested by laboratory Instruments In-
cluding:

VAI Distance Meter—To measure the
distance at which a package or its de-
sign elements can be identified, pack-
sges are placed one at a time In the
meter and through a series of optical
reduction lenses made to appear to be
100 feet away. The packages are grad-
wlly made to appear closer until iden-
tification is made.

VAI Flash Mater or Tachistoscope—
(One element in determining a package's
visibility is the speed at which it can
be recognized. To test speed-of-recog-
nition, slides of a package are flashed
very quickly, say for one-one hun-
dredth of a second, then flashed over
and over again for progressively longer
periods untll the viewer can recog-
nize the package. This procedure is
continued until an interval of one sec-
ond is reached. Records are made of
the time required for identification of
major elements of the design as well
u of the package as a whole,

VRl Angular Refleciance Meter—A
package may stand out from among
competition it it is a different color,
tize, shape—or if it differs in reflect-
ance. Visibility brought out by “shine”
b tested In this instrument which en-
tbles different deslgns and materials
ﬁe compared at all angles of reflec-

VRl Threshold Ilumination Meter—
This instrument tests the readability of
typefaces by systematically blocking
out the amount of light falling on a
package, The less light required to read
2 word, the more legible it is, This in-
strument can coutrol and record light
wirlations whica differ by as little as
001th of & foot candle.

VAI Eye Movement Camara—In this
lechnique, the eye movemcnts of sub-
are photographically recnrded as
view a package ov display of pack-
et Thus §t can b: determined what
o ls of a dusiga first catch atten-
0, and what el:mimts hold attention,
with thls, tie subject’s com-

:‘n'-l are sometimes recorded to glve
““l;. for example, whether a pause of
h“‘m is due to interest or confu-

VAL Angle Meter—Since most pack-
:‘“'ﬂﬁl‘ltmnmmle—-u by
Rk pushing a cart down a super-

t alsle—the angle at which a
'h"h“.ﬂn be recognized is a factor
Vislbllity, This calibrated meter al-
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lows a package to be systematically
rotated and measurements made of the
range of angles at which major copy
and logotypes can be identified.

VRI Coler-Form Meter — Systematic
“blurring” of a package, as seen
through the viewer, measures the
"strength” of a design, Highly contrast-
ing colors and definite shapes retain
their visual identity better than com-
plicated or “delicate” designs. With the
color-form meter, these differences in
design strength can be systematically
quantified.

VRI Apparent-Size Meter— Of two
packages of Identical slze and shape,
one may appear larger because of de-
sign elements, This meter works on a
principle similar to the depth percep-
tion machines used by the Air Force
to test pilots. Each subject is required
to move the package, via a movable
platform in a darkened tunnel, until it
appears to line up with a standard. A
blgger-looking package will be posi-
tioned further from the subject than
a smaller-looking one.

VRI Design Dominance Meter —In
this Instrument, alternative designs are
placed so that the viewer sees one with
one eye, the other design with the
other eye. The two designs are super-
imposed by the viewer's vision. In this,
the more dominant deslign will “ap-
pear” to the viewer. Alternating the
positions of the packages eliminates
"dominance"” caused by the relative
strength of the viewer’s eyes.

Laboratory instruments, however, are
not the only means of testing visibility
of packege design. These instruments
measure visibllity and legibility of in-
dlvidual designs and design elements.
The Instruments can tell you, for ex-
ample, that the brand name of prod-
uct A can be read at 92 feet, giving it
that advantage over competitive prod-
uct B which can be read at only 50
feet.

Supermarket Shelf

Useful as this information might be,
tha research techniques do not dupli-
cate the supermarket shelf — where
hundreds of packages compete, “Porta-
ble" research techniques which get
around this difficulty include the use
of films of supermarket sections taken
at a “walking pace.” These films, for
example, show package design X in
one version, alternative design Y in an-
other version. Viewers of these films
are asked to recall what they have
seen, If package Y is more frequently
recalled from its film than X is from
anqther film, obviously Y is easler to
see and remember than its rival.

Vauriations of this technique Include
the use of quickly flashed color slides
showing different arrangements of
packages,

Other tests of visibility include find-
time in which the product name is
buried in a shopping list and the re-
spondent timed on how long it takes to
find a particular item. Other respond-
ents, of course, are timed on alternate
package deslgns or competitive designs,
Cameras or one-way glass can be used
to record or observe shopper action at
product displays.

Careful research techniques avoid, or
compensate for, bias produced by the
gulnea plg effect—the distortlon caused
by people knowing that they are par-
ticipating In research,

But we have developed a package
design test which not only has no
known possibility of blas, but is inex-
pensive and easy to administer—TP1l tell
you about that a little later,

More Diagnosis

To continue with what we might call
“diagnostic” tests . , .

An spparently obvious requirement
for an effectlve package is that it quick-
ly communicate the nature of its con-
tents. But even some very knowing
marketers have slipped on this one, An
example Is the cake flour package
which 84 per cent of the housewives in
a test thought contalned a cake mix,
Another example is the four-roll pack
of toilet tissue which can be thought
to contain two rolls of paper towels,

Determining how well a package de-
sign communicates the nature of its
contents is quite easy research. We can
simply flash color slides of the pack-
age—or briefly expose the package It-
self—to respondents and ask what it
contains,

The cure for packages which do not
communicate can range from the sim-
ple device of packaging tollet tissue in
see-through packaging to a complete
package redesign.

The psychological connotations of a
design are determined in a number of
ways., Group interviews, with perhaps
half a dozen persons in each group,
bring forth free-flowing comments
about designs displayed. These inter-
views rarely bring definitive answers
to packaging problems, but they do
provide valuable clues on package pref-
erences and expectations which can be
explored in more tightly controlled re-
search.

A useful technique is a simple check
off test. Respondents view, for exam-
ple, a number of packages in a prod-
uct calegory. They are then asked to
check which brand i3 the “best buy,”
perhaps, and the “most expensive”
“best tasting,” “most convenlent” and
“moat appetizing.”

The semantic differential test re-
quires respondents to rate package de-

(Continued on page 20)
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WHERE TOP
PERFORMANCE
COUNTS

YOU CAN COUNT ON COMMANDER-LARABEE!

At Commander Larabee, it's teamwork that turns out top
quality durum products. Yes . .. a combination of milling
skills add up the points to make Commander Larabee the
nation’s top scorer in the durum league. From grain selec-
tion, milling and formula blending to precision lab control
and fast-swing shipping . . . Commander Larabee’s milling
team scores mighty high with the nation’s macaroni
makers, Next time, why not put Commander Larabee's
winning team to work for your macaroni fans.
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Visual Research—
(Continued from page 17)

signs by degrees of opinion between
paired opposites —“very modern” to
“yery old-fashioned,” for example. A
variation of this is our Pictorial Se-
mantic Differential Test in which small
color photos of packages are plastic
laminated and mounted on flannel
The respondent is handed a 12 by 16
inch flannel covered board with a “best
or most” designation at the left, a
‘“worst or least” at the right. Then she
is glven the jumbled set of pictures
and asked to rank the pictures on, per-
haps, “most preferred by men.” “best
for famlily meals” and so on.

These tests, and a multitude of
others, determine the “image” produced
by & design in the mind of the con-
sumer.

Function

Functlon, the fourth key factor in
successful packaging involves not only
the obvious requirement that a pack-
age contain and protect its contents,
but that it be easy to use in the home.
Packages must be checked, for exam-
ple, for clarity of opening instructlons
and ease of opening, for convenient re-
closure, if reclosing is necessary, for
slipperiness if the package is likely to
be handled with wet hands, Again,
some products go to the dining table
in the original container, Is the con-
tainer appropriate for this purpose?

To uncover possible sore points in
package functlon, test packages are
placed in homes for ordinary use, then
the respondents are interviewed. Or,
observers, seen or unseen, check on the
way the housewife actually opens—or
attempts to open—a package, pour
from it, ete,

In the foregoing, I have by no means
tried to glve a short course in design
research—simply to sample fechniques
used o get valid information pertain-
ing to the four key factors:

(1) Visibility

(2) Content Communication
(3) Psychological Connotations
(4) Function

Cash Register Test

Earller, I promised to tell you about
a package test—an over-all test—which
not only has no known possibility of
bias, but is inexpensive and easy to
administer.

This is the cash register test, or, more
formally, “The VRI Accelerated Store
Audit”

Store audits have been used for years
as a means of testing the sales effec-
tiveness of alternate packages. Usually,
the procedure called for one package
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offered for regular sale in one group
of stores, another package in another—
matched — group of stores. Tabs were
kept on purchases,

There are major weaknesses to this,
however. The time involved could run
to weeks for fairly fast moving prod-
ucts to months for slow moving prod-
ucts. Also, there were no controls for
out of stock conditions. Also, precise
matching of the stores was very dif-
ficult and time-consuming, requiring
pre-audits,

The VRI Accelerated Store Audit can
be conducted in a few days—even for
normally slow-moving products—and it
is rigorously controlled. Furthermore,
the test can be conducted with experi-
mental, handmade packages.

This is how it works.

Let's say that six stores are to be
used and three package variations—the
present and two proposed new designs
~—for a cake mix. Coupons worth, say,
10 cent off on any cake mix are pre-
sented at the store entrance to all in-
coming shoppers who use cake mixes,

The test packages are systematically
rotated by time of display and by store
and counts kept of purchases, by brand,
of cake mixes,

By means of the analysis of variance,
a statistical technique which enables
us' to measure the importance of the
different variables (time periods, stores
and the three test designs), we can de-
termine the significance of differences
in sales results, Loyt £

Note that the coupon encourages
sales of the product category without
glving an advantage to any brand. The
presence of an Interviewer at the en-
trance plus one stationed at the prod-
uct section ensures accurate tabulations
of sales plus preventing any distortion
caused by out of stock conditions,

Too, this test can be conducted with
test package mock-ups—saving the cost
of printing test packages. In this case,
the Interviewer intercepts the purchas-
er and replaces the test package with a
standard packsge.

To Burvive

In all this, I've emphasized the test-
ing of package designs, The application
of perceptual measurements to pack-
age design is a very important use of
the techniques—and I also find it easler
to describe how we use these tech-
niques if I hew to one line. :

Most of these techniques, however,
are applicable to any form of visual
communications, The store test which
I just described can be used to differ-
entlate among different types-of dis-
plays, among point of purchase promo-

tional materials. various selling phrages
or appeals, and the like.

With simple adjustments of our in.
struments, we can, for example, tell
you at how many hundreds of feet an
outdoor advertising slogan s readable,
Again, movies of outdoor advertising
locations can uncover which of several
posters are more memorable,

Just how important is this researcht
Good design salesmanship means more
sales—and more profits, The trial-and.
error method of deciding on packages
is not only slow, but dangerous. Sound
research is the least expensive in the
long run.,

Lest you think me partisan—which
I am—let me cite from an American
Management Association publication;

“A recent survey indicates , ., that

only 38 per cent of the (U.8.) com-

panies queried market-test thelr
new packages regularly and that
these companles consistently show

a sales gain double the average for

packaged goods.”

Competition is rough for the con-
sumer dollar—and the more consumer
dollars there are, the rougher the com-
petition.

The: rapld rise of the self-service store
will bring with it intensified competi-
tion in packaged goods. And intensified
competition brings rapld changes. The
advent of new products or new deslgns
changes the product competitive ple-
ture,

These changes can be so rapld that
our United States company Is offering
a contract service which provides for
key-factor package evolution every six
months,

Rice-A-Roni Roundup

Ten television shows each week are
selling Rice-A-Ronl, says trade paper
advertising. Shows !aclude Don Mor-
row on “Camouflage,” Jack Narz on
“Seven Keys” Jack Balley with
“Queen for a Day,” Johnny Carson 00
“Who Do You Trust?”, Dick Clark on
the “American Bandstand.”

dro, Californla,
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NEW AUTOMATIC
CMC WITH SCALES

This latest CMC Carton Filling and
Sealing Machine with four net
weighing scales handles every type
of free-flowing product not suitable
for volumetric filling.

Pretested in Europe it is of simple
design and gives certainty of opera-
tion at all times.

Besides net weight weighing, the
machine can be made for volumet-
ric and auger filling. For net weigh-
Ing either two or four scales can be
supplied,

For further details write or call,
Telephone: Newcastle 1-8000

CLYBOURN MACHINE CORPORATION

i 647% N Avondale Avenue. Chicago 31, lllinois

Dependable Equipment for the Packaging Industry
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Billy Heller

reprinted with permission from DuPont’'s 'Packages and People”

Today over 440 million pounds of
cellophane are used to package and
sell our nation's consumer products,
and almost one-third of it is printed
and converted into bags, tubes and
pouches or laminated to itself or other
materials in forms that can often do
the job of board, metal or glass.

Printing on moisture-proof cello-
phane is frequently regarded by the
average person as a simple process be-
cause it is done so beautifully on a bril-
liant transparent surface. But three de-
cades ago it was a monumental prob-
lem to put ink on a molsture-proof sur-
face; then to dry It rapidly; and finally
to make it “stay put.”

An equally major problem was to
make bags and tubes automatically from
molsture-proof cellophane which resist-
ed all known glues and performed like
a temperamental prima donna on bag-
making equipment built to handle pa-
per.

So the search began for new inks,
glues and equipment, calling for inven-
tion, brains and investment on the part
of converters,

Roll-io-Sheet Printing

Tom Dolan of Dobeckmun, Max and
Billy Heller of Milprint, and Bert Mar-
tin of Shellmar (now Flexible Packag-
ing Division of Continental Can Com-
pany) are names of the determined and
ingenious individuals who will go down
in packsging annals. Bert Martin and
the Hellers are generally credited with
perfecting the difficult job of roll-to-

22 -

el ap it sl s

Tom Delan

sheet printing of moisture-proot cello-
phane with letterpress equipment. The
rolls after printing were rewound with
an interleaving sheet o aid drying and
were then sheeted and packaged for
manufacturers' use, Tom Dolan led the
way for, machine manufacturing of
clgar tubes and satchel bottom bags
over 30 years ago. Without this break-
through bags might still be made la-
boriously by hand from dle-cut:sheets.

And could they selll Cellophane at
that time was $2.65 per pound. Super-
impose a printing and bag-making fee
on top of that, and you had a purchas-
ing agent's nightmare, particularly in
the depths of the depression in the ear-
ly 1030's. But cellophane had the ma-
gic touch. It was transparent and It
moved goods out of retall stores when
many other devices, including cut
prices, proved ineffective.

Major Breakihrough

In 1033, not long after molsture-proof
cellophane was invented by Du Pont,
the cellophane converting industry to-
talled 13 firms, all having the modest
beginnings of the typleal small busi-
nessman.

In the middle thirties, one-fifth of all
cellophane used was in converted form
—for candy, cookles, bacon, bread, to-
bacco and many other products,

Then roll-to-roll continuous printing
was launched by Shellmar, a notable
milestone in quality printing using spe-
cial inks for both gravure and letter-
press work. This was a major break-

s e o S

Bert Martin

through for it made available printed
roll stock, a type of put-up absolutely
necessary for widespread use of print-
ed cellophane on automatic packnging
machines,

Growth and Then the War

By 1040, the activity of converters in
roll-to-roll printing on improved cquip-
ment; the development of high-speed
wrapping equipment by the packnging
machinery manufacturers; and the In-
troduction by Du Pont of new an‘ im-
proved cellophanes for better machin-
ability, all combined to develop cello-
phane from a lusty infant into a frow-
ing glant,

By this time, the total numl ¢ of
converters In this new and prog: ssive
field of packaging had grown to ") As
self-service merchandising and per
markets, calling for more and etler
packoging, entered the scene, ! ° in-
fant converting industry once :gain
entered a new phase In its grow

Then World War 11 came alori , ¢
stricting  cellophane usage 'to 00ds
drugs, tobacco and ordnance pe-kog
ing. The expansion of cellophati into
markets other than these ceased. Sup-
plies of wood pulp and chemicals were
limited and avallable stocks werc allo-
cated. Even the need to continue mant
facturing cellophane was questioned-
Undaunted, the converting industry
turned to developing new, highly func-
tional cellophane constructions, an
leading converiers began to product

(Continued on page 24)
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More EYBA[I]NBEII in the package!
More Taste-Appeal on the table!

S —————————

On the grocer's shelf they reach for it first...at home they
go for it most — if it's macaroni or spaghetti made from
quality semolina and durum flours milled at the North
Dakota Mill and Elevator from 100% durum wheat.

Grown and milled In the heart of the world's greatest durum areo

i
Il AND ELEVATOR

Floar Milling Divirion Grand Forks, Norik Daksla

LLL
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Pioneer Converters—
IConhmued froam page 220
lamunations of films, waxes and scnm
to protect maltiny pants arms and sup-
plies aganst rust and cortoswon. Con
verters even made poson o
tive capes for the armud forces Thoan
these lumumations, but then use wis
never regquired for gas protection: They
died serve, however, many purposes; o=
protective covers and as fox hole liners
Functional and  protective packaging
touk on new amportanee after the war,
Hopad masture vapor transmission tests
eatabhished new ermera which all films
had 1o meet I was oo loneer cnough
o produce o medsture-proot wrapper.

N, 1t wis how moisture-proof

The lammation and voating activity
spawned  durmg  wartime,  continued
nte peacetime as improved  protection
was demanded by mote and more pack-
agers, That wias really the hegimmng
of u serivs of developments i film: and
converting techmiques. imcludimg coat-
ings and  lammations  mvelvme hun-
dreds  of  combinations  for hterally
thousands ol new uses

There were 70 nexible film convert-
vis by HHT Sinee then this number his
meredsed  matenally - New  tvpes of
films and other Qexible matenals have
widened the seopn F converter achivity
until now the andustey ean devise o
puckige for practieally any produdt
sov sier, pckles e hguid, citsup, proe
duee, o nots and bolts These pack
apes provide the necessiny prodectien
s owell as the solling impetus which
packages nevd e todinn s selb-senvacs
stores, They e the pesult o comidun

s protess

g manubecturme skills with oxpen?
packape desen

Du Pont s adwan - conesntiated on
Phee matudictuee and smprovems nt o &
wide varnty of filmes saited b pack
agers’ needs Convertimg . processes

niodern installations for
niodern macaroni plants

Qur Technical Dffice is at your disposal to study and te solve your problems.

AVYOID BUILDING COST!!

of .ew premises. Renew instead your equipment. Only half of the space is required with
the New Automatic Dryers.

FTIPA TG,

the skilled hands of Du Pont Author-  comes  president  of - Canadian
1zed Converters have grown n specd,  Products Limited
quality and  versaulity. Working  to- A native of  Uniontown, I
gether—Converter and  film manufac-  vant, Mo Sauers began e
turer — have produced o packaging reve  with the imvestment bankmge
lution thit has brought  sigmificont Swart-Hrent & Company, Pt
benetit- 1o packagers and consumers  Pennsylvanie He goaned the -
ke of Natwonal Biscunt Company v
wherd he continued until gessun
. responsthility as distrel mana
New President at Ameriean Home Foods in 1944
American Home Foods At Amencan Home Foods, M
L J Sauers has been nomed presis vrs hits been suceessively diste
dent o) Ametean Honwe Foods Dive manager, vice presudent fo
ot of Ametwenn Home Produets Cor- Viee president for - marketine
poration awosding o William F o La- beang named executive viee |
et president of - American Hom last vt
Produets Mi Sauers 1= o membeer of 1
Mi Sauers whe has been exeeutive ! Direetors of the Groeery 3
viee president o Amenean Home  Tutens ol Amerieis
Foods s September of 1960 also e

Ll x ¥ ¥ " %
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Automatic Lines for Long Goods. Entrance of Products showing automatic spreader.

L
At the Packaging Machinery Institute Show T picture shows our new automatic “GPL’’ Line for all types of long macaroni products.

67 nes of this typc are alrcady in operation in 16 different countries.

0 MAN PER SHIFT: 22,000 Ibs. daily of dry products, ready for packing. Similar Lines
o1 available for Twisted and Short Cut Goods.

St your inquiries to:

- . Y Wy

Lehara Corporation, 60 East 42nd St., New York 17, N.Y.

4. Dott. Ingg. M., G.
BAIBANTI & C.

lf#ho-Largo Toscanini, |
e Teletom 79 239D 4, 8

) T 190301 794800
~mht ‘
Sam Palozzolo of Viisun Macarom Company tokes a look ot the Donald Thom of Triangle scales o ladder to demonstrate ©* "e'3"
Trangle Gautiert 1ong goowds pack aging machine Triangle recently ol @ machime that gutomaticolly makes bags, weight e

acquired the west coast deselopment

closes short cut products
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Seven Keys to a Strong Consumer Franchis»
by James O. Peckham, A. C. Nielsen Company

at the Grocery Manufacturers of America Annual Meeting

HILE I've called this talk “Seven

Keya to a Strong Consumer
Franchise" I'd like to emphasize that
there are probably a great many more
than seven kevs and, furthermore, that
I'm not at all sure that the particular
ones I have selected are necessarily
the most important. Let's say that here
are seven keys that you might find it
worthwhile to consider in connection
with your efforts in building a strong
consumer franchise on your brands. It
may well be that you are already bus-
ily engaged In turning most, if not all,
of these keys in the well-oiled locks
of your respective marketing doors,

Key No, 1: Keep Your Product Up
1o Date—a liitle ahoad of the times if
possible, Back about 10 years ago we
set up n group of recently developed
products with what Paul Willis and
others like to refer to as “built-In chet
and maid service,” and which we
usually characterize by the term “con-
venience type products.” These Includ-
ed such products as instant coffee,
frozen orange concentrate, cake mixes,
ete.—products which have had a re-
markable growth over the past 10
years and have now resumed more nor-
mal trends as they have taken thelr
place as part and parcel of the con-
sumer's everyday purchases. In other
words, yesterday's convenience prod-
ucts have become today's necessities.

Brand New Group

In the meantime, an additional group
of convenience products has come on
the market—products such as instant
tea, instant potatoes. liquid houschold
cleaners, aerosol products of varlous
kinds such as window cleaners, alr
fresheners and furniture polish, dessert
toppings, instant drinks, dispenser-
packed prefolded napkins, sandwich
bags, and so on. The extent to which
these additional convenience type prod-
_ucts are meeting the consumer's favor
and thus producing sales and profits
for manufacturer and distributor alike,
based on the composite trend of nine
convenlence product classifications,
shows a two-year sales increase of 55
per cent between 1950 and 1961—al-
most seven times the increase for groc-

ery store sales as a whole.
It seems to me that one common
feature of these convenience type prod-
ucts is their relative newness or uni-

%qu:nus—lhe fact that they are sirictly
6

up to date. They save time and work,
and the consumer continues to value
them highly, as you can see, This par-
ticular desire of the consumer for
something really new is not confined
to convenlence type products but alio
exists on new and Improved brands
generally, Based on a composite trend
of 18 new and/or improved brands
marketed nationally in 1858 or before,
we see that consumer purchases of
these new brands are up 51 per cent
in the two-year period since 1850, If
we examine the individual brands mak-
ing up this fine sales trend, we find
that they all had something really new
to strike the consumer’s fancy—a con-
sumer plus readily demonstrable to the
user, Fifteen of the 18 candidates were
entirely new brands; three represented
improvement of established brands.

New Business

One objection to new brands frequent-
ly voiced by the irade is that these
new bran-s merely take business away
from established products and hence
do not result in any plus business.
Nothing could be further from the
truth, The four-year sales trend of 32
product groups which did not have
the benefit of successful new brand
introduction as compared with that of
12 product groups where dynamic new
and improved brands had been intro-
duced shows the rate of sales galn
practically doubled for the new items
—from 18.5 per cent {o 35 per cent.

The rewards of keeplng one's brand
and product up to date are obvlous,
The penalty for failing to do so is
equally obvious, Over the 15-year peri-
od from 1846 to 1961, 12 of the leading
brands in 34 food product classifica-
tlons—one-third of the total—lost lead-
ership and were replaced by 12 new
leaders. Eight of the 12 former leaders
were challenged by a new or radically
improved competitive brand having a
demonstrable advantage to the con-
sumer, After carefully analyzing the
sltuation, I do not believe that any of
these eight brands could have possibly
maintained its sales position, no mat-
ter what the manufacturer had done
in adverlising or promotion, unless he
had promptly equaled or bettered the
competitive pruduct improvement. It
is a cardinal fact that a consumer fran-
chise will not protect a brand against
a well -advertised technical break-
through of competition, Four of the

losers lost out mainly becau.c they
allowed compeltition to out-advertise
and out-merchandise them,

Timing I» Vital
Timing is of vital importance in
keeping a product up to date, Some five
years ago we compiled a box score of
13 pioneers in launching a new or rad-
leally Improved product. Of the 13
cases, the first follower achieved, on
the average, only 51 per cent of the
volume attained by the ploneer after a
minimum of three years; the sccond

follower only 25 per cent.

I thought it might be interesting to
repeat this study under today's condi.
tions with an entirely new list of
brands and hence I compiled another
composite box score, this time involy-
ing 14 successful brands. Strangely
enough, this came out almost identical-
ly to the preceding study, with that
first follower or “me-too” brand attain-
ing only 47 per cent of the originator’s
volume and second follower 28 per

cent,
]

Key No. 2: Fish Where the Fish Anl
Some 12 per cent of the stores control
from two-thirds to three-quarters of
the business, depending on the specific
commodity being considered. Our Sta-
tistical Research Department's up-dat-
ing of the 1058 Census of Retail Dis-
tribution, thus producing an r:timale
for 1960, shows that chalns an‘! super
independents—some 11.8 per -ent of
the stores or about 37,000 out' ts—ac
count for almost 71 per cen: of the
business,

While this fact has been wc’
nized for years, we still find ¢
able evidence that these ke:
are nol getting a proportion:
of the selling effort. Perhaps ccaust
these chain and independer super
stores are difficult and in sor @ c8ses
even Impossible to work at t ¢ store
level, it frequently happens that un
due attention Is given to the [oss-pro-
ductive stores further down tl line—
those in the large independent
sometimes even in the medium 8

Tecog:
nsider-
outlels

share

small independent groups. On the av- B

crage, even the medium  Independent
stores (annual volume $50,000,000 0
$100.0%,000) represent only UHE"‘;
teenth of the potentlal of the cha
outlet and only one-tenth of the Pl';
tentlal of the super large Independen
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Miketing plans as well as personal
sales cffort must take this situation
Into account. Unless the marketing
plan can be Intelligently applied by
thesc large outlets at the store level its
overi:l effectiveness will be severely
dimirished, to say the least.

The Problem of Calls

This problem of calls made at the
slore level by manufacturer salesmen
has interested me for some time, so
much so that we recently attempted to
get some information on this subject.
Our field staff of more than 300 men
are in the food stores comprising the
Nielsen Food Index cross-section more
than six months out of each year and
as a result have developed a rather
intimale knowledge of what goes on
in each retail outlet. We asked them
this questlon:

“Based on your experience and
knowledge of this store, would you say
that salesmen of these or similar large
companies (and here we named 11
large ones) generally sell to or make
merchandising calls on this store (must
be at store level in case of chains—
not headquarters)?”

Before I give you the results, let
me point out that we are asking the
Nlelsen fleldman for his epinlon, not
for & physical count of merchandise.
His opinfon can be faulty, but it is an
Informed opinion and an impartiel one
as well,

By and large the salesmen are cer-
talnly fishing in the most likely look-
ing spots, but they seem to be over-
locking some of the best ones (chain
policy is, of course, one faclor here)
oind in some cases, may be spending
loo much time among the small fry. 1
say ih's hecnpse for most of the larger
krocer manufacturers, 70 per cent of
the b siness can be covered by the
chainc and super independents alone.
Addir  the large stores gets us up to
8 pe cent of the business for most
comp. ies, which would suggest that
all of the medium and small stores
could e better covered by regular,
volun' ry chain or co-op retaller-
OWnec ‘vholesalers alone,

Discount Stores

No iscussion of the imporlance of
relail cutlets would be complete with-
out scine mention of “discount stores”
~the supermarkets of the general mer-
thmda:ee fleld. More and more of these
Blgantic retail outlets are including
frocery store departments ns part of
€ir operations and serious concern
been evidenced in some quarters
o0 the effect they may have on sales

of the traditional Brocery store.
We are watching them carefully and
'_ff_ltlemptlng to compile a master list
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from which we will more thoroughly
Iinvestigate a cross-section o evaluate
their impact on established traditional
outlets, In the meantime, however, we
have just completed a pilot survey
which gives us an opportunity to make
a rough preliminary estimate of their
importance in the sale of grocery prod-
ucts,

Our pilot survey covered m widely
dispersed sample of 152 discount stores
all over the country. After eliminating
discount stores of less than 20,000
square feet, we found that 27 per cent
had what we would call reasonably
complete grocery store stocks, Apply-
ing this figure to the highest estimate
of the number of discount houses we've
yet seen—2500 outlets—results in a
figure of 675 discount stores with groc-
ery depariments, Assuming that each
department does as well as a chain su-
permarket—a liberal assumption since
stocks in many of these stores are not
complete — glves us an estimate of
$742,000,000 for grocery department
sales, or about 1.5 per cent of $51,000,-
000,000 grocery-combination sales.

We can arrive at this estimate in an-
other way, Out of 6.6 million square
feet surveyed, we found 380,000 squire
feet or 5.7 per cent devoted to the saie
of food store products, Applying thik
to the trade estimate of $5,000,000,000
annually for total discount house vol-
ume gives us $285,000,000 for grocery
department sales, or about .6 of one
per cent. If grocery department space
was twice as productive per square
foot &s the average, sales would
amount to 1.2 per cent,

We will refine this in subsequent
surveys, but at present it would appear
that this type of operation Is probably
between one per cent and 1.5 per cent
of grocery-combination sales. Further-
more, much of this volume is in leased
operations run by traditional food store
operators and hence is properly includ-
ed as grocery-combinatlon store busi-
ness anyway.

L

We now come to a very Important
key, Key No. 3: Establish Your Adver.
tising Budget in Terms of the Job 1o
Be Done. It is normal procedure for
manufacturers to think of their adver-
tising budget in terms of a certain per-
centage or per case allowance based
on expected consumer sales, Potential-
ly profitable advertising lo sales ra-
tlos have to be considered, of course,
but substantial investment spending
must also take place if we are to bulld
and malntain a consumer franchise on
new products. Even on established
products Nielsen Retall Index evi-
dence suggests that a brand's competi-
tive position may require spending

U T bt gy g s

more advertising money in some terri-
tories than in others; competitive pro-
motions or increased advertising on the
part of competition may dictate the
wisdom of changing previously estab-
lished advertising-to-sales ratios.

Earlier I mentloned some of the fac-
tors contributing to the loss of leader-
ship by the 12 brands out of the 34
that lost out over the past 10 years.
While eight of these brands lost out
because of competing product develop-
meats which they did not meet, the
remaining four losers lost out to brands
already on the market largely, we feel,
because they did not maintain a share
of advertising pressure consistent with
sales position,

How to Maintain Position

So much for those brands that lost
out in the competitive race. How about
those that continued to lead the pa-
rade after 15 years had elapsed? We
found that 13 of the 22, or 60 per cent
of the brand leaders, maintained a
share of advertising greater than share
of sales in both 1046 and 1961. While
the share of 1946 advertising was less
than share of 1946 sales for another 18
per cent of the brand leaders, it was
sharply increased through 1861, in fact
almost doubled. In only 18 per cent of
the cases was the original high adver-
tising share allowed to fall, and in
only four per cent was it lower
throughout,

Further evidence showing the impor-
tance of relative advertising pressure
to relative sales illustrates the long-
term share trends over a 15-year peri-
od—per cent of sales versus per cent of
advertising—for a brand in a commod-
ity group which has had a minimum of
consumer price offers to contend with,
The client's 28 per cent share of ad-
verlising was somewhat greater than
its 24 per cent share of sales during
1046 and 1047. Duilng 1048 share of
advertising was allowed to fall from
27.9 per cent {o 22.8 per cent, with no
measurable result in share of sales.
Some fundamental change in policy
elther for this brand or its competition
resulted in a very sharp decline in ad-
vertising during 1049, to o point where
it represented only 8.7 per cent of to-
tal advertising. It is interesting to note
that agaln share of sales was not par-
ticularly nffected. A continuation of
this sharply curtailed advertising In
1850, however, did show some loss in
competitive sales position. with the
brand declining from 25.1 per cent of
the market in 1040 1o 22.7 per cent in
1950.

This decline apparently caused a re-
versal In advertising policy with the
result that advertising pressure was in-

(Continued on page 30)
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FOR YOU

ADVANCED TECHNOLOGICAL IMPROVEMEN$

Save Space — Increase Production
Improve Quality

* NEW " 0rce reeore

improves quality and increases production of long goods,
short goods and sheet forming continuous presses.

3 STICK 1500 POUND
« » NEW LOMG GOODS SPREADER

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

N Ew 1500 POUND PRESSES
AND DRYERS LINES

now in operation in a number of macaroni-noodle plants,
they occupy slightly more space than 1000 pound lines.

These presses and dryers
are now giving excellent

results in these plant:

% Patent Pending
% % Patented

Amdrelte

MACHINERY CORF.
156 Sixth Street

Brooklyn 15, New York

YR Lk ISR

MODEL BAFS — 1500 Pound Long Goods Continuous Spreeder
28 Tue MACARON] JOURNAL

CONTINUOUS
PRESSES

v SUP

SHORT CUT MACARONI PRESSES

Model BSCP — 1500 pounds capacity per hour
Model DSCP — 1000 pounds capacity per hour
Model SACP — 600 pounds capocity per hour

Model LACP — 300 pounds capacity per hour

LONG MACARONI SPREADER PRESSES

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

(OMBINATION PRESSES

Short Cut — Sheet Former
Short Cut — Spreader

Three ‘Yay Combination

x

Qt ALITY w— wm— e e A controlled dough as soft as desired to enhance texture and
appearance.

PR ) DU CT I o N — o Positive screw feed without any possibility of webbing makes

for positive screw delivery for production beyond rated
capacities,

co qTROLs = === = S0 fine — so positive that presses run indefinitely without

odjustments.

Model BSCP

SA IITA RY — = - Eosy to cleon and to remove attractive birdseyed stainless

steel housing mounted on rugged structural steel frame.

Ambretle

MACHINERY CORP.

PLANT
15656 Sinth Street
155-147 Saventh Street
Brockizn 15, New York
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Seven Keys—
(Continued from page 27)

crensed to a point where it represented
16.8 per cent of the advertising; ob-
serve that the brand continued to fall
off in share of market to 20.8 per cent.
Two more years of sharply curtailed
advertising followed in 1852 and 1053
and the brand continued to decline fur-
ther, to 19 per cent of the market in
1952 and 1.7 per cent in 1853.

During 1054 advertising was sharply
increased to a point where it exceeded
share of salez for the first time since
1047 and, while the competitive sales
position did not increase, the decline
of .7 of a point was smaller than it
had been for any of the preceding four
years. Again share of advertising was
allowed to decline and again the brand
started downward, although at a much
slower rate, ending up at 16.2 per cent
in 10586.

Starting with 1857, adverlising was
increased to a point where lts share
was considerably greater than share
of sales; this situation was consistently
malintained through 1060. Observe that
the brand's share of market increased
from 162 per cent in 1956 to 19.3 per
cent In 1960,

1t is of course most difficult to state
with any degree of certainty what
might have heppened if the client had
maintained his share of advertlsing be-
tween 1348 and 1956. It seems to me,
however, that both this study and the
previously detailed report covering 34
brands over a 15-year period offer rath-
er strong presumptive evidence that:

Keep Ahead

“Assuming that you keep your prod-
uct (and its resulting advertising ap-
peals) strictly up to date—and this is
an essentlal and most important as-
sumption—the best insurance of slay-
ing on top Is to consistently maintain
your share of advertising at a point
somewhat ahead of your share of sales.”

If we can accept this experience as
representative, therefore, competitors’
advertising must be taken into account
in setting the advertising budget if a
sound and healthy consumer franchise
is to be maintained.

Two or three further points affecting
long-term share trends: One of these
is that temporary or short-term reduc-
tions In share of advertising seem to
have little immediate effect on sales
position.

The other is that temporary or short-
term increases in advertising pressure,
even where these increases cover an
entire year, are generally not sufficient
to materially improve the sales share
trend, Both reductions and Increases

must be sustained. Consistent long-
term effort appears to be the answer.

Budgets for New Brands

How about the advertising budget
and new brands?

The share of sales aitained by each
of nine successful new brands in a
particular product classification after
three years has been contrasted with
each brand's three-year advertising in-
vestment. We consider all of these
brands to have been successful in that
they were able to pretty well hold an
established market share, even at mod-
est levels, Unsuccessful brands are not
included in this analysis,

Brand A was first with an unusual
product appeal —a most happy com-
bination —and achleved a substantial
share of market with relatively modest
advertising expenditures. Brands G, H,
and 1 were to some extent Johnny-
come-lately “me-too's” and hence re-
quired relatively large advertising ex-
penditures for relatively modest mar-
ket shares, Brands B, C, D, E, and F,
however, seemed to have attained mar-
ket shares in line with each brand's
three-year advertlsing Investment. In
this fleld at any rate, glven an accept-
able timely-introduced product, you
seem to get what you are willing and
able to pay for.

Getting an acceptable, timely-intro-
duced product off to a really fast start
costs money, but it can pay real divi-
dends. Start with dollars spent per
10,000 population between Brand A and
Brand B during the first year, these
expenditures including estimates for
sampling and other consumer produc-
tion as well as media advertising. Add
them up and you'll see that Brand A's
expenditure rate per unit of population
was not only exceptionally heavy at
the start but was about 70 per cent
greater than that of Brand B over the
entire year, As a result, Brand A's
cost in dollars per case far exceeded
that of Brand B during the first two
periods, but the sales generated were
ultimately great enough to lower Brand
A's case expenditure ratlo below D's
by perfod three despite Brand A's larg-
er speading,

Dy the end of the year, the cumula-
tive spending per case was approxi-
mately the same; yet Brand A had
achieved 11 per cent of the market
against B's five per cent.

L 4

This brings us to Key No. 4: Waich
Your Consumer Price Differential. The
sales effect of changes in price differ-
ential between a given brand and its
competition is certainly not news to
marketing people in the grocery fleld,
but I include it among the seven keys
because it s so frequently a factor in

the trend of a brand's consum r frap.
chise.

Consider the effect of consun .r price
changes on brand position for a leag.
ing brand in a particular Hrodye
group, Contrasting the brand's compe.
titive position with its price :elation.
ship to other brands over a pariod of
eight years, one observes that as the
price differential versus competing
brands declines from plus four per cent
in Period 1 to plus 0 per cent in Pe.
riod 10, the competitive position of the
brand increases from 10 per ceni to
10.5 per cent of the market. Conversely,
as the price differential increases from
plus 0 in Period 10 to plus 14 per cent
in Period 43, the competitive position
declines from 10.5 per cent to 8.4 per
cent of the market. During the next
three periods the brand's share in-
creased to 8.9 per cent as the price
again came closer to that of compeli-
tion. We traced this relationship
through the entire eight years, period
by period, and found only two cases
where changes in price differential
were not accompanied by Invems
changes in competitive position.

Specialty Brands

Consumer sales of specialty brands,
particularly those with a demonstrable
consumer plus, are less subject to
changes in price differentiols than
brands with little product difTerentis:
tion; furthermore, since these well ad-
vertised, quality brands are more high-
ly valued by the consumer, they nal:
urally command a larger price differen-
tial in the first place. I think it is fairly
safe to say, however, that cxcept o1
highly developed specially producls,
even modest Increases in the renerally
accepled price spread betwe: ' a given
major advertised brand and its com:
petition are usually accom
declines In share of mark
many cases ultimately by ¢ ¢
unit volumes as well; it apr
exceedingly difficult to mak:
losses by Increases in adver! ng
or promotlon.

Just to be sure we do no'
one-sided pleture, let me ca’
tention to the fact that o premiu®
brand may be marketed at ¢ premiv®
price even in a highly compel.tive field-
Premium Brand A came Into the med
ket at @ price premium vcrsus other
major Lrands of approximatcly 40 per
cent and achieved 4.8 per cont of '
market in just one year's time. By !
end of the sixth year it hud reac
8.6 per cent of the market. At the samé
time, other premium brands with 7%
what different appeals came In W
market and secured an additions!
per cent of sales,

(Continued on page a2)
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Seven Keys—
) (Continued from page 30)

We now come to a very controver-
slal key, Key No, 5: Don't Let Bhori-
Term Tactics Take the Place of Long-
Term Btrategy. In speaking of short-
term tactics we largely have In mind
the vast range of consumer price pro-
motions in the form of factory pack,
combination merchandise, couponing or
similar efforts resulting in a temporary
consumer price reduction, While these
promotions may have their place in
achieving limited objectives only too
frequently some individuals get Into
the habit of using them with the reg-
ularity which. suggests that they are
being relled upon to achieve long-range
goals as well.

To Many Promotions

That the continuous use of consumer
promotions cannot be relied upon fo
increase the consumer franchise of an
established brand is well illustrated
with the two-year competitive sales
record of four brands in one of the
Nielsen Food Inlex product groups,
While these deal goods were increased
from 30 per cent to 60 per cent of Brand
A's volume between 1859 and 19860, the
share of market represented by Brand
A remained stationary at 40 per cent,
nor were there any appreciable changes
in the competitive standings of the re-
maining three brands. In my opinion,
such marketing tactics should not be
considered "promotions" at all; they
constitute merely another form of
price reduction.

More evidence is available that con-
sumer price dealing on established
brands rarely promotes but largely
gives regular customers a bargain. In
the early years of consumer price pro-
motions we used to sce at least fem-
porary increases in consumer sales dur-
ing the peak of the promotional peri-
od, even {f ultimately sales did fall
back to pre-promotion levels. In more
and more instances we find that this is
no longer the case today. The “price-off”
merchandise merely replaces the reg-
ular merchandise in the shopping cart
without causing a ripple in the brand's
share of market.

In our view, there are only two sit-
1ations where a consumer price pro-
motion s indicated —to introduce a
new or improved product or perhaps
to promote a new use for an existing
brand, and to broaden distribution of
a product in order that the advertising
may be more effective.

Consumer promotions can in this
way make it attractive for people to
try your product once, but it is only
through having a good product in the
first place and through the skillful and

continuous use of advertising that a
brand can become a household name—
one which can be relied upon year In
and year out for profits to the share-
holder,

Bubstitute Price Cut

As you all know, consumer price
promotlons are frequently used in lieu
of a general price reduction in the ba-
slc price of the product itself. Produc-
tlon economles or declines in the basic
price of raw materials sometimes make
it possible to lower the cost of the prod-
uct and, rather than Institute a gen-
eral over-all price reduction, large
quantities of factory-pack or extensive
couponing campaigns are instituted, all
of which have the effect of reducing
the price to the consumer, Regardless
of the particular reason—this may in-
deed be a good one—the results are
exactly as we have indicated. In many
cases, the brand ends up with 50 per
cent to 100 per cent of its factory pro-
duction in consumer price offers, in
which event it becomes nothing more
or less than a semi-permanent price
reduction. In my opinion, one of the
real disadvantages of this form of price
reductlons is the “bargain basement"
connotation the brand might get in the
minds of the customers, thus tending
to destroy the value built into the
brand by the product and its advertis-
ing. Such price promotions are not con-
sumer promotions at all—they are
merely price reductions in a different
guise and should strictly be consldered
as such.

In my view there just isn't any such
thing as “just one price promotion.”
While the first promotion may be okay,
once a brand gets started along this
road it's almost impossible to stop, with
the ultimate results that you have seen.
The amount of cut-price merchandise
gets larger, the sales gains during the
promotion get smaller, and eventually
the brand may even end up with less
dollar sales volume than it started with,
particularly if It is in a downward
trend.

Rushing the Market

Before locking the door with this par-
ticular key, let me touch very briefly
on another short-term tactle—market-
ing a brand before it is ready, even to
beat competition to the punch, The con-
sumer will spot it every time. During
the first six months, Brand X achieved
a rather substantial volume, but it al-
most immediately started a long-term
decline that Is still continuing. Net re-
sult: Consumer sales at manufacturer’s
prices over the two-year period $7,800,-
000; advertising Investment alone al-
most as much—$6,500,000.

This brings us to Key No. G: Try 1o
Adequately Test-Market New | leas, ||
is not my purpose to deal ext nsively
with test-marketing operationc. What |
really want to stress Is the word “ade.
quately.”

Consider a study recently ccnpleled
on the length of time required by new
brands to reach their maximum share
levels, Note that after 14 months of
test-marketing — considered a renson.
ably long time by many companies—
only 468 per cent of the new brands In
the food product group and 25 per cent
of the new brands in the household
product group had reached thelr maxi.
mum share levels, While I realize that
many times competitive situations dic.
tatr the necessity of proceeding with
the national Introduction of a brand
long before it hes had time fo achleve
maximum results in test markets, the
fact remains that the over-all length
of time required to really secure a foot
hold in the market Is somewhere
around 20 months for the majority of
the food products (even here about
half of them will not have achieved
maximum standing) and approximately
22 months for household products.

This study also revealed that reach-
ing peak share early in the game does
not usually auger well for the brand's
future. For example, all eight brands
that reached their peak share of mar-
ket during the first six months aver
agely lost 40 per cent of their position
by the end of the first year and close
to two-thirds of their position by the
end of the second year.

Conversely, this study revcaled thal
a somewhat slower growth suggested
a stronger long-term consumer fran-
chise. For example, brands that did not
reach thelr peak share of mariet unil
the latter half of the first yeor or later
seemed o have a more mode:' declint
during the first six months ‘ollowinf
the peak period and then .verssed
share declines no greater thai four pef
cent to five per cent over a y¢ r's fimé

*

This brings us to our final <e¥, Key
No. 7: Integrate Each Phasc of Your
Marketing Operation Into an Over
Program, The more we hove studi
the cause-and-effect relationships b
tween varlous phases of & narketing
operation and a brand's consumer fran
chise as represented by fts shar
market trend, the more evident it be
comes that no one single factor In
matketing equation can be consi
largely or primarily responsible fof
favorable trend. It's having the ProP]
mix of all of the factors that really B
rales results—indeed a most diff
condition to achleve.

(Continued on page 34)
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Each of today’s brand leaders in the
grocery fleld has found the answer that
is right for it. Occaslonally one or more
may lose the formula—or perhaps have
it knocked out by a technological
break-through on the part of competi-
tion—but if we discount this factor, our
15-year study shows that only four out
of 26 brand leaders in 1848 fail to lead
thelr respective fields today. A remark-
able record any way you look at it.

As a matter of fact, it is probably the
concerted effort of all major advertised
brand manufacturers to find the proper
marketing mix that makes the record.
In essence there continues to be vir-
tually no change in the importance of
major advertised brands, with the con-
sumer still preferring them over the
combination of thousands of minor
brands—71 out of every 100 times.

The minor brands include private
brands along with sectional brands and
many smaller national brands. While
the group as a whole is not increasing
{ts share of market, the possibility ex-
ists that the private brands may be
dolng so at the expense of the remain-
ing brands within the minor brand
group. It's very difficult to identify all
of the private brands, but we have
managed to isolate most of them in 11
product classifications and find that, on
the average, these private brands ac-
count for 11.3 per cent of the market
in these particular classifications. Last
year it was 11.2 per cent, and two years
ago 11.5 per cent, 50 you see there has
not been any recent growth.

BSummary

So here we are at the end of the
road, 1 can think of no better sum-
mary than to merely use the seven keys
we have just discussed. Here they are
once agaln:

1. Keep your product up to date.

2. Fish where the fish are,

3. Establish your advertising budget
in terms of the job to be done.

4. Watch your consumer price differ-
ential,

5. Don't let short-term tactics take
the place of long-term strategy!

6. Try to adequately test-market new
ideas,

7. Integrate each phase of your mar-
keting operation into an over-all pro-
gram.

1 make the suggestion that you mix
them In proper proportions, add the
necessary and all-important pinches of
good judgment, bring them up to the
boillng point in the market place.

The winds and waves are always on
the side of the ablest navigators.—Ed-
ward Gibbon.

34

New Drying Idea

The Pavan brothers of Italy have re-
cently announced a new high speed
continuous long goods line with a ca-
pacity of 1800 to 1900 pounds per hour
production. The system uses two
presses feeding two spreaders that de-
liver into a single preliminary dryer.
From there the long goods are elevated
into a serles of mechanically operated
drying tunnels, effectively drying in 24
hours. At the discharge end of the
dryers the sticks are lowered directly
into a cutter which will cut only loops,
or cut in two pieces while trimming
both ends. The sticks, mechanically re-
turned to the spreaders, are a Pavan
deslgn made of steel and wrapped with
cord.

A very unusual drying method is
employed in the tunnels. Moist alr
i{s pulled from the tunnels, passed
across a condenser to remove the mols-
ture; then the air flows over heating
colls and the dry alr s blown back into
the drying tunnels. An air duct is me-
chanically moved back and forth across
the width of the tunnel, forcing the
dry, warm air through every strand of
the hanging long goods, The moisture
laden air Is then again pulled from the
top of the tunnel back through the
condenser. It is Pavan's contention that
this drying principle is the first real
advancement In long goeds drying in
many years. The multiple drying tun-
nels, each individually controlled, are
independent of one another, making it
possible to simultaneously dry four dif-
ferent types of long goods during any
24 hour drying circle.

Automatic Packer

The Aseeco Corporation of Los An-
geles has come out with an automatic
packer for noodles or short cuts. The
unit regulates the flow of noodles into
a net welgher so that weights are al-
ways within an acceptable tolerance.
The flow of pre-welghed noodles goes
into the tube which forms the bag
without clogging or bridging. After
making and filling the bag, it is sealed
on the bottom and delivered for pack-
ing in the shipping case. The machine
will handle any type of heat-senlabie
film,

Skinner's Automate

The new Skinner macaroni plant in
Omaha is Installing the Aseeco Stor-A-
Veyor system for handling noodles and
cut goods. The system, according to H.
Geddes Stanway, executive vice presi-
dent of the firm, will eliminate all
manual handling of their products,
from Inducing the flour into the
presses, through automatic dryers, into
the moving storage system which de-

livers the products directly int. the
automatic packaging machines.

Cut products are also "untouch { by
human hands"” as they are con::yed
into any pre-selected storage bin from
any of the dryers and then taken /rom
the bins by a series of special control
conveyors to any of the packiging
lines. The system was deslgned for
Skinner's in accordance with Mr, Stan.
way's ideas by the Aseeco Corporution
of Los Angeles,

Pennsylvania Dutch

“Such a difference, honest!," says
Eby Krotz, “kitchen ambassadress" for
Pennsylvania Dutch noodles and clbow
macaroni made by the Megs Macaroni
Company, of Harrisburg, Pennsylvania,
Television theme centers on the Penn-
sylvania Dutch reputation for good eal-
ing, and telling customers “what good
i""

Dancing Macaroni

On a recent telecust of David Brink-
ley's Journal, with the celebrated NBC
commentator, examples of European
television commercials were shown.
Among them was one of animated forks
and spoons dancing with various maca-
roni products to the strains of Rossini’s
Overture used by Barilla in Italy.

In New York City, the S. H. Kres
Company advertised in newspapers
“The Twist Dinner” with deliclous spa-
ghettl twists with meat balls in sauce,
capitalizing on the current dance craze,
posed by Arthur Murray Dancers.

Soup Can Be Beoutiful

“ ., When you let Mrs, Grass make
the soup at your house" Is the theme
of the current advertising canpaign
for the I. J. Grass Noodle Cor pany's
products,

The promotion, a part of Mr: Grass'
fitleth anniversary celebration. is the
largest in the company's histc v, and
will be spearheaded by six h [-pose
ads in Life magazine, and bo ed P
by heavy newspaper schedule:

The soup can be beautiful theme,
points out that everyone enji 3 Mrs.
(rass Soups: Mrs, Grass CI ckeny
Rich Noodle Soup, Tomato-V: selable
Noodle Soup, Peef Ncodle Soup 80d
French Style Onlon Soup.

Point of purchase display ;aterial
and a special per-case display allow-
ance will be made available to dealers
to help them tle in with the nations!
and local advertising, The campd
will last through the fall and winter
soup-selling season.

Undertake not what you cannot P
form; but be careful to keep YU
promise.—George Washington.
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DEMACO

twin die
short cut press-

DEMACO - the full line:
SHORT CUT PRESSES, AUTOMATIC SPREADERS,
SHEET FORMERS, SHORT CUT DRYERS, NOODLE
DRYERS, LONG GOODS PRELIMINARY DRYERS,
DRYING ROOMS, EGG DOSERS.

NOW — get production of
over 1500 Ibs. per hour with
Domaco’s new TWIN DIE
SHORT CUT PRESS

B Come see the newest Demaco Short

Cut Press with two extrusion heads
assembled in one compact unit,
Here the accent is on quality pro-
duction with slow, slow extrusion

8 over two dies, yet production is

increased over 50% in the same
floor space,

Demaco — will improve your qual-
ity of short cuts due to slow ex-
trusion,

Demaco — will increase your pro-
duction as this press is designed
for today's high production de-
nonds,

Demaco — will lower your produc-
tion costs by Increasing the effi-
clency of your operation.

Demaco’s Twin Die Short Cut Press
5 planned for  tomorrow’s needs,
tday. This is the key to better
produ-rion capacity needed today.
Dema:o’s Twin Die Short Cut Press
Puts you in the position to produce
top queility short cut products with
top of »rating efficiency and stay
on top of heavier production with
&quipr 2nt that can deliver — day
ofter day after day!

" De FRANCISCI MACHINE CORPORATION H

45-46 Metropciitan Avenue ¢ Brooklyn 37, New York
Phone EVergreen 6-9880




New Design, 2-|n-l Poly fo|.' Gooch's ﬁisl.

reprinted with permission from
DuPont’s “Packages & People”

What's in a package? At Gooch Food
Products Company in Lincoln, Neb-
raska, only the finest macaroni and
dried vegetable products go into their
newly designed package of Du DPant
two-in-one polyethylene, But there s
much more than a quelity product in
Gooch's package. There Is built-in mer-
chandising.

Following the Early American theme
begun just two years ago, Gooch's have
created a new package with real sales
appeal. Soft shades of red and blue
used In tasteful restraint, stand out
from the white colonial sign logo and
appeal to the woman shopper. The new
design takes maximum advantage of
the sparkling clarity of Du Pont two-
in-one polyethylene film to reveal
abundantly the golden richness of the
noodles, macaroni and spaghetti or the
rich textures of the dried vegetables.

Gooch's new package also gives ex-
cellent side-panel Identification which
is so necessary for supermarket dis-
play. And the outstanding strength of
Du Pont two-in-one poly Insures long

shelf life at the store level with an
absolute minimum of bag breakage.

Beautiful packages made with Du
Pont two-in-one poly stay beautiful,
and intact, right Into the consumer's
kitchen for immediate consumption or
a safe storage life on the pantry shelf.
With thelr adoption of Du Pont poly-
ethylene, Gooch's join the constantly
growing family of manufacturers who
are using the polyethylene with built-
in impulse sales appeal.

Buhler Open House

Customers and other local business-
men were given Open House tours of
The Buhler Corporation’s new head-
quarters building recently.

The new building Is located at 8025
Wayzata Boulevard and is of an in-
teresting modern architecture, using a
new type of reinforced concrete con-
struction--the varlous sections consist-
ing of hyperbolic paraboloids (shape of
an lInverted umbrella). The building
has approximatelly 18,000 square feet
of which about 10,000 is used as office
space and the remainder as warehouse
for spare parts,
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The building accommodates at ut 73
people employed in engineering sales
and administration. The total : T of
the company, however, pr ently
amounts to 110 people in the nited
States.

Supplies Many Lines

Prior to occupying its presen' loca.
tion, Buhler's milling and exc. utive
offices were located at 4207 Nicollel
Avenue, with the Materials Haudling
and Macaroni Divisions occupying tem-
porary offices at 2401 Edgewood Ave.
nue, St. Louls Park. Since Buhler
opened its first sales office in Minne.
apolis in 1053, and especlally since
being Incorporated as a Minnesota cor-
poration in February, 1858, the com.
pany has grown to be a major sup-
plier of machinery and equipment for
the flour milling, macaroni and ma.
terials handling industries. Buhler also
manufacturers equipment for oil mills,
breweries and ink and chocolate man-
ufacturers. In addition to the new
headquarters, Buhler has manufactur-
ing facilities in St. Louls Park and
maintains sales offices In leading cities
throughout the country.

The latest Buhler developmer’ in L.ie
United States is the manufa 'ur of
their line of plastic molding m "1
with screw injection. These mu ‘unes
are being bullt for Buhler by The Pratt
& Whitney Company and are distrib-
uted by Buhler's Plastic Machincry DI-
vision with ofices in Hartford, Conn.

Moor in Charge

Mr. C. R. Moor took charge of the
company in February, 1858, wher it be-
came a Minnesota corporation. ile has
been with Buhler for 18 years »~d was
Manager of the Buhler bran “es in
Spain and Canada before cor ng lo
Minneapolis. Mr. Moor is also {' - Hon-
orary Consular Represento ve for
Switzerland Iin the Minneo lis-St
Paul area.

The Buhler Corporation is a \bsldl-
ary of the internationally knc 1 mé-
chine manufacturing company Buh-
ler Brothers, Uzwlil, Swi rland,
which this year, is celebrating 100th
anniversary.
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Fully automatic macaroni and spaghetti weighing and
packaging machine™

slectronically controlled

speed of one unit up to 85 packages par minute
reduced labor costs

minimum floor space

axcellent accuracy

Diederichs & Griffin Comp., Chicago 48/JI1.
Gaveke & Co. Inc., Elmsford/N.Y.

James C. Hole & Co., San Francisco/Cal.

Ed. A. Wagner & Ass., Dallas/Texas

Packaging Equipment Service Lid., Toronlo/Ont,
Agencio Comerciol Anchuac,S.A,, Mexico D.F.

® US patent pending

FRHESSER MASCHINENFABRIK-AKTIENGESELLSCHAFT « STUTTGART-BAD CANNSTATT - FOUNDED 1061
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Wheat Germ Improves
Machinability

D'Amico Macaroni Company of Ste-
ger, Illinols, was unhappy when 100
per cent semolina became unavailable,
Their experience with other blends had
been trouble in the production depart-
ment and a reduction in output.

They were pleasantly surprised
when making some test runs with de-
fatted wheat germ produced by Vita-
mins, Inc, to find marked Improve-
ment in the handling and machinabil-
ity of the 50-50 blend. The farinaceous
material used In these tests was blend-
ed at the mill. It consisted of a mixture
of five per cent defatted wheal germ,
and 95 per cent of a blend of equal
welghts of semolina and hard winter
wheat farina. Fifty 100 pound bags of
this mix were included in a regular car-
lond shipment from the mill of the usual
50-50 enriched semolina-farina mixture,
Thus, the enriched spaghetti could be
produced and the effects of the inclu-
gion of the defatted wheat germ could
be noted under strictly comparable con-
ditions. The trials were made under
the direction and supervision of Ray
Greenleaf, general manager of D'Ami-
co. The regular equipment and pro-
cedure were employed.

Satisfactory spaghetti was produced
with both runs. It was observed that
the doughs made from the mixture
containing the defatted wheat germ
handled well, machined easier, ex-
truded more uniformly, dried nor-
mally, and hung straight on the sticks.
In many ways, the cffects noted were
those that might be expected when
the best grade of 100 per cent semolina
is used. Less working over, or feed-
back of the dough was necessary than
with the use of the blend without the
defatted wheat germ, and there was
less crippling and conseauent rejection
of the finished product. The enriched
spaghettl containing the defatted
wheat germ was slightly darker in
color, but acceptable in every way.

Cooks and Eats Well
Cooking tests revealed both prod-
uets to be of high quality, that with
the defatted wheat germ having slight-
1y more color. Critical taste panel tests
by an nutside Iol ratory falled to re-
veal any detectable differences in taste
or flavor. Some users of the iwo prod-
ucts claimed that they found them-
selves enting more of one than of the
other; the product they preferred was
the one containing defatted wheat
germ. While this reaction may reflect
an overly optimistic desire on the part
of the observers, the fact remains that
the inclusion of defatted wheat germ
in the enriched spaghetti in no way de-

tracted from its eating quality.

Louis Kovaes, left, prosident of Vitamins,
Inc., examine macaroni coming out of the
press with D‘Amico Plont Manager Ray
Greenleof,

The observations made in these trials
were so encouraging that further tests
are contemplated, using carload quanti-
ties of the wheat germ-semolina-farina
blend, to determine if the greater uni-
formity in production can be dupli-
cated, and to secure an accurate esti-
mate of the extent of savings in pro-
duction costs involved.

Defatted wheat germ has been a per-
mitted optional ingredient of enriched
macaroni and spaghetti ever since the
Federal standards for these foods were
established by the Food and Drug Ad-
ministration. Laboratory tests have
shown a marked improvement in pro-
tein content of macaroni products
made with flve per cent of defatted
wheat germ,

Obituaries

George Rufenacht, eestern repre-
sentative of United States Printing &
Lithography, passed away after a short
illness on November 14, He is survived
by his wife Helene and son Willam. He
was 54 years old.

Mrs. Louls Peita, wife of the New
York area Generai Mills representative,
passed away on November 10. Sincere
sympathies are extended o the families.

Ray Greenleaf shows Lou Kovacs how straight
the strands dry when spaghettl hos five per
cent defatted wheat germ.,
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Durum in Canada

Deliveries of Canadiandu mto
country elevators August 1 t mid-
November was a third of the p. vious
year total according to figures s: plied
by the Board of Grair Commis: ners;
5,327,800 bushels in 1961; 17,920 95 in
1960. Reasons include the shor crop
and reluctance of farmers to . .liver
on account of income tax requir: menlts
and seed necds for 1062, Seed will not
be too plentiful and cash to buy it may
be less so. Certifled seed will o1l &t
not less than $4.50 per bushel suys the
Catelli Durum Institute report, Even
good commercial durum will go close
to $£4.00, The Canadian Wheat Board is
allowing overdelivery on quotas
against purchase of seed. This will
tend to ease the cash shorlage some.
what.

The Searle Grain Company in a
trade letter suggested the following:
“Here at home it will take some time
to build up supplies again and to be in
a position to meet all possible demands.
Continuity of supply weald appear fo
be extremely important if Canada is
to hold her place as a supplier of
durum wheat in world markets. For
some reaton or other, however, we
reem to have been afraid to have any
quantity of durum wheat to speak of
on hand at the end of a crop year
Wheat after all is wheat and so long
as there is llkely to be a potentlal
market for it, it might be a good idea
not to have all our surplus stocks in
one basket. Would it not, therefore, be
desirable to have at least a propor
tionate quantity of our carryover in
the form of durum wheat? Therr might
be some difference of opinion about
the quantity but a 35,000,000 ushel
minimum, perhaps more, does r ! seem
at all out of line under preser condl-
tions—assuming a ftotal carry -er of
about 300,000,000 bushels of o~ wheat
at the end of the present year

“There are already Indicat: ¢ the!
wheat producers plan to Inere - theif
durum acreage substantially v 1 5ed
son. If this Is the case a star! be
made restoring Canada's posit 1 838
supplier of durum. It is to ! hoped
that in the meantime she has ot lost
foo much ground.”

Fair Winner

Veteran seed exhibitor Ralih E"
man of Barons, Alberta ook fop
wheat honors of the Toronte Roy!
Fair in Canada. He did it with 2
beautiful sample of Stewarl DU}‘“‘“’
No other sample came close 0 his s0
no reserve champlon was named-
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Beautiful Spaghetti with
Wheat-Pro (Defatted Wheat Germ)

1. You can still label your product “enriched
spaghetti” or “enriched macaroni.”

| 2. Boosts the protein efficiency by at least 50%.

3. It's practically a complete protein in itself - just
like meat or milk.

4, Enriches the value of your spaghetti and
macaroni to whole wheat protein quality to
offset the protein lost in the milling process.

5. Excellent cooking and eating quality.

| 6. Costs very little.

Ask for your free one pound sample of protein and vita-
min enriched spaghetti made with a blend of 472%
No. 1 Semolina, 47V2% hard wheat flour and 5% de-
fatted wheat germ.

VITAMINS, INC.
| CHICAGO 2], ILLINOIS




Wheat Commission
Durum Plans

The North Dakota Wheat Commis-
slon has announced a 10-year durum
program with a major objective to en-
courage shifting production from other
classes of wheat to durum. They are
alming for an average annual produc-
tion of 60,000,000 bushels, of which
35,000,000 would go for domestlc United
States consumption, 20,000,000 for ex-
port, with an average carry-over of
5,000,000 bushels,

To provide a market for this increase
in durum production, the Commission
outlined a promotion program based on
these steps:

1, A campaign to tap foreign mar-
kets by geiting a reduction of trann-
portation rates to the West Coast on
durum for export.

2, Establishment of a durum promo-
tion office by Great Plains Wheat\in
Italy.

3, Establishment of a new \gra
standard based on premiums and\dis
counts on durum exported to\| e
quality competition of other &:'{i\
producing nations vying for the
market,

products made from durum, and step
ping up the campaign against use o
substitutes for durum,

5. A vigorous world wide durum pro-
motlon effort in both the dollar mar-
kets and in the underdeveloped coun-
tries.,

4. Encouraging better quality of fo \

More Effort on Spring

The Commission is also requesting
Great Plains Wheat, Inc,, a regional
marketing organization of which the
State Wheat Commission is a member,
to Increase hard red spring wheat's
share of 27,000,000 bushels in the over-
all market for United States wheat to
35,000,000,

The Commission has also decided to
request Great Plains Wheat and the
Western Wheat Associates to have rep-
resentatives at a meeting next sum-
mer when the United States and other
countries of the world seek to renew
the International Wheat Agreement,

The primary purpose of having wheat

* producers represented at this high-
level conference Is to insure simplifica-
tion and standardization of grade cer-
tificates, with emphasis on the chem-
jcal as well as physical qualities, and
thus facilitate international wheat pur-
chases.

Commission proposals also stressed
the need for just consideration of hard
red spring wheat through illustrative
and printed material pointing out the
nutritive attributes of spring wheat.
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Along with this, the commission will
strive for greater use of products made
from hard red spring wheat as sub-
jects for food preparation and baking
demonstrations in foreign lands.

Another proposal in this area stresses
the need for greater usg/ pf hard red
spring wheat in gchool ljnch programs
and trade fal

The commibdign regognjZed that in
competing I Canadjén/ Manitoba
wheat for b ter pgsit, n the world
ranrket, hutd el sprip gt has re-
celved lens ‘-I u;’- ontention
Is tha! harfi| i) 5 eat should
be given g k:, - in the world
wide, promdtigh ¥ gtdpd because it is

in the United

the one clakg\ ) 9
the quality ol

States that mf
Manitoba w “’

'al

Dufum Alibtment of
2,500,000 Acres Soug

gmmitfpe representing|pl
egts of the furum Industry.

i ahd fhacaroni manufggt

./

4 deofnmefded to the DepdfteMngp!
N \\JeH{dulture that durum whes NS
\R¥Giments fof 1062 be -“;._.,'f:.

\H‘? m of ,600,000 acres, T

'H; dation} submitted to {frain

LYY [dpn of tHe Agricultural 3Abiliza-

!M": d Coseervation Seryice, was

INQ¥ in respofse to a reques for such

intNrmation as| required by Jthe Agri-
cultiral Act of§1861,

p 1061 fark law permjts the sec-
retary of agridulture an consulta-
tion With the Wndustfy, determine
that d@creage allptmefits of farms pro-
ducing\du | ealf o adequate to
producé\a \' nt lqyan@ity of durum
to satisly pYgsp ddmands. This
authoriza\lon \aphl {@§ three crop
yearg, and\allo ‘ ifqgfm percentagy
incre! allogiy fmong  durpfy
farms Gpuntils orth DalyOth,
Minneso() MontaAd\ §ofth Dakotd ghd
Californi t ard dgngble of proghuc-
ing duruly ¥ uch
wheat for me prgtucts
during one 4 \ 057 to
1961, inclusing

The durum 0 tee was
made up of the Du-

illers' Na-
onal Maca-

rum Growers' As b
tional Federa a o
ronl Manufact i:

bfiation
Consel timate
In submittin “ T mendation for
a minimum duf\ld & ent of 2,600,

000 acres, the &9
that a yleld of 17
in a crop in 1962 500,000 bushels.
With domestic ufle Jofl 26,000,000 and
exports of 10,000,00§ the carry-over on
July 1, 1063, would be 6,500,000,

ee pointed out
els would result
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Plantings of durum wheat fc- 1pg4)
were 1,700,000 acres, and the he vested
area was 1,527,000, while the :spec.
tive figures for 1060 were 1,671,( 0 and
1,640,000. Yield of durum whe it per
harvested acre In 1061 was di vn o
only 12.2 bushels, against 20.8 I  year
and the 1050-59 average of 13.8.

The last year In which durun. acre-
age exceeded 2,000,000 acres wa. 1957,
when plantings were 2,365,000 acres.
Between 1046 and 1851, planting: were
between 2,493,000 and 3,767,000.

Several meetings were held with of.
ficials of the Department of Agricul.
ture. One observer commented that
“growers, millers and manufacturers
alike were impressed by the Depart-
ment officials’ understanding of the in-

dustry problems and the manner in
/ wHich they proceeded to secure the
dyétry’'s recommendations.”

pim Steadies

ith navigation closed at the head
the Great Lakes and down the Mis-
gissippi River, exporters have been out
'of the durum market.

With macaronl makers holding
lengthy contracts, domestic demand
was steady with cash durum in Min-
neapolis in a range in November for
top milling grades of $3.42 to $345 e
bushel. This made the selling price of
semolina $9.30 to $0.45 with 60-50 blends
$7.80 to $8.00,

In Canada in mid-November, durum
at lakehead in Canadian money was
quoted in a range from $2.39 for bot-
tom grades to $3.47 for top qualily,

While sufficient stocks of durum
wheat have been recelved to m et ex-
port sales commitments of the Cana-
4an Wheat Board to the close o/ navl-
gation, the Board announced 1l t it Is
extending its open quota on dui :m de-
liveries by producers to March 1 , 1662
An open quota has been In ef ct on
durum almost since the start of the
1961 season in recognition of ti  short
crop and the urgent demand r this
class of wheat abroad.

“The board wishes at this
express its appreciation to p1
elevator companies and railw: com*
panies for their cooperation in ,mvlng
durum wheat to Lakehead terininalsi
sald W. C. McNamara, chlef commis:
sloner, “However, the Board urgently
requests the continued cooperation 0
producers In' the prompt delivery of
avallable supplies of durum which will
be required to meet domestic require:
ments as well as other. export sales.

“Delivery to country elevators by
March 15, 1962, will be most helpful it
enabling shipments to be made fo ouf
customers at the opening of navie:
tion.” ‘

ne fo
ucers,
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“"ONE IN FOUR OF YOUR EMPLOYEES

~ mates, Far worse, many of them may

'_beanved. el .

aete ' Too few women realize that uterine
“' 'cancer can be detected at such an

 AMERICAN CANCER SOCIETY ¥
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how many
experienced secreta ries
will be saved?

how many
skilled workers
1will be saved?

THINK OF CANCER...IN TERMS OF YOUR EMPLOYEES

early stage that nearly 100% could
be cured.

In fact, too few Americans realize
that these and many other types of
cancer can be detected at early, cur-
able stages in the course of a thor-
ough health checkup.

WILL DEVELOP CANCER at some time
- in their lives, according to latest esti-

- die needlessly unless they know how
to guard themselves against cancer,

. For example, too few men and women
realize that colon and rectal cancers
can be detected at such an early stage
that three out of four patients could

Whether you have a few or many
employees, call or write to your Unit
of the American Cancer Society for
information about a free employee
education program, geared to your
particular factory or office,
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Egg Market Steady

The Ballas trade letter notes a steady
market for eggs, The demand for
whites, both frozen and dried, has been

U.8. Cold Btorage Report

Cases shell eggs
Pounds frozen egg whites
Pounds frozen egg yolk ...
Pounds frozen whole egg
Pounds frozen unclassified ,
Case equivalent .......o.een

¢ ]
.2

.. 2,342,000

very good. Dryers are having trouble
getting sufficient liquid to keep plants
~<aing.

5-Year
11.1.81 11-1.60 Average
145,000 260,000 422,000
0,007,000 35,110,000 35,081,000
4,356,000 26,667,000 27,084,000
7,066,000 48,081,000 40,524,000
.. 4,401,000 3,085,000 4,032,000
3,149,000 3,406,000

Based on these figures, stocks of all
kinds of eggs are not burdensome and
markets should be firm. However,
hatchery and production reports all
point to heavy production by the first
of the year. So far (ten months), chick
output is 482,124,000 compared to the
1860 output of 442,758,000, Actually,
there will be slightly less than 340,-
000,000 layers on hand at the begin-
ning of 1062, but the rate of lay will
be higher than 1861, so there will prob-
ably be more eggs. Weather conditions
will possibly affect the actual egg pro-
duction.

Egg users have adopted a pollcy of
hand to mouth buying, which is ex-
pected to continue for some time, It Is
early to predict 1962 prices, but the
cost of production must be met in the
price of eggs, and if egg prices drop
below this we will see flock liquida-
tions, and shortly a change to bring
prices back in line.

Shell eggs in Chicago sold as current
recelpts in a range of 30 to 33% cents
during November, Frozen whole eggs
ranged 24% to 26% cents. Frozen
whites ranged from nine and one-half
to 11 cents. Frozen yolks of dark color
were very scarce to unavailable, while
drled yolk solids ranged $1.25 to $1.34.

Processed Eggs

Production of 31,197,000 pounds of
liquid egg and liquid egg products (in-
gredients added) during October was
the largest for the month since 1044—
and compares with 19,948,000 in Octo-
ber 1060 and the average of 14,533,000
pounds, The quantities produced for
immediate consumption and freezing
were larger than in October last year
but the quantity produced for drying
was less.

Liquid egg used for immediate con-
sumption totaled 3,380,000 pounds, com-
pared with 1,006,000 pounds in October
1860, Liquid frozen was the largest for
the month of record—18,284,000 pounds,
compared with 6,204,000 pounds in Oc-
tober 1060 and the average of 8,267,000
pounds. Frozen egg stocks decreased
13 million pounds during October, com-
pared with 26 million pounds in Octo-
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ber 1960 and the 1055-560 average de-
crease of 22 milllon pounds. Quantities
of liquld egg used for drying were
9,533,000 pounds in October 1861 and
11,838,000 pounds in October 1960.

Egg sollds production during Octo-
ber totaled 2,209,000 pounds, compared
with 2,785,000 pounds in October 1860.
Production  consisted of 1,033,000
pounds of whole egg solids, 617,000
pounds of albumen solids, and 558,000
pounds of yolk solids, In October 1960
production consisted of 1,302,000 pounds
of whole egg sollds, 859,000 pounds of
albumen solids and 624,000 pounds of
yolk solids. Most of the production of
whole egg solids In October last year
was produced under Government con-
tract.

Pressure on Poultry Prices

Unless Federal regulations intervene,
the heavy downward pressure on prices
of poultry and eggs, mainly the result
of over-production, will contlnue
through next year, the United States
Department of Agriculture predicted.

But If stilf marketing controls are
imposed by the Government, officials
sald the price outlook might change
sharply, although perhaps not imme-
diately. They warned that low poultry
prices for the past several months may
have conditioned consumers against
paying higher prices, “It is possible
that a few months may elapse before
consumers fully accept (any) changed
price situation,” one official sald.

Controls on turkeys, if accepted by
farmers in a December referendum,
probably would go into effect by about
March 1, Congressional legislation
would be necessary to impose such
controls on chickens.

Prassure on Eggs

Although egg prices have tayed near
the 1860 averagc of 38 cents a dozen,
prices next year are expected to re-
main under heavy pressure, with pro-
duction running “more than two pe:
cent” about this year's near-record
61.4 billion eggs, the farm agency said.
Egg prices likely will average below
this year’s levels, especlally in the first

S bt 0 L B e P L

quarter of next year. Adding ‘own.
ward pressure to egg prices i: con.
tinued low per capita consun ptlon,
which this year is expected to ‘all 1o

,323 eggs, lowest since 1042 when .t way

318,

Because of continued high cutput,
little rellef appenrs In sight in 1942 for
broiler and turkey producers. Prices for
brollers fell to as low as nine cents
pound in some areas, lowest In recent
history, and averaged 2.8 cents below
year-ago levels In the first nine months
of 1961; turkeys averaged 3.9 cents a
pound lower.

Specialists sald higher prices for eggs
are bringing about a change from
broiler production to egg output, not
ing that on Oclober 1 eggs in incuba.
tors numbered 48 per cent above year.
earlier levels, Egg production, previ-
ously concentrated from February
through April, is now being spread out
more generally through the year, Over.
all, 1862 hatchings of egg-type chicks
are expected to increase as much as
eight per cent from output of 346 mil-
lion this year.

The Department said it Is receiving
reports of bankruptcles and financial
reorganizations in the broiler industry
because continued high production is
being disposed of at prices gencrally
below the break-even point of 14 cenls
a pound.

Doughboy Expansion

Plans for an expansion In storage ca-
pacity for grain and formula feed in-
gredlents were announced by the mill-
ing division of Doughboy Industries,
Inc. The project, part of a $150,000 ex-
pansion program, will raise the mill's
fotal capacity to about 260,000 hushels.

Ten new silos will be constructed
that will about double storage cacity,
according to Ray Wentzel, vicc-presi-
dent of the milling division. Filding
work has already started, with 1.2 silos
in two rows of five each.

Enlargement of storage wa: neces
sitated by expanding businc , Mr
Wentzel sald. Part of the new torage
will be used to house wheat for allling
by Doughboy in the manufac ure of
gemolina and the balance wi. hold
various ingredients used by ti.: com*
pany in manufacturing formul. feeds

Homecoming King

George Faber, Chicago representd:
tive of Russeli Miller-King Midas Mills
was elected “Homecoming King” st the
University of Minnesota, He was fev:
tured In the homecoming parade Octo:
ber 28 and remained in Minneapolis
several days to attend festivilies. Mr.
Faber has previously been honored for
his activity among Minnesota al
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Are You Missing The Big “C”...

CONTRIBUTION?

Your packaging dollar buys Price, Quality and Service. But the fourth dimen-
sion—the Big “C"~CONTRIBUTION—can come only from those creatively
equipped and motivated to supply it.

At USP&L, we begin by asking ourselves what we can contribute to your
packaging success. Then from the following areas we blend together a positive
program for increasing the selling power of your package.

PACKAGEPLANNING... %%

USP&L designers study the job your package must do, contribute
PACKAGING MACHINERY...

the skill that makes it a salesman rather than just a container.
'USP&L engineers contribute their wide knowledge of packag-
ing equipment, plan entire systems to meet any production

MARKET TESTING... # _[oh_
[ 117

U
USP:L marketing consultants contribute expert help on where,
wher: and how to introduce a new package, often arrange low-
"ost -uns for in-store market testing, \

M
: I
S POINT-OF-SALE ADVERTISING

U_SP&L merchandising specialists analyze your product and con-
tribute sound suggesiions for creating special consumer attention
at the point of sale,

Our nearby representative is anxious to show how USP&L can put the BIG “C" into your
packaging program, Write or phone him today,

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION

EXECUTIVE OFFICES: NEW YORK 17, N. V.
BALES OFFICES IN PRINCIPAL U.8. CITIES
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Harry Stark Promoted

The promolion of Harry O, Stark fo
the newly created position of General
Sales Mannger, Fine Chemicals Divi-
sion, Hoffmann-LaRoche Inc,, has been
announced by Robert W. Smith, Gen-
cral Manager of the division. Mr, Stark
has been serving as Manager of Phar-
maceutical Sales since 1857,

Mr. Stark Is a native of East Orange,
New Jersey. He recelved his B.S. from
Syracuse University, and he also at-
tended the University of Western On-
tario. Prior to joining Roche, Mr.
Stark wos Domestic Sales Manager of
the Calco Chemical Division of Ameri-
can Cyanamid Corporation.

Mr. Stark is a member of the Chem-
ists Club of New York, the Drug Club
of New York, SACCI, and Delta Upsi-
lon Fraternily. He is a holder of the
Distinguished Service Award from the
American Cancer Soclety.

Telephone Entrepreneur

Tom Thurston, 14-year-old son of
Mr. and Mrs, Lester R. Thurston, Jr.,
of Harrisburg, Pennsylvania, is in the
telephone business. His father is in the
macaroni business with Megs Macaroni
Company.

Young Tom started his company
about six years ago when his grand-
father, L. R, Thurston, Sr., president of
the United Telephone Company in Car-
lisle, gave him two 50-year-old wall
type phones which were installed as an
intercom between the house and a
playroom located in a barn behind the
Thurston home.

About two years later, Tom was giv-
en an obsolete switchboard and four
old telephones which he learned to
operate, Now he has connections with
a half a dozen nelghbor homes. All the
phones are the old handcrank type
powered by dry cells and the switch-
board, instead of lighting up, has little
tabs which drop when the operator is
needed.

During the summer Tom spends
quite a bit of time at the board but
when school Is in session perhaps only
an hour n day. His subscribers think

. the rervice is great while the parents
are pleased with the elimination of use
on the regular home phone. Tom likes
working with electricity and has been
thinking of building a shortwave radio.

His other grandfather, an enterpris-
ing macaroni maker and a past presi-
dent of the National Macaroni Manu-
facturers Association, is proud of his
grandson and called the editor's atten-
tion to a recent story about him in the
Harrisburg News.
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Harry O, Stark

Twist-off Cop on Prince Pack

Another plus has been added to the
glass-packed line of Prince Macaroni
Manufacturing Company, Lowell, Mas-
sachusetts, maker of Italian prepared
foods,

It's a new “Twist-Off" cap for easy
opening and re-closing currently being
introduced on retail shelves. It is fea-
tured on all glass-packed products of
Italian sauces and foods made by
Prince,

The new top comes off with a twist
of the wrist and screws back on easily.
It insures greater freshness of unused
food portions,

Another advantage is the jars with
the new caps can be used as perma-
nent “left-over” refrigerator containers.

“Consumer economy and convenience
were the reasons cited for the intro-
duction of the new cap,” states Prince
president Joseph Pellegrino. “These
were conclusions drawn from a recent
survey."

Prince recently introduced a new
dry-package design for grealer con-
sumer benefits, Pellegrino added.
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International Milling’s
Earnings Up

International Milling Comy ny hy
announced earning of $5,542,21 ' for (b,
fiscal year ending August 31, 1 11, Thy
is the third highest earnings . gure iy
the company's 69-year history und rep.
resents an 8.8 per cent Incrcise ove
the previous fiscal year,

The annual report was relcased af
a regional shareholders' mccting Iy
Minneapolis In November, Stockhold.
ers were told that sales during the year
reached a record all-time high and al
divisions of the company showed gains
in sales and earnings. Earnings were
equivalent to $0.41 per share of com.
mon stock compared with $8.53 the
previous year. Total assets at the end
of the fiscal year were $110,169,258,

In a letter prefacing the annual re.
port, Charles Ritz, chairman, and
Atherion Bean, president, noted tha!
the earnings figure for the year wa
adversely influenced by an amount ex.
ceeding $650,000 due to changes in the
rate of United States-Canadian ex
change between August 31, 1960 and
August 31, 1961,

The letter pointed to the lnst fscl
year as one of growth and progress fo
International Milling Company. During
the year construction was compleled
on a new bakery mix plant adjacent o
the company's flour mill at Lockpo
New York. International now offers
compiete line of prepared mixcs fo the
baking industry the letter staled.

During the year a new flour mill wa
purchased at Cumana, Venezucla bring
ing to three the number of mills op
erated by International in that coun
try.

The company entered th formul
feed business in Ecuador by r rrehasin
a feed plant at Guaycquil. ‘n Apri
International eigned a tec! iical ad
visory contract with Philip: ne Floug
Mills which is building a n 7 mill 8
Hondagua in the Philippin  Durin
the year the company Intr ced si
new products to Canadian h.  emakers
Also in Canada, the compan: urchased
its third formula feed ple In th
country and expanded its can dof
facilitles at Vancouver, Brit h Colum
bila. i

International’s Superswee Feeds Di
vision started production «uring
yeor at a newly built plant at Le Ma
Towa. This plant brings to 10 the ™™
ber of feed plants operated by the ‘;"’
pany in the United States. Last M
construction began on @ new Tesei™
and quality control center on the c0
pany's Courtland, Minnesola et
farm,

TEST YOUR FLOUR BLENDS

Pilot Plant Facilities
An Experienced Taste Panel
Complete Food Research Laboratory

HOSKINS COMPANY

Telephone: Empire 2-1031
P.0. Box 112  Libertyville, Ill.

Westerr tates Representative for macaroni factory suppliers
od rep “ing speclalists for dies and macaroni presses,

Manufacturers of ravioli and
tamale machines.

40 Years Experience

Blaneki's Mackine Shot

221 Boy Street, Sun Franclsco 11, Calif,
Telephone Dougles 2-2794
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

1—Yitamins and Minerals Enrichment Assays,

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

3—Semolina and Flour Analysis.

4—Rodent ond Insect Infestation Investigations,
Microscopic Analyses.

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

N-RICHMENT-A°

FOR PLUS
QUALITY

=in handy wafer
or powder form

-convenient
nationwide
stock locations

—write for
descriptive
literature

5 N-84-53

WALLACE & TIERNAN
INCORPORATED
25 MAIN STREET BELLEVILLE 9 N J




THE LA ROSA STORY

Peter
La Rosa

In 1015 V. La Rosa & Sons, Inc., was
founded by Vincenzo La Rosa and his
five sons, Frank, Stefano, Pasquale,
Filippo and Peter, to manufacture spa-
ghetti and macaronl products domes-
tically. The business began as an ad-
junit to the family's Italian specialty
grocery store in the Willlamsburg sec-
tion of Brooklyn, and largely served
the many Italian-Americans who lived
in the neighborhood.

The small grocery store could not
sccommodate the expanding business
so after successilve moves a new and
modern plant was built on Wyckoff
Avenue in 1921 incorporating machin-
ery designed to La Rosa’s specifications.
This site was out-grown with the ac-
quisition of the Naples Macaroni Com-
pany und the Sunshine Macaroni Com-
pany so operations had to be conduct-
ed in three separate locations,

In 1930 La Rosa moved into its pres-
ent Kent Avenue plant, designed espe-
cially for manufacturing and ware-
housing macaroni products. By now its
products were being marketed through-
out the entire metropolitan New York
aren.

Hed Rose Trademark

In conjunction with its first advertis-
ing campaign, launched over foreign
language radio stations in New York
City in 1035, the company inaugurated
the idea of a brand name in the Italian
food business and selected the red rose
ns its trademark.

A year later a completely integrated

Philip P,
La Rose

John
Laleno
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Filippo
La Rosa

B L o

Stefano
Le Rosa

line of packaging machinery, the first
in the history of the macaroni Indus-
try, was installed.

Marketing Pattern

In 1937 V. La Rosa & Sons sct up a
marketing pattern for wholesale dis-
tribuiion of Italian style foods—selling
to independent wholesalers for resale
to retailers, This was another “first”
for the Industry and revolutionized
macaroni distribution in the United
States. Result: a precedent for 24-hour
delivery service was established which
exists to this day.

Growing distribution In New Eng-
land prompted the construction of a
plant at Danlelson, Connecticut in 1941.
After World War II another new plant
was built in 1050 at Hatboro, Pennsyl-
vania fo serve the greater Philadelphia
area and the Middle Atlantic States.

In 1952 canned prepared Italian style
foods were perfected and introduced
under the La Rosa label. Six years
later a line of frozen foods were devel-
oped for distribution.

In a major expansion westward, La
Rosa acquired A, Russo & Company of
Chicago and the Tharinger Macaroni
Company of Milwaukee in 1950. Both
companies became divisions of V. La
Rosa & Sons.

Two recent acquisitions, La Premiata
Macaronl Corporation of Connellsville,
Pennsylvania and the Star Crest Bak-
ing Company of Woodside, New York
were accomplished in 1861. Addition of

Vincent F,
Rosa
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More it :n 60 macaroni manufacturers
.4 allies met at New York's Belmont
Hot | in November following the
wcery lanufacturers of America
aventior. After a luncheon of chick-
s telraz..ni lively discussions were
i on o variely of subjects.

President Emanuele Ronzoni, Jr, ex-
wded greetings and called upon Eli-
ot Ehrman to report on highlights of
Miclty placements for National Mac-
ool Week. The quantity and quality
copy concerning macaroni, spaghetti
4 egg noodles was quite impressive.
ore and more color is being used
hich make food products pictured

the Star Crest line of Italian Sty
cookies, biscuits and breadsticks makg
it possible for La Rosa to offer custo
ers complete Italian dinner, fro
soup to dessert, for the first time.

In a general management build-y
the family-owned and managed com
pany recently named third generalid
family members to top echelon pos
tions. Stefano La Rosa remains
man of the board, while former ex
tive vice-president Filippo La Rosa b
comes vice chalrman .Former preside
Peter La Rosa is now chairman of
executive committee.

New Officers ™,

La Rosa's new officers are: Vincen! S5 -‘;:\

La Rosa, president; Vincent P. La Ros A

executive vice-president and director d .
marketing; Vincent F, La Rosa, senia
vice-president and director of sal
Joseph S. La Rosa, senior vice-pres
dent, director of purchases nd tre2
urer, and Philip P. La R:.a, seni
vice-president and secretary !

“These young men have gr wn up i
the Italian food business. '‘ach I
highly trained specialist in = 5 respq
tive department,” sald form: presider
Peter La Rosa. “Our famil tradili
is their heritage.”

Other appointments ann nced
clude: J. John Cuneo, Vit preside
and general sales manager Tames (
Tallon, vice-president, ger || adve
tising and merchandising manaety
John Lalena, vice-presiden ind 8
ciate director of operation:

4

to right: Emanuele Ronzoni, Jr., Paul
tmylen, ond Luke Marano discuss maca-
ni matters.

Maritato

James G.
Tallon
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T———

more attractive. Miss Ehrman intro-
duced her colleagues from Theodore R.
Sills & Company, Miss Gloria Marshall
and Miss Marion Maylick,

Lloyd Skinner and Bob Green re-
ported on the durum situation and the
meeting held by the industry commit-
tee with governmental officials on in-
crensed acreage for 1962, There were
many questions and keen Interest evi-
denced as to whether or not there
would be an adequate supply of raw
material next year,

Macaroni business has been very
spotty this year according to a spot
survey made at the meeting. While

pmrrCETTEETG al) ¢ Lt
Elinor Ehrman of T. R. Sills & Company re-

ported on highlights of placements for Na-
tional Macaroni Week,

Left to right, in the background: Bill Lohmen and Lee Marry of

NEW YORK MEETING

good fall business was experienced fol-
lowing the price advance made neces-
sary by the shortage of durum many
felt it was borrowed from future sales.
The opinion was also expressed that
consumption will be hurt if an ade-
quate supply of quality raw material
is not maintained.

In the evening the group was enter-
tained at the New York Rifle Club at
dinner in true Ilalian style: antipasto,
spaghettl, Veal Milanese, fruit and

cheese. Sponsored by the New York
aren suppliers, the affair was coordi-
nated by Mirlam Morris of Rossotti
Lithograph Corporation,

Left to right: Lester Swanson of Minneapolis,
Roger DI Pasca of Long Islond City, and
David Wilson of Manhasset, ot the New
York Meeting.

L

Minneopolis. Foreground: Lulgl Grassilli and Ettore Berini of Mi-
lan, in conversation with Al Revarine of St, Louis,

Guests saw a showing of the film “Durum
—The Standard of Quality."”

Maore diners ot the Suppliers’ Soclal.

~raT:
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WAY BACK WHEN

40 Years Ago

e Testimony of B. R. Jacobs at the
macaron] tariff hearing in Washington
December 13 called attention to the
fact that United States cost of produc-
tion was $3.08 per hundred weight
while that in Italy ves only $1.65, a
difference of $2.33; that the preference
of large consumers for the Itallan made
product was hurting Amerlcan manu-
facturers,

® The macaroni industry mourned
NMMA President C. F. Mueller, Jr,
age 49 who passed away December 13
after several months of rapidly declin-
ing health. He had served as Assocla-
tion president for six consecutive years
from 1910 to 1916, At the Detroit con-
vention in June, 1920, industry friends
once again elected him to lead the in-
dustry.

e Experiments made by Dr. L. S. Pal-
mer of the University of Minnesota
have proven that the color of egg yolks
has not been affected by the use of
carrots as a food, Feeding of yellow
corn, however, rich in xanthophyll but
deflcient in carotin, glves the yellow of
the egg a decidedly deeper shade,

30 Years Ago
e The United States 1831 durum crop
was estimated at 21,037,000 bushels.
This was the smallest harvest since
1918 when only 16,000,000 bushels were
produced. Total supplies of durum in-
cluding carry-over were about 39,000,-
000 bushels compared with 82,800,000
bushels the previous year.

o Association members were urged to
fill out the Census of Manufacturers for
1831 schedule carefully, completely and
immediately upon receipt. It was ex-
plained that the census is of value to
every manufacturer, The Census figures
revealed that tha products of the maca-
roni industry increased in value from
$46,353,000 in 1927 to $46,015,000 in
1029,

e A truck belonging to the Vito La
Rosa Macaroni Company of Brooklyn
was stolen after the driver was dragged
from the seat. The truck was found
later after it crashed into a building.

e Imports and exports of macaroni
products showed a very sharp decline
for the first 10 months of 1031 accord-
ing to figures by the United States
authorities. In October 1931 figures
showed a 50 per cent decrease in quan-
tity and value of macaroni exporied
compared to the same month in 1830.

50

20 Years Ago
e Self-service stores were becoming
more popular and many of these stores
had devices almed at more convenient
dispensing of merchandlse, Macaronl
manufacturers, in keeping with the
trend, ndopted the automatlc dispenser
which saved space and labor and kept
tLe products clean and tidy,
4 ,.otty Crocker of General Mills went
<% iny air with a message aimed at
muie than 6,000,000 homemakers. She
gave American housewlives a recipe for
her new creation “Mess Call" Maca-
roni, a dish for a hungry, hard-work-
ing people,
e The macaroni - spaghetti - noodle sit-
uation in Athens, Greece became more
serious every day, The Italian captured
soldlers stationed in that city consumed
large quantities of macaroni products,
which also is the favorite food of the
Greeks, and caused a shortage of the
product,
e The general public and Government
agencies started lo refer to our food
product as Macaroni Products instead
of Alimentery Pastes after much in-
sistence of the Assuciation, Macaroni
manufacturers were told by the Sec-
retary that they did not manufacture
pastes and had a lot of work to do in
putting the public right in their think-
ing of Macaronl Products.

10 Years Ago

e With emphasis on marketing, the
Winter Meeting at the Flamingo Hofel
featured a report by John Betjemann
of the A. C. Nielsen Company on the
macaroni market. Hal Jaeger of the
Can Manufacturers Institute described
advertising and merchandising to pro-
mote macaroni with canned foods.
President C. Frederick Mueller led a
group discussion on “Washington Is
Your Business.”

e The successful innovation of Im-
proved handling of raw materlals pneu-
matically in modern macaroni factories
in Italy was described by Engineer
Giorgio C. Parenzo of M. & G. Bral-
banti Company,

o In a review of 1951, it was noted
that food prices were slowed from a
gallop to a slow-walk with the institu-
tion of price controls in January. A
disastrous durum crop in the fall made
macaroni prices advance about three-
quarters of a cent a pound while noo-
dles went up a cent and a half. Every-
body felt the bite of new taxes includ-
ing the hike on corporation profits to
52 per cent.

CLASSIFIED
ADVERTISING RATES
Display Advertising...... Rates on . splie
Want Ads..... el 3 Cante par |

FOR SALE—Buhler Press, llke new, B
175, Macaronl Journal, Palatine, Il _"'

FOR SALE—Ambrette Press with Spreode,
Box 178, Macaroni Journal, Palotine, Ifl, «

FOR SALE—Used Senzani Spaghetti Cutter,
Box 181, Macaroni Journal, Palatine, i,

FOR SALE—Two Clermont Automalic D
ers for long goods. Practically new wi
capacity 1200 Ibs, per hour, Price $10,000
Each one, Will consider nearest offer, B
184, Macaroni Journal, Palatine, Il

MANUFACTURERS’ REPRESENTATIVE
Australla would like to represent
packaging rquipment, Box 185,
Journal, Pelatine, Il

WANTED—Kneader and mixer, good cond
tion, Box 186, Macaroni Journal, Poloti
.

INDEX TO
ADVERTISERS

Amber Milling Division, G.T.A. ... )
Ambrette Mochine Corporation ..
American Cancer Soclety ........
Archer-Donlels-Midland Co. .............
Aseeco Corporetion .............
Bianchi's Machine Shop .
Breibanti, Company, M. & G, ..
Buhler Corporation ..........ccoc0ee
Clermont Machine Company, Inc.
Clybourn Machine Company ...
Commander-Larabee Milling Co.
DeFrancisel Mochine Corporatior
Doughboy Industries, Inc. ......

Fr. Hesser .......cooccoennee

General Mills, Ine, .......occovee R |
Hoskins Company ........covie e W
International Milling Company Corer Y}
Jacobs-Winston Loborotories, Inc. ... 41
Maldari, D, & Sons, Inc. ... a1 M
Natonal Maceroni Institute .. . Corer!
Narth Dakota Mill & Elevator - 3}
Pavan, N. & M. .o ot »
Rossott! Lithograph Corp, ... .Corttll
Russell Miller-King Midals Mills ... "'
U.S. Printing & Lithograph ...... o ::

Vitamins, In€. .......ccouuinremmns

Baby Boy

Mr, and Mrs. Vincent F. La %
have announced the birth of thelr :’;
ond child on September 1, Vineer
La Rosa, Jr.

THE MACARONI JO
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PRE-LENTEN PROFITS

will come from a three-pronged promotion featuring a Tuna Buffet Casserole
with ripe olives and macaroni for January-February selling,

Nntional advertising is planned by Chicken-of-the-Sea Tuna and the Ripe Olive
Advisory Board. Coast-to-coast publicity will be supplied by the National Maca-
roni Institute.

There will be point-of-sale materials and a special consumer refund. For details
write Box 336, Palatine, Illinois.
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I'll be looking for you
in Florida!

2

i

!

That's right, “Mr, I"—the symbol ¢
International Milling Company and |
Quality Durum Products—will be loo
ing for you at the Macaroni Packagi
Seminar, Hotel Diplomat, Hollywoo
Florida, January 22 to January 25.

You know, we know, and your custom
know what goes inside the package
the most important consideration of
And we'll be pleased to make som« hel
ful recommendations.

We welcome these yearly opportunit
to mix business with pleasure and to dj
cuss, informally, our mutual ir lust]
problems and plans for the futur:

See you in Florida!

nternational

Mé.—LI.lN
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