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Enjoy macarani salinls for summer meals. This templing
recipe for Tropical Tumi Macaroni Salad features clbow
macaroni with tuna, diced pincapple and green pepper
with o mayonnaise dressing, Serve hot rolls and butter and
milk with the salad. Recipe is given on page 4.
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Open Skies Spaghetti Skillet

hat a challenge it is for busy

homemakers to plan summer
menus when both hungry week-end
guests and vacationing children are un-
der foot. Of course, she wants dishes
and menus that are delicious—and for
her discerning guests a bit out of the
ordinary—yet don't require hours of
hot kitchen preparation time.

When the temperatlure is soaring,
cooling salads are fine eating for warm
weather menus, and the imaginative
homemaker finds there is no end to
the many ways they can be prepared to
enhance meals. A basic and favorite
solad ingredient is elbow macaroni . . .
the bland flavor making it a flavor-mate
for a host of other foods. Canned meats,
fruits, vegetables, fish, cheese are all
delicious mixed with macaroni.

Tropical Tuna Macaroni Salad, as
shown on the front cover of this issue
of the Macaroni Journal, is a dish de-
veloped by the National Macaroni In-
stitute to entice the most finicky appe-
tites. As pretty 1o look at as they are
delicious to eat are pineapple shells
filled with a combination of elbow mac-
aroni and tuna salad. Here is the recipe.

Troplical Tuna Macaroni Salad
(Makes 4 servings)

1 tablespoon salt
3 quarts bolling water
2 cups elbow macaroeni (8 ounces)
2 small fresh pincapples
1 can (6% to 7 ounces) tuna, drained
1 large green pepper, coarsely chopped
Y3 cup mayonnaise
Salt and pepper to loste
Maraschino cherries

Add 1 tablespoon salt to rapidly boil-
ing water. Gradually add macaroni so
that water continues to boil. Cook un-
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covered, stirring occasionally, until ten-
der. Drain in colander. Rinse with cold
water and drain, Chill.

Cut pineapples in hall lengthwise;
scoop out pineapple, leaving shells 1
to Y%-inch thick. Dice pineapple. Com-
bine tuna, pineapple, macaroni, green
pepper, mayonnaise and salt and pep-
per to taste. Mix well and fill pineapple
shells with tuna-macaroni mixture.
Chill. Garnish with maraschino cher-
ries,

Hot foods are a part of summer menu
planning, too, and skillet dishes are
a good selection for cooking out of
doors. Once you have acquired a bit
of skill in outdoor cookery, you will
want to prepare all meals on the grill
as long as the weather permits, Open
Skles Spaghetti Skillet is a one-dish
meal the whole family will cheer. The
spaghettl is cooked in canned tomato
juice and tomatoes, scasoned with pack-
aged salad dressing mix. Canned frank-
furters and onions are added, along
with pickles for crunch and spice. Easy
to prepare and easy to eat!

Open Skies Spaghetti Skillet
(Makes 6 servings)

1 can (1 pound) smell whole onions

1 can (1 pint, 2 ounces) tomato juice

1 con (1 pound) stewed tomatoes

1 envelope (7/10 ounce) garlic salad
dressing mix

B ounces spaghetti

Vs cup sweet fresh cucumber pickles

1 can (12 ounces) frankfurters

Drain liquid from onions into large
skillet. Stir in tomato juice, tomatocs
and salad dressing mix; bring to boil.
Gradually add spaghettl; cover and
cook over low heat, stirring occasion-
ally, 20 minutes or until tender. Mix in
onions, pickles and frankfurters; heat.

Outdoor Spaghetti Supper will score
a hit with the family, too. You can pre-
pare the spaghetti In the kitchen if you
like, and cook the sauce on the patio.
Corned beef and green beans are two
of the ingredients; the dish is almost
a complete meal in itself.

Outdoor Spaghetti Supper
(Makes 4 servings)

1 tablespoon salt

3 quarts boiling water

8 ounces spaghetti

1 tablespoon butter or margarine

2 cups waler

1 can (3 ounces) mushroom crowns

1 package (1% ounces) cream of leck
soup mix

1 cup milk

'Il nunce(slgrnted sroce.u Cheddar cheese
can pound) cut gre
o green beans,

1 can (12 ounces) corned beef, cubed

Paprika

Add one {ablespoon salt to rapidly
boiling water. Gradually add spaghetti
80 that water continues to boil. Cook
uncovered, stirring occasionally, until

tender. Drain in colander; toss with
butter.
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Stir 2 cups water and mushroom
liquid into soup mix in large skillet.
Bring to a boil; stirring frequently; add
milk and heat. Stir in cheese until melt-
ed. Add mushrooms, green beans and
beef; mix lightly; cover and heat. Sprin-
kle with paprika, Serve with spaghetti.

With another month of hot weather
ahead, the National Macaroni Institute
suggests you try another of their recipes
for cooking out of doors. . . . Appetiz-
ing beef rolls stuffed with a savory
noodle stuffing, wrapped in aluminum
foil and baked in hot coals, Grilled to-
mato halves and mushrooms, a tossed
salad and coffee complete this simply-
prepared picnic meal.

Noodle and Beef Rolls
(Makes 6 servings)
1 tablespoon salt
3 quaris bolling water
8 ounces wide egg noodles (about 4
cups)
Vi cup butter or margarine
% cup chopped onions
1 tablespoon paprika
1 tablespoon chopped chives
1% pounds ground beef chuck
Salt and pepper to taste
3 cup fine dry bread crumbs
¥ cup milk
1 egg, beaten
1 tablespoon horse-radish

Add 1 tablespoon salt to rapidly boil-
ing water. Gradually add noodles so
that water continues to boll. Cook un-
covered, stirring occasionally, until ten-
der. Drain in colander,

Melt butter or margarine and add
onions; cook over medium heat until
tender and lightly browned. Add pa-
prika, chives and cooked noodles; mix
well.

Combine remaining ingredients and
mix until all ingredients are well blend-
ed; divide into six equal parts. Pat each
part into a rectangle one-fourth inch
thick; place some of noodle mixture on
each rectangle and roll meat around
noodles. Wrap each roll in aluminum
foil. Bake in hot coals, or moderate
oven (350*) 45 minules.

Regardless of season, macaroni prod-
ucts are a staple item with wise home-
makers, Whether it's hot or cold . . .
if the thermometer registers zero or
ninety . . . they depend upon elbow
macaroni, spaghettl and egg noodles to
use in dishes which are flavorful, eco-
nomical and nutritious.

H-R-l Industry Grows

Institutional food market sales should
reach $20 billion annually by 1070 ac-
cording to a recent study made by Stan-
ford Research Institute,
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General E. W. Rawlings, President of
General Mills, mude the following com-
ments at a recent meeting of the Hnstitu-
tional Foodservice Manufovturers Asvsociu-
tion,

t the turn of this century, it is to

doubted if Americans, on the
average, ate more than one meal in
fifteen or twenty away from home. To-
day, America eats an estimated one
meal in four away from home, with one
meal in three predicted by 1875. Com-
bine this with our population explo-
sion, with a predicted national popula-
tion of 221,000,000 within the nexl ten
or eleven years, and you can see what
we must prepare for. The retail value
of meals served by the food service
industry is expected to increase by
more than 55 per cent in the next dec-
ade, while grocery store sales are
expected lo rise by only 30 per cent.
At present, the food service industry
employs more people than the entire
steel, automobile and aircraft industries
combined.

For our present purposes it is not so
important to know why the food serv-
jce business Is enjoying such tremen-
dous expansion as to be keenly aware
that it is expanding. I believe it is
extremely important for the food proc-
essing industry to recognize that the
food service field offers one of the
greatest growth potentiols in the food
business today.

In the distant past, perhaps we as
well as others have looked upon the
food service market as being almost
identical to the retail food market. We
felt that food service operators needed
the same products, only in different
quantities, with perhaps more empha-
sis on price and less on packaging and
promotion.

We soon discovered, of course, that
the food service operator has problems
and needs quite different from those
of the homemaker, whose wants and
needs we have studied intensively for
years. We quickly became fully im-
pressed with the fact that uniformity,
portion control and labor costs, plus
the difficulties in getting and keeping
the right kind of labor, are among the
biggest headaches in the food service
industry.

We also learned—sometimes the hard
way—that the cquipment used by the
commercial operator is quite different,
in several imporiant respects, from the
utensils used by the homemaker at
home. We have found, for example,
that a Betty Crocker Cake mix which
becomes the over-night favorite of Mrs,
America and her family can fall flat
on its face in the restaurant kitchen.
Also to be considered are such matters

General E. W, Rowlings

as sleam table stability, the shell life
of opened packages and many others.
Furthermore, there undoubtedly aore
advantages that can be built into con-
venience food products for hotel, res-
taurant and institutional use that no one
has yet thought of. We have accepted
the challenge of developing new serv-
jces for our institutional customers,
perfecting new products and so making
maximum contribution to a growing
food service market. This, of course,
takes a lot of deing.

Food Service Research

It puts the spotlight on rescarch . . .
and in this connection, 1 mean spe-
cinlized research, devoted exclusively
to the problems and opportunities of
the food service field, not merely left-
over research from consumer iems,
Part of the research hus to be in the
direction of gaining an ever clearer
and more detailed understanding—on
our part—of the foud service operiutor's
present requirements. But that is only
a starl. Another equally important step
for us is, through imagination and re-
sourcefulness, to onticipate and meet
further requirements which so far have
never been recognized. This, we know,
is the only path to leadership.

1t all boils down to this: The food
service industry is @ great and bur-
geoning industry, As in any other busi-
ness of our American Free Enterprise
system, its growth and expansion will
confer greatest benefits on those whuo
are able and willing to produce the
best products and provide the best
service to hotel, restaurant and insti-
tutional management, for the benefit of
their customers, the American people.

So long as our population grows . . .
so long as our American Way of Lile,
with its rising standards of living for
all the people contines lo prosper . . .
the food service industry will con-
tinue to be what [t is today . . . one of
the greatest nreas of challenge and
opportunity for American food proc-
©850TS.
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A t the mid-year meeting, Paul 8.

Willis, president of Grocery Manu-

facturers of America, Inc, observed that

the food industry which is growing at

the rate of $3 billion a year has be-

come the nation's largest private busi-
ness. The volume of food consumed in
the United States this year is expected
to total $86 billion, This is bigger than
the volume of steel, automobiles or any
other industry.

More than one out of four working
Americans earn some or all of their in-
come from working for or providing
services to the food industry from farm
to table, The industry's importance to
the economy, and to the well-being of
our citizens, places a great responsibil-
ity on industry, labor, and government
to operate In an atmosphere of under-

' standing and cooperation. This team-
work is necessary to promote the high-
est efficlency in production and the ex-
pansion of our economy.

Food I8 a Bargain

The food industry has served the con-
sumer well. The share of income which
the American people spend for food
has been steadily declining. In 1947-49,
it was 26 cents of each after tax dollar;
in 1084, it was 10 cents; and today it is
18Y2 cents. This Is the smallest share
, of income spent for food any time in

history, anywhere in the world.
“Food is a bargain despite the re-
cent stories about price increases, The
cost of the government’s 'grocery bas-
ket' at the food store has increased only
168 cents Irom April '64 to April ‘85,
During the same time, the average
weekly wages of factory workers in-
creased $2.59 per week, leaving the
worker $2.43 of his wage increase to
spend for other things after buying
food,"” declared Mr, Willis, “Actually
the wage earner never had it so good.”

Committes to Present Findings

The development of a voluntary com-
pliance program for grocery packaging
ond labeling has been authorized by
the GMA Board of Directors, Theodore
R. Gamble, president of Pet Milk Com-
pany announced at the meeting.

A special GMA Packaging and Label-
ing Commitiee has been asked to de-
velop clearly stated policy guidelines
for package and label design, appear-
ance and consumer information. This
committee will present a full and com-
prehensive report for consideration by
grocery manufaciurers at the GMA An-
nual Meeling in November in New
York City.

Hoting that grocery manufacturers
and GMA as an assoclation face a vital
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Peul S, Wilks
challenge in the field of fair packaging
and labeling as a result of packaging
legislation now before Congress, Mr.
Gamble emphasized that grocery manu-
facturers are not being forced into a
voluntary compliance program.

“This is a positive development,” Mr.
Gamble stated, “As an association dedi-
cated to the highest standard of mem-
ber performance, we should clearly de-
fine what those standards are and we
should be alert to thelr violation," he
added.

“We all know that actunl cases of de-
ceptive packaging or deceptive labeling
by our members are few and far be-
tween. We all know that the legislation
now before Congress, if enacted into
law, could serlously deter our progress,
It could dampen competition, increase
food prices, and retard product develop-
ment,” Mr, Gamble said.

Present Laws Adequate

He further emphusized that present
laws and regulations on packaging and
labeling are already fully adequate to
protect the nation’s consumers.

He suggested that the special GMA
Committee on Packaging and Labeling
conduct a serious and detalled study
of industry packeging and labeling
practices and present a series of specific
recommendations which could serve
grocery manufaciurers, in effect, as pol-
icy guidelines of falr packaging and
labeling.

“It will be the responsibility of each
and every GMA member's management
to see that these guidelines are ob-
served,” Mr. Gamble sald.

“There is an Important distinction I
want to make in this approach. GMA
will not provide censorship. GMA will

.

not assume responsibllity for enforce.
ment of our packaging and labeling
laws. Rather, GMA will set forth clear.
ly defined policy guidelines which in
turn can be used by its member-com.
panles in a self pollcing action, These
guidelines will be developed within the
framework of existing laws and regula-
tions," Mr, Gamble pointed out.

“We must demonstrate that not only
do we seek fair packaging as Individual
manufacturers, not only do we talk
fair packaging as an association, but we
must demonstrate that we are also will-
ing to develop and implement a well
defined program of voluntary compli-
ance for our membership,” Mr. Gamble
stated.

“GMA member - companies should
live not only within the letter of the
law but within the spirit of the law
as well. If we do, there will be no
question anywhere of our desire to
protect the consumer as well as our-
selves,” he added.

Government Officials Speak

Paul S. Willis, president, GMA, pre-
sided over a panel of government of-
ficials who stressed the value of volun-
tary compliance programs by Industry
and invited more direct communica-
tion between top government ofclals
and top industry executives. Such com-
munications help resolve problems and
create better understandings, I was
pointed out.

Voluntary programs such as the DA
Lialson Committee of top food industiy
officials and various activities of the
Federal Trade Commission were cited
as examples of cooperation between
government and industry.

The food industry Is a model of
enterprise for the whole economy the
panel said. GMA participation at the
request of the U.S, Department of Agri-
culture in international trade fairs and
exhibits at trade centers was praised
for contributing to improved exports
and marketing of U.S. food products
overseas, GMA and the food industry
wereu rged to continue to make mar-
keting, merchandising and distribution
know how available In forelgn markets.

Food For Peace

The food industry's participation
in the Food for Peace Program was
pralsed as an example of the public and
private sectors of the economy working
together. The importance of the pro-
gram in developing both physical and
mental growth of people in underde-
veloped countries was pointed out.

_(Continued on page 20)
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Modern Materials Handling

Any description of the new Godfrey
Company Food Distribution Center in
Waukesha, Wisconsin is bound to con-
tain superlatives such as mammoth,
‘outstanding, highly efficient, exceeding-
ly well planned.

For the record, the windowless ware-
house, general offices, and service gar-
yage total 373,000 square feet, or more
than eight acres. Under one roof are a
207,000 square foot grocery department,
a 26,000 foot perishable cooler held at a
constant 42 degrees, a 18,200 foot frozen
food freezer kept nt 10 degrees below
zero, eight banana rooms, siding space
for 18 railway cars, and a 554 foot long
by 100 foot deep truck enclosure,

To utilize the warehouse at highest
efficiency, management Installed closed
circuilt television, remote control doors,
an elaborate intercom system with 40
. call-back boxes, and a complete data
' processing room with conventional tab
card equipment and an IBM 1401 com-
puter which is tied into an IBM random
access disc flle, commonly known as a
1405 computer.

Enclosed Loading Area

However, it is the design and execu-
tion of the materials handling facilitles
and functions which have created ‘he
greatest stir, For handling their 80
trucks per day, the Godfrey Coipany
enclosed the entire truck loading area
to eliminate all problems which might
be encountered with outside environ-
ment, They also installed permanent
adjustable dockboards at 40 of the 44
truck positions. The reasons behind this
“firat” in the food industry, as explained
by Mr, Ed Kane, warehouse manager,
were four-fold.

*There were several benefits we were
looking for in the ‘step-down’ truck
dock which utilize the Kelley Company
stand-up tortion-bar counter-balance
board.

“First, there was a minimum of four
minutes of savings In time per truck

when arriving and departing, since
drivers no longer need to open and close
truck doors while their vehicles were
away from the dock.

“Second, as a result of the first bene-
fit, exhaust fumes in our truck enclos-
ure (caused by the 80 inbound and out-
bound trucks per day) would be kept to
a minimum, giving us an actual saving
of 5 hours and 30 minutes of truck run-
ning time per day.

“Third, the ability to close and seal
our own trallers after loading, without
moving them.

“Fourth, simplified board construction
which would hold maintenance costs to
a minimum.”

Having decided on the Kelley “step-
down" type board, the Godfrey Com-
pany had two additional problems to
face, in that they only wanted a 6-foot
6-inch wide board instead of the 7-foot
normally supplied truck terminals, and
they needed additional lip length to
reach the actual truck floor of their in-
sulated and refrigerated trucks.

Slide-Down Lip

They originally planned to get the
additional length by increasing the
depth of the “step-down.” However, as
Mr. Kane reports, “In collaboration
with the Kelley Company, a solution
was found by constructing the dock in
such a manner that a 18-inch lip could
slide down In front of the dock proper
and rest in a prepared notch, while
keeping the ‘step-down' at 10% inches”

He concluded by saying: “Wg balieve
that through use of the Kelley ‘step-
down' deslgn we have secured all the
benefits we were looking for, and of
course we appreclate the fact that these
are permanent benefits.”

Unitized Shipping

A saving of $10,000 per year in man
hours can be achieved by recelving
merchandise in 4 pallet-loaded rail cars
per week in a chain distribution center.

This Is equivalent to the profiis.pro-- ..

duced by a $1,000,000 yearly volume su-
permarket,

This conclusion was reached by But-
terick Management Services, New York,
after a depth study of several systems
of unitized shipping and recelving with-
in the food industry.

A total of 648 rail cars and trucks
were analyzed for man-hours worked,
unit blocks shipped, number of pieces
shipped and welght shipped. Of the
shipments checked, 60 per cent were
floor loaded, 14 per cent were loaded
with wooden pallets, 3 per cent by slip
sheet and 14 per cent were loaded with
a combination of the methods Trans-
formed into labor cost was an average
of $20.89 to unload the floor loaded car;
$0.68 to unload the unitized slip sheet
shipment and $3.87 to unload the wood-
en pallet loaded car.

Standirdized Pallets Advised

Mr, Strobe!, of the Butterick Manage-
ment Services, s2id that the Yood indus-
try producers and distributors should
begin programs now that would lead to
the standardized pallet and pallet pool
system. Such a pool Is now in existence
in Canada and Western Europe.

The wooden pallet, according to Mr.
Strobel, is the only single materials
handling instrument that can bring raw
material into a plant; be reused at the
end of the production line to receive the
finished goods; take the products into
storage; move the product through or-
uler celecting into a shipping area; fol-
lowr the product to a recelving dock at
destination; follow the product into
storage; carry the product from storage
to an order selecting area; move with
the product to a staging area; be loaded
and carry the product to its destination
—the retall store.

“The full benefits in a properly in-
stalled program can, and should reach
into the entire business framework of
the manufacturer, the carrier and the
receiver,” he sald.

{(Continued on page 20)
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FRAGILE SPECIALTY ITEMS

Battery of 3 Stor-AVeyors with 24 Hr, dryer capacity —3
Control Conveyars with dual discharge feeding 2 Packag:
ing Lines.

Nete — Ceiling Mount allows free storage area under the
Stor-A-Veyors.

2
VertiLift Bucket Elevator picks up from the Noodle Dryer
and delivers to the pre-selected Stor-A-Veyor.

STORAVEYOR FOR NOODLES

Of the many macaroni firms that have solved
Storage and Handling with Stor-f\-Veyor
are: American Beauty Macaroni Piunts at
Dallas, Denver, Kansas City and Los An-
geles. Anthony Macaroni, Los Angeles; Ma-
jorette, Seattle; Skinner, Omaha; U.5. Maco-
rani, Spokane; Mueller, Jersey City, San
Giorgio Macaroni, Lebanon; Jenny Lee, St.
Paul; and O. B. Macaroni, Ft. Worth, Texas.

Latest Installation”
PORTER-SCARPELL!, Portland, Ora.

1830 W. OLYMPIC DOULEVARD
LOS ANGELES 8, CALIFORNIA

Mostaccioli
Large Shells
such as: Rigatoni

Spirals

Avlomated
' Systems &
Equipment
Englneering
DU 5.8091

‘10, Meat: va

iy

un' Wekyer

ASEECQ,»WP
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Packaging Resec' h
Emphasized

Packaging is being Ir tegrated increas-
insly into overall marketing plans and
companies that base their packaging de-
gisions on sound research correlated
with ‘their overall marketing strategy
have been well rewarded. However,
when marketing results do not come up
to expectations, the reason can fre-
quently be traced to insufficient pack-
age research at the outset. So said John
H. Truesdail, corporatie vice president
‘and general manager of the Film Divi-
‘slon of Olin Mathieson Chemical Cor-
poration, at the AMA packaging con:
ference.

Dr. Truesdail, referred to the high
rate of product mortality in supermar-
kets, estimated as high as 600 items a
week by some chaln executives, as a
renson for maintaining a vigilant watch
on packaging. “Too often, marketing
strategy falters or fails because in-
‘sufficient consideration has been given

{on the way the package is handled or

displayed when it reaches the retailer's

. shelf,” he said,

“For instance, a major candy manu-

. facturer tried to break into supermarket

distribution with the same package suc-
cessfully used for candy stores. Even
though the product was of high quality
and the brand well known, sales were
disappointing. Then the firm developed
a package specifically for supermarkets,
one with better product visibility,
adaptability to mass display and greater
resistance to handling. Within a year,
million-dollar sales were reporied.”"

Widen Markets

He pointed out how packaging can
widen markets, open new channels of
distribution, breathe new life into an
old product, reduce packaging costs and
incrense profits,

The Olin executive also stressed the
role packaging research should play in
determining when to redesign and
which strategic elements of the package
require change. Measuring established
acceptance for an existing logotype
agalnst possible increases or decreases
in recognition through its revision; ex-
amining package effectiveness in mass

display and beside competitive prod- period.”
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ucts; evaluating convenience features;
exploring product efficiency . . , these
were some of the areas he suggested
good package research should explore,

Changes Increase Sales

To show what gains can result from
properly planned packaging changes,
Dr, Truesdail cited a cookle manufac-
turer reporting a 16 per cent sales in-
crease following the adoption of freshly
designed cellophane packaging with
convenlence features for both the re-
tailer and consumer; a drug manufac-
turer who increased sales volume and
production efficlency through package
changes; sales increases of better than
500 per cent attributed by a candy com-
pany to the redesign of its cellophane
wrap,

Often the packaging material sup-
plier can be of assistance in packaging
research, Dr, Truesdail noted. At Olin,
the Customer Acceptance Laboratory Is
used to help in the selection of the
proper packaging material. He pointed
out that such supplier services, proper-
ly utilized, help packagers avold mar-
keting disappointments.

As another such service, he cited the
Olin Recipe Development Service. This
service provides packagers with orig-
inal recipes incorpaiating their product.
When printed on the package, such
recipes showlug new uses for the prod-
uct often crnuate new sales, Dr, Truesdail
declared.

Psychology of Color

“Color is a language in itself,” Henry
R. Warren, Jr.,, Vice President and Di-
rector of Markeling for Stokely-Van
Camp, told the American Management
Association Packaging Conference “and
to our company,” he added, “that lan-
guage has been the sales talk that has
helped boom annuanl sales from $182
million to $205 million. And sales for
the first six months of this fiscal year
are up $7% million.”

Referring to Stokely's revolutionary
Color Guide labels Mr, Warren fold the
AMA group that “we have found the
colors that will motivate the consumer
to buy specific commodities. But it took
12 different attempis over a six year
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Pointing to the conventional label
background colors that have always
characterized canned foods Mr. Warren
felt that they reflected the opinions of
an advertising agency or a label speclal-
ist, Following this trend, Stokely's first
experiments in label color change six
years ago, a so-called “ralnbow line,"
were based solely on color for color's
own sake, There was no reason for the
choice of any one color. “They were
gorgeous, beautiful,” Mr. Warren said.
“But they wouldn't sell.” It took two
years and 11 variations to convince the
Stokely marketing team that a new
approach to color selection was needed.
That is when they decided to ask the
consumer herself for her choice of label
colors.

Test Results

Tests were made among 6,000 women
divided into four panels balanced by
geographlc area and income group, By
a convincing margin they selected the
color of the product for the label. They
distinguished between shades, They
chose light gold for corn, dark gold for
peaches. The most startling variation
was their cholce of blue for off-white
products such as applesauce and pears.

Testmarketed for six months in
Evansville, Indiana sgainst Stokely's
old white label, the nuw Color Guide
labels were clearly superior, The whole
project was then moved to the South-
west and, in competition with all major
national brands and private labels, the
new labels posted a 60 per cent sales
increase. Natlonal distribution followed.

In seeking the answer to why women
are motivated by the new color labels
Mr. Warren consulted with Dr, 8. J.
Karlen, Chlef of Psychiatry at Lenox
Hill Hospital in New York and Profes-
sor of Psychiatry at Columbla Univer-
sity., Dr. Karlen told him that many
tlmes he could tell the patient's mood
by the color of dress she was wearing.
“Bright colors suggest cdaylight and
warmth ps opposed to darkness and
fear,” Dr. Karlen to.d Mr, Warren.
“Color gives a woman a sense of safety
and security. Women tend to dress more
colorfully tn make themselves feel.
younger,” he added.
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Whether you wish to build a new plant or
modernize your present one, BUHLER offers
you the services of a large and experienced
team of macaroni manufacturing engineers.

The Sales Engineer who visits you to
survey your needs. .. the Project Engineer
who analyzes your operation and deva'.:nm
the best drying diagram for your require-
ment . . . the Draftsman who draws up the
detailed plans . . . and the Head Erector
who supervises the installation; all these
are factory-trained and qualified apecialists
in the macaroni field.

Complete Macaroni Plants by

BUHLER

NEW YORK CITY= 230 Pork Avenue (MU 9.544

: 6
Sales Offices: Bk X o Room $15, 327 Sauth LaSalle Shrast (HA 7-5735)
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Why Buhler-Designed Macaroni Plants
are the World's Most Efficient

They are also skilled nt finding ways in

which you can save money lllr?ugh good
plant design and efficient operation.

Behind these engineers is the experience

gained from designing and operation of
hundreds of modern macaroni plants
located in practically every country of the
world where macaroni is made.

If you are interested in learning how you
can improve the quality of your product at
the same time you are increasing the out-
put and efficiency of your plant, write ar
call BUHLER . . . today!

THE BUHLER CORPORATION

BUHLER BROTHERS (Canada) LTD.
111 Queen 5. E., Toronto |.50|‘I|0l|li

8925 Wayzala bivd., Ml 26, Minn. | (] (0) veans

Phone: Liberty 5.

€.

Phone: EMplre 2.257
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' DeFRANCISCI MACHINE CORPORATION

One (1) Mixer—The famous Demaco "“Trade Ap-
praved” single mixer with vacuum applied over the
entire mixing cycle produces a product with a deep
yellow color and extremely smooth.

Semolina and Water Feed—Simple airlock with new
proportional water metering device—eliminates all
the cumbersome gingerbread feeds.

Die Removal—Simple 4 bolt die removal. Dies can
be changed in a few minutes.

Accumulator—Can be designed to fit your particular
requirements with no accumulator to a full 18 hour
accumulator.

Exterior Covers—Fabricated polyurethane panels
with 20 gauge aluminum sheets baked with white
synthetic enamel on both sides.

Stick Return—At bottom of dryer and is visible. New
patent pending positive stick return which does not
utilize roller chain.

Temperature and Humidity Controls—Pre dryer and
fully controlled finish dryer has 3 zone controls.

Construction—Ruggedness and simplicity of design
with component parts supplied by America’s top

THE DRYER

Saonitation—The only dryer that you can walk

;2;?33; to wash clean or vacuum all interior manufacturers. Immediate availability of spare
' parts—thereby mmumlzing ""downtime’’. Drying se-
Maintenonce—Remember only | stick pick up and quence is not controlled by any operator, it is all
1 stick transfer for the entire finish dryer section and pre-programmed thus eliminating the human ele-
accumulator. Heavy extruded aluminum sticks with ment. Guoranteed 1500 Ibs. per hour of dried, ready
welded ends. to pack spaghetti.

46-45 Metropolitan Ave,
Brooklyn, New York 11237
Phone: EVergreen 6-9880

i Western Representative: HOSKINS CO., P.O. Box 112, Libertyville, lllinois - Phone 312-362-1031
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'Easy Opening Device

'; A new opening device for corrugated
.shipping containers, designed to elimi-
pate the use of sharp instruments for
carton opening, has been developed by
‘Waldorf Paper Products Company.

; Labeled “Strip-Flap” by Waldorf, the
l]mlcmled device features two die-cut
, strips—one on each outer flap on top of
)l.he container. These tear-strips are sim-
Sply peeled back to open the carton,
{leaving the inner packages undamaged
\ and ready for retail price marking.

¢ A Waldorf spokesman points out that
! Btrip-Flap can be used on any size con-
!tainer with a minimum width of seven
, Inches, “It can be applied to any style
! container having top-flap ‘construction,
» and plants with conventional gluing or
| stitching equipment can handle Strip-
{ Flap cases,” says the spokesman.

}  Btrip-Flap containers have been thor-
. oughly tested by a major food processor

with the resull that the device Is now
used exclusively to package an enlire
line of the processor's products.

Headquartered in 5t. Paul, Waldori
is a major producer of corrugated con-
tainers and folding paper cartons. The
firm also engages extensively in the de-
sign of packeging machinery and its
application to individual customers’
production line requirements.

Waldorf has two converting plants in

" St. Paul; two in Milwaukee, Wisconsin;

two in Chlcago, Illinois; plus plants in
LaCrosse, Wisconsin; Fargo, North Da-
kota; St. Cloud, Minnesota; Burlington,
Iowu; and Fowler, Indiana, The com-
pany has paperboard mills in Missoula,
Montana; Olsego, Michigan; and St.
Paul,

New Pouch

The Schilling Division of McCormick
& Co., San Francisco, has a new pack-
age for its spaghetti sauce mix. The
mix is packaged in a foll pouch which
spotlights the company’s logo, and car-
ries an illustration depicting the prod-
uct ready for consumption. ik
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American Viscose Corporation has an
Avisco Cellophane Handbook which is
a guide to good cellophane packaging.
Here are some of their recommenda-
tions on storage and handling of cello-
phane.

Optimum performance of cellophane
on both the converter's equipment and
on machines at the ultimate user isto a
large degree dependent on the care and
protection the film recelves during ship-
ment, storage and processing.

In the company's original packaging
for shipment great care is used to pro-
tect from moisture, temperature changes
and physical damage to insure arrival
at the user's plant in good condition.

Both roll and sheet cellophane should
be kept in the original containers until
ready for use, Roll stock cartons should
always be stored on end with a total
stack height of not more than five feet.
Roll cartons stored on their side have
much less structural strength and rolls
can become deformed. Partinlly used
rolls should be carefully rewrapped and
stored on horizontal bars to prevent
edge damage or telescoping. Sheet car-
tons should te stacked not more than
eighteen high and sheet packages not
more than ten high. Too much pressure
drives out the air between sheets and
causes them to stick together.

"Clysar’ Price Reduction

The price of Du Pont's blaxially ori-
ented polypropylenes, “Clysar” 125 PC-
10 and 125 PC-20 polyolefin films, has
been reduced to $1.42 a pound, a drop
of eight cents,

A five cent decrease in the price of
the biaxially oriented, heat shrinkable
polyethylenes, also has been announced.
“Clysar” polyolefin films 100 EH-10 and
100 EH-30 will be $1 a pound.

The price changes were effective with
shipments of March 15, They came
within one year of commercial intro-
duction of the packaging material and
are indicative of the growth pattern
established by the films, according to
Robert R. Smith, director of marketing
for Du Pont's Film Department.

“Clysar" 125 PC-10 is a two-side
polymer coated, balanced biaxially ori-
ented polypropylene film designed for
high durability bag packaging of con-
sumer products such as snacks, crack-
ers, biscuits, candy and nuts.

Selling Cellophane

Price, often considered a key factor
in any buying decision, is only one of

: .seve;a“l major glements, that influence—

packager who buys converted cello-

& "#fated” George *W, McCleary,

marketing director of Olin Cellophanc.

He based his statement on an Olin pilot
study.

Speaking at the northeast reglonal
meeting of the National Flexible Pack-
aging Association recently, he said
that Olin is proceeding with a national
survey to provide further informatlon
on the factors that contribute to suc-
cessful selling of converted cellophane.

Preliminary results (the final conclu-
sions will be announced late this year)
indicate the converter’s salesman is the
pivotal man in sales success. The sales-
man's knowledge of his customer's
total packaging needs was revealed as
a decisive factor in the cholce of a con-
verier by a packager, according to the
Olin executive, Service and reliability
also were placed high on the list by
packagers Interviewed. Further, product
quality plus the converter salesman's
knowledge of his own firm's capabili-
ties — the converter’s equipment, pro-
ducts, abllity to meet delivery sched-
ules and creative services available —
frequently closed a sale.

Mr. McCleary sald that his company
had decided to develop Information
that will contribute to the converier’s
sales success because Olin executives
believe that the converter's role in
packaging will grow more important
in the years ahead,

“If we can help thr converter im-
prove his business, it follows that we'll
be able to expand our own sales” he
said.

Distelftink in London. The distelfink, two-
headed bird symbol on recently redesigned
food containers of Pennsylvanla Dutch-
Megs, Inc., Harrisburg, Pennsylvania, was a
part of the DESIGN USA exhibition June 15
through 25 ot the U.S. Trode Center in
London, Dixon & Parcels Associates, Inc. of
New York City were_the designers of bogs
for Pennsylvania Dutch Bott Bol Eqﬂ
Nocdles, Elbow Macoronl, and Strogano
Eﬁ Noodles, and of a carton for Megs

caron| which were selected by o lury
designers and the U.5., Depariment of, Com-
merce to represent the best in'U.S. packag-
Iing at the exhibition,
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TO INSURE THE QUALITY W‘ IN ANY MACARONI

PRODUCT

ALWAYS SPECIFY 4

WHETHER YOU'RE MANUFACTURING LONG GOODS

[

&

= OR SHORT ff@: EGG

noobLes [ F_ 7 |OR OTHER SPECIALTY SHAPES, |

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

srowinG ARealiifl we can suPPLY

FINEST DURUM

August, 1965

THE

"WHEAT PRODUCTS AVAILABLE.

&' AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn,—General Offices: St. Paul 1, Minn.
7 § TELEPHONE: Midway 8-8433
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HECK CHART FOR PACKAGE PLANNERS

' One of the guides for the Monsanto Cheml-
| cal Company's packaging development pro-
gram for a number of years has been the
following check chart which was developed
o5 a result of field study by Rhode Island
5 ‘chool of Design and Pratt Instiute,

!We present with permission this gulde for
rthaose who are concerned with package plan-
Ining.

L. Product Characteristica

A. What is the physical form?

1. Powder?

2, Granular?

3, Solid?

3 4. Viscous?

1 5. Oily or greasy?
¢ 8. Liquid?

7. Gaseous?

T

{ B. What protection will it re-
s quire?
': 1, Water-vapor condition or
qulrement
a. At time of manufacture?
; b. At time of use?
? c. Under marketing condi-
tions?
d 2. In production or In shelf life
S does it face hazards due to
7 action of
) a. Light?
{ b. Thermal changes?
4 c. Bacteria?
d. Mold?
e. Corrosion?
f. Insect infestation?
g. Rodents?
h. Pilferage?
3. Do the seals on the package
material give the same pro-
tection as the package ma-
terial?
4. If contents are not used af-
ter opening package, is re-
closure needed to protect
unused portion?
6, How do product and pack-
age material react chemical-
ly with respect to each
other?
6. Will package prevent loss of
a. Aroma, flavor or volatile
components?

b. Color?

c. Physlcal shape?! (break-
age, ete)

7. Will package prevent in-

gress of

a. Forelgn odors?

b. Oxidation or other chem-
ical reactlons?

16

11. Selecting Package Material

A. Is it appropriate?

1. In structural strength, is it
consistent with usage for
which it is intended?

2. In “producibility,” will it
lend itself readily to the
proceses of  fabricating,
graphic aris, otc., that give
it form and identity?

3. Is it a material which is fa-
miliar to consumers in form,
shape, texture, and there-
fore, suitable; or will it re-
quire “selling?”

B. Is it structurally adequate?

1. Will it go through mechan-
jzed production at high
speeds?

2. Can it withstand extremes
of temperature and/or re-
frigeration conditions in
carriers?

3. Will it stand up under stor-
age conditions in ware-
houses and retail stores?

4. If vacuum, gas or hermetic
packing s required, is pack-
age structure most advan-
tageous for such equip-
ment?

5. If necessary, can package
and contents be sterillzed?

C. Is it avallable?

1. Is a reasonably steady sup-
ply assured?

2, What is the time of dellvery
dates?

3. Are prices subject to fluc-
tuation?

4. Are prices in line with this
particular purpose?

5. Have you checked all pos-
sible sources of supply?

I1I. Production Considerations

A. Equipment
1, Can package be formed,
filled, and closed on existing
equipment or will new
equipment be required?

2, Would it be advisable to
chante package sizes or
forms (and selling prices)
rather than to buy new
equipment?

3. Would modifications In

package structure make it

possible or advisable to
utilize new types of equip-
ment to good advantege in
speed, efficlency or econ-
omyL

——
RIS s s -

4. If code marking is needed,
is method provided?

B. Personnel

1, Will the package involve
standardized operations, or
will it require speclal per-
sonnel?

2. Does this package impose
unusual difficulties with re-
spect to breakage, inspec-
tion, etc.?

3, Will operations be fully
mechanized, semi-automat-
ic, or mainly hand?

C. Design

1, Is container of right size
and shape to move properly
through packaging machines
and on conveyor lines at re-
quired speeds?

2. Is the closure suitable for
product and production, as
well as serving consumer
conveniences?

3. Are openings adapted to
filling devices?

4. It labeling operations are
requirc 1, are there suitable
label spaces or surfaces?

5. Is the design “engineered"
for greater shock resistance
in machine handling?

6. Does the design permit
proper storage and ship-
ment?

IV, Convenlence Factors

A. In preparation, prior to use:

1. Does fabrication involve
standard practice, or are un-
usual methods and equip-
ment required?

2. Can packages be shipped
and stored convenlently
prior to delivery to the pro-
duction line?

3. If there are several parts to
the packaging materials,
can the component parts be
conveniently and easlly as-
sembled for packaging?

4, Does the package have
proper welght or capacity
in relation to hulk con-
tainer?

B. In production:

(S8ee “Production Considera-

tiuns," (3) above.)

C. Packing and shipping con-
siderations:

1. Is there an accepted method
for pnckix}g,zood_l of .this

- ~. (Contlnued on page 19)
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Check Chart—

(Continued from page 106)

2.

character for shipment? Can
that method be used?

Is the unit package properly
adapled for convenient bulk
packaging?

D. In distribution channels:

Is the package of proper
size and shape for conveni-
ence of wholesaler and re-
tailer?

. Is the packnge convenient

does the package provide
protection for normal life of
product, plus a reasonable
margin of safety?

. In weight, =ize, and struc-

ture, doe jackage lend it-
self to eco nomy in shipping?

. Does the “cheapness” or

expensiventss” of the pack-
age make ti.» desired im-
pression on the purchaser?

VI. Merchandising Considerations
A. The product:
1. Is this a new product?

a. Consumer convenienee?
h. Quantity of purchase m
use?

E. Compelition:

1.

Have you compared proriuct
jtself with competiiion di-
reet and indirect?

. Have you compared pack-

nges
n. Malterial used?
b. Sizes and shapes?
¢. Colors and design?
d. Features—desirable and
undesirable?
., Have you considered wheth-

-

for: . What-how many are |ls
a. Storage? uses? er your package should re- |
b. Display? . What is its relative quality semble competing packuges,
¢. Sales hondling and de- in its line? or be dlsllnr:!n'cly_ individ-
livery? 4. What are the special sales ual—Irom \'mw"pulnt of—
E. In the hands of the consumer: points or features? ‘l; ’::ﬂ:“;lf:lf:”“"- ‘
1.Is the unit package the B. The Markel: e Csnzu;::vr?
|

proper size for consumer? 1. Who are the ultimate con-

2. Should package provide for sumers? VII. Faclors .ot‘ l’a'u'kugu Appearance

inspection of contents prior a. Age? A. For idenlity:

1o sale? b. Sex? 1. Are all features present |
3. Can the package be opened c. Income bracket? which ought to appear, and

easily and, if necessary, ef- d. Social or culture levels? are they treated properly

fectively closed for further e, Races—geographical lo- with respect to relative po-

use? cations? sition and emphasis?
4. Could a dispensing device f. Export markets? 2. Is brand name unmistakable

(such ns a pouring spoul,
etc.) be used effectively?

5. Can consumer measure out

correct quantity con Jonient-
Iy?

8. Is there a disposal problem?
7. Is there a re-use possibilily

for empty container?

8. Has consumer convenience

heen considered in matler
of hand grip features, enase
of grasping, dispensing, ctc.?

9. Is package size appropriate

and convenient for:

n. Refrigerator?

h. Pantry shelf?

c. Other consumer sloraje

2. The distribution plan:

a. Regular channels —
wholesale and retail:
(1) Independent stores?
(2) Chain Stores?
(3) Self-service or super-

markets?

b. Mail order?

r. Direct selling (house-10-
house)?

C. Buying habits:

1. What are the retailer habits
or practices with respect to
products of this characler?
a. Unit of purchase?

h. Storage prior to placing
on sale?

as to position and style?

3. Does the package adequale-

ly feature a familiar trade
name?

4. Is name of manufacturer

given due prominence?

5. Is product name (as dislin-

guished from brand) fea-
tured so as to afford im-
mediate praduct identity?
6. Does it or should i* use &
“family"” desipn?
. Does the packoge appear-
ance reflect—
n. The outstanding qualities
of the product?
b. Integrity and responsi
bility of maker?

-1

place? ¢. Display on shell, counter, . :
V. Considerations of Economy or window? . For information: ‘
1. Does package use minimum (1) Is shape and size of 1. P:ws tht.: package carry all 1
of material consistent with nncknfﬁ :;dnptcct for ;':E:jm:‘r:t::"?n “rv’ru::::li !".v ‘s
? mass display? aw, nanner ae- H
L3 pnr:g;o;lﬂ:;‘c:gtgl:fm‘;?;ici.][h {2) Is single unit altrac- (‘nplnhlr.fnr F_'o.:lglml.. State,
slandardization  practices tive? ) and rpmgn c_hsmhunnn.
that make for economy in: (3) Will package be seen 2. AI'(:' instructions  and  uses
a. Manufacture? gbove and below eye |I‘|‘.‘.l|ll:‘ and casy lo under-
b. Production? level? Which panel stand? . -
¢, Handling? displayed? dIs pussl!:lu to rlnnf:!'.
3. 1s container cost in proper (4) Will the retuiler sup- sharten, or improve the di-
proportion with porl the product? rucli:msl or m.-!guvuuus.
a. Unit price of product? (5) Will supplementary 4. Do the l|]m;1rnl|nns serve Lo
b. Available margin for or point-of-sale sup- i '"5“"“‘;
packaging cost? port be given? h. Anleresl.“llm-l«ur "
¢. Market desired? D. Size considerations: " g| ':"l‘“'“ I'IK ;"""}'l’"“: i
d. Class of merchandise be- 1. Are package sizes properly L |;rf‘]" panel
ing packaged? adapled to be pr.u.\ ided for fl'-l er use?
C. For inviting attention:

4. Does price panid for packag-
ing material ensure a low
percentoge of defects?

With reul economy in mind,

L
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a. Distribution methods?
b. Consumer habits?

2. How would changes of
puckuge size effect

1. Are colors und design
w. In good taste?
(Comtinued un page 200
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Check Chart—

(Continued from page 19)

b. Appropriate for product,
retail outlet, and con-
sumer?

c. Compare favorably with
competition?

2, Does the package make a
pleasing Impression

a, From a distance?

b. From a closer view?

¢, On shelf, counter, or in a
window?

d, In the consumer's home?

3. Does it carry a self-selling
story?

. Have all the pros and cons
of visibility package mate-
rial been weighed?

Does the package have re-
membrance or reminder

value?

6. Is the package a self-suffi-
clent advertising unit, or
must it depend on other
forms of advertising media?

VIIL. Coordination in Planning Pack-
ages
A. From the internal point of
view:

1. Have you sought the co-
operation of various depari-
ments?

a. Product development?
b, Market research?

c. Purchasing?

d. Production?
e
f.

-

-

. Legal?

. Sales?

g. Advertising?
h. Art?

2. In respect to package size,
appearance and structure,
have all possible conflicts
been compromised?

3. Have the complete specifica-
tions for this package-—exact
color identity, dimension,
special fabrication instruc-
tions, and all sources of sup-
ply—been put into perma-
nent form for future refer-
ence?

B. External considerations:

1. Have you taken all possible
steps to ascertain dealer
attitudes?

2. Are you fully satisfled there
will be or that there can be
developed & reasonable con-
sumer acceptance for this
product and package?

GMA Meeting—
(Continued from page 6)

Panel members were: David L.
Hume, Assistant Adminstrator for Ex-
port Programs, Foreign Agricultural
Service, U.S. Department of Agricul-

20

ture; George P. Larrick, Commissioner,
United States Food and Drug Adminis-
tration; Everette Maclntyre, Commis-
sioner, The Federal Trade Commission;
George L. Mehren, Assistant Secretary,
U.S. Department of Agriculture and
Richard W, Reuter, Special Assistant to
the President, Director, Food For
Peace.

Dr. George E. Brandow, executive
director, The National Commission on
Food Marketing, told the meeting that
the Commission must develop infor-
mation that will (1) provide data on the
industry, its structure and how this
structure is changing and (2) provide an
understanding of what lies behind this
information, how the food industry
really works and what forces are at
work to produce further changes.

Importance of Statistics

He pointed out the importance of ob-
taining meaningful figures and data
and the necessity of going beyond these
in order to draw meaningful conclu-
sions and explain what is taking place
in food marketing.

Praising the cooperation the Com-
mission is receiving from the food in-
dustry, Mr, Brandow said that the spe-
clal research and information projects
being carried out by GMA to provide
information to the Commission will ba
very helpful, He said he was impreasad
with the scope of the GMA project and
the caliber of the people working on it.

Food industry officlals were urged to
present their views frankly to the Food
Marketing Commission and its staff.

He siressed the importance of the
Commission's work and said that he
hoped the Commission's report will in-
crease understanding of the food In-
dustry so that all parts of it can make
better decislons in thelr operations.

Unitized Shipping—
(Continued from page 8)

The role of a buyer in a unitized pro-
gram is critical. He should know the
receiving capacity of his distribution
centers, both at the rail and truck re-
ceiving docks.

It has been established through order
frequency analysis that purchasing in
even layer and full pallet quantities as
opposed to case lot ordering, will have
little, if any, effect on his inventory
position.

Mr, Strobel also noted that paper
work could be cut by 60 per cent by re-
aligning the flow from the moment the
purchase order is created until the
goods are received and pald for.

Today 70 per cent of all merchandise
moving within the food industry is still
being handled case by case at both ends.
Of the remaining 30 per cent that is

unitized in onc system or another ap-
proximately 10 per cent is providing
savings. The other 20 per cent is costing
as much, and in certain cases more,
than if the products were floor loaded.

Mechanization

Due to mechanization, one Independ-
ent Grocers' Alliance wholesaler hiked
his gross profit 16 per cent in two years,
This was done by Increasing his ware-
house space from 43,000 to 104,225
square feet and ha deided his operation
with a push bar fork lift trucker loader
from a previous hand-loading one. He
installed racks nearly laid out in two
bays with straight aisles on a concrete
floor, The new warehouse utilized auto-
matic dockboards, which are adjustable
to the height of trucks loading or un-
loading.

A new idea food distribution center
of Gateway Grocery Company, La
Crosse, Wisconsin is being viewed by
them as a laboratory. It is set up on a
fixed slot system, with each of 4,000
grocery items and 1,000 refrigerated
items in a permanently assigned loca-
tion,

The order picker assembles his order
dally in exactly the same sequence,
guided by aisles and slots, to which are
affixed yellow adhesive strips with code
numbers and description of the pallet
pattern. All aisles go straight through
from truck dock to rall dock, Every-
thing iz racked except current sales
items and bulk items.

Easy Order-Picking

Double-header 1ift pallet trucks han-
dle two pallets at a time, with specially-
designed long forks, and with a special-
ly-designed small typewriter-like roller
carringe for order-picking invoices
make it easler for the order-picker to
select items line-by-line.

Orders will be selected from the cen-
ter of the warehouse, proceed across
half of the rear one-third where the
slowest-moving merchandlise is located,
continue through the forward part of
the warehouse, then come down one of
the wide bulk aisles to the loading
dock.

The second half of the order selection
begins again at the center of the ware-
house, turns in the opposite direction to
cover the other half of the rear one-
third, then proceeds to the other half of
the forward part and concludes by com-
ing down the hulk alsle to the loading
dock.

If the ultimate goal Is to take the
present roule of combined systems of
loading, then it should be continued
and problems solved to make the com-
bined systems’ approach better. But if
the ultimate goal is a national pallet
pool, then a standard course of action
must be followed (o reach this goal,
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A DEDICATED TO SERVING THE MACARONI
INDUSTRY for OVER HALF A CENTURY....

e stand behind :

every extrusion

die we produce!

R/

4

TIME HONORED

TIME PROVEN -

TIME TESTED -

for % EXTRUDED RESULTS
* QUALITY
* WORKMANSHIP
* SERVICE

; D. MaLpar! & Sons, Inc.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215

Amarica’s Largest Macaroni Die Makers Since 1903 - With Managemant Conlinuously Retained In Same Family
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneading,

]

r

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry

lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM

Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.

NEW TYPE WATER FEED SYSTEM

NEW TWIN HEAD DIE
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Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micromete.

adjustment with sight flow feed.

Salid one piece head with two dies for slow extrusion with high production.

NEW CUTTING DEVICE SYSTEM

Independent direct motor drive to cutting shaft. Wide range of cutting speeds through electronic contral.

Elimination of pulleys, belts and varidrive motors.

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

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER

High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low

friction.

THE MACARONI JOURNAL

—

For detailed information write to:

TWIN DIE MODEL THCP (shown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour
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OPCO Assoclates is a buying organ-
jzation owned by 30 supermarket
chains and wholesalers located in im-
portant marketing areas from coast to
coast. Topco serves its members in pur-
chasing, product development, quality
control, packaging, financing and pro-
motion of extensive lines of controlled
brand food and non-food products.

Topco sales for 1964 were over $180,-
000,000, Total Topco Member sales rep-
resent over 3 per cent of the food mar-
ket sales of this country,

Today, Topco supplies its members
with about 1,000 different food and non-
food products, most of which ae dis-
tributed under the 28 variour brand
familles controlled by Topco.

The average Topco supermarket s
big, having about twice the dollar vol-
ume per store of the average super-
market. Topco Member stores are lo-
caled in every conceivable area; from
the heart of a downtown shopping cen-
ter to the far flung rural shopping
plazas. Topco Members are long time
lenders in the supermarket merchan-
dising field, “Giving the lady what she
wants” and seeing to it that she enjoys
it, while getting top quality and good
value at the same time, are some of the
princlpal bases on which our members
built their volume to what it is today.

Multi-Product and Multi-Pricing

Because of these basic merchandising
philosophies, we find ourselves packag-
ing our products to appeal to the urban
and suburban family sizes and tastes.
In order to appeal to all income levels,
we have both a multi-quality and there-
fore, a multi-pricing program of prod-
ucts. Thus a larger size of a low cost
product may have much appeal, par-
ticularly in the southwest and the rural
midwest areas.

This multl-product, multi-pricing
policy is representative of most people
in the supermarket business. In reality,
a supermarket is a department store of
foods, Multiplicity of sizes and products
and quality levels are what our wide
range of customers seek.

For these basic reasons, we haven't
been able to find a decided trend in
packaging sizes, we have had them all.

1s a new size needed? “No,” if it du-
plicates a product already selling well,
is of similar quality to the already es-

tablished product, or offers no price ad-
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TRENDS IN PACKAGING SIZES

by Robert Andrews of Topco

vantage. Duplication of products is not
met with acceptance by the supermar-
ket operator, IBM and other statistical
controls employed by the supermarket
chain have led to pruning out the slow-
er movers. One of our leading chains
carries 7,000 items in a typical store, Of
this number, 3,500, or about 50 per cent
account for 81% % of total sales. So you
can see where duplication of any sort
stands little chance of getting on the
thell.

Controlled brands, such as we supply
our members, are at an advantage over
advertised brands in that our store are
more willing to handle their own prod-
ucts. Therefore, we can “rationalize”
some new product sizes into existence.

Outside Factors

In spite of these g2naral observations,
there are outside factors which have led
to several trends in packaging sizes.

First, and probably foremost, are the
changes in family sizes. The population
explosion Is creating a need for the
larger family size packaging. Some pop-
ular slze packages are too small as a
single unit, too much in iwo units.
Counteracting this increased package
size trend is the fact that there are more
older people living today than ever.
Urban renewal has created distinct con-
centrated markets for smaller pack-
ages. Witness Chicago's Marina Towers
where I understand that there are only
3 bables In both towers. The balance
are single-person or 2-people dwellings.

These two polints alone, the increasing
family size and the increasing elder
population indicate the trend in packag-

ing sizes to te one of offering more
sizes, both larger and smaller.

Another factor may support the con-
tinued growth of the smaller size pack-
age. That is our educational levels con-
tinue to get higher and higher with
more people obtaining higher educa-
tion. In the past this has led to mar-
riages later in life and smaller families.
This may be counteracted by the con-
tinued improving of our natlon's econ-
omy. Higher income tends to encourage
larger families.

Actual consumer value is another in-
fivencing factor in package sizes. The
so-called “Economy Sizes” and “Family
Sizes" have been mishandled by some
people, but more often these products
do represent consumer value. Should

ot the Food Packeging Council Symposium

the price market for a given product
decline considerably, there is an oppor-
tunity to merchandise a larger size,
offering the consumer a true value. A
true value may be oblained through a
more economical cost of packaging in
relation to the net welght of the prod-
uct. This is the case of the individually
quick frozen vegetables, The cost of the
poly bag compared to the carton and
over-wrap, or printed carton, on a per
ounce of product basls, affords a lower
vost product, which can then be passed
on to the consumer in the form of lower
retail price.

Consumers shop for value because
they believe that these larger packages
give them value. Should they not give
this value, as was the case in a recent
pricing question on an Instant coffee
product sold in an "Economy Bize,” this
could have a retarding effect on future
consumer acceptance of such products.

Competition Creates Need

Competition helps create a need for
a new packaging size. This is particu-
larly true when a change in net weight
is made by the brand dominating the
market, putting everyone else at a de-
cided price disudvantage. The Federal
Government is arguing this point in dis-
cussions concerning the proposed pack-
aging legislation. I doubt if the new
regulation will seriously affect this
practice, because it has become such a
big part of many people's merchandis-
ing programs. The regulation requiring
that net contents appear on the front
panel may minimize abuses of this prac-
tice. However, 1 am, confident that It
will continue.

Bigger Boxes

The detergent industry has made use
of another factor helping the over-all
trend toward larger packages That is
the ability to store larger boxes in the
laundryroom or basement and the fact
that our larger growing familles require
the use of this product more often. Not
only the need for frequent use of the
product, hnt the ability 1o store these
larger packages Is frequently over-
looked as a reason for buying the larger
package. Utilitarian products like deter-
gent, bleach, floor waxes, elc, lend
themselves to these larger sizes because
they aren’t “fun” products, nor are they
fun to buy.

So called "magic” retail prices have
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had a material effect on the package
size trend. Some products refuse to
move off the shelves at prices other than
27 cents, 39 cents, etc,; I belleve that
n anufacturers and retailers do a better
jub of convincing themselves that these

' vmagic” prices are needed, than the

consumer really does. However, we
have had to adjust the contents of sev-

 eral items, particularly true in the “im-
' pulse” fields such as candy, to make a

package size that will fall into the pre-

. seribed retail price range. Here it Is

necessary to keep particularly close
track of the product, the cost of its com-
ponent ingredients and type of packag-
ing, since these costs are directly related
to the finished product cost on which
the retail price hinges.

General Industry “Feeling”

One other important factor affecting
packaging size trends is general indus-
try “feeling.” The frozen food industry
has gone through a gradual reduction
in net contents and package sizes on
vegetables over the past few years.
Then rather suddenly the two pound,
1% pound bagged vegetables came out,
french fried potatoes became popular
in a one pound package, fish portions
increased their net count and contents.
No one attributes these changes to any
one specific reason, They “felt” it would
work, “the consumer would need and
buy more. So, they tried it and it
vorked,

Private Label Business

We in the private label business have
another influencing factor which leads
us to market and promote larger size
packages. That is because the cost
spread between private label and com-
peting brands is much more dramatic to
the retailer and the consumer in the
larger sizes. This is probably the result
of increased production economies real-
:zed from running larger product quan-
titels and the fact that packaging cosis
o not go up directly In relation to
product contents.

We also notice that certain sizes sell
better in ceriain geographic areas. Many
of you probably have had the same ex-
perience. Ours has been that the West
Coast has had a greater influence in
developing larger sizes. We also have
noted that trends beginning in the Wcs:,
Coast tend to migrate to the East. Fo
this reason, we watch West Coast prod-
uets closely o see if they calch on in
their new sizes so that we can antici-
pate a move in our other market areas.

Case Size

Now, I would like to comment on case
size, Case size not in relation to the size
as affected by the size of the individual
Packages inside, but rather the number
of items, or pack, per case. A number
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of studies have been made with the
cooperation of various supermarket
chains that graphically outline product
case movement per store, per week. The
Colonial Study done by Progressive
cer indicates that 88.6 per cent of the
items In their stores sold less than one
case per week, per slore.

This points out that case pack should
be related to store turnover, on a week-
ly basis, so that the retailer does not
need to maintain back room Inventories
of split case products. There are siudies
showing that more efficient placement
of products within the master shipping
case facilitates price marking and shelf
stocking. All of these problems that the
retailer faces should be one o our
greatest concerns. Studies which may
be of interest to you include: The Mec-
Kinsey-General Foods Study, “Cifrino's
Space Yield Formula" in Chain Store
Age, and “Contribution to Profit” pub-
lished by This Week magazine.

Variety of Bizes

The supermarket operator wants a
variety of sizes so that he can satisly
the needs of the wide range of custom-
ers in his depariment store of foods.
T'he increased size of familles, increased
percentage of ouvr population being
older people, all lead to supporting the
range of smaller and larger packages. If
value is there, a larger package Is war-
ranted. Storage spuce and oftenness of
use also support the larger package.
“Magic” retail prices direct some pack-
age sizes. The private label leans to
larger packages. An Industry may
“feel” or "hunch" that a new package
size will sell.

We are face to face with the challenge
of supplying the American consumer's
needs. The answer to our packaging
size trends problem will be to intelli-
gently expand, or contract, our package
sizes so that we con meet these needs.

Code Dating and
Pricing Machine

e ey L

Marks 'Machinery Company, 2673
Grand Avenue, Bellmore, L.I.,, N.7., has
announced the availablility of their
Model #1100 alr operated code dating
and pricing attachment, which utilizes
inkless transfer leaf to imprint areas up
to one inch by two inches.
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This machine has been developed for
intermittent motion packaging ma-
chinery, such as Mira-Pak, Triangle,
Transwrap, Hayssen, AMF Bread Wrap-
per, and similar packaging machinery.

Variable information can be printed
at the point of packaging. The Model
#1100 features quick change steel type
and leaf rolls. No power take off iz re-
quired from the parent machine reduc-
ing Installation time. A star feature of
the attachment is the front location of
the leaf reels enabling casy access for
changing leaf,

Illumitronic Checkweigher
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Mechanical rejection of closed, gross
underweight containers and a simpli-
fied electronics package (pictured) are
features of a new low-cost checkweigh-
er from Illumitronic Systems Corpora-
tion, Sunnyvale, California. From a re-
cently introduced line of automatic
weighers called “Mech Series,” the M-2
Underweight Reject model is buill 1o
nccommodate hard-running lines of
contained products in the 2 ounce lo
4 pound category with little or no main-
{enance required, according to the man-
ufacturer. The new weigher has elee-
trical weight readout and & mechanical
reject system which is activaled by the
weight of the container ilsell. Because
containers deflect directly off the welgh
belt, the complete unit occupies only 20
Inches of packaging line space. The M-2
model sets up easily with a continuous
vernier adjustment, and operation of
the welgher ls not subject to plant elec-
trical interference or line voltage drops.

Mech Series M-2 underweight models
are now operating in frozen food lines
ond are performing at accuracies com-
parable to any checkweigher on the
market, according to the manufaclurer.
Indicating lights are standard equip-
ment on M-2 models. Counters, infeed
conveyors or other special handling
devices are optionul,
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Crop Prospects Improve

Generous moisture supplies, com-
bined with recent sunshine and drying
warmer weather, have benefited crops
over wide areas of the Upper Midwest
and Canada, according to Donald G.
Fletcher, President, Crop Quality Coun-
cil, Minneapolis, Minnesota. Despite
carlier delays, seeding of spring bread
wheat, durum, oats, barley and flax s
now virtually completed in North Da-
kota. Wheat seeding neared completion
in southern Manitoba and Saskatche-
wan by mid-June but still was delayed
in northern portlons of the Canadian
Prairie Provoinces.

Overall crop prospecis continue ex-
cellent in practically all areas, but con-
tinued sunshine is needed to promote
plant growth, Fletcher said.

Winter wheat harvest operations con-
tinued in Oklahoma and southern Kan-
sas, after rains had stalled the harvest.

Oklahoma winter wheat prospects
range from good to excellent over most
of the state and yields of 30-35 bushels
with good test weights are common in
carly harvested fields. Prospects in cen-
tral Kansas are also excellent, and bet-
ter than expected yields will be har-
vested in other areas of the state as
well, Fletcher said.

Stock Dividend

International Milling Co. has de-
clared its slxth consecutive quarterly
dividend of 30 cents per common share
since becoming a public company in
January 1064, This Is the 44th con-
sccutlve year that dividends have been
pald to International’s common stock-
holders,

The current dividend was payable
July 15 to holders of record of its com-
mon stock on July 1.

There are 2,351,083 common shares
outstanding. The regular quarterly
dividend on the four series of preferred
stock was also declared.

Lower Freight Rates

Lower frelght rates on wheat mov-
ing west for export from the Dakota's
and Montana withstood a final hour
plea for suspension by Gulf porls and
became effectlve on June 11, as origi-
nally announced by the railroads.

New rates ranging from B8 cents in
the west to 70 cents per hundred in
central and eastern North Dakota re-
placed a 85 cent rate covering the en-
tire state, Little more than a year ago
these same rates were as high os $1.34
a hundred.
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Durum Estimete

Production of durum wheat was esti-
mated at 59.7 million bushels compared
with 65.7 million last year and the
average of 30.3 milllon bushels from
1958 to 1963 according to the June 1
U.S.D.A. crop summary, Durum in the
flelds looked very good. Molsture sup-
plies were generally adequate in the
main producing areas.

While the crop was making excellent
progress because of belter than usual
molsture conditions and an improve-
ment in moderating temperatures,
stands were heavy and wo''ld require
good moisture throughout the growing
season to reach expectations, Wild oats
are a problem in some areas and it is
believed this weed will be more dam-
aging than was the case a year ago.

By the end of June the North Da-
kota Stale Extension Service in co-
operation with the Department of Agri-
culture stated only 1 per cent of hard
wheat had reached the heading stage
compared with 15 per cent last year
and the average of 13 per cent. Best
progress was in the southeast portion
of the state where about 40 per cent
was in the boot stage or beyond. Durum
was even later with 93 per cent still
jointing or lesser stages and only 7
per cent in the boot.

Jointing Is defined as developing
Joints or nodes and internodes in a grass
stem. Boot is the sheath, the lower part
of the leaf that encases the stem and
crop head,

North Dakota Mill Storage

Construction of a- 1,000,000-bushel
grain storage facility at the state-owned
North Dakota Mill and Elevator in
Grand Forks has been approved by
the North Dakota Industrial Commis-
sion. The commission set a limit of
$600,000 on expenditure for the project.

P. R. Fossen, general manager of the
mill, has indicated that construction of
the storage unit, of concrete, will be
started as quickly as possible.

Governor William L. Guy, who also
is chalrman of the industrial commis-
sion, sald the storage expansion was
authorized in antlcipation of increased
shipments of wheat and other grains
out of the state, He sald the state is
expecting a reduction in freight rates,
particularly significant for trainloads.

Doughboy Dividend

The board of directors of Doughboy
Industries, Inc, New Richmond, Wis-
consin, declared a regular quarterly
dividend of 124 cents a share on
508,713 shares of common stock. The
dividend was payable July 30 to stock-
holders of record July 7. ;

Richard L. Vesssh

International Milling Co.
Announces Appointments

International Milling Co. has an-
nounced two changes within its U, S.
durum products sales department.

Terry M. Bulorac has been promoted
to midwest region durum products sales
maneger, and Richard L. Vessels will
join the company as assistant U. 8.
durum products sales manager, A. L.
DePasquale is U. 8. durum products
sales manager.

Butorac joined International in 1959
as a trainee. He became management
recruiting and training manager in
1862, and since 1864 hus been assistant
to the U. 8. durum products sales man-
ager. A 1057 graduate of St. Cloud
(Minn.) State College, Butorac received
an M.A. degree from the Univers't; of
Minnesota in 1059,

Vessels is a 1851 graduate of Cornell
College in Mt. Vernon, Iowa. He joined
General Mills, Inc,, in 1958 following
four years as an officer in the U. S.
Air Force. Vessels was manager of
durum sales for General Mills prior to
that company's departure from the
durum business.

Service Anniversary

George E. Hackbush, Chicago Sales
Manager for International Milling Com-
pany and Manoger of the Central Dur-
@m Products Sales Region, observed

his 35th anniversary with the company
in June,

New Officers

Ray Wentzel, Doughboy Industries,
has been named chairman of the Durum
Committee of the Millers' National
Federation,

John Wright of Edmore, North Da-
kota, has been elected president of the
U.S. Durum Growers Association.
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Chick Production

There were 68,508,000 egg-type chicks
hatched in May, according to USDA
Department of Agriculture Consumer
and Marketing Service reporls. This
figure was down 11 per cent from May,
1984, and the smallest May hatch of
cgg-type chicks of record,

All regions of the country reported
decreases: 19 per cent in the North
Atlantic, 17 per cent in the West North
Central, 7 per cent in the West, 6 per
cent in the East North Central, and
4 per cent in the South Atlantic and
South Central,

The hatch of egg-type chicks during
the first five months of this year totaled
271,687,000 chicks, a decrease of 14
per cent from the same period last year,
and the smallest egg-type hatch of
record for these months.

The number of “egg-type” cggs in
incubators on June 1 was up 3 per cent
from a year earlier.

This very sharp drop in the number
of egg-type chicks put out is bound to
be felt in the fall and winter produc-
tion. Traders indicate that prices on
all frozen and egg solids will have to
advance now to reflect the price ad-
vances in the shell egg markets.

Shell Egg Production

Total shell egg production in May
was practically the same as in 1964 at
16,000,000 cases, which was 488,880
cases more than in April, 1085, Egg pro-
duction on June 1 this year stands at
76,700,909 cases, also the same as the
same period of 1064

In 1964, the Government was buying
egg solids in very large quantities. This
year the eggs have been stored in the
amount of 273,000 cases during May.
June storing also has been heavy,

Paul F. Skinner

Paul F. Skinner, 40, Omaha Aren
Sales Supervisor of Skinner Macaroni
Co., died June 13 in an Omaha hos-
pital. His death was preceded by a long
*illness.

Mr. Skinner was the brother of
Lloyd E. Skinner, President of Skinner
Macaroni Co,

Paul Skinner is survived by his wife?
Lucia, and one other brother, Eugene
M. of Westport, Conn,

Louis Petta

Louis Petta passed away June 27 at
the age of 85, He started in flour sales
with General Mills in 1809 and repre-
sented them In durum In New York
City since going into semi-retirement
in 1946,
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La Rosa Advertises
Pasteurization

V. La Rosa & Sons, Inc., the nation’s
largest selling brand of macaroni, spa-
ghetti and egg noodles, will use 1000-
line newspaper ads in major cities to
tell consumers the company uses only
pasteurized eggs in its producls. Adver-
tising, which will appear after mid-
June in aboul 40 newspapers in New
York (Metropolitan area), Philadelphia,
Milwaukee, and the larger cities of
Rhode Island, Massachusetts and Con-
necticut, is expected to make about
15,000,000 reader impressions.

The campalgn grew oul of recent
newspaper publicity given lo a Food
and Drug Administration investigation.
The government agency turned up
salmonella organisms from damaged
whole eggs, and in cake mixes pre-
pared with contaminated eggs. An FDA
official was quoted as saying ordinary
cooking temperatures do not kill or-
ganism, “but pasteurization does.”

“We have been using only pasteur-
jzed eggs in our noodle products for
more than two ycars,” said Vincent S.
La Rosa, president, “and we felt we
ought to make this fact known to con-
sumers. Newspapers secsned the quick-
est way to get the information to them."

The 1000-line ads carry the bold
headline, “Important News,” a reprint
of a news story that originally appeared
in Supermarket News, and a slalement
that *La Rosn pasteurized egg noodles
are on your grocer's shell now!"

La Rosa's advertising agency is Hicks
& Greist Inc.

Boiley Appointed

P. R. Fossen, Manager of the North
Dakota Mill and Eleveator, has an-
nounced that Harry 1. Bailey will be
their durum sales representative for
the Southcast area of the United States.
Mr. Bailey was formerly associated with
General Mills, Inc.

Jaycces Eat Macaroni

Ten thousand Jaycees from all over
the United States had macaroni at the
National Convention of Junior Cham-
ber of Commerce meeting in Buffalo,
New York, June 21-25,

The project was the result of cfforts
by the local chapter at Devils Lake,
North Dakota and had the nssistance of
the North Dakola State Wheat Com-
mission.

Giola Macaroni Company of Bullulo
supervised the preparation of the du-
rum treat during the two nights set
aside for various states to provid: fuod
or beverage distinctive to their state.

ADM Advertising
Contest Winners

Six macaroni manufacturers received
prizes in the ADM durum and bakery
flour advertising contests.

The contests were the kick-olf of
ADM's new advertising programs in
the macaroni and baking products in-
dustries.

Winners in the durum products con-
tesls were:

First prize—George Granucei, Gra-
nucel Mucaroni Products, San Frau-
clsco, California.

Second place winners—Jerome and
Robert Guerrisl, San Giorgio Maca-
roni, Inc., Lebanon, Pennsylvania:

Third place winners—Lloyd Skinner,
Skinner Macaroni Company, Omuaha,
Nebraska; Howard Wolfe, Great A & I
Tea Company, Inc, Terre Haute, Indi-
ana; D, A, Kuhn, Prince Macaroni
Manufacturing, Detroit, Michigan.

Macaroni manufacturers and bakers
were sent preprints of individual ADM
advertisements which will be appear-
ing in trade publications during the
coming months. Recipients of the pre-
prints were asked to rank them in the
order of “adverlising effectiveness.”
Entries were judged against the rank-
ing given cach of the advertisements by
the majority of contestants.

Twelve prizes were awarded, six in
the baking fleld and six to macaroni
manufacturers,

Two 13-inch portable television sets
were awarded first place winners: four
tape recorders were awarded second
place winners; six miniature transistor
desk radios went to third place win-
ners.
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To determine the prize winners thot tied for
second and third places in the macaroni ad
udging contest conducted by the ADM
wrum and Flour Divisions, George Utter,
general sales monager, drew the lucky
nomes. Holding the bread basket is John
Rusinko, ADM product cdvertising man-
oger.
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ast year the Congress of the United

States allocated $2,50,000 to set
up a 15-man National Commission on
Food Marketing. The food industry be-
came alarmed over allegations of
wrongdoings voiced by freeswinging
Congressmen and over poishots taken
al various food companies and groups
by the Federal Trod2 Commission and
other agencles,

President Johnson appointed a Spe-
clal Assistant for Consumer Affairs in
Mrs. Esther Peterson. She has appeared
at various food mcetings supporting
the approach token by Senator Philip
Hart of Michigan and Senator Paul
Douglas of Illinois, who called for truth
in packaging and truth in lending.

Senator Hart recently released a 35-
page statement for inclusion in the
record of Senate hearings on his pack-
aging bill. He says Government agen-
cles today are required to prove a par-
ticular practice as deceplive, and this is
hard to do in the courts. But under his
bill, the agencies would be empowered
to decree, with precision, what practicer
are deceptive—and then not have to
prove deception In each case.

“Rigid Government Control”

This concept Is completely contrary
to our historic concept of Government
regulation. As Willlam B. Murphy,
president of the Campbell Soup Com-
pany, testified, the bill “would sub-
stitute u form of centralized and rigid
Government control for a present sys-
tem which prohibits any deception or
abuses but otherwise allows free play
for individual Ingenuity and initiative.”

Industry witnesses, who outnumb:r-
ed supporters of the bill, at Congress-
ional committee hearings, about 3-to-1,
apparently have put it back on the
shelfl for another year. Our own Lloyd
Skinner, representing the Small Busi-
nessman's Association, was one of those
who testified.

Voluntary Compliance Program

The development of a voluntary com-
plinnce program for grocery packaging
and labeling was authorized by the
Board of Directors of the Grocery man-
ufacturers of America, and announced
at their midyear meeting. It will be pre-
sented for adoption at their Annual
Meeting in November.

It was anlso announced at the GMA
Meeting that the booklet “Trade Prac-
tice Recommendations for the Grocery
Industry” had been revised and re-
published. This includes recommenda-
tions for payments for advertising and
promotional services; cooperative mer-

30

WORD FROM WASHINGTON

by Robert M. Green, Executive Secretary, at the 61st Annual Meeting, N. M. M. A.’

Rovert M, Gresn

«randising agreements; deal merchan-
«ise; point-of-sale material; promo-
tions; coupons; salesmen calling on
headquarters; salesmen calling on
stores; new products; communications;
buying committees; out of stock; spot
for price marking; shipping cases;
distribution; unitization; palletization;
standard invoice forms; complying with
Robinson-Patman law; additional sug-
gestions for spots for price marking;
additional recommendations for grocery
products' shipping cases.

Wheat Bill

The Administration's wheat bill for
1866 breezed through the House sub-
committee recently and was sweetened
considerably for producers. In addition
to liberalizing the voluntary acreage
diversion provision, the subcommittee
provided for a four-year instead of a
two-year program, and fixed certificate
cost at full parity instead of 65 to 100
per cent, at the discretion of the Sec-
retary. This change aione will add
$35,000,000 to the cost of wheat when
milled.

The Administration's farm bill runs
into Increasing difficultivs, bzrause the
provision for cotton is currently dead-
locked. During the last week of June,
Chairman Cooley introduced a new
version which faces vigorous opposition
from cotton growers; it would sharply
reduce price supports on cotton and
attempt to make up the difference
through direct Federal payments.

Cries of “bread tax" apparently are
making an impact on urban represen-
tatives. A wheal users' committee pro-

testing such legislation now includ
24 baking, milling, and wheat proce
ing companies, as well as the America
Bakery and Confectionery Workers I
ternational Union and the Bakery and¥
Confectlonery Workers International;
Union of America. They are trying to
show how an increase of 50 cenis a
bushel on wheat will result in a 2-cent4
tax on a pound of bread (and 1% to &'
cents a pound on macaroni). "\

Representative Quie, a Republichpy
from Minnesota, stated recenily thaf:
“any Democrat who votes for an excise,
tax cut on furs and Cadillacs and then
turns and votes to ralse the price of
bread by taxing millers is going to hear
plenty about it in the 19668 campaign.”

But the shouling isn't over, because
a farm bill faces the threat of a Presi-
dential veto unless the bill reduces
Federal costs,

United Effort

On the happy side, there have been
a half dozen meetings in the past hall
dozen months, of wheat growers, mill-
ers, and end product producers, to dis-
cuss a united industry effort to promote
research and promotion for wheat and
wheat foods. Under ausplces of the De-
pariment of Agriculture, Howard P,
Davis conducted these meetings until
an Interim Organization was set up
composed of a 75-man Board repre-
senting organizations from the three
mimary segments of the industry, They
have, in turn, elected an Executive
Committee who are exploring program
possibilities and alternatives for financ-
ing.

Last fall, in an unprecedented move,
all segments involved in the manu-
facture and distribution of grocery store
merchandise united in a massive “Food
Is a Bargain" promotion. The message
hit home. In fact, it reached millions
of homes. A follow-up survey showed
that several million additional house-
wives now have u more appreciable
understanding of the problems of bring-
ing food frca farm to table, Out of the
promotion evolved a permanent body.
The Food Council of America, com-
prised of the elght leading food trade
associations. Its first chalrman is Jo-
seph G. Foy. The purpose of the Food
Council s to continue to improve the
industry's Image and tell the consumer
the facts about the food industry on a
statesmanlike plane. .

It is apparent that as long as ,tll&"'
food industry is a target of pglltlppl-
propaganda, that the most effetMve Fﬁ-"‘

fenses will be unified eiforts thrdl uh‘_}

trade associations, LAy B
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YVAPLEX Type 600 Concentrated Glyceryl Monostearate is
1 it takes. The addition of 1.5% to your regular product keeps
Just as appetizing In the steam table as it is moments out of the
oiling water in the home, Food service managers can make sure

won't run out, yet be protected agajnst waste,

So schools, hospitals, industrial plants, and other volume
peding establishments can serve spaghettl much more often than
¢y .do now. Your market broadens,
*MyvarLex Concentrate has no cffect on flavor, And it meets
[
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iII grow and grow and grow for you
- [if you feed it its own special kind of spaghetti]

the requirements of U, S. Food and Drug Definitions and Stan-
dards of Identity for Macaroni and Noodle Products, as amended.

To find out more about the advantages and economic effects of
MyvapLex Concentrated Glyceryl Monosicarate, get in touch
with Distillation Products Industries, Rochester, N. Y. 14603.
Sales offices: New York and Chicago * Distributors: West Coast—
W. M. Gillies, Inc.; in Canada—Distillation Products Industries
Division of Canadian Kodak Sales Limited, Toronto.

e)idé

Distillation Products Industries is a division of Eastman Kodak Jompany
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Left to right: Bill Berger, department manoger at Buhler, Minne-
apolis; Mr. Gosser, plant manoger, Migros mecaroni factory,
Buchs, AG; Horace P. Gioia, president, Bravo Macaroni Company,
Rochester, New York; Joseph R. Vasile, Rochester, a friend of Mr,
Gioia's; and Paul Froelel, sales engineer, Buhler, Uzwil.

Macaroni Men Tour Europe

During his recent trip to Europe, Mr.
John Curry, vice president — produc-
tion, C. F. Mueller Company, Jersey
City, New Jersey, visited macaroni
plants in Germany, Switzerland and
Italy.

In Switzerland, Mr. Curry visited the
Buhler company at Uzwil, the new Mi-
gros macaroni factory at Buchs AG,
and the Steffen macaroni factory at
Wolhusen LU.

Mr. Horace P. Gioia, head of the
macaroni manufacturing firm, Bravo
Macaroni Company, of Rochester, New
York, visited Switzerland and Ialy.
In Switzerland he visited the Buhler
company at Uzwil and the new Migros
macaroni factory at Buchs AG,

[ M LIS

Wedding Arch. Robert Heimburger and He-
lene P eth were married recently in Marlen-
hein as-Rhin) France. As tney left the
church, they marched under the waving
stronds of pasta held by their friends. Mr.
Heimburger is a principal in the macaroni
company ‘‘La Colombe."

Left to right: Renzo Vassali, sales monoper, Macaroni Division,
Buhler, Uzwil, Switzerlond; Bill Berger, department manager, Buh-
ler, Minneapolis; John F. Curry, vice president—production, C. F.
Mucller Company, Jersey City; and Dr, H, U. Widmer, manager,
Macaroni Division, Buhler, Uzwil,

The IPACK-IMA Show

The fourth edition of Ipack - Ima will
be held on the Milan fairgrounds from
September 11-17. On display will be
packing and packaging machinery;
packing materials and products; food
processing machinery, including the
largest display of macaroni-making
equipment in the world.

The foreign countries which are to
participate in this edition are: Austria,
Belgium, Denmark, France, Norway,
East Germany, West Germany, Great
Britain, Sweden, Switzerland and the
United States.

Ipack - Ima is set up as o bi-annual
exhibition. This year they will present
for the first time in Europe an im-
portant cross section of American pack-
ing and packaging equipment through
the United States Trade Center. The
center represents the U, S. department
of Congress in Italy and the display
has been promoled by the Packaging
Machinery Manufacturers Institute. An
organization with 140 members and
headquarters in New York.

An international meeting of ma-
caroni manufacturers has been sched-
uled with representatives coming from
every European country and also from
the United States,

The exhibition will be housed in five
large pavilions and will cover an aren
of 86,000 square yards.

Foreign Visitor

Joseph Portelli, manuging director of
Pastas Alimenticias Portelli, Hamrun,
Malta, was in the United States in
June to visit American macaroni manu-
facturers. The Portelli plant in Malta
exports the greater part of their pro-
duction 1o the Italian mainland. Volume
has been increasing so plans are being
made for a new plant to be ready for
operation next year.

Indic Tests Durum

The Ministry of Food and Agricul-
ture of India recently tested U.S. durum
to determine its acceplability when
made into the traditional Indian “chap-
patti.,”

Consumers indicated favorable re-
sponse to chappatti's made from Hard
Amber Durum. Amber Durum and
Durum were found to be less desirable.
Tests were made from representative
samples of the three subclasses and
results compared with native Indian
wheat and U.S. Western White now
being used.

India is the largest importer of U.S.
wheat under the Public Law 480 pro-
gram. Durum was declared eligible for
export under the terms of this program
only recently,

Agent Nomed

The DeFrancisci Machine Corpora-
tion of Brooklyn, New York, has named
the firm Bridson James, A/SIA, Pty.
Ltd. of Melbourne, Australin, as their
sole representative in Australasia.

Hot Number

R & F Macaroni Company of El Paso
has been cashing in with daily publicity
on the Herald-Post “Sizzler" contest.
The Scripps-Howard paper is running a
contest for readers 1o guess when the
first official report will verify a 100 de-
gree heal in the city. Local merchants
are giving prizes for the contests, in-
cluding o case of 24 packagesof R & F
spaghetti.

The sun shone in El Paso for the
168th consecutive day recently, and the
paper noted the sun had failed 1o shine
only one day out of the past 1,231,

THE MACARONI JOURNAL

International ¥ Exhibition

Packing and Packaging
Mechanical Handling
Food-Processing Industriol Machinery

IPACK-IMA * Milono (ltalia) ®* Via G. G. Mora, 13
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Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

DOUGHBOY INDUSTRIES. INC.

, T SINCE 1856
Phone 246-2101 . NEW RICHMOND, WIS, L] Quality Since 1856

Croftsmen in Plastics — Packaging Machincry — Farm  Feods — Electranics — Printing
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American Beauty .........00. Los Angeles, Calif,
American Beauty ....... 00000000 Denver, Colo.
American Beauty ......00000 Kansas City, Kans.
American Beauty, Quality Div, ...St. Paul, Minn,
American Beauty ... ..o 000 00 +++ -St, Louis, Mo,
American Beauty ............... .Dallas, Tex,
American Home Foods ............ .Milton, Pa.
Angelus Macaroni Co, ........ Los Angeles, Calif,
Anthony Macaroni Co, ....... Los Aa;elel, Calif.
Asien Noodle Co, v..vvvvvvvnnanss heeling, 1ll.
Barilla G. R.F. lli S. p. A, ....... . . Parma, Italy
B. Birkel Sohne ............. Stuttgart, Germany
W, Boechm Company . ......o00uus Pittsburgh, Pa.
Bravo Macaront Co, .......... Rochester, N. Y.
California Paste Co. ........... San Jose, Calil.
California-Vulcan Macaroni . .San Francisco, Calif,
John B, CanepaCo. ...............Chicago, Il
Catelli Food Products ......... Montreal, Canada
Charbonneau, Ltd, ........... Montreal, Canada
Cicero Macaroni Mfg. Co. ........... Cicero, lIl.
Constant Macaroni ........ St. Boniface, Canada
Conte Luna Foods, Inc, ........ Norristown, Pa,
Costa Macaroni Co. .......... Los Angeles, Calif.
The Creamette Co, ......... Minneapolis, Minn.
Creamette Co, of Canada ...... Winnipeg, Canada
Crescent Macaroni ............ Davenport, lowa
Cumberland Macaroni Mfg. Co. Cumberland, Md.
Delmonico Foods, Inc. .......... Louisville, Ky.
JGlocken vouvviiiiinnnans Weinheim, Germany
Dutch Maid Food Packing ....... Allentown, Pa.
El Paso MacaroniCo, ............ El Paso, Tex.
Fiesta Macaroni Co. .....covvvunn Hialeah, Fla,
Fresno Macaroni Co. ............ Fresno, Calif,
Gabriele Macaroni Co. ...... Los Angeles, Calif,
Gioia Macaroni Co. ....... gl o Buffalo N. Y,
Golden Grain Macaroni ..... San Leandro, Calif.
Golden Grain Macaroni ......... Bridgeview, 1Il.
Golden Grain Macaroni .......... Seattle, Wash,
Gooch Food Products .......... Lincoln, Nebr.
A, Goodman & Sons ..... Long Island City, N. Y.
I.J. Grass Noodle Co. ............ Chicago, IIl,
Horowitz & Margareten . . . .Long Island City, N. Y,
Ideal Macaroni Co. ....... Bedford Heights, Ohio
Inn Mald Products, Inc. ...... Millersburg, Ohio
Jenny Lee, Inc. oovvvnvnnienns St. Paul, Minn.
Kientzel Noodle Co., Inc, ........ St. Louis, Mo.
V. La Rosa & Sons .......... Westbury, N, Y.
V. La Rosa & Sons .......... Danielson, Conn,
V.LaRosa & Sons ........o0vs Hatboro, Pa,
V. La Rosa & Sons - Tharinger Div.

e e VR Milwaukee, Wis,
V. La Rosa & Sons - Russo Div. ...Chicago, Il

Luso-American Macaroni Co. ..Fall River, Mass,

D, Merlino & Sons ......o0vuns Oakland, Calif.
C. F. Mueller Company ....... Jersey City, N, J.
National Food Products, Inc. . ... New Orleans, La.
New Mill Noodle & Macaroni ...... Chicago, Ill.
Noody Products ........ovvvinnns Toledo, Ohio
O B Macaroni Company ........ Fort Worth, Tex.

Pasamount Macaroni Mfg. Co. ..Brooklyn, N. Y.
Pennsylvania Dutch - Megs, Inc. . .Harrisburg, Pa,
Philadelphia Macaroni Co. . ... ..Philadelphia, Pa.
Porter-Scarpelli Macaroni Co. ....Portland, Ore,

HERE ARE THE MEMBERS

@ of the National Macaroni Manufacturers Association, dedicated to elevating macaroni and noodle products manufacture
to the highest plane of efficiency, effectiveness and public scrvice—indicated with the letter A.

® of the National Macaroni Institute, organized to popularize macaroni and noodle products through research and pro-
motion—indicated with the letter 1.

MACARONI MANUFACTURERS

A-1 Prince Macaroni Mfg. Co. ........Lowell, Mass,

A-1 Prince Macaroni Mig, Co. ...... Brooklyn, N, Y,
A-1 Prince Macaroni Mfg. Co. ....Schiller Park, 1I.
A-l Procino-Rossi Corporation ........ Auburn, N, Y,
A-1 Ravarino & Freschi, Inc. .......... St. Louis, Mo.
A Refined MacaroniCo. ,.......... Brooklyn, N, Y,
A-I Roma Macaroni Co. ........ San Francisco, Calif,
A Romi Fuods, Ltd, ........... .« Weston, Canada
A-I Ronco Foods .......c00vvienn Memphis, Tenn.
A-1 Ronzoni Macaroni Co, . ...Long Island City, N. Y,
A Peter Rossi & Sons ......... + + . Braidwood, 1II.
A Roth Noodle Co, .......oovvuen Pittsburgh, Pa,
A-l1 San Diego Macaroni Co. ...... San Diego, Calif,
A-1 San Giorgio Macaroni, Inc. ....... Lebanon, Pa.
1 St Louis MacaroniCo. ........v.. St. Louis, Mo,
A-I Schmidt Noodle Co. ............ Detroit, Mich.
A-1 Shreveport Macaroni Mfg. Co. ... .Shreveport, La.
A-I Skinner Macaroni Co, ........... Omaha, Ncbr.
A-1  Superior Macaroni Co. ...... Los Angeles, Calif,
A U. S, Macaroni Mfg. Co. ....... Spokane, Wash.
A Vetta Macaroni Pty., Ltd.
................... Roscbery, N.S.W., Australia
A Viva Macaroni Mfg. Co. ........ Lawrence, iviass
A-l1 Weiss Noodle Co, ........ +++.Clzveland, Ohio
A-l West Coast Macaroni Co. ........ Oakland, Calif.
A-I Western Globe Products, Inc. . .Los Angeles, Calif.
A-l1 A, Zerega's Sons, Inc. ....o000nns Fairlawn, N, J.
ASSOCIATE MEMBERS
A Amaco, Inc. ...iviiiiiiiiiiiiias Chicago, 1ll,
A-1 Amber Milling Div.,, GTA ...... St. Paul, Minn,
A Ambrette Machinery Corp. ....... Brooklyn, N. Y,
A-1  Archer Daniels Midland Co. ..Minneapolis, Minn.
A Aseeco, Inc. ..... St Los Angeles, Calif.
A Ballas Egg Products Co. ........ Zanesville, Ohio
A V. Jas, Benincasa Co, .......... Zanesville, Ohio
A Braibanti Company ............... Milan, Italy
A Buhler Corporation .......... Minneapolis, Minn.
A Clermont Machine Corp ........ Brooklyn, N. Y
A DeFrancisci Machine Corp. ...... Brooklyn, N. Y.
A-I Doughboy Industries, Inc. . . .. New Richmond, Wis,
A E. L. DuPont Company, Film Dept.
=<} Apih bt 2 il e aeeiniasesasy Wilmington, Del.
A Faust Packaging Corporation ... .Brooklyn, N. Y.
A  Fisher Flouring Mills Co. ......... Seattle, Wash,
A Henningsen Foods, Inc. ........ New York, N. Y.
A Hoffmann-LaRoche, Inc. .......... Nutley, N, J,
A Hoskins Company ............ Libertyville, 1l
A-I International Milling Co. ....Minncapolis, Minn.
A Lawry's Foods, Inc. .......... Los Angeles, Calif,
A D. Maldarl & Sons, Inc. ......., Brooklyn, N.Y.
A McCarthy and Associates ....... New York, N.Y.
A Merck & Co, Inc, ...ovvuunns, Rahway, N, J.
A Munson Bag Company .......... Cleveland, Ohio
A-l North Dakota Mill & Elevator
............. ivaeveassGrand Forks, N, Dak.
A Wm, H, Oldach, Inc. .......... Philadelphia, Pa.
A-l  Peavey Company Flour Mills . . Minneapolis, Minn.
A-l1 Rossotti Lithograph Corp, ....North Bergen, N. J.
A Schneider Brothers, Inc. ..........Chicago, Ill.
A United States Printing and Lithograph
.......... eteeesrsaersesss New York, N. Y.
A Vitamins, Inc. .......covvvvvnnnnn Chicago, TII.
A Wallace & Tiernan, Inc, .........Belleville, N. J.
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The Wallace & Tiernan NA Feeder Is designed to give
accurate metering of the small quantities needed for
enrichment additives.,

It feeds 1 to 120 oz per hour. Its hopper holds enough
for 3 hours at maximum feed. And It lets you adjust
feed rate with micrometer accuracy while running
or stopped.

“N-Richment-A"'® gives you a uniform and dependable
enrichment material. With NRA and an NA Feeder,
you're sure of correct vitamin assays every time.
Thl:l'a}'lnllt:c; & Tlt:rclll‘l': tln’alm. glrtcr? ﬂour-tgjﬂtr::'r:!
specialis as prov self in mills for over 3
information Irorﬁ any WAT office or Dept. N-:gs.sa.

WALLACE & TIERNAN INC.
AN ETROET, BELLEVILLE, NEW JORSEY 07108

August, 1965

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

1—Vitamins and Minerals Enrichment Assays.

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

3—Semolina and Flour Analysls.

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

S—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
New York 7, N.Y,
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Several years ago I knew a young

advertising man who quit his job
to open his own agency. My friend,
Don Larick, was long on drive and
imagination but short on capital. He
needed at least one big client to really
get on a firm footing. Then his chance
came. He was given the opporiunity
to bid for the account.of a leading
coffee firm.

Don's heart sank at his first interview
with the company's advertising man-
ager, He learned that other agencles,
including some of the clty's largest, had
submitted elaborately prepared presen-

rtatons, Don, who was barely meeting
‘his rent, could not hope to duplicate
; them, He thought fast. “I don't work

with elaborate presentations,” he told

. the ad manager casually.

"But how else can we tell if you can
do the job?” the manager asked. Don
knew that the final decision would be
made by the company's board of direc-
tors.

The Calculated Risk

“Do you think your board would ap-
preclate a good idea if they heard ii?"
he asked the advertising manager. As-
sured that it would, Don requested an
audience with the board. It was
granted.

My friend made a brilliant oral pres-
entation with the aid of only a few
notes on the back of an old envelope!
He got the account and went on to
become one of the most successful ad-
vertising practitioners of his time, If
told you his firm's name, you would
i2cognize it immediately, But his iden-
tity s not the peint of this story, What
I want to emphasize is that Don was
not afraid to take a calculated risk. He
acted boldly, a step that salesmen
might well emulate,
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SELLING®

By George N. Kahn

TAKING A RISK

This is No. 11 of 12 sales training erticles.

Are You Playing It Too Bafe?

The old adage ‘“nothing *entured
nothing gained” is a good on. ‘or
salesman (o remember. The leading
producers were not afraid to take risks,
many of which paid off. They were and
are venturesome,

It's easy to play it safe. In this way
you attain a nice level of mediocrity.
Your children may not be able to at-
tend college or you won't get that Ber-
muda vacation, but you will be safe.
Too many salesmen seek this way out.
The pity is that this is supposed to be a
dynamic profession. Our whole econ-
omy literally moves on salesmanship.

The “safe" salesman rarely if ever
breaks new ground In his territory, He
never goes after the really big ticket
if it means sacrificing any time from
his “tried and true" routine. He is
fearful of pushing a new product that
may have great potential. He would
never dream of correcting a customer,
even though the latter would have
more respect for him, He dreads taking
over a new territory,

I could go on for several hundred
pages. Timidity and lack of imagina-
tion stifle thousands of salesmen in this
country, There are many of you who
shy away at learning new selling pro-
cedures designed for your own welfare,
The operative word here is "new."
Many salesmen are suspicious of any-
thing new on the absurd theory that
the old way is the best way, What they
mean is that the old way is the “safe"
way,

The spirit of adventure is what made
this country great. And we're only in
our infancy compared to European na-
tions. There is much to accomplish yet
in improving our standard of living;
new products, conveniences and sery-
ices will be a pari of our economy for
years to come, This means a bonanza
for the enterprising salesman.

As the philosopher, Schiller, sald:
“Who dares nothking, need hope for
nothing.” A

The Nature of the Risk

Before we get any further along, I
want to stress what I don't mean when
I encourage you {o take risks, No sales-
man should expect to advance himself
by making exoggerated claims, mis-
representing the product, or otherwise
lying to obtain an order. Such tactics do
not connote risk, but stupidity,

The risks I suggest are along the
line of intelligent business practice. Of
course it may be safer to spend two
hours with an old and assurred account,
but sometimes devote one of those
hours to calling on a tough but poten-
tlally productive prospect. It may be
safe to stay with proven selling prin-
ciples, but new selling ideas are being
developed almost every day. Experi-
ment with some of them. It may be the
best thing you ever did for yourself.
You can't go wrong with a presentation
that has earred thousands of dollars
for you, but perhaps a revision of that
presentation could double your present
Income. The risk here is the loss of
time and current income while you
try a new approach or technique. It
may even fail. But the world is built
on such trial and error,

The Roman philosopher Cicero said:
“A man of courage is also full of faith.”
He meant faith in oneself. This is the
key to success in salesmanship. If you
have enough faith in yourself, you can
conquer all.

No Risk

Bome salesmen are so falnt-hearted,
they won't even take a chance when
they have nothing to lose. Bart Har-
man once took over a well-established
territory, He had been told that one
particular customer, ABC Company,
had been buying 10 gross of the prod-
uct every call for many years. At his
first call on the firm, Bart introduced
himselt, mechanically wrote up the or-
der and departed.

(Continued on page 40)
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Some people will find
it hard to believe that

FILEXITRON
is this much better!

B More accuracy through faster response B Greater repeatability

with new electronic sensing B No mechanical friction B Scele
mass always balanced B Remote weight adjustment while

running B Greater speed B Complete ease of maintenance,

Are you ready to see Flexitron do all
this? Write Triangle for details on an
actual demonstration of how and why.

TRIANGLE

PACKAGE MACHINERY COMPANY
686884 W. Diversay Avenue, Chicago, lllinois 60835
Talephone (312) 880-0200
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£ Mercus W, K. HetfsMinger
'Changes at Peavey

New top management takes over at
Peavey Company Flour Mills, and a
s half-century active career of one of
the industry's best known millers comes
to a close,

; The new execulive vice president of
{ Peavey Company, taking charge of its
smilling operations, is Marcus W, K.
Heflelfinger, 40, who has served his
'entire 1B-year business career in the
flour milling end of the business.
 Stepping aside nearly 51 years after
he joined King Midas Flour Mills as a
Jjunior clerk in August 1814 is Henry E,
Kuehn, who has headed Peavey's flour
operations since July 1863. He has been
: a top milling officer in the Peavey or-
ganization for more than two decades.

Although Kuehn will no longer serve
on the corporate executive committee

' at Peavey, he will continue as a vice
president and member of the board of
directors, He also will complete his cur-
rent term as tizt vice chairman and di-
rector of the Millers' ivational Federa-
tion, the trade association of the milling
industry.

Mark Heflelfinger takes on the top
job in one of the nation's major flour
milling organizations at a time of great
change in the entire wheat economy of
the nation. His preparation for this
task has included grain merchandising,
wheat buying, flour sales and sales
management,

In 1855 he became o management as-
sistant in Peavey's Russell-Miller Mill-
ing Co., and has been a company officer
since 1058,

He has also served as president of
Coast-Dakota Flour Company, a Peavey
distributing subsidiary in California. He
is a director of Peavey Company and
replaces Kuehn on the executive com-
mittee.

Mark Heflelfinger is a member of
the Millers' National Federation's im-
portant committee on agriculture, and

Henry L Kuohn

this last year served as chalrman of
the federation's durum committee. Re-
cently he was nominated by the in-
dustry to serve as an interim director
of the newly formed Wheat and Wheat
Foods Foundation,

He is a director of two other Min-
neapolis businesses, Great Northern In-
surance Co, and First Southdale Na-
tional Bank. He earned football and
swimming letters at the University of
Minnesota, after earlier attending Stan-
ford University,

He has long been an active leader
in the industry’s Young Miller organi-
zation. Great-grandson of his company’s
founder, Frank H. Peavey, he s the
only one in his generation of family
ownership who has come up through
the flour milling side of tha operation.

Henry E. Kushn

During Henry Kuehn's half-century
of flour milling, tremendous changes
have occurred in this basic industry,

The mill Kuehn first associated with
was at Hastings, Minnesota, still a
major location for the Peavey organiza-
tion, It was known as the Gardner mill,
and one of the important brands of its
owners in the Philadelphia market was
King Midas.

Its capacity was 900 barrels per day,
or in today's terminology, 1,800 hun-
dredweights. This compares with to-
day's daily capacity of Peavey Com-
pany Flour Mills of some 60,000 cwts.

Kuehn interrupted his work as a
floor trader for the mill on the Minne-
apolis Grain Exchange to serve a year
in the U.8. Navy in World War 1.

He and W. M, Steinke, with whom he
shared many years of top milling man-
agement responsibility, were instru-
mental in rescuing the Hastings mill
from financial difficulties brought on
by that war. They helped bring it into
the Van Dusen Harrington company,
under the King Midas name, It later
became part of the Peavey Company,. -

Goeorge Fobar

In 1854 Kuehn became general man-
ager of King Midas, when Steinke
moved into a parallel assignment in
Russell-Miller Milling Co.

A few years later, the name Peavey
Company Flour Mills was adopted for
the entire operation, and Kuehn has
headed it the past two years.

George Faber Retires

A 45-year career in the flour milling
industry came to a close July 1 as
George Faber retired from his present
position as district manager, Peavey
Company Flour Mills, handling Durum
sales in the Midwest.

The always - cheerful mustachioed
man who started as an office boy in
1920 was honored by his friends and
l‘auslness assoclates in Minneapolis June

Termed by his business associates as
a real gentleman and a very capable
staff representative, Faber is known for
his work on education. Besides work-
ing closely with the Glenwood School
for Boys in Chicago, he enjoys travel
and athletics. Faber and his wife, Na-
omi, have several times toured Europe,
South America and the Orient.

A native of Minnesota, Faber worked
his way through high schoel and col-
lege, earning several scholarships along
the way.

One of his proudest possessions to-
day is an engraved gold watch which
he received as 1 lad of 13 while in
school at Chaslta, Minn., from C. K.
Curtis, then president of Curtis Pub-
lishing Co. The watch was an award
for being the champion salesman for
Ihra Baturday Evening Post in Minne-
sota.

In 1081 he reigned over the Univer-
sity of Minnesota homecoming festivi-
ties as king. The royal honors were
placed on him by the University Alum-
ni Association, Faber has served as

(Continued on page 44)
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How Was Macaroni Named ?
@, According to legend, Cicho,

LA ‘, a subject of King Frederic
ﬁ'fp ’ of Saubin, dreamed of
= discovering a wonderful
new fousd that would bear
hir rame. For years he
studi~i and experimented.
44 But beirre he could present
< his discovery to the people
of S8aubin a neighboring woman stole his
recipe, prepared the new food herself, and
served it to King Frederic. Needless to
say, the king loved it. And
when Cicho protested
that the dish was his
invention, the king
replied, ‘' Impossible—
only an angel could
have given mankind &0
such a divine food."”
And he promptly
named the new dish Macaroni, from the
word Macarus, the divine fish,

And snother legend says that a wealthy
nobleman of Palermo, who loved fine food,
had a marvelously inventive cook. She
devised a dish of boiled strings of dough,
covered it with rich sauce, topped it with
grated Parmesan cheese, and proudly
served it to the noble.
“Cari" or
“The darlings” 7 ¢=
he shouted
after the first
mouthful —
which freely
translated
means, ‘' Man,
this is great!”
After the second
taste he emphasized his statement exzlaim-
ing ““Ma Cari"”, ' Ah, but what darlings.”
And after the third mouthful his enthu-
siasm was boundless. ** Ma Caroni!”,** Ah,
but dearest darlings!” he cried—paying a
supreme tribute to his cook’s wonderful
discovery and naming the new food, both
in the same joyful expression.

—8So say the legends,

The naming of macaroni may have many legends, .but there's only one
name for the highest-quality macaroni flour: King Midas Durum Products

" F PEAVEY COMPANY
Flour Mills
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Taking o Risk—.. .. .
(Continued from page 36)

The next day he was called at his
home by his irate supervisor who said
he hod received word that the ABC
outfit had purchased 100 gross of the
product from a competing firm. When
Bart checked back the next day with

, the ABC firm, the explanation was
frustratingly simple. “You didn't ask
me if I wanted to increase my order,”

; the purchasing agent sald. “Your com-
petltor did”" Don't take anything for

| granted In selling. Change Is a part of

3 business, and you should be alert to

y this fact.

In Bart's case there was no element
of risk. He merely had to ask a simple
? question; but it's surprising how often
Ythis simple question doesn't get asked
by salesmen. They're afraid of roiling
serene waters,

f "Why take advantage of his good
nature?” is what a salesman may tell
himself after failing to ask a customer

1to enlarge his order. Why indeed! Such

/ a man can never hope to be anything

ymore than an order taker.

4 You're Not Alone

]

* The salesman who risks time and in-

jcome to better himself is following an
i ancient practice in business. Your own
firm takes a sizable financial risk when
» it experiments with new products, new
methods, and new sales and promotion
| techniques. It may retool at a cost of
’ millions to put out a new line. It may
} carry out a plant expansion program
' running into still more millions. “So
} what!" you may say. “My outfit is a
» ~ multi-milllon dollar corporation and
: they have money to risk. I don’t.”
y You would be wrong. Your com-
y  pany is relatively taking the same
, chance you are. Remember, it must
conslder its stockholders, employees
and creditors when it assumes a risk.
Actually your firm has far more at
stake than you do. Another point to
keep in mind is that your company's
risks often mean more selling benefits
for you,

Way To Advance

The bold and enterprising salesman
will always catch the eye of his su-
periors. Managers make a point of
looking for the men who run ahead of
the pack. These salesmen begin taking
risks early in their careers and keep
on taking them. They also are the ones
who get promoted or are given cholce
territories.

Nick Kalb, sales manager for a huge
Mid-West appliance manufacturer, tells
of one bright lad who scooped up an
order from under the nnses of veteran

40

. colleagues  who hqu been
““years 1o snag it. T was ‘dist;

CHTHEEVEE

ing !or
trict man-""
ager then," Nick recalled, “with a force
of 25 men.”

"We had been angling for years with-
out success {o get a big department
store which was buying thousands of
dollars worth of merchandise from our
competitor. Their appliance buyer was
as firm as the Rock of Gibraltar in re-
fusing to even listen to our presenta-
tion. One of my freshman salesmen, Ted
Marrison, decided one day to gamble
with an idea. He marched into the
appliance buyer's office and announced:
‘Mr, Spinner, I'm determined to get
an order from you by the end of
the month. I'm temporarily dropping
everything else—my other customers,
prospecting—to work on a presentation
for you.'

“The buyer was dumbfounded,” Nick
said. “But he finally managed to say
to Ted ‘You're taking an awful chanze,
young man. My answer will probauly
be no after you've made your presenta-
tion.

“Ted went ahead anyway," Nick con-
tinued, “For the next month he gave
up a virtually assured income to re-
search and prepare a bangup presen-
tation for Spinner, When it was ready,
he called for an appointment and was
told to come around the next day.

"Ted delivered a masterful presenta-
tion," Nick went on, “He knew that de-
partment store inside out and made
such convincing points that Spinner
could not help but give him an order
—and a whopping one. That store was
our customer from then on. And Ted
tripled the income he had lost in that
month, He took a gamble and won.
The stakes were big and he knew it."

Courage Pays Off

This is the kind of courage and cool-
headedness that pays off for a sales-
man. Even when you're taking a beat-
ing, don't be afrald to try something
new or take a chance, When discussing
risk, 1 always point to the immortal
words of Marshal Foch: “My center is
giving way, my right is in retreat; situ-
ation excellent. I shall attack.”

A salesman should always be on the
attack, Never be foolhardy, but a well
calculated gamble should be your meat,
Nobody in this business ever got any-
where without vision and daring,

Here is a self test to let you see if
you are sufficiently aggressive to take
a risk if the situation calls for it: (You
should get at least five “yes" answers.)

Yes No
1. Do you occasionally vary from

your sales routine? . v, e

TSI TN DI SLAE U o8 708 1, i T | R oasas T

oR Sy e i
L4 TN EF RS

2,

3.

7.

Does the idea of taking a
gamble"interest you? ek
Do you sometimes tell a pros-
pect or customer that he's
wrong? —

. Do you ever make a really

hard stab at getting the big
order? i

. Are

you open o new sugges-

tions and ideas in salesman-
ship? —_——

. Do

you emulate successful

salesman in your firm? —_—
Do you avold playing it safe? — —

{Copyright 1984—George N. Kahn)

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

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

Prices are:

1-9 copies (of ea. art.) 50¢ ea.
10-49 coples (of ea. art) 37V4¢ ea.
50-99 copies (of ea. art.) 30¢ ea.
100 or more (of ea. art.) 254 ea.

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

No.
No.
No.

No,
No,

No.

No.
No.,

No.
No.
No,
No.

When ordering, please mention
the name of this publication.

REPRINTS FOR
YOUR SALESMEN

will in-

Empire

1 The Salesman is & V.IP.

4 You're On Biage

7 Closing the Sale
® How to Set Up an Inter.
view

12 Playing The Short Game
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NEVER DROPS OFF

when you specify
North Dakota Mill and
Elevator Durum Products

e

DURAKOTA

#1 Samolinu :

Start with the world's best durum . . . give
it the advantage of superior laboratory
and testing facilities . . . mill it with
up-to-the-minute skills and equipment. This
is the way we've built our reputation for
consistently high-quality durum products for
leading macaroni manufacturers. And
that's not all of the story. The world's
best durum products deserve the best
service, We make sure your
order goes out — when you
asked for it. Isn't it about
time we got together?

EXCELLO

Fancy Durum
Patent Flour

SRAND FORKS, NORTH DAROTA

PUVAUM DIVIBION
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AND BRAIBANTI GUARANTEES QUALITY

MORE THAN HALF CENTURY OF EXPERIENCE
IN THE MACARONI MANUFACTURING FIELD
IS THE BEST GUARANTEE THAT BRAIBANTI
OFFERS TO ITS CUSTOMERS.

TODAY, IN EVERY CONTINENT, MACARONI
IS PRODUCED WITH BRAIBANTI EQUIPMENT.
TODAY, ALL OVER THE WORLD, THE MACA-
RONI- s APPRECIATED — THANKS TO BRAI-
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COMPRESSION SCREW FOR BRAIBANTI
AUTOMATIC PRESS MACHINED ON A SPECIAL LATHE

Braibanli

DOYT. INGG. M., G. BRAIBANTI & C. 5.p.A. MILANO - L.GO TOSCANINI 1 « TEL. 792.393 (Tre linee) 700.031 (Vre ines)
US.A. and Canede Reprasentetives: LEHARA CORPORATION, 60 East 42ad Street, New Yerk, N.Y.

chinery and Complete Plants for the Macaroni Industry
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40 Years Ago

¢ Two Important matters confronting
the industry were tariffs and standards.
Editor M. J. Donna noted that there
was no connection betweun the two sub-
jects but that a committee of repre-
.sentative manufacturers visiting Wash-
ington could handle both matters at
the same time,

® The attitude on tariffs was that a
good market had been developed by
fair business tactics in the United
States, and it should be retained for
domestic producers. President Cool-
idge had the power to raise or lower
present rates 50 per cent to meet any
emergency.

# Dr. F. C. Blanck, chemist in charge
of the Food Control Laboratory, De-
partment of Agriculture, appeared at
the macaroni convention and urged
industry members o cooperate with a
joint committee in establishing defini-
tions and standards of identity for
alimentary pastes.

. At the convention, Allan Ames said
coopcrntive publicity was merely an
organization problem. “A plan is
drawn, members are advised how to
use it, and the money starts coming
{n — there is nothing that talks like
results and accomplishment.”

30 Yeurs Ago

e “No one ever made a profit by selling

' at a loss” But, observed Editor M. J.
Donna, from macaronl prices quoted
there must be many who still dispute
that conclusion.

e Unfavorable publicity was com-
mented upon with the observation that
some writers try to be funny at the
expense of macaroni and spaghetti, and
while the industry needs publicity it
should be the kind that will build
favorable acceptance rather than that
which belittles and ridicules,

e Millers were seeking injunctions
against the collection of a processing
tax on graln. Macaroni manufacturers
were advised that sales contracts should
have a clause calling for refunds in
the event that the Agriculture Adjust-
ment Act was declared unconstitution-
al and the processing tax ordered re-
funded.

e The New York Journal of Com-
merce noted many trade abuses as
sharper competition for the consum-
er's fewer dollars widened the field for
lower grade macaroni and reduced the
demand for high quality products.

44

20 Years Ago

® V-J Day had come, and after four
years of toil, grief and anxiety arms
were lald down in anticipation of an
era of peace.

¢ Durum stocks were critically low,
with the carryover on July 1, 1845
down to 8,607,000 bushels, The pros-
pective crop of 28,000,000 bushels of-
fered a total supply of but 36,600,000
bushels, the smallest supply since the
drought years and only about one-half
of the quantity available during 1941-
2-3 seasons.

® Does America eat as it should? ask-
ed the American Magazine of a panel
of experis. Seventy-six per cent said
we were better off than before the war;
two per cent thought we were worse
off; fourteen per cent saw no differ-
ence; and eight per cent were doubtful.
® The Macaroni Magic Cookbook writ-
ten by Leone Rutledge Carroll was put
in distribution by the Glenn G. Hos-
kins Company,

10 Years Ago

® A resolution was passed at the blst
Annual Meeting urging manufacturers
not to use such phrases as "Low Cal-
ories — High Proteln" without specific
and truthful reference to the total
caloric and proteln content of a com-
pleted macaroni dish as customarily
eaten by consumers,

® Some 5,000 guests ate spaghetti dur-
ing the three-day Macaronl Festival at
Devils Lake, North Dakota. Chef Ri-
naldo Ribilla of the Omaha Athletic
Club supervised the preparation of
some 1,800 pounds of spaghetti.

® “You've got to know your costs”
said Walter M, Baird of Price Water-
house & Company, at the macaroni
convention — for tax purposes and for
effective administrative control. “Cost
accounting can be made an effective
tool to point up trouble spots in your
operation.”

Chonges at Peavey—
(Continued from page 38)

president of the association for two
terms and was a member of the bow.v
of directors and executive committ e,
In Chicago he was chalrman of tle
Minnesota Chicago Alumni club for
four years,

Transferred to sales in 1921, Faber's
first territory was southern Minnesota
and northern Towa, and later northern
Michigan. He was {ransferred to, Chi-
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cago in 1920 to handle sales of bakery,
durum flours and semolina.

A comment from Les Swanson, vice
president Durum sales, Peavey Com-
pany Flour Mills, exemplifies the feel-
ing that people who have worked with
him over the years share. “George Fa-
ber, because of enthuslastic and dili-
gent hard work, deserves much of the
credit for the dominant position our
company enjoys today in the macaroni
and baking industry.”

Peavey Appoints Grady

Peavey Company Flour Mills an-
nounces the appoiniment of William
H. Grady to the position of district
sales manager, durum products, with
headquarters in Chicago, 111

Lester 8. Swanson, vice president,
durum sales, said that Grady is re-
placing George Faber, who retired
July 1 after 45 years in the flour mill-
ing industry.

Swanson said Grady has had exten-
sive tralning and experience in food
merchandising. Before joining Peavey
two years ago, he was associated with
Red Owl stores in Minneapolis and

~ Chicago.
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Does it REALLY
Pay to Stretch it?

Of course. No businessman worth his

spent on packaging and advertising materials.
But we never lose sight of the fact that our
customers need high quality packaging to stay
ahead in the battle of the grocery shelves. This
is why we have a satisfied selection of cus-
tomers who get more and sell more with pack-
aging by USPL.

May we help with your next packaging prob-
lem? We have offices in 21 cities coast to coast
and one is near you.

monthly stipend denies that it's smart eco-
nomics to get the most out of every dollar
spent. But like all things, it's not only what yru
do, but how you do it. Get the most out of every
dollar, sure, but be careful not to stretch so
far that you forget what you're buying in the

At USPL we stretch dollars —your dollars—
to deliver as much as possible for every dollar
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Portrait of an Ultimate Consumer!

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

Likewise, we're proud of the ingredients we
supply you and take every care to see that they're
the finest milled. Our success, like yours, is meas-

o S

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

Let International Quality Durum Products
help you please your customers,

MILLING COMPANY INC.

DURUM DIVISION
Genefal Difices: Minnaapolls, Minnesota 55402

International




