


[ b i

W

1
\
A

NEW YORK CONVENTION

lou rnOl R ke

S STV T X

SEPTEMBER, 1965

|
|
i




|
i
i

Carefully calculated components

Plus » pretty piclure acluste a

>

convince and to sell. Tested legi-

SR A DDETTY

!

call, Harmony...when typography ple
sttention to the thought, not the type. C
in the use of color.. with the appropriate jux
brand and product identification for planped em|

BETTER MERCHANDISING TH

package recognition and re-
s the aye and stiracts

trolled contrast
taposition of
phasis.

(Call today for samples of

How does this win sales for you? 3
The Rossotti packaging team }
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ROSSOTTI CALIFORNIA LITHOGRAPH CORP., SAN FRANCISCO 24, CALIFOR
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named themselves the M.acaroni-—-
:}et:r the dish that graced their table at
meetings, then little known in England.

Qul/ L

Evorything Besames “Masaron!
& ?:?Paris when you tip a
cab driver, he calls it

boire . .. literally,  And for a time this group dicta
T po?; order to drink. In 1 fashion for clothes, music and man;
sunny Naples your cabbie  porg and nothing wan acceptable tha
likely will Gescend fg'om was not ‘‘macaronl
his horse-drawn vehicle, g fatterin

tip his hat and say, “For  ihyte to this
macaroni"-Tand chances  g,nerh food. /
are he's referring to his horse. For

i d when

litan cab drivers often dt:.corat_a An
g::a?ﬁm.;g with a feather behind his  Yankee n”‘:;l
bridle, a touch they P g:;uliil: 1;1 :;‘a er
consider “‘macaroni”’ :
i tel'hm g.dct!‘p:ﬁd y //Iﬁ;\\ ﬁr:‘:aﬂe:i’l’t he was repeating a popu-
from the dish the X ", L
cltlmﬂidel' superb 7" ‘& P\h’ lar expression of hia day, now preserv

i ng. For “That's macaroni’’ !md
li?ecs:mg a slang phrase ab?ut the tu.ne
of the American Revolution, describ-
ing anything exceptionall_g good —a
phrase inspired by the delicious taste
of the food itself.

or “the most.” And
just as the food has

et
named the feather,
go the feather

N
.
nicknamed the horse. ‘g ,:!‘4?._

And In England about 1770 a group of

i i i always insist on the
the finest-tasting macaroni al
cor'::irstantly high quality of King Midas Durum Products
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" New Yérk Convention

At the Fair

N Macaroni Day at the New York

World's Fair, Sunday, July 11, the
National Macaroni Institute was pal to
some elght seven-to-eight year old boys
from the Police Athletic League Settle-
ment Center,

After a spaghetti-eating contest with
chopsticks at the Hong Kong Pavilion
at the Fair, presided over by Macaroni
Queen Mabel Wong (ege 12), the win-
ners were presented loving cups and
then asked to repeat the feat for CBS
News.

The event took place in the Hong
Kong Pavilion to emphasize the Orjen-
tal derivation of macaroni when Marco
Polo brought spaghettl from China to
Italy,

Convention Crulse
In the evening, convention delegates
assembled at the 4lst Stireet Pler to
take a cruise around Manhattan aboard

-.the Circle Line Yacht XV. There was

music and dancing, the Suppliers’ So-
cial and Cocktail Party preceding the
fraditional Roassotti Spaghetti Buffet.
In all, it was a festive social occasion
to launch a highly successful industry

 meeting.

First Session

President Fred Spadafora opened the
convention with greetings to delegates
and guests. Later he was re-elected
president along with the re-election of
Vice Presidents Robert I. Cowen, Sr.,
Peter J. Viviano, and Vincent F. La
Rosa. New directors elected to the
Board included Robert H. Wiliams of
The Creamette Company, Minneapolis;
Walter Villaume, Jr., Jenny Lee, Inc,
St, Paul; and Ernest Scarpelli, Porter-

Scarpelli, Portland, Oregon.

John Zerego, Jr., Betty Rosotti, Kay Zerega and Charles Rossont|

at the Troditional Rossatti Buffet,
SEPTEMBER, 1965

Was a Winner!

ottt L T Vi

Otficers re-alected, stand behin

their ladies: left to right, Third Vice-President Vincent F.

oy M T

La Rosa, Second Vice-President Peter J, Viviano, President Fred Spadofora, First Vice-Presi-
dent Robert |, Cowen, Sccrelurg-'l‘reasurer Robert M. Green. The ladies are Kathleen La

Rosa, Josephine Viviano, Isabel

Jim Hirsch, Dick Noll, and Pete Cash
of the Television Bureau of Advertis-
ing presented a dramatic audio-visual
on what various associations are doing
to improve their industry image and
market potential through television
advertising.

C. Reese Musgrave of Chain Store
Age presented more facts on the Ci-
frino Report—the yardstick for making
space allocation on the basis of move-
ment per lineal foot of package ex-
posure, He then participated in a pan-
el discussion with Louis Campanelli of
H. C. Bohack Company and Albert
Gitnes of Shop-Rite Supermarkets,
moderated by Lloyd E. Skinner of the
Skinner Macaroni Company. Using a
check list for discussions, they com-
mented frankly on matters ranging
from point-of-sale material to private
label.

Profits Seminar

John D. Corrigan of the Executives
Institute was a hit with his practical
comuients and demonstration on “How

padofora, |da Cowen, and Fran Green,

to Get Out of the Cost Price Squeeze
on Profits.” He said: "“To determine the
proper inferrelationships that must
exist for high profits, you need but
analyze the three prime factors—price,
cost, and sales volume, For instance,
costs are only too high when they are
higher than they need be for the action
that produces profits, If you eliminate a
profit-producing activity just to cut
costs, you lower or destroy profits,” A
digest of his comments and the charts
used in the seminar appears on page 17.

Becond Session
Dr. Kenneth A. Gilles of the North
Dakota State University and Ray
Wentzel of Doughboy Industries, just
returned from a mission to Japan, re-
ported on the potential there for dur-
um. Japanese use of wheat since World
War Il has skyrocketed, and there is an
excellent potential for durum to cap-

ture some of this market.
Clifford Pulvermacher and Dr. E, F.
Seeborg of the United States Depart-

(Continued un page 8)

Butfet was served oboord the Circle Line Yocht XV, following o

Suppliers’ Social. The group enjoyed the famous New York sky-line.
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Convention Was o Winner—
(Continued from page 5)

ment of Agriculture came from Wash-

ington to hear the reporl, and then

commented favorably upon it.
Paul Abrahamson, administrator for
the North Dakota State Wheat Com-
mission, observed that cooperative
market development by the growers,
millers, and macaronl manufacturers
should continue to maintain the fine
results that have been achieved. He
said the durum crop should run over
. 80,000,000 bushels based on present

indications. The crop was lush but
' about two weeks late at the time of the
convention.

Don Fletcher of the Crop Quality
Councll announced that a fleld trip will
be planned for the durum territory at
harvest time towards the end of August
it there is sufficient interest.

Robert Green, the Association’s ex-
' ecutive secretary, gave o Report From
.' Washington which appeared on page

30 of the August issue of the Macaroni
Journal,

Compliance Buggestions

Suggestions for voluntary compli-
ance programs were offered by C. A.
Herrmann, Director, New York District
Food and Drug Administration; Eaton
E. Smith, Division Chief, Food and Un-
foir Sales Practices, State of Connecti-
cut; and John F. Madden, Director,
Bureau of Weights and Measures, State
of New York. It was emphasizad that
these rules are established to protect
the public from the unscrupulovs oper-
ator who wants to make a fast buck
and those who are just careless. The
rules and regulations are flexiLle
enough so judgments of administrators
will not create hardships. These agen-
cies offer consulting service on label-
ing, plant improvements, training
schools, speakers for mectings, codes of
ethics for voluntary compliance.

Product Promotion

Theodore R. Sills, public relations
counsel for the National Macaroni In-
stitute, declared the Merchandising
Calendar outlining oublicity themes on
a month-by-month basis chows that the
macaroni industry is dynamic and ac-
tive, that it plans ahead and that the
sales of macaroni move velated items.
In 1966, the macaronl buyer, merchan-
dising head, and president of some
4,000 chain and voluntary organiza-
tions will receive four quarterly Maca-
ronl Merchandising Calendars.

Mr. Sills noted that the population
explosion would increasc the number
of consumers in this country by 71,000,~
000 in 1985. In planning for this tre-

- Tt s
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At Roosevelt Raceway, the winner of the
Macaronl Handicap Is T""""d a cup by
Vincent F. Lo Rosa (left} and President Fred
Spadafora.

mendous growth in the next 10 to 20.
years, we must hit hard at the youth
market. By selling this rapidly expand-
ing segment of the market, progress
achieved since World War II will be
maintained.

Tour Plant and Offices

Convention delegates were guests of
V. La Rosa & Sons, Inc,, at their new
executive offices {n Westbury on Long
Island Monday evening preceding din-
ner in the Directors' Lounge of the
Cloud Casino at Roosevelt Raceway.
This was followed by harness-racing.
President Fred Spadafora and Vice
President Vincent F. La Rosa presented
a cup to the winner of the fifth race,
called the Macaroni Handicap.

On Tuesday afternwos, 8 plant tour
through the establishment of the C. F.
Mueller Company in Jersey Cily af-
forded guests o view of one of the most
efficient macaroni manufacturirg oper-
ations in the world.

Buppliers’ Soclal

In the evening a Suppliers' Social
was held prior to the Dinner-Dance.
F'reticipating firms were as follows:

Amber Milling Division, GTA,

St. Paul Minnesota;

Ambrette Machinery Corporation,

Brooklyn, New York;
A D M Durum Depariment,
Minneapolis, Minnesota;
Balias Egg Prod-icts Company,
Zanesville, Ohlo;
V. Jas. Benincasa Company,
Zanesville, Ohio;
Braibanti-Lehara Corporation,
New York, New York;
Buhler Corporatiun,
Minneapolis, Minnesota;
Clermont Machine Company, Inc.,
Brooklyn, New York;
DeFrancisci Machine Corporation,
Brooklyn, New York;
Daughboy Industries, "Inc.; -
New Richmond, Wisconsin;

Du Pont Film Depariment, -
. Wilmington, Delaware;
Faust Packaging Corporation,
Brooklyn, New York;
Henningsen Foods, Inc,
New York, New York;
Hoskins Company,
Libertyville, Illinois;
International Milling Company,
Minneapolis, Minnesota;

D. Maldari and Sons, Inc.,
Brooklyn, New York; ’
North Dakota Mill and Elevator,
Grand Forks, North Dakota;

Wm. H. Oldach, Inc,
Philadelphia, Pennsylvania;
Peavey Company Flour Mills,
Minneapolis, Minnesota;
Rossotti Lithograph Corporation,
North Bergen, New Jersey;
Schnelder Brothers, Inc., .
Chicago, Illinols;
* Triangle Package Machinery Co,
Chicago, Illinols; F
United States Printing & Lithograph,
New York, New York.
At the dinner, the newly-elected offi-
cers were Introduced.

Future Sites
At the Board of Directors meeting
the day following, Montreal was se-
lected as the site for the 1868 Annual
Meeting. Next year the convention is
scheduled for Chicago, and in the fol-
lowing year at Colorado Springs.

FTC Order Noted

In convention assembled, the Execu-
tive Sccretary reported that the Order
of the Federal Trade Commission dated
April 30, 1064 had become final through
court action. He stated: “It is the pur-
pose of the Association to comply
strictly with that Order, While 1the
Board of Directors are of the opinion
that it is now (and has for many years)
been in compliance with the law, the
Board s requesting legal counsel to
review all the activities of the Associa-
tion to make surc that In the future
there is no inadvertent failure to com-
ply with the order.”

A Great Posta Dish

Some seven - and - one - half million
readers of Look Magazine saw a double-
page spread in full color in the Augus!
24 issue, Marilyn Kator Kaytor pro-
duced the festure and it was' photo-
graphed by Ben Somorofl.

Recipes were given for six light,
meatless sauces, each a half hour or less
in the cooking. They included: Filetto
di Pomodoro con Verdura .(summer
vegetable sauce), Salsa Marinara (Mari-
ner’s sauce), Agllo Olio (garlic-oil
sauce), Cavolflore Con Pasia (cauli-
flower with pasta), Broceoli Con Paslia,
and Pesto Alla Genovese (green herb
sauce, Genovese style).

THE MACARONI JOURNAL

Report to the National Macaroni Institute

by Theodore R. Sills, public relations counselor.

N the past two years we have alerted

the grocery trade {o the promotional
themes of the macaroni industry. This
has been done through means of calen-
dared brochures to tell them what we
are doing every month of the year. The
current calendar shows that $1 worth
of macaroni moves $6.65 worth of re-
lated items. This has been a successful
promotion as an aid to the retail trade.
Therefore, the NMI committee has de-
cided to continue the calendar promo-

tion for 1068.

There are additional reasons that we
feel the calendars are important for the
Industry. It shows that the industry
plans ahead and has very definite rea-
sons behind the promotions for the
year. And it shows the trade that maca-
roni moves related items. Thus we
think that the calendar is a valuable

merchandising aid,

Macaronl Moves Merchandise

Our message proves a point: maca-
roni is not only profitable and fast turn-
ing but it does a tremendous job in
moving other highly profitable items.
In the past we've sent calendars to the
presidents of the chains, the advertls-
ing and merchandising managers and
to the macaroni buyers. We've covered
about 500 of the chains with 10 or more
slores and about 700 of the voluntaries
and the cooperative groups. Then, in
additlon, the calendar has been sup-
plied to the macaroni companies for ‘e
use of their salesmen when they cail on
the macaroni buyers.

In 1966 we are distributing the cal-
endar in a slightly different way. In-
stead of one calendar for the entire
year, we have broken it up and there
will be four quarterly mailings.

Samples Shown

Mr. Sills then showed sample pages of the
tew calendar, The cover will show a globe
ilustrating “A World of Sales and Profits,”
The first inside page will have a layout of a
supermarket with fooiprints showing how
thacaronl  products  generate traffic and
reluted item sales, And now last year's figure
of 3655 changes to $7.22, based on new
Mrveys of three popular recipes,

The three month itlustrations for the four
;rllmmrfy calendars were then shown fu'h‘h
dlr tmacaronl, spaghettl and egg noodle

ishes and the items going with them. They
range from calorie-counted menus to maca-

roni magic with leftovers; outd
enilertaining, ol

Sgnamnu. 1965

Theodore R, Sills

What is Ahead?

Now I should like to discuss what, in
our opinion, is ahead for the industry.
This vitally concerns us all. The pres-
ent population of the U.S. is 195,000,000,
According to the most recent Census
Burezu projection in 1875 there will be
226,000,000 Americans, and in 10885
there will be 266,000,000. By 1985 there
will be 71,000,000 more Americans than
there are today, an increase in popula-
tion that will Lbe equal to all the people

who now live west of th
-l o e Mississippi

Rising Teen-agers

What does this mean to the macaroni
Industry and to its suppliers? Before
we answer that question let us look at
some of the figures on population
growth. The projection points out that
76 per cent of the increase will be
among persons under 35 years of age.
In the next ten years our “under 20"
population (that is our teenage popula-
tion and below) will increase by 11.6
millien. In the period 1075-1985 it will
increase by another 17.6 million. In
other words, some 82 per cent of the
population increase In the next ten
years will be among persons under age
25. This means a sharp increase in the
younger workers and in family forma-
tion. As you know, the average marry-
ing age of girls is 10.6 and this means
that we are going to have a tremendous
number of new families and a tremend-
ous number of new consumers,

There are a lot more dafa on the
figuration of our sociely in the years to
come, | won't go into them now but 1
think that they are important for you
to think about. If you will go back to
the Market Facts Survey, you will re-
member they showed that the spaghetti '
users reached their greatest peak be-
lween ages 20 and 35, This is our com-
ing market!

Rising Macaroni Demand

Now let's look at this population in-
crease and let's sec prerisely what it
will mean to our industry:

Population growth frout the years
1848 to 1065 showed an increase of
30%. Macaroni consumption in that pe-
riudl increased by 45%. This amounts to
an increase of {wo pounds i
in a span of 17 yenrsp. per capita

Other trends show rice keepin
with macaroni. Advertising uni:i :mpmaco(‘:
tion has boosted per capila consump-
tion 39%. Polatoes declined 3.7% al-
though in the past few years dehy-
drated and frozen potaloes have re-
versed the trend. Wheat breakfast ce-
reals show a decrease of 18.7% puinting
to the need for wheat people to do a
selling job on wheat products.

Here is a startling figure: b;

: by 1085, if
we maintain the same rate of per cap-
ita consumption (roughly about eight
::;undsl pc:l- ]cupltn) you will be selling

proximately 500,000,000 more
per year, S

With this heavy populatio
expected in the next 2% yr.-nr: ngl:gué‘::
pecially in the under 35 nge group, it
would behoove us all as markolers‘ to |
be sure that we continue to educate i
the youngsters to eat macaroni prod-
ucts. The Institute is doing that now in
its copy, photographs and in our spe-
cial projects. Everything we are doing
is designed to sell the kids on a love for ’
macaroni products. But the important
thing is what will you do? What are
you doing in your own organizations to
promote your products to this growing
population and to this tremendous in-
flux of youth that is going to get big-
ger every year?

Corollary Problems

Now the corollary problems, of
course, that have to do with the sup-
pliers, generally are “What are the
plans for the next 10 or 20 years for
plant expansion, for machinery, for
plenty of durum whealt?" This affects

(Continued on page 12)
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One (1) Mixer—The famous Demaco “Trade Ap-
proved” single mixer with vacuum applied over the
entire mixing cycle produces a product with a deep
yellow color and extremely smooth.

DEMAC
offers these

[

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—Con be designed to fit your particular
requirements with no accumulator to a full 18 hour
accumulator,

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

Stick Return—A\ 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

Sonitation—The only dryer that you can walk
through to wash clean or vacuum all interior

surfaces,

Maintenance—Remember only 1 stick pick up and
| stick transfer for the entire finish dryer section and

accumulator. Heavy extruded aluminum sticks with
welded ends,

manufacturers. Immediate availability of spare
parts—thereby minimizlng ""downtime’’, Drying se-
quence is not controlled by any operator, it is all
pre-programmed thus eliminating the human ele-
ment, Guaranteed 1500 Ibs. per hour of dried, ready

to pack spaghetti.

e 46-45 Mectropolitan Ave, |
Brooklyn, New York 11237

“'NicFRANCISCI MACHINE CORPORATION

L Western Representative: HOSKINS CO., P.0. Box 112, Libertwville. lllinois - Phone 3172 .342-1031




Ted Sills’ Report—
(Continued from page 9)

everybody that has anything to do with
the maocaroni industry. We aren't ot
the point where we can live from year
\0 yLar so we not only have to think in
terms of our advertising and promo-
lional plans to sell this tremendously
growing market, but we should be
thinking of how we are going to be
able to put out enough product to sup-
ply them. One of the things we have to
do is a more concerted effort on the
part of the whole industry 1o capture
the youth market.

It would seem to me that our em-
phasis right now in your public rela-
tions program, in all of your own plan-
ning, should be to look toward youth
for expansion because this will make
for our success.

Golden Grain Builds Addition

Construction on the new addition to
the Golden Grain Macaroni plant in
San Leandro, Califo.nia was scheduled
to begin In July, it was announced by
Vincent DeDomenico, general manager
of the company, a leading producer of
convenlence foods and confectionaries.

The new building triples present floor
space for a total of 220,000 square feet
and will contain enlarged office, shop
and warchouse areas. The plant will
also have new test kitchens and new
chocolate and candy packaging facili-
tier to cope with increased demand for
these products.

A large {family-owned macaroni
company, Golden Grain has grown
from annual sales of $12 million in
1858, when it began national market-
ing of its Rice-A-Roni, 1o sales exceed-
ing $30 million in 1964.

The company now has 21 warehouses
spanning the country and plants in
Seattle, Chicago, and Manteca, Cali-
fornis, as well as Sen Leandro. Some
70 food brokerage firms help market
more than 500 items the company
produces.

The Stolie Construction Co. of Oak-
land, was selected as builder of the new
plant from seven companies that had
presented bids. Douglas Judd, of Em-
eryville, California, is consultant engi-
neer for the new project.

———

Earnings Up

Grocery Store Products Co., recorded
carnings of $452,420 for the six months
ended June 30, representing a 4.6 per
cent increase over carnings of $432,510
for the same period last year.

Sales for the first half- were $6,755,~
205, a goin of 2.2 per cent over sales of
$0,612,101 a year ngo.

Neorth Dakota Jaycees served macaroni salod to about
Convention in Buffalo, New York, in late June. In addition to the macaroni salad w

It T i e R T

Lo p \ "
5,000 people at the Nationol :nilg
[l

ee
ch

wos acclaimed in the focal press, the North Dakotans distributed macaroni recipe booklets.
The Initial effort was so successful that o similor project is baing planned for next year's

convention in Detroit.

Gioio’s Glamour Pictorials

Giola Macaroni Co., one of the coun-
try's leading macaroni and egg noodle
producers, has scored two first in pasta
packaging: individually - designed
“glamour” pletorials for each item in
the line, and the industry's first re-
closable carton.

The comprehensive new design pro-
gram for the Buffalo-headquartered
food company embraces 58 separate
jtems, including six varieties of spa-
ghettl. The new lock of Giloia was also
used as a vehicle to introduce Giola
Tri-Onl or triangular spaghetti.

Uniqueness of the new Gioia pasta
cartons rests on the fact that the
“glamour” approach—high-quality, in-
dividually developed food shots com-
plete with carefully chosen props—ex-
tends throughout the line rather than
being limited merely to specialty items.
Also, the individual pictorial treat-
ments cover the surface of the carton.
The more usual practice in designing
pasta packaging is to merely “strip-in”
small vignettes of a serving dish.

Basic design strategy of the new

Gloia packaging is to elevate the prod-’

uct category in the mind of the con-
sumer through the use of high-quality
photography and full-color pictorials.
The result of this design direction,
Gioia believes, will be boosted impulse
sales and & broader acceplance of pasta
producls—pnnlculnr!y spaghetti and
macaroni—among upper-income fami-
lies. Initial sales figures following the
introduction gf the new packaging tend
to support this view, Giola reports.

The new packaging was designed and
produced by Container Corporation of
America. In addition to developing the
surface design, CCA also created the
full-color photography used in the vig-
nettes and devised the easy - opening
feature of the new carions,

Big Spenders

In 1964 185 companies who sell
through grocery outlets each spent
mora than $1,000,000 in measared mediu
advertising reports the Food Business
magazine, In the list was Golden Grain
Macaroni with $3,353,500 and V. La
Rosa & Sons with $1,631,700. In both
instances major expenditures were for
television.
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Clermont dryers permit 2000 Ibs./hr. production in 1/3 less space

New advancements in the drying process now gives big
praduction in minimum space as shown in the Dalmonico
installation inside. Only two unils are required—the pre-
liminary and finish dryers. The primer finish dryer has
been eliminated.

Prelininary and Finish Dryers

Redaslgrgd with many new features, to accept 2000 |bs.
per hour, Have five tiers. Give large volume of air on
product, at low velocity, to penetrale through the prod-
uct during entire preliminary drying process. Air .itake
passes through preheating chambers on both uides,
making atmospheric conditions no longer a factor. Stick
transporting apparatus, moving from ore l!er to a‘nolhar,
is constructed to prevent sticks from falling. With per-

fect timing, sticks are deliverad precisely on successive,
or alternate chain links, depending upon which tier is
being processed, Each dryer unit has self-control instru-
ments for humidity, temperature and air. Drying cycle
through both dryer units is compleied in 24 hours, to
include three rest periods, delivars a product which is
evenly dried, smooth and strong in texiure, with eye-
appealing bright color.

Cumulator )

One shown below is 24 ft. long with two lanes whllch
holds approximately 3000 Ibs. One operator can dis-
charge the 3000 Ibs. in half an hour anq then take care
of other duties while it is filling up again. Other Cumu-
lators can be built to accumulate for 8 or 16 hours.

Stick Remover/Cutter with Blower .
Works in conjunction with the Finish Dryer or Cumulator in continuous
operation and functions so smoothly that product breakage and wa‘slﬁ
are completely eliminated. Equipped with threc split blades whic
simultaneously cut off heads and ends of product and also cut's product
in half. The blades are adjusiable and constructed so that either one,
two or all three can be removed. . ' ' )

Cut off ends and crooks are broken into pastina sized pieces in a
cross-scraw conveyor which feeds directly to a blower, and then blown
to a storage tank before being pulverized.

Ly

T T T o T e e A A B R PR P T A0 BT A ol b A A 79 [V e g
y RS o R R A e e e o s e Ll T S i e 3o

How to Increase Profits or
To Get Out of the Cost-Price Squeeze

by John D. Corrigan, president, The Executives Institute.

P ROFIT is the result of a long chain
of interrelated activities, functions,
and skills. For every aclivity in your
company there s a corresponding cost
factor with the skill factor determining
whether costs are in their proper rela-
tionship with the other two prime fac-
tors for profit making.

To determine the proper interrela-
tionships that must exist for high
profits, you need but analyze the three
prime factors—price, costs, and sales
volume. For instance, costs are only too
high when they are higher than they
need be for the action that produces
profits. If you eliminate a profit-pro-
duelng activity just to cut costs, you
lower or destroy profits.

There are two methods in common
use to determine proper relationships.
One is the use of a series of economic
ratios, The interpretation of ratios can
be difficult if you are unfamiliar with
them.

Break-even Chart

The other method is 1o use a break-
even chart which gives you a complete
pictorial presentation of your business
at a glance. It gives you the relation-
ships and interrelotionships of your
three prime factors in profit making—
price, costs, and sales volume. You can
draw a break-even chart in a few min-
utes' time for your company, a depart-
ment, or a product to determine if it is
profitable or unprofitable, This simple
procedure, as well as how to analyze
this chart and determine the effects of
any proposed action, can be accom-
plizhed in the time .1 takes to draw a
straight line on a pieve of graph paper
consisting of large squaicc snhdiyided
into ten small squares.

John D. Corrigan

Tuke last month's or last year's profit
and loss stalement. Plot total sales
across the top of the graph paper using
round figures. Let us say, for example,
the total sales take up six lurge squares
on the gruph paper. Divide total sales
by six then, which will give you the
value of each lurge squate on the graph
paper. Divide this figure by ten and
you have the value of each small
square on the graph paper.

Put your scale along the left-hand
vertical line. The right-hand vertical
line on the graph is equal to Figure 1,
your total sales. Determine profit bo-
fore taxes, and subtract from total sales
according to the scale. See Figure 2
and you have total cost on the graph.

Variable Costs
Determine variable costs, which are
all costs that are a direct per cemt of
sales, such as material, direct labor,
commissions, ete, IT you use direet cost-

ing, the direct costs are your variable
costs, The balance is your constant
costs, The right-hand column on the
graph paper now looks like Figure 3
and the chart as Figure 4.

Draw a line parallel to the base line,
as shown in Figure 5. Now draw the
total cost line as is shown in Figure 6.
You have just drawn a break-even
chart of your business. Study Figure 7
and compare with your own.

Figure Your Percentage

What per cent of total costs is vari-
able in your company? Example: Sup-
pose this figure is 60% . (This per cent
viries with every company.) Then you
have 40 as the amount of constant
costs plus profits before taxes. Since
constant costs are poid off at your
break-even point, you will make 40
cents in profits for every dollar in sules
above your break-cven point. Note
Figure 8 with figures on the right.
Breuk-even point is $1,600,000. At $2.-
000,000 in sales, profits are $169,000 or
B%% . Sales are $400,000 above the break-
even point. $400,000 times 40 cents
equals $160,000. Add another 3400,000
in sales, and profits double.

Changing the Point

Suppose you decide to spend $2,400
on a sales training program to increase
profits.  $2400 divided by 40 cents
equals $6,000. Al' you need in added
sales is $6,000, and every dollar added
above this figure produces 40 cents in
added prolits,

Suppose you decide to cut prices
10% . You can tell what will happen in
the time it tokes lo draw another
straight line through Figure 8. Profit
value ratio has changed from 40% 1w
3 with o 1049 cut in price. Sales

Total Sales
- ;
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and profits flgures would then change
as follows:

Bales Profits Per Cent
$2,880,000 $320,000 11
2,400,000 160,000 8
1,820,000 Break-even 0
1,600,000 —106,666 —6.6

Note the Changel

Note how the break-even point
jumped, the profit area diminished, and
the profit ratio is smaller. This same
thing will happen with an increase in
costs without an increase in price. In
both cases, you are in a cost-price
squeeze on profits.

Generally, you can increase constant
costs v.\'%: new equipment or automa-
tion that reduces variable costs, lowers
the break-even point, and gives you a
healthy profit aren. When you increase
sales volume by making your selling
‘efforts more effective, your profits in-
‘crease at a very fast rate, This rate is
the profit value of your sales dollars,
“which was 40% in the example used in
Figure 8.

A break-even chart causes you to
keep all factors in proper perspective.
It is a planning tool, not just a picture
of your business,

Reducing Unit Costs

But how can you increase your
profits? One sure way is by reducing
unit costs, Lawrence Appley, president
of the American Management Assocla-
tion, hos stated: “The one greas crying
need of all management in the United
States foday is to lower unit cosis.
Why?" He then discussed foreign com-
petition from the Common Market and
Japan . . . “producing . . . ot lower
costs than we can achieve . . . higher
quality. . . . We are (in a) . , . profitless
economy . . . managers at all levels
must accept the responsibility for cost
control. . . ., There can be no delay nor
compromise. . . . Cost consciousness,
cost reduction, cost conirols are not the
result of wishful thinking . . . must

18

give primary attention to the reduction
of unit costs if this nation and the
civilization it represents are to sur-
vive,! These are harsh, meaninyg‘ul
words from a man recognized as Amer-
ica's leading authority on management.
And they should be heeded.

Costing Often Misunderstood

The subject of costing is the most
misunderstood subject at the top level
in management. Only about 10% of
these individuals have a basic knowl-
edge of costs. And this is a conserva-
tive figure based on over 30 y=ars as a
consultant conducting profit-making
seminars for executives.

Costing is number one among the 10
most common mistakes resulting from
faulty thinking. The chief reason is,
that although many executives do un-
derstand the break-even chart (see
Figure B), they do not realize when
dealing with unit costs that the vari-
able costs shown in Figure 8 become
constiant, and the constant costs become
varlable,

You prove this by dividing the num-
ber of units into total costs. You will
get a curve as shown In Figure 9. Note
the variable cost is $2.40 per pair or
unit and Is a straight horizontal line.
Since the price is $4 per unit, the break-
even point is shown on both charts at
400 thousand units,

As volume increases, unit cost de-
creases. Or you can lower your unit
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cost by making your selling more el-
fective.

The president of a company, grad-
uate of the business school of a leading
university, told me when I went into
his company as a consultant, that he
knew little about selling but he was
sure of his costs. He was operating at
40% of capacity and was in the red, He
wanted, and of course needed, more
sales volume. For a five year period he
had refused to sell his closest friend
and his rocommate when he was in col-
lege an jtem at the same price that this
friend was buying from his competitor
at 94 cents. His costs were $1.03 on the
item, and he wanted 10 cents profit.
This was a big order for this small
plant, as it would cause him to operate
at 80% of capacity.

The break-even and unit costs charts
proved conclusively that he would
make over $50,000 a month profit in-
stead of cperating at a loss if he took
that additional business at b¢ cents, He
almort cried when he multiplied this
profit by 12, then 5 to see how much
he had lost during the last five years
because he did not understand that
relationship exists between price, cost,
and sales volume. I personally would
have cried over a $3,000,000 loss in
profits.

Cost Reduction

You can also lower costs by cost
reduction through eliminating waste,
and by not hitting the janlc button.
Every actlon, every activity, every
move in a business costs money. If you
eliminste a profit-making activity, you
lower profits. You do not save money
with this type of cost reduction. For
instance, if you need n million dollars a
year in advertising during good times
to produce income, you certainly need
that amount and more during tough
times to prevent a loss of sales volume.
The same thing can be sald about sales
training and many other activities.

(Continued on page 22)
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TRACE-A-VEYOR®

66 29
THE Combined Surge + Sturage System

for NOODLES & SPECIAL “PASTA"

TRACE-A-VEYOR (Between Dryer and Packaging)

* Automatically compensates for all fluctuations between Dryer and Packaging,
¢ Stores product when packaging is halted.

* Receives and discharges simultaneously.

o Eliminates: Storing in Tote Boxes * Breakage - Handling + Waste.

» Thinks and Acts without attendance.

MODELS e

: S ) I e

To suit the individual plants requirement L AT
STRACS-A-VEYOR I8 AN EXCLUBIVE OF ABEECO CORP. szl {asgss SAy ':":::':d
HH R Equipment
H 2 Engineering

For additional Information write Dept. MJ.34 1830 W, OLYMPIC BOULEVARD  TLL. (213) 385.5091

LDS ANGELES, CALIFORNIA 90006
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Ambrette
Cyclo-Mixer Extruder
' with Twin Die Head for... |
continuous mixing, kneading,
- developing and extruding. ¥

.NEW TYPE HIGH SPEED CYCLO-MIXER ; TWIN DIE MODEL THCP (shown)
4 Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry : 2000 Ibs. per hour

E lumps found in conventional mixer. g
1 | SINGLE DIE MODEL BHCP
NEW TYPE FLOUR FEED SYSTEM g 1500 Ibs. per hour

Flour fed to cyclo-mixer by precisi ntrol resulti ta
cy r by precision contr ulting in a uniform and constant feed. SINGLE DIE MODEL SHCP

NEw TYPE WATER FEED SYSTEM 1 1000 Ibs. per hour

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

NEW TWIN HEAD DIE
Solid one piece head with two dies for slow extrusion with high production.

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

;  For detat o Whmigiende |
NEW TYPE SCREW FORCE FEEDER SYSTEM or detaled information write to:
Force feeder maintains constant feed of dough to screw under pressure. ‘ AMBRETTE

NEW TYPE EX7RUSION SCREW AND ANTI-FRICTIONAL METAL LINER
High production screw w:th low speed Anh-fnchonal metal hner m scm housing for lunl WM
friction.
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How to Increase Profits
(Continued from page 18)

solution is to make them more effec-
tive per dollar spent. Or, let's say, to
get more for your investment in adver-
tising, sales training, etc. This cost im-
provement will result in profit im-
provement,

Value Analysis

Generzl Electric, caught in the cost-
price squeeze on profits, added a new
dimension to cost reduction — called
“yalue analysis.” It started with value
buying and extended itself to all de-

" partments—sales, shipping, engineer-

ing, production, etc., that share re-
sponsibility for value, Suppliers' sales-
men were invited to participate, There
are a lot of excellent engineers, chem-
ists, and other technical men who sell.
In fact, most are better technical men
than they are salesmen, because their
companles have failed to train them in
the techniques of persuasion—the basle
science of selling. GE knew tuis and
trained their purchasing agents in how
to harness this source of knowledge for
cost reductions.

,Dean Ammer, executive editor of
Purchasing Magazine, Is recognized as
the leading authority on “value an-
alysis" today. He saw the yearly sav-
ings it brings GE, which runs into
millions. Through his efforts countless
other companies are enjoying savings
that run into hundreds of millions of

"dollars per year,

Profit Analysis

Du.. % Bradstreet have been publish-
ing economic ratios by industries for
more than 30 years. These ratlos show,
according {0 my analysis, that 756% of
all companies are not making sufficient
profits. My experiences in over 200 dif-
ferent industries point out that the
prime reason is that most executives
will not face up to their problema and
solve them. They hope the problems
will go away; but they become bigger
and bigger until they force action, This
causes many executives to panic.

But that 25%—God bless them—they
are the execulives that have made
America strong. However, the soclalis-
tic concepts unqualifiedly promoted by
theorists in power can easily destroy
them by eliminating profits. When this
happens, our nation and our clviliza-
tion are also destroyed.

Since the nation's economy is but the
sum total of the economic situation in
each company, every execulive can
coniribute to a strong, healthy nation
by meking his own company strong.
You are not expected to do more than
this, nnd you certainly shouldn't do
less,

Sales Trends

A survey of 12,845 supermarkeis by
Chain Store Age reveals that macaroni
products with 0.48 per cent, continued
to increase in percentage of total store
sales in 1864, up from 042 in 1063.
Average gross margin remained the
same: 24 per cent.

Macaroni, with 28,2 per cent, was the
leading item in percentage of depart-
ment sales, and increased 1.8 percent-
age points over 1863's figure. Spaghetti
and noodles were reporied to have
dropped 3 per cent in department sales.

Dinners continued to increase in per-
centage of total department zales, from
third to second place, with 26 per cent
of total department sales—a jump of
4.8 percentage points,

The typical supermarket carried six
more jtems, sizes and brands in 1064,
for an average of 85. Five new items
appeared among the dinnecrs. Mid-
Atlantic states led with ausortments
totaling 107.

In the Supermarket Sales Manual,
{llustrations showed a massive and dis-
play of macaroni, spaghetti and iomato
sauce used to kick off a grand opening
sale in an Eastern supermarket. In an-
other picture, macaronl and cheese and
spaghettl dinners were the main fea-
tures of a gondola end promotion. To-
mato sauce and proceesed cheese were
tled-in for extra sales,

Several varieties of macaroni dinners
displayed in portable dump caris offer-
ed multiple selections for customers.
Polnt-of-purchase material suggested
Lenten casseroles which could be used
in making the dinners.

Another illustration showed a dis-
play of deal packs of macaroni and
spaghetti on a gondola end. Extra sales
sparked profits; extra produce satisfied
customer demands.

H. J. Heinz Co. Reports

In their joint message in the com-
pany's annual report, Chalrman Henry
J. Heinz 11 and President Frank Ar-
mour, Jr. of the H. J. Heinz Co. sald
that last year’s record ketchup sales
were achieved In the face of unusually
heavy competitive advertising and
promotion.

Changing marketing and distribu-
tion techniques throughout the world
have brought a substantial change in
marketing practice and increased out-
lays in marketing expenditures in most
of the company's international amli-
ates, they added.

Despite these pressures, they con-
tinued, all affiliated companies report-
cd sales gains during fiscal 1965 over

the previous fiscal year, Heinz showed
a 64% increase in consolidated nrt
sales and a 14.8% increase in consoli-
dated net income over the previous
year's record highs.

Besides ketchup, more vinegar and
pickles carrying the Heinz label are
sold in the United States than any other
brand. In Great Britain, Heinz baked
beans, baby foods, canned spaghetti,
soups, ketchup, salad cream and pud-
dings hold commanding positions :n
United Kingdom food stores. In Can-
ada last year spaghetti sauce with
meat, with mushrooms, and meatless
were Introduced. Heinz has operations
in Australia, Holland, Italy, Japan,
Mexico and Venezuela,

Canadian Combination

A plant to comblne the operations
and businesses of Stange Canada, Ltd.
and Lawry's Foods of Canada Ltd. was
jointly announced by Bruce L. Durling,
President of Stange Co. and Richard
N. Frank, President of Lawry's Foods,
Inc., of Los Angeles.

Since 1952, Stange has operated a
Toronto plant producing spicer and
seasonings for the Canadian focd proc-
essing industry, and since 1950, Lawry's
has distributed a line of specialty food
products in Canada featuring “Lawry's
Seasoned Salt,” “Lawry's Seasoned
Pepper” and other products in the con-
venience food fleld including seasoning
mixes and salad dressings.

The operating plan for the new
Canadian business involves a joint ven-
ture permitting each company to con-
tinue its individual manufacturing and
markeling programs to existing Indus-
trial and consumer markets. An ex-
panded organizational structure will
enable Stange and Lawry's to signifi-
cantly increase their marketing plans,
product development work, and pro-
vide for additional research to better
serve the growing market of the Cana-
dian food industry., The two company
presidents emphasized that no changes
in personnel or basic operating princi-
ples were contemplated in the new
corporate program, .

Architectural plans call for a 50 per
cent expansion of existing manufac-
turing, research, and administrative
facilities with a completion date sched-
uled for early March,

Canned Spaghetti

Canned spaghetti and macaronl with
16.2 per cent of total canned meat de-
partment sales were dominant items in
a survey of 12,045 supermarkets by
Chain Store Age. But they slipped from
0.89 per cent of total store sales in 1963
to 0.85 in 1864, Average gross margin

. rose from 23.3 per cent to 23.8,
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. [if you feed it its own special kind of spaghetti]
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ust as appetizing in the steam table as it is moments out of the
‘,‘P won't run out, yet be protected against waste,

do now, Your market broadens,

Divisi [ Canadian Kod imi
MyvarLEx Concentrate has no cffect on flavor, And it meets anaL R eonel e Liiesl B,

cafeteria and school market will grow and grow and grow f;;’you

4 MyvapLex Type 600 Concentrated Gl i i

oMy yceryl Monostearate is  the requirements of U. S, Food and Drug Definiti

; 00 t . S, g Definitions and Stan-

1 ;lll; It takes, The addition of 1.5% to your regular product keeps  dards of Identity for Macaroni and Noodle Products, asumcnd?:?l
i e : To find out more about the advantages and cconomic elfects of

.« boiling water in the home. Fond service managers can make sure  MyvapLEX Concentrated Glyceryl Monostcarate, get in Ltr.nslc?h
N y ! with Distillation Products Industries, Rochester, N.Y. 14603,

4 f S?H:C;t:otl’sl. lfmspnal:, industrial plants, and other volume  Sales offices: New York and Chicago * Distributors: West Coust—

‘m ablishments can serve spaghetti much more often than W, M, Gillies, Inc.; in Canada—Distillation Products Industrics

o)zl

i SerTemsen, 1965

Distillation Products Industries is a division of Eastman Kodak Company
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Soup,-Socp, and Salvation

The Salvation Army Is celebrating its
hundredth anniversary of its founding.

A century ago they were known as
the “Soup, Soap and Salvation” Army.

,Today, on a much more complex
scale, modern facilities provide food
and shelter for many thousands daily.
Residences for young business women
and for older women with limited in-
comes; shelte.s and rehabilitation cen-
ters for the homeless and other unfor-
tunates; summer camps for children
and senior citizens—all these programs
have put the Salvation Army squarely
in the business of volume feeding.

For example, in the year 1863, Salva-
tion Army Social Service Centers across
the nation served 10,246,310 meals to
f residents and transients. Each of their
Evangeline Residences for young busi-
ness women housed an average of 350
women, and two or three meals were
served daily, In the same year, sum-
mer camps offered country vacatlons to
53,054 children and senlor citizens. In
addition, hot meals were served to
581,581 children in settlements, doy
nurseries and foster homes under Sal-
vation Army auspices.

One reason why Salvation Anay fa-
cilities can continue to function iy the
generosity of food suppliers acrosi the
nation, many of whom contribute high
quality foodstuffs to Salvation Army
installations on a regular basis,

Soup Kitchen Rack

Portion-pack soups are now being
displayed in the new soup kitchen rack
developed by Sav-Rec-Pak. The attrac-
tively designed rack holds 80 individual
packets of soups and is ideal for res-
taurants, luncheonettes, catering wag-
ons, diners and coffee shops.

The Sav-Ree-Pak line offers eight
varieties of soups with a homemade
favor at 15 cents a bowl. Easy to use
ond easy to serve, the portion-packs
virtually eliminate all sanitation prob-
lems. Specially selected ingredients for
the variely of mixtures are taste-blend-
ed into hermetically-sealed aluminum
foil containers to insure absolute clean-
liness.
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With the pre-measured portion-
packs, the product offered the customer
is consistently uniform in aroma, flavor,
nutrients, texture and color of food.
Management can be assured of com-
plete portlon control, too, insuring ac-
curate inventory control, with absolute-
ly no waste, thus keeping costs down.

How is it served? Just add the con-
tents of an individual portlon-pack to
hot water, and in seconds you have a
cup of flavorful, nourishing soup, with
no muss, no fuss, Convenient and quick
to serve, the portion-pack soups need
no refrigeration, are easy to store, and
there are no cooking utensils to wash
or break.

Cook Quick

The Wall Street Journal reports an
outpouring of new convenience foods:

General Foods has introduced flat,
fruit-filled pastries, that can be quickly
heated in a pop-up toaster. Libby mar-
kets frozen sliced toinatoes, and Gen-
eral Mills introduces ready-to-spread
canned cake frostings in some markets.
Semi-solid margarine in a plastic,
squeeze-type container is tested in
Florida by Fricks' Food of Cedartown,
Georgia.

New freeze-dried products which re-
quire no refrigeration, little space, and
can be quickly reconstituted with wa-
ter, are pushed by Borden and others.
Campbell Soups, Swanson Division,
tesis a new line of “a la carte special-
ties" in plastic food pouches that can
be popped into boiling water for a
quick meal,

General Foods' president, C. W.
Cook, says housewives 'see added
values In convenience foods and are
willing to pay for the difference.” Total
annual sales of quick preparation foods
are roughly guessed at $10,000,000 by
the Grocery Manufacturers of America.
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of Teste. Henry W. Gadsder
president of Merck & Co., Inc., greets Mi.
ond Mrs. Frank Cosby of Plainfield, New
Jersey, ot toste-testing booth ot the chem-
lcal and pharmaceutical company’s annual
meeting in Rahway, N.J, Visitors were of.
fered samples of bouillon with end without
"Mertaste,” the company’s new flavoring
ogent, a partial or complete replacement
for beef extract In soups and gravies. In this
test, there was no beef extract at all 'n the
Mertaste-enhanced boullon; but most tasters
preferred It over the other,

Agglomerated Onion

Pre-Pared Solu-rated onlon is a pat-
ented product of Gentry, They claim it
is easier to handle and pour than pow-
dered or granulated onion because its
pouring characteristics are similar to
granulated sugar. Solu-rated onion goes
into aqueous suspension faster, they
say, because its tiny particles have
been agglomerated.

Soup Dip

L. J. Grass Noodle Co., subsidiary of
Hygrade Food Products Corp.,, pro-
moted a tie-in for potato chips with its
onjon soup mix. Each soup envelope
contained a coupon worth flve cents
toward the purchase of chips. A red
sticker on the face of the package iden-
tifled the promotion. Grass prepared a
shipper which converted into a 48 en-
velope display for shelves. Special dis-
play allowances were offered.

Irradiated Foods

A new report from the Department
of Commerce on the “current status
and commercial prospects for radia-
tion preservation of food" estimates
that the market for irradiation equip-
ment will top $20 milllon a year by
1880. By that time some seventecn dif-
ferent types of food, worth perhaps $4
billion, will be preserved by radiation.

The U, 8. Army is already using ir-
radiated wheat, potatoes, and canned
bacon. France Is studying possibilities
of thori-term preservation of African
produce. The Business & Defense Serv-
ices Administration lists poultry, fish,
shellfish, strawberries, ham, dehydrat-
ed vegetables, and egg products as
among those that might be susceptible
to preservation by radiation - either
from an Isotope gamma-ray source or
an electron accelerator,
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Leading packagers prove
Du Pont“K"" 207
is the most durable
cellophane.

\

Two years of on-the-market sales experi-
ence by leading packagers in all areas of
the U. S. A. offers you positive proof of the
superior durability of "K' 207, This on-the-
market experience, including two winters
inthe country'scoldestclimates, hasproven
that, gauge for gauge, ‘K" 207 is the most
durable cellophane you can buy.

And "K' 207 gives you the same spar-
kling clarity, the same low water-vapor per-
meability, the same excellent machinability,
sealability and printability as all other "K'
cellophanes.

For proven durability in your cellophane
bags, join the packaging leaders. Upgrade
with "K' 207, available in 140, 195 and
210 gauges. For information and samples,
see your Du Pont Authorized Converter or
Du Pont representative.

*Du Pent's tegtered Arademask for its polymer-coaled cellophane

Siand rr et

Belter Things for Better Living . . . through Chemistry

[T L TRER, 1965 1y

Ini Maid Products, Inc,,of Millersburg,
Ohlo, uses "K' 207, the most durable
cellophane.
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THE GROCERS’' VIEWPOINT

A paonel discussion at the convention moderated by Lioyd E. Skinner,
Panelists: Louis Campanelli, Assistant Head Buyer, H. C. Bohack Company;
Albert Gitnes, General Manager, Shop Rite Supermarkets;

C. Reese Musgrove, National Advertising Manager, Chain Store Age.

Highlights follow:

Skinnert What is the formula for the
Cifrino Space Report?

Musgrave: The concept is fairly simple.
1t may be applied to any size of opera-
tion but averaging it to a $40,000-a-
week store makes it easler. Taken into
consideration is the gross margin on
the product and the number of cases
sold. This gives total yleld. Subtracted
from this are two things: First, the
handling costs of the merchandise itself
(this is a figure determined by time
and motlon study in the warehouse and
in the store to determine exactly how
much it cosis to order the product,
warehouse it, put it on the shelf, and
price mark it.) Then we have what is
known as a space-cost which is the cost
to keep the product on the shelf. This
is the contribution to corporate over-
head. With these two costs taken from
the gross yield, you then divide the
dollars and cents by the number of
square feet of exposure arca that the
product takes on a shelf. This is not
cubic but square. And you come up
with the yleld per square foot of ex-
posure area; the average being 51¢ in
the dry grocery depariment. This is
basically how the formula is derived.

Questiont Why didn't you use the cube
instead of the square feet of shelf ex-
posure?

Musgrave: The General Foods and Mec-
Kinsey study did use cubic feet. How-
ever the depth of shelves vary greatly
from store to store so Paul Cifrino said
“I'm interested basically in what my
customer sees as she goes down the
alsle—the billboard effect of the prod-
uct.” This is an arbitrary thing but it
can be easlly converted to cubic feet.

Work in Btores

Skinner: Let's ask Mr. Campanelll to
say a word about “Salesmen's work at
headquarters and in siores.”

Campanelli: One of the main problems
atl headquarters with merchandise that
is delivered direct to stores is not hav-
ing enough information on the move-
ment of the particular items. For in-
stance, how well does No. 8 spaghetti
sell compared to No. 35 elbow maca-
roni? What store sells more of what
type of spaghetti as compared to an-
other store in macaroni and noodles?

28

Lieyd E. Skinner

Now when we don't have enough in-
formation on the movement on mer-
chandise, we're in the blind. We just
don't know the advantages of giving
more room, promoting a product more,
or the overall benefit of the line's move-
ment. You come in and tel! us that the
product's going fine—we have to see
figures. If there are ways In your book-
keeping or billing that you can supply
us with this information, it will help
you in the long run because we don't
know how good your products really
are. This is a baslc problem in direct
distribution.

Qut of Btock

Bkinner: The next point for discussion
is out-of-stock conditions. In the coun-
try outside of the east there is not so
much of this direct dellvery, Therefore
information s available to the whole-
saler or to the chain headquariers on
movement. In the east one of the rea-
sons 1 believe manufacturers like to
deliver to the retall store Is to control
out-of-stock conditions. Would you
comment, please.

Campanelll: Here again we can't prop-
erly tell our stores how much space to
give a particular product. In New York
we have about 75 or 80 different varie-
ties of spaghetti, macaroni and noodles.
Now we may go into a store and see
two rows on an item that doesn't move
and one row of an item that really sells.

ARG 7O A

We cannot gulde our stores and tel]
them how much space to allocate to &
particular number if we don't know the
movement of it. And this is probably
why there is so much out-of-stock of
the popular brands.

Private Label

8kinner: I would like to have Al Gitnes
tell about his opinions on the subject
of manufacturers' brands and distribu-
tor brands.

Gitnes: We at Shop Rite have approxi-
mately 5500 to 6,000 items on the
shelves. We have about 700 private
label brands. We don't go out of our
way fo promote our private label any
more than we promote a national man-
ufacturer’s label. It is our attitude that
the customer dictates the choice. The
question Is sometimes asked: “What is
the future of distributor's brands
against manufacturer's brands?" In our
opinion if you run a private brand of
decent quality, priced properly, and it
is successful, you're going to increase
sales, If you don't, it suffers and you
delete it.

Another question asked is about the
limitations of the private label cate-
gory. We don't feel that there are any
limitations. Where you have a product
that has a highly volatile movement,
you have room for a private label if the
customer indicates that she wants it.
Skinner: Some stores that have dis-
tributor's brands give considerably
more shelf space to them than they do
to the name brands. Isn't this so?
Gitnes: Happily my company avoids
this practice. Once again we take the
position that the customer dictates the
choice, The amount of volume done on
a product dictates the amount of shell
space,

Biandard Invoice Form

Skinner: A standard invoice form has
been developed by the Grocery Manu-
facturers of Amerfca in cooperation
with the distributive trade associations.
Would you gentlemen like to say some-
thing about this?

Gitnes: All good supermarket busi-
nesses are highly computerized, There-
fore, it would seem to me that many of
the computer card forms can be used
and pre-exchanged. For instance,
checks can be typlcal IBM cards and
processed that way. With all of the
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new reading sysiems that are coming
of age, standard billing forms, standard
order forms will find a place.

Campanelli: We get so many different
sizes, shapes and types of bills from
different people that it costs us a lot of
money to get them paid and processed
properly. Since practically all chalns
and cooperatives have computer sys-
tems, it would be to our advantage and
yours Iif rou also went into some type

of a computer system in the processing
of bllls,

Musgrave: Several weeks ago I al-
tended the National Assoclation of
Food Chain controller's clinic. One of
the topics for discussion was the simple
fact that the technology of the grocery
industry is becoming more and more
sophisticated. With this increase In
computerization, the standard involce
is going to be of paramount importance
in the opinlon of the National Assocla-
tion of Food Chains in the not too dis-
tant future. I think that the manufac-
turer who realizes this can be In step
with these dynamic changes In the

industry and will be ahead in the long
run.

Pallets

Skinner: The grocery industry Is work-
ing on unitized loads and palletization.
Will you comment on this?

Campanslli: Here agaein is the case of
saving money somewhere along the
line. Palletizing saves time In recely-
ing, saves time In putting the merchan-
dise where it belongs, and keeps the
merchandise fresh. You can get it in
quicker; you can get it out quicker.
We can set up appointment systems
where your trucks don't have to wait
1o be unloaded. Where it used to take
maybe three or four hours to unload a
truck, it now may take a half hour, It
saves you money as well as us. Our

buyers now order some items by the
pallet size.

SEPTEMBER, 1965

Albert Gitnes

Question: Different warehouses have
different sized pallets. Why don't they
standardize?

Gitnes: This is a moot subject. Many
people are working very hard on this.
For instance, Kellogg's, General Foods,
Del Monte, Stokely — and others are
working toward pallet standardization.

You folks must not think that pal-
letizing is limited to the manufacturer.
The day is not too far in front of us,
perhaps within the year, when many
supermarkets will be receiving their
goods completely palletized.

Musgrave: That's a good point. As a
matter of fact there are several chains
now that are shipping dry grocery
items on pallets directly 1o the stores.
Here again the Grocery Manufacturers
of America has had a standing commit-
tee working to make recommendations
on pallet sizes.

Gitnes: I would like to tell you what
happens at a store when you can palle-
tize. A normal situation might be that
you would have three men in a trailer
and three or four men in the store un-
loading a trailer with perhaps 1200
cases. Really moving they might un-
load that trailer maybe in an hour and
a hall. If you have a palletized trailer,
one man with mechanical equipment
can unload and spot that traller in
about 20 minutes.

Skinner: There are two sizes of pallets:
32 by 40, and 40 by 48, The 40 by 48
size is generally recommended. There
are some warchouses, new ones un-
fortunately, that are only set up for
32 by 40 with a rack and this is causing
a problem.

There's unitized loading in addition
to just loading on pallets. The canners
had o larger size, the 54 inch pallet, and
they've gone down to the recommended
40 by 48 pallet.

Procter and Gamble has prepared a
study on the clamp truck to show that

Louls Campanelli

distributors ean use this method on 73
per cent of all the items they handle.
A clamp truck just comes in sideways
and squeezes the load. It picks it right
up without anything underneath it,

Product Presentation

Mr. Campanelli, many times a manu-
facturer fecls that he doesn't get fair
treatment with buylng committee de-
cisions. He feels that he made a good
presentation to the buyer but the buyer
has a number of other items when he
goes to the committee and doesn't pre-
sent his story with the same enthusi-
asm, Would you comment on that.
Campanellls If a buyer feels that an
item is right for his company, then
most times that item will be approved.
Let's go back to the salesman making
the presentation: if that presentation is
made properly, with all the facts on
advertising, promotion, the type of
item, who carries it, has it been test-
marketed, if all this information is
given to a buyer, he will relate it to the
commitiee. But if the salesman comes
in and merely says, “This is the great-
est item in the world,” but no further
information to go on, he's not going to
sell that produet.

Gitnest I sit on a buying committee and
I know that most buyers are really on
a spot when they make a presentation
to a buying committee. The worst thing
that can happen to a buyer is to have
the committee either discontinue an
item or not accept a presentation. In
our presentation of the product to the
buying committee, we have to have our
best foot forward.

Musgrave: We recently concluded a
study that indicated that approximate-
ly 50 per cent of the presentations on
items or promotions had incomplete in-
formation, were not specific enough, or
did not give all the details necessary
enough for the buying committee to

(Continued on page 32)
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The Grocers’ Viewpoint—
(Continued from page 29)

render a proper decision. This is the
responsibility of your sales organiza-
tion.

Plugging Promotions

Skinner: Here is a question that some-
times bothers the manufacturer. Let's
say that he has local tv and newspaper
advertising to promote the item he is
asking you to buy. He gives the infor-
mation to you but he knows that you
have a promotional manager in your
organization. He sometimes feels that
he would like to go in and see that pro-
motlonal manager and present the pro-
motion on the product to him. Do you
allow this?

Campansllii We certainly do allow it.
We want you to speak with as many
people as you feel you have to. I want
to emphasize that the term “buyer” is
rapidly becoming “buyer merchan-
diser.,” Buyers nowadays have more to
do with the sales program and promo-
tions of their company. If you present
him with full information on your pro-
motion, he can do a much better job of
presenting it to the sales promotion
manager than you possibly can because
he can tle in a group of items that he
may be working on at that particular
time.

Point.of-Bale Material

Skinnert We all know that there's been
a great deal of waste in the manufac-
turers' point-of-sale material both by
distributors and by their own salesmen
who order out too much and let it sit
in the car. I know that in the east it's
much harder to get out point-of-sale
material but 1 don't think it's im-
possible,

Gitnes: Chances are I'm going to throw
everybody for a loop. Perhaps the best
situation would be for 80 per cent of
the money spent by the national manu-
facturers for point-of-sale material to
be used to reduce the cost of goods to
the supermarket operator so that he in
turn can reduce the cost to the con-
sumer,

Skinner: As I said, in the east it's more
dificult to get this material up. We
have found that a carefully planned
promotion that takes into considera-
tion the distributor’s problems can ef-
fectively be used in the store to help
him merchandise to the consumer. I
admit that there's a lot of room for
improvement in many programs of this
t .

li:::unnl 1 would like to say this
about point-of-purchase display ma-
terial; well conceived promotional ma-
terinl has a good chance of being used
providing it has a broad spectrum of
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application. If you will look at the suc-
cessful promotions that are run on a
year-to-year basis—such as Kimberly-
Clark during the sneezing season; Del
Monte Roundup Time; Budweliser
Pick-a-Pair promotion, etc.; this dis-
play material can be used to sell a
great many products—it can be co-
ordinated with an entire store promo-
tional aclivity. Now this type of thing
makes good sense and will be used by
many chains. For example they will
not sell just macaroni or just one par-
ticular brand of macaroni, but they can
tie-in a promotion for selling cheeses
and many other varieties of products.
It will give a store-wide type of an
effect, This type of display material
will be used by the supermarketer.
Campanelli: Two manufacturers may
come in to see us. One tells us he has
advertising material available. The
other fellow comes in and has 50 cents
a case available. You know who I'm
going to promote.

Off-Label Deals

Skinner: Do many macaronl manufac-
turers use off-label deals? The type
printed on the packages?

Campanelli: There are not enough of
them. But we would like to have enough
time before you come out with your
deal-pack so that we can reduce our
regular pack Inventory. Every store
wants to get the deal-pack out first so
that means we're tying up our regular
stock, In our sel-up, as soon as the deal
pack is put into our IBM system, it
immediately takes the place of the reg-
ular pack so any regular stock in the
warehouse stays there while the deal
is on. If you tell us a couple of weeks
beforehand that you are coming out
with a deal-pack we will then run
down our inventory so that we won't
be (1) tying up too much money in our
warehouse and (2) making sure that
the merchandise Is always fresh. If you
ever come to the point where you can
say “We're giving you deal-packs and
will plck up your regular stock,” that
would be the greatest.

Gitnest An interesting experiment is
going on where the Burry Biscuit Di-
vision of the Quaker Oats Company re-
cently started to have cents-off deals.
They sent their retail force into all
stores to sticker-up existing stock and
1o give a credit for inventory on hand
which gets everybody off to the same
start at the same time. Once again, 1
don't think we can relterate too strong-
ly the fact that sufficient notice be
given to the distributor so that he can
manage his inventory properly.

Thanks 1o All

Skinner: 1 want to thank the panel for
a very fine job. They have answered

some of the questions bothering manu-
facturers and have given us new ideas
to take home and apply to our prob-
lems.

Who Buys Cents-off Deals?

Coupons, cents off labels and re-
tailer’s price specials are being seen
more and more in super markets to-
day. Someone must be taking advan-
tage of these deals because they seem
very successful. Who is this deal buy-
er? What type of a consumer is she?

This Week Magazine commissioned
Market Research Corporation of Ameri-
ca to find out the answers to these ques-
tions and to analyze deal purchases,

Three product classes — light duty
liquid detergents, regular coffee ard
margarine — were closely studied be-
cause they are classes that are heavy In
manufacturer and retailer dealing.
They also reflect characteristics that
are typical of deals in all grocery com-
modity groups,

Deal-buyers were classified into three
groups according to their deal-prone-
ness, Sixty-one per cent of all house-
holds are light deal-buyers; 22 per cent
are heavy deal-buyers; and 17 per cent
heavy deal-buyers account for only
1/5 of all households, they account for
3/5 of all deal volume. Light deal-
buyers representing about 60 per cent
of the total households accounted for
only 14 per cent of the total deal
volume,

The study showed that heavy deal-
buyers were less loyal to stores. They
shopped «t 8.5 different stores compared
with the light deal buyers who shop at
only 4 stores. Also the expenditure per
store is only $11.94 for heavy buyers
against $15.31 for light buyers; but this
is due to the fact that heavy deal-buy-
ers shop at more stores,

It was shown that it is to the grocery
operater's advantage to get the heavy
deal-buycrs into their stores. The study
showed that overall prices are the most
Importent attraction. Meat and produce
specials, instituted by the operator, are
the next most imporant price motiva-
tors. One-third of the heavy deal-buy-
ers will switch stores to save money on
produce and 26 per cent will switch
stores because of meat deals, especial-
ly on stvak.

As a result of this study, it was re-
poried that it is advantageous for re-
tailers to participate in manufacturer
deals and also to inaugurate some
deals of his own. Also retailers should
not neglect the heavy deal-buyer for
even though they comprise only 1/5
of the market, they account for 3/6
of the deal volume and spend more
in aggregate than those less inclined
{o take advanlage of deals.
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Changes in the Supermarket

Racks of frozen foods, prepackaged
produce, speclal-cut meats, convenience
foods and fancy baked goods are the
visible signs of dramatic changes in the
supermarket Industry.

These are the fraction of the lceberg
that shows, Hidden from the customer's
view are fundamental changes in super-
market merchandising and manage-
ment. These are also, however, some of
the more obvlous things behind the
sharply increased interest of the federal
government in the business, The Na-
tional Commission on Food Marketing
was created by Congress to conductl a
major study of the structure of the food
industry.

Blender Margins

At the first hearings, which were on
retail food gross margins, the Commis-
sion reported that in 1964 about one-
fifth of the sale price of food was re-
quired to cover the cost of retailing.
These costs have increased by about
four per cent of sales in the last 10
years, according to the Commission.
Meanwhile, as prices to the consumer
have risen, prices to the farmer have
declined. The Commission wants to
know why, Are the increased retailing
costs due to additiunal services? If so,
how desirable are they? Are they the
result of promotion or other costs of
competition—trading stamps, for exam-
ple? Do they mean retailers are earning
more than before—possibly too much?

The supermarket Industry reacted to
the hearing by disclosing hitherto con-
fidential figures on operating costs and
profits. The Industry says the Commis-
sion will find the new services desirable
and that it won't find that food retailing
profits are too high.

In fact, the slender margin of profit on
food and groceries is at the root of the
revolulionary changes in the super-
market business. (Average industry net
earnings in 1064 were 1.055 per cent of
sales.)

In days not so long ago, supermarkets
saw volume as the chief source of prof-
Its. They sought it by rapid store expan-
slon, heavy advertising and such cus-
tomer lures as trading stamps, But now,
according to executives of the Super-
market Institute, expansion is leveling
and trading stamps are losing thelr
competitive edge. The result is that
supermarket operators have found they
must take a cold, careful look at thelr
own operations, if they hope to expand
their profits.

This means the industry as a whole is
now emphosizing two things:

Ssnnunu[ 1965

() It is offering more non-grocery
and non-food items, where the profit
margin is higher. This includes diversifi-
cation into drugs, cosmetics, hardware
and variety-store merchandise.

(2) It is applying modern methods of
merchandising and business manage-
ment to its operations on a broad front.

Thus:

® Prepacked produce, from the su-
permarket operator's point-of-view, is

a way of reducing spoilage.

® Special-cut meats are a customer
service that will help retain customer
loyalty and battle the competition,
too.

® Market research on a given
neighborhood determines the selec-
tion of convenience foods and fancy
baked goods on that area's super-
market shelves.

Market Research

Although some of the big chains have
long researched local consumer markets,
many more big and small operators
have recently adopted the practice.

On a broader basis the industry is also
turning to research. For example, the
Super Market Institute, based in Chi-
cago, has asked Booz, Allen & Hamilton,
management consultants, to undertake
a study of meat merchandising, a phase
of the business in which the profits are
exceptionally low. Booz, Allen is using
many of the same operations research

’ '!l'l
!
techniques in the study as were used in
evaluating the missile system for the
Polaris submarine. The study will be
the most elaborate ever done on a phase
of supermarket operations. Among
other things, it will attempt to deter-
mine what practices exist simply be-
cause of tradition. Preliminary results
are due early next year,

Shrinkage

Supermarket operators are also turn-
ing to the problem of “shrinkage” and
trying to solve it by tighter controls and
more sophisticated management. Cur-
tailing shrinkage can have a real impact
on profits. Shrinkage is a grab-bag term
that covers all lost merchandise, wheth-
er through sloppy handling, theft, bad
bookkeeping, spoilage or cash register
error. It accounts for a larger percent-
age of each sales dollar than profits.

To put just one kind of shrinkage into
perspective, an SMI official told this
slory: If a $10 order goes through a
checkout stand and one 10-cent can of
food slips through untallied, loss of that
10 cents wipes out the profit the store
would have realized on the whole order.

Another example of the indusiry's
concern with improving supermarkel
merchandising and manogement is the
Super Market Instilute itself and sub-
Jects covered at its recent convention.
SMI, with 823 member companies that

(Continued on page 36)
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Changes in the Supermarket—
(Continued from page 33)

do about 80 per cent of the industry's
dollar volume, is not a trade association,
its staff members say. It does not lobhy,
Rather, the institute was organized to
provide a forum where members can
educate each other on supermarket op-
erating techniques,

The Dynomics of
Brand Competition

The role of the manufacturer as the
Innovator and developer of new prod-
ucts, the values and advantages of prod-
uct differentiation and the benefits
from developing a strong position for
manufacturers’ brands were emphasiz-
ed during a panel discussion at the
GMA mid-year meeting.

At the session chaired by A. N. Mc-
Farlane of Corn Products Company,
four professors from the Graduate
School of Business Administration, Har-
vard University, discussed the sub-
Ject: “The Dynamics of Brand Competi-
tion." Panel members were: Dr, Ray
Goldberg, Assistant Professor of Busi-
ness Administration; Dr, Clark L. Wil-
son, Visiting Ford Professor; Dr. Neil
H, Borden, Professor of Marketing and
Advertising Emeritus; Dr. Henry B,
Arthur, Moffett Professor of Agricul-
ture and Business, Moderator of the
panel was Dr, Jesse W. Markham, pro-
fessor of Economics, Princeton Uni-
versity.

Noticeable Difference

Emphasizing the role of the manufac-
turer as the innovator and developer
of new and improved products, the
panel pointed out that the manufac-
turer’s objective is to sell the consum-
er. To be successful a new produet must
have a “just noticeable difference” to
the homemaker, not just to the experts,
It was pointed out that today's home-
makers have more disposable income
to spend, are better educated and are
more venturesome and more interested
in trying new products,

The degree of product differentiation
differs with the nature of the product,
panel perticipants sald. For most manu-
facturers, both pride and profit lead
them to a conviction that they must
offer something superior, or at least dif-
ferent. The manufacturer's success, it
was pointed out, will depend in con-
siderable part upon how far he can
succeed in having his product chosen
by consumers on the basis of quality,
convenience, special service and special
appeals.
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Manufacturers do not have to depend
upon pure price competition for their
survival. They hesitate to do so be-
cause this is the easiest thing for some-
one else to duplicate the panel painted
out.

Product differentiation rests upon
many factors, all of v/iir:h come into
focus in the consumer’s mind, Some
factors are very feeble and excite only
momentary interest; others are very
#olid and hard to copy. The latter are
the ones that really count the panel
sald.

Any unique characteristic that con-
tributes to the attainment of differen-
tiation for the munufacturer's own
brand, Including even his firm's name
as the producer is a part of the total
image of his branded product. Even if
it costs the manufacturer extra to do
50, he should avoid using the same
formula and specifications, the same
material and tolerance in a product
put out under another firm's name, the
panel stated.

Manufacturers were urged to main-
tain their efforts to differentiate their
products in order to keep them prefer-
red in the list of brands stocked on
grocery shelves, This, it was noted, in-
volves many things, including develop-
ing and maintaining physical and
chemical characteristics that satisfy
consumer desires, upgrading and im-
proving qualily, developing and main-
taining taste appeal, and a continuing
program of research and development,

Unified Operation

In developing and Introducing a new
product, the importance of a unified
system throughout the manufacturer's
operation was stressed. Research, mar-
keting creativity, advertising, and sales
should be coordinated with the sales
people knowing the full story of pro-
duct development so that they can
present the story effectively to the re-
tail buyer.

In competing for the consumer's food
dollar, manufacturers have the advan-
tage of talking directly to consumers
through a number of media, which
helps consumers identify and buy the
product frem the grocery shelf, Skill-
ful advertising can be an important
factor in building a brand image and
reputation, the panel noted.

Private Label

Private labels are not innovators
panel members pointed out. Manufac-
turers new and improved products are
of great importance to the mass dis-
tributor and in recent ycars have come

to provide an increasing share of his
sales. New products are a basis of profit
for both manufacturer and distributor.
In summing up the discussion, Mr.
McFarlane stressed the importance of
manufacturers using all the resources
in their chain of command. Communi-
cation throughout the chain of com-
mand leads to understanding and ulti-
mately to “harmonizing" throughout the
manufacturing process, he noted,

Teamwork for Growth

Setting sound, attainable goals,
achleving efficient teamwork, and dis-
seminating complete information to
the management team are keys to de-
veloping effective management in ‘o-
day's business world was roncluded at
the GMA mid-year meet....

Top management speclalists an. a
panel of presidents of food manufactur-
ers and distributors discussed the con-
cept of management in today's chang-
ing world and how to insure effective
management at all levels of company
operations.

Tests of Management

Lee S. Bickmore, president of Na-
tional Blscuit Company and chairman
of the GMA Board of Directors, sald
there were three tests of successful
managements: (1) achleving satisfac-
tory return on investment; (2) obtain-
ing an expanding share of the market;
and (3) Insuring the continuity of suc-
cessful management,

Effective In the Market

J. Keith Louden, president, “Presi-
dent's Professional Assoclation” and
vice president, American Management
Associntion, told the meeting that the
major discipline which judges the ef-
fectiveness of management is the mar-
ket place.

“Management's response to customer
desires and increasing pressure can
quickly be noted in the market place,
which becomes a critical judge of man-
agement's effectiveness, There is no
fairer, nor quicker judgement exer-
cised than that practiced by the con-
sumer,” he said,

The winds of change are blowing,
he said. To be masters of change, ef-
fective management must be the master
rather than the victim of its environ-
ment. Effective management creates a
future and does not walt for it. It acts
rather than reacts, he added.

Management must operate through
people and to be successful it must
place each member of an organization
in a position to perform at his maxi-
mum effectiveness. To do this each
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member of an organization must be
provided with all the information es-
sential to his successfully practicing
the “three selfs”, self-supervision, self-
control, and self-appraisal, Mr. Louden
said.

Dual Explosion

The world is experlencing two great
explosions — the technological explo-
sion and the human explosion, he stat-
ed,

“This is not news to people in the
food business, You are experiencing it
just as are others. From the farm to
the table, there have been massive and
important changes in the food indus-
try. The critical question Is, how ef-
fectively will you manoge these changes
to your benefit and not to your harm?”
he said,

“Management’s job is to see that these
great technical developments of the cur-
rent age are utilized to the welfare of
mankind and to see that man himself
is utilized to his own welfare. This is
no job for an amateur. It requires a
pro. An effective management s just
another term for professional manage-
ment," he added.

Noting that making a profit today
Is more difficult than It ever has been,
he said that profit is an honorable thing
and not a dirty word, “Without profit
our way of life would grind to a halt.
It provides better services and products
for the consumer, income for vendors,
wags and benefits for employees, sal-
aries and Incentives for management,
dividends for the stockholder, taxes for
government, support for community
services, charity for the needy and re-
lained earnings for the perpetuation of
business, All profit does is Improve the
standards of living and welfare of the
warld. And the more profit there is, the
more there Is for all,” he stated,

Team Opezation

Don G. Mitchell, chalrman, General
Time Corporation, and chairman,
American  Management Association,
stressed the Importance of teamwork
in developing effective management,

There is more than one possible so-
lution to almost every management
problem and one must be flexible in the
application of management principles,
he pointed out.

Everyone in management s on iwo
teams. On one team they report to the
team leader or supervisor, On the other,
:zle: are the leader or supervisor, he

Mr, Mitchell stressed the importance
of each leader knowing his team's goals.
He must be able to convince his team
ll;;:.lhey are worthwhile and attain-
al
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He pointed out the importance of
letting decisions be made at the level
or by the management man who is
supposed to make them. That level is
where all the facts come together so
that a decision can be made.

Panslists

Panel members noted that improved
communications with government are
increasingly important today and point-
ed out the desirability of top manage-
ment devoting more time in this area.

Panel mcibers included: Robert Cul-
lum, chalrman of the board, Tom
Thumb Super Markets; Ralph A. Hart,
president, Heublein, Inc; Wesby R,
Parker, president and chairman of the
board, Dr. Pepper Company; R. D.
Stuart, Jr., president, The Quaker Oats
Company and T. A. Von der Ahe, presi-
dent, Von's Grocery Company.

Pre-Plonning Ads

At SM1 Charles Cullum, president,
Tom Thumb Stores, Dallas, cited the
kind of information his firm requires
of department heads who take part in
making up weekly ads.

They must know what items they
would like to feature; the anticipated
number of units expected to be sold;
total amount of the anticipated mark-
down; whether the proposed specials
can be expected to meet the goals of
the retailer in terms of sales and profits;
and they should be able to give an
accounting of previous weeks' ad per-
formance.

Pre-planning was also stressed by
David L. Sipes, Sipes Food Markets,
Tulsa. He sald his firm plans and de-
velops its advertising about three
menths in advance.

White Space and Art

Sipes, which uses an advertising
agency Is preparing its ads, believes
that white space, art work and photos
help make exciting ads.

Mrs. Avram Goldberg, Stop & Shop,
Boston, said her firm develops its ad-
vertising on a general plan set up a
year in advance. The ads are laid qut
more specifically for every quarter, she
sald.

The chain runs planning sessions
which are participated in by key peo-
ple from every department. While the
ads are prepared well In advance, there
is allowance for flexibility to meet un-
expected competitive challenges.

M. J. McMahon, Red Owl Stores,
Minneapolis, said his firm stresses pro-
motional plans for individual slores
that might need help, Ad programs at
Red Owl are subject to veto by the

retail operations end of the firm, he
sajd.
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Laurence J. Taylor, vice-president,
Hillsdale College, Hillsdale, Michigan,
laid out the ground-rules for achieving
effective participation in ad planning
sessions.

® Participants must have a focus.

® They must be given a clearly de-

fined objective—clearly communi-

cated,

® Responsibilities must be clearly
defined.

® They must be able to listen as well
as speak.

L ]

They must have the ability to work
under pressure without losing sight
of the objective,

They must be able to look at all
probleme in terms of the original
focus,

Foreign Foods Popular

Oriental foods are second to Italian
fuods in popularity according to a sur-
vey conducled for La Choy Food Pro-
ducts “and may soon replace the hot
dog in popularity, if they haven't al-
ready."

Willlam G. Karnes, a company offi-
cial, also forccast a boom in Mexican,
Hungarian, and Greek dishes as well as
tropical treats. This ties in with the de-
slre for new favor combinations and
fuller appreciation of gourmet products,
As a result, says Karnes, a steady rise
in imported foods is likely.

“But this is a two-way street,” he
added. "We belleve the potential for
marketing  American-type specialty
products, especially snack foods, barely
has been tapped In Europe. And when
refrigeration becomes more common,
sales of such products as ice cream and
frozen deserts overseas should soar.”

The two most popular items on exhi-
bitlon at a recent London food fajr
were Chinese foods and pizza.

Freight Rates

The National Classification Board of
the American Trucking Associations,
Inc. issued in Its July Docket No, 119,
Subject 10, provisions for increasing
freight rates on merchandise less than
12 pounds per cubie foot, from Class 60
to 85, Hearings were to be held in July,
but prompt communications from the
National Macaroni Manufacturers As-
sociation and individual macaroni man-
ufacturers have postponed these hear-
ings until September.

In order to present a case, the Asso-
ciation is making a survey of the prod-
uct lines of macaroni-noodle manufac-
furers to determine the packs pro-
duced, dimensions of shipping case,
gross weight of each case, weight per
cuble foot, value per case, and mileage
rudius of normal markets,
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George N. Kehn

OME salesmen are so dazzled by

success riories that they confuse
wishing for success itsell. If they
aren’t making $100,000 in their first
year of selling, they cousider them-
selves failures, Their idea of success is
the big jump—the overnight transfor-
mation into a blg ticket man.

Now there is nothing wrong with the
success story. It's part of the American
tradition. Furthermore, the success is
generally merited. Chances are good
that n $100,000 a year salesman is
worth every penny he makes.

What the wishful thinkers fall to
grasp is how the successful man got
that way. The top producer is a man
who has learned his craft in stages,
who through the years carefully built
up his reputation and customers, and
who, day-by-day, developed the fine
points of selling. No miracle was in-
volved. The same road is open to any-
one who will concentrate on perfecting
his techniques to a razor-fine edge.

Golf Lessén

When 1 first staried playing golf, my
objective was to try and knock the
cover off the ball. I took mighty swings,
but It was largely wasted effort; the
ball usually landed in the rough. I con-
centrated strictly on the 250 yard drive.
Nothing else would do.

One daoy in the clubhouse I casually
picked up a book written by a famous
golf pro. One thing he said caught my
eye: “A well-hit golf ball is one that
got in the way of a perfect swing."

Form and discipline, not brute
strength, was the mark of a good golf-
er, he explained further. He added that
if a player hit a ball 50 yards right
down the middle, he would accomplish
his purpose.

1 was dubious but I gave the idea a
try. 1 focused on the short shots—30,

40
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SELLING

By George N. Kahn

PLAYING THE

SHORT GAME

This is No. 12 of 24 sales treining articles.

40, and 5) yards. At the same time, 1
worked on the finer points of the swing
—proper balance, keeping my head
down and my eye on the ball, I was not
concerned with distance but only with
a good swing. In a few months my
game improved tremendously. I be-
came known as a deadly man in the
short game.

There is an important lesson for
salesmen here. You must develop the
fine points and techniques of selling
before you can climb into the higher
income bracket. Some of you may say:
“I got pald on orders only. Never mind
the fine stuff."

The fine stuff Is the essence of your
selling. Without it, you are a mere visi-
tor in a prospect's office. Your saies talk
and presentation should be tailored to
the buyer and to his needs. To para-
phrase that golf pro: A big order is one
that got in the way of a perfect sales-
man.

The sale Isn't assured just because
you brought a bedy and a pencil into a
prospect’s office. He isn't that im-
pressed by your appearance, however
pleasing it might be. You have to sell
him, and the only way to do this is by
expertly and knowledgeably bringing
him to the buying point—by arousing
his interest to fever pitch. He must be
apprised of all the benefits of your
product or service,

How do you accomplish this? A step
at a time. Short swings. A well-organ-
ized presentation covers each point in
turn, each time making sure the pros-
pect understands you. Try and get his
signature on an order blank without
groundwork and you'll lose him—per-
haps forever.

Facts—Not Fast Talk

. A smoke screen of fast talk and in-
temperate boasting will never disguise
a weak sales talk. Give the prospect
facts and more facts. And do it in
stages. Keep your eye on the main
chance, of course, but don't let it blind
you to the necessary i‘eps to victory.

Al Ludlowe, a swimning pool sales-
man, Is one of the biggest earners in
his line because of his through, an-
alytic approach to his job. He has

studied landscaping and architecture
and can discuss them fluently with
prospecis conscious of aesthetics. He
has delved so deeply into the problems
of health, sanitation and safety that he
could qualify as an expert. And he can
render an estimate almost to the dime.

In his interview, Al covers each sub-
ject at a time. He sits down with the
prospects and outlines In detail every
aspect of owning a pool. His approach
isn't hard sell or soft sell. It's simply
intelligent. As a result, his customers
are his salesmen. “All this may take
weeks," Al told me. “But I'm not sell-
ing popcorn. A pool is a big purchase,
and the prospect has every right to be
fully informed of all the facts.”

Volce Control

The “practice swings" of a salesman
should include volce control. This Is
one of the fine points of selling men-
tioned a moment ago. Train your volce
50 that it helps you make the sale. The
man who constantly yells In the pros-
pect's ear accomplishes as little as the
salesman whose volce never rises
above a monotone. A great criminal
lawyer I once heard could play on a
jury like a violin because he knew the
power of a controlled voice, He began
his remarks with a whisper that reach-
ed a roar at the proper moment.

Here are some points to remember
in volce communication:

1. Speak clearly and distinctly. The
most exciting message In the
world will be meaningless if your
listener can't understand it.

2. Don't make speeches to prospects.
Rather, talk to him as a counselor
and friend. Keep your volce warm
and friendly, Bombast won't sell
your product.

3. Talk at a fairly rapid clip, but not
too fast for the prospect. Pause
every {ew moments to see if he is
keeping up with you.

4, Get some variety In your tonc.
Don't drone on at the same level.
This will induce sleep, not buying.

5. Be authoritative. If you are sell-
ing, sell with firmness and convic-
tlon In your volce. Nothing Is
easler to spot than Insincerity and
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lack of belief In a calesman's
presentation.

When You Dont Know—Ask

A salesman, no matter how well pre-
pared, cannot know everything when
he calls on a prospect. Another of the
fine points of selling is to learn o probe
the buyer for any Information essen-
tial to getting the order. This way, the
seller can discover what the prospect’s
needs are and what are his likes and
dislikes.

Besides, the buyer will appreciate
being allowed to get these thinge off
his chest. These questions also give the
salesman a chance to slip over some of
his main selling points, Sooner or later
the prospect will pose a query that will
give the salesman a chance 1o really
drive home his main argument, Don't
worry if the conversation occaslonally
gets sidetracked. An Informal chat
about trivial things may have dividends
not immediately apparent, but never-
theless real. These discussions establish
an intimacy, a rapport with the pros-
pect that may otherwise take ycars to
create.

Jerry Gibbs, a machine tool sales-
man, once took a sales tralnee along on
a selling trip. In one office, the young
man was dismayed by a seemingly end-
less chat Jerry had with a prospect
about water skilng. Both were enthusi-
asts.

As they were driving away two hours
later, the trainee was asked if he had
any questions. "Just one,"” the new man
said, “what was the point of that bull
session with the guy back there? He
didn't give you an order."

“That's right," Jerry agreed, “but
there is one thing you don't know.
That man Is one of my biggest cus-
tomers—about $50,000 a year. When he
feels like talking, I talk. He's liable to
call me on Monday and give me a
whopping order. He's like that,” The
trainee did not realize that Jerry had
developed the art of conversation to a
fine art—one that made him a top
earner.

Many Chances for Arlistry

I've nuted the acquisition of some of
the finer points of selling, but actually
there are many more. 1 mean step-by-
step ways to improve yourself and be-
come a polished salesman. There is ap-
pearance, for example. Clothes may not
make the salesman, but they go a long
way {o creating a good impression on
the buyer. Take pride in your apparel
and wear clothes that will enhance you
and your flrm.

The proper handling of a demonstra-
tion is another skill that aids your
cause, A few practice sesslons at your
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home will do wonders to iron out the
wrinkles in your demonstration.

Managing your schedule and book-
keeping are still other techniques that
will keep you ahead in the selling
game. So is a complete knowledge of
your product.

To make the golf analogy again,
these are “short shots in goll."" Bul they
are vital if you ever hope to be a suc-
cessful salesman. Pick up these arts
and you can join the big producers. A
short game will win for you in the long
haul.

Try this little exercise to sce if you
are learning selling's fine points to pre-
pare yourself for top eaynings. A score
of seven “yes” answers will be fairly
substantial cvidence that you are not
stagnating:

YES NO
1. Do you sce selling as a
learning process? —_— -
2. Do you believe the really
top salesmen honestly de-
serve their reward? —_—
Can you learn from a pros-
pect who turns you down? — —
4. Do you ever evaluate your
performance after you

have seen a prospect? —_ -
. If the evaluation is un-

favorable to you, do you

do something about it? —_——
6. Have you learned some-

thing new about selling In

the last two weeks? —_— -
7. Are you conscious of your

voice during your sales

talk? —_——
B, Are you consclous of your

appearance all the time? — —
9, Do you feel failure in sell-

ing is more than “bad

=

luck” most of the time? —_——
10. Are you keeping a progress
chart on yourself? — -

{Copvright 1984—George N, Kahn)
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REPRINTS FOR
YOUR SALESMEN

Many sales and management
sxecutives 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 will in-
clude the self-evaluation quiz.

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

Prices are:

1-9 coples (of ea. art) B50¢ ea.
10-49 copies (of ea. art) 37TVa¢ ea.
50-99 coples (of ea. art) 30¢ ea.
100 or more (of ea. art) 234 ea.

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

No. 1 The Salesman Is a V.ILP.

No. 2 Are You s Salesman?

No. 3 Get Acqualnted With
Your Company

No. 4 You're On Biage

No. 5 You Can't Fire Without
Ammunition

No. § You Are a Goodwill Sales-
man, Teo

No. 7 Closing the Sale

No. 8 How 1o Set Up an Inter.
view

No. 9 Resting Between Rounds

No. 10 The Competition

No. 11 Taking a Risk

No. 12 Playing The Short Game

When ordering, please mention

the name of this publication.

Skinner Sales Supervisor

Bonner F. Geddie has been appointed
Soulhwestern State Sales Supervisor
of Skinner Macaronl Company, Omaha,
Ile will headquarter in Dallas at 7048
Arborenl Drive,

W. E. (Bill) Clark, Vice President—
Sales, in making the announcement,
sold Geddie will supervise sules activi-
ties on Skinner macaroni products in
Oklahoma, Texas, New Mexico, Ari-
zona, and California, He will work with
food brokers and Skinner sales repre-
sentatives.

Geddie formerly was with Consumer
Products Company, Division of Union
Curbide. He is a nutive of Dullas.
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International Meeting

The program for an international
Seminar of Macaroni Manufacturers {o
be held in conjunction with the IPACK-
IMA Exhibition in Milan for the 15th
and 16th of September has been re-
leased.

The meeting will be held in the Sala
Cicogna, which is located in the ex-
hibition quarter of the IPACK:IMA,
Piazza Carlo Magno.

On Wednesday, September 15, the
proceedings will begin at 9:30 a.m. with
an address by Dr, Ing. G. M. Bralbanti,
with reports on the exposition. There
will be a luncheon recess from 1:00 to
3:00 p.m., and then the proceedings will
continue until 6:00 p.m. The same
schedule will apply io Thursday, Sep-
tember 18, plus a dinner planned for
all members of the meeting with their
ladies on the invitation of the As-
soclazione Italiana fra gli Industriall
Pastificatori and IPACK-IMA,

Papers {0 be Presented

Among the reports io be given are
the following:

“Macaronl Industry and Its Prob-
lems" by Dr. Pasquale Barracano of
Rome;

“Crossing for the Betterment of Dur-
um Wheats" by Prof. Cirillo Maliani,
Rome;

“Raw Materlals" by Dr. Lorenzo
Moro, Chiavenna;

“Macaroni in a Changing Market"
by Robert M. Green, Palatine, Illinols,
US.A;

“Planning of Modern Macaroni Fac-
tories" by Ing. Aldo Martineti, Milan;

“Automation in the Macaroni Indus-
try for Improved Quality and Reduc-
tion of Cost” by William Berger, Min-
neapolis, U.S.A.;

“Quality Evaluation of Macaroni
Products" by Prof. Giuseppe Fabriani,
Rome;

“Analytical Methods for the Deter-
mination of Tender Wheat's Presence
in Macaroni Products” by Ing. D.
Rafael Garcia Faure, Madrid, Spain;

“New Methods in Macaroni Products
Evaluation" by Dr. Adolf Holliger, Uz-
wil, Switzerland;

“Research on the Ravages of Maca-
roni: Most Recent Results” by Dr. Gino
Dal Monte, Rome;

“Activity of the Swiss School of the
Macaroni Products Industry” by Dr.
Charles Hummel, St. Gallen, Switzer-
land;

“The British Pasta Market" by Dr.
M. C. Schaul, London, England;

“Pasta Products and Semolina In-
dustry as Affected by the Common
Market” by Verband der Teigwaren-
industrie, Stuttgart, Germany.
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The program may be expanded if
other papers are recelved meanwhile.
During the proceedings of the Seminar,
there will be simultaneous translations
into Itallan, English, French and Ger-
man.

Plant Tours

On Friday, September 17, Braibanti
& Company has invited the delegates
to visit a modern macaroni plant in
Corticella, the machine works of Zam-
boni in Bologna, and the Fava mills in
Cento, near Ferrara.

American delegates plan to visit
Switzerland and tour thorugh Ialy for
total period of three weeks.

Roche Chemical Division

Hoffmann-La Roche Inc. has an-
nounced the formation of the Roche
Chemical Division, according to Bar-
clay E. Mackinnon, Vice Presidend
and General Manager. Mr. Mackinnon
stated that "The reorganization will
enable the company to more effectively
service customers in al) areas and bet-
{cr utilize total corporate facilities."

John H, Kelly has been appointed
General Sales Manager of the new di-
vision. Reporting to him will b2 Harry
0. Sark, Assistant to the General Sales
Manager; Edmund L. MacDonald, Sales
Manager of Fine Chemicals to the phar-
maceutical and food industries; Clifford
A. Scolt, Director of Sales, Agricultural
and Animal Health Products; and Fred
F. Rusterholz, Sales Manager, Aro-
matics,

Vanishing Landmark—The old and the new
is vividiy depicted here with the old Mifflin
school, a 100-year-old londmark, recently
demolished by San Giorglo Macaronl of
Lebanon, Pennsylvania, The firm purchosed
the school for use as its general offices fol-
lowing a fire that destroyed its plont ond
offices in 1940. The entrance to Son Gi-
orgio's new general effice building next to
the school is at the right. The former school
site will now be used for additional parking
space and landscaped,

Rolend 5. Blumer

Triangle Sales Executive

Roland S, Blumer has been named
field sales manager for Triangle Pack-
age Machinery Company of Chicago,
it was announced by Walter P. Muskat,
vice president—sales,

He will be responsible for the direc-
tion of the entire fleld sales organiza-
tion, and will headquarter at Triangle's
main office in Chicago.

Muskat also announced the appoint-
ment of Eldon Kiehler as western dis-
trict manager and Jack Marlowe as
sales engineer for the eastern district.

With many years packaging experi-
ence on the West Coast, Kiehler will be
in charge of sales and service activities
of the West Coast area. He will operate
out of the district office at 4715 Cren-
shaw Blvd.,, Los Angeles.

Marlowe will be serving Triangle
customers in upstate New York, New
Jersey, and Pennsylvania. He will
headquarter at 1822 Raymond Com-
merce Bldg, Newark, New Jersey,
along with Triangle's eastern district
manager, Don Thom.

WGHUCI.‘ Tiernon in Conada

Canadian - manufactured Novadelox
started coming off Wallace & Tiernan's
production lines in June. Low-ash No-
vadelox, the widely-used flour bleach-
ing agent, will be produced at W&T's
expanded Fort Erie, Ontario, plant
where previously other flour additives
have been produced.

The expanded Canadian plant was
designed so that the market demand
among Canadian mills could be met
by a product made entirely in Canada.

Wallace & Tiernan is a leading sup-
plier of flour additives, and *N-Rich-
ment-A", for enrichment of flour and
macaroni products,
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H! pm'blema of a regulatory agen-

‘cy and those of your industry are
mutual, in'that they are primarily due
to one very important segment of our
population—the “Consumer”. I belleve
you will ugree that the “Consumer” has
become during the past three or four

years a much more important person’ |
than ever before.! For ' many,  many |

years the Consumer was the “forgotten’

man", but recently, more than ever, he

has been placed in the spotlight. He is

being’ wooed, | talked  about,. written -

about, and s what you would call, it

youwemlnuhnwbushuu.m“ﬂur"-

b3 Thllspedlllnurutinthac.onmmer
_mchedaphulnl’mldmtlandm.
‘. Johnson's  Message ‘to. Congress last
" February, in which he said—"The Con-’
sumer. is moving ' forward! We. cannot

rest content until he is in the front

‘vow." He emphasized, however, that

this should not mean that the consumer
should displace the interests of the pro-
ducer, but should gain equal rank and

o upmenmlm with that lnteluL

"‘wmcmm:

VWa 'may ask ourselves, “Who is this
Consumer that everybody i3 talking

_ about?’ . The anawer to that is, briefly—

% “He is'a man who will spend over a

quarter of a million dollars in his life-

‘7 tlme"’ Therefore, 1 believe you' will

;agree he is'a'very important fellow,

. We in Connecticut belleve that we
have a very unique department in the
Department ' of ' Consumer Protection,

. At least, ' we are the only state to have
‘an’ agency by that name, Previous to

1959, the department was known as the
“Food and Drug' Commission”,,’and a

tpedal ‘Act by the ‘1959 Connecticut
; Leglalature “created the' new depart-

ment, which administers a wide variety
of legislation designed for the protec-
uon of Connncueut consumers.

The Dewimeut of Consumer Pro-
tection enforces the laws pertaining to
the manufacture and sale of foods,
drugs and  cosmetics, and hazardous
substances, to' assure that they are
manufaciured and sold under sanitary
condltions, | and * properly packaged,
labeled, | honestly  advertised, and of
proper. quality, The testing of scales,
and other. weights and measures de-
Viﬁu. and the enforcement of the Un-

airs Sales’ Practices Act, also come
WIthln the lm'lldlcuon o! thil depart-

we m lupomlbh for

: iy llhn l. Snltll Division Chiof, Cenmﬁcut Department of Consumer Protection

Boten £, Smith

terhouses, the inspection of Kosher
products, and eggs, potatoes and ap-
ples, and Inspection of pharmacies and
pharmacists, and curlously, the super-
vision of boxing and wrestling in Con-
necticut,

Recent actions of the department
which made the national news medla
concerned the “banana deal” which
many of you may have read about in
your newspapers, concerning an auto
dealer'’s adverlisement offering a car
for “so many bananas”.

Connecticut operates under the Uni-
form Food, Drug & Cosmetic Act,
which among other things prohibits the
sale of foods which are either adulter-
ated, misbranded or advertised in a
false or misleading manner.

Need for Uniformity

1 would just like to say a few words
concerning “uniformity”. We here in
Connecticut are a great bellever in the
necessity for uniformity of laws of all
types by ten varlous states. 1 don't
think there is any need for me to point
out the real need for uniformity among
the various states in their food and
drug laws, and welghts and measures
laws, Every food manufacturer is very
familiar with the difficulties and added
costs of having to pack and label one
way in one state and differently in
other states.

Uniformity in these laws among the
states will facilitate the movements of
goods in Interstate commerce, will lead

. {0 less duplication in operation, and the
lnd_ llnanﬂu of slaugh- -

savings in turn will be passed on to the

4l Gt arachi Foakb-Lid s tals

consumer in lower prices. 1 would like
to point out the opportunity there is
present today to promote such unl-
formity to encourage all concerned to
lend a strong hand support to the cur-
rent movement to promote this uni-
formity among the states.

Before the legislatures of the various
states miet this ycar, there were 27
states that had their model state
weighs and measures law, 32 states
that had the uniform state food and
drug law, That means that 23 states did
not have the model stale weights and
measures law, and 18 states did not
have the uniform state food and drug
law. You can do your industry a serv-
ice, as well as consumers, in promoting
these uniform laws, in my opinion.

We in Connecticut, in an effort to
fill a vold In our present Connectciut
Weights and Measures laws, introduced
In our recent Legislature a portion of
the model state law on weights and
measures, but unfortunately, the bill
falled to pass. We are hoping for better
luck next time,

You are all aware of the Hart Truth
in Packaging Bill and the impact it

will have on your industry if it 1s en- *

acted. I'm not going to go into the pros
and cons of this bill; I believe that all
will admit that there have been and
there are abuses in the marketplace in
packaging methods.

Commaendation

I would like to take this opportunity
to commend your indusiry In the vol-
untary steps that have been taken to
improve the packeging of your prod-
ucts in the area of fill of container and
quantity statements on labels. There
has, in my opinion, been a great im-
provement.

I would also like to say that you
should be commended also for your in-
dustry's decision to pasteurize egg
noodle products in order to ellminate
Salmonella. This is another example of
voluntary compliance, and certainly is
in the interest of ihe consumer and
industry.

Although we regulatory agencies are
primarily devoted to protectirg the
consumer, I feel that it is our function
not so much to punish an offender, as
to help him correct undesirable or in-
adequate practices. In order to achleve
all this, it is absolutely necessary that
there be such a relationship between
the regulatory agency and industry so
as to make for voluntary compliance.
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Voluntary Compliance—
(Continued from page 47)

How do we go about achieving vol-
untary compliance in the food industry
in Connecticut?

(1) By having an “open door” in our
office at all times, so that Industry may
come {o us with their problems con-
cerning labeling of products, improve-
ments in their plants, et cetera. We
make it known that we are always
ready and available 1o review proposed
labels, look at blueprints, and give
what advice we can in order to assist
those in the food industry. 3

(2) By co-sponsoring traluing schools
among various segments of the food
industry, such as the Connecticut
Bakers’ Association, the Connecticut
Bottlers Association, and others, where
our [nspectors and sanilation people
and Industry can go to school together
in order to promote rumpliance.

(3) By being always willing to fur-
nish speakers from our department to
groups of all types and indusiry on
matters of mutual interest, such as,
statutes and regulations, and talks on
sanitation practices in the food Indus-
try.

An example of this mutual coopera-
tion can be related as follows.—When
the Federal standards were being
promulgated for frozen desserts, Con-
necticut found itself in the position of
being slightly out of line with these
proposed . standards. Meetings were
held with Industry prior to public hear-
ings in order to get their views re-
garding the standards to be adopted.
This has been our policy in Connecti-
cut over the years, and has worked
very well. I believe that you can ac-
complish a great deal more by the
voluptary compliance method than you
can by the big stick.

Agency Assistance

May 1 suggest to you that, no matter
vrhot state you operate in, if you have
4 new product, 8 new label, whereby
‘her: may be any question regarding
ssii. you contact the Food and Drug
Administration or your state agency
who enforce the food laws. 1 believe
you'll eliminate a lot of griel by foliow-
ing this policy. You will find that all of
these agencies are more than willing to
help, You must remember that it Is
your responsibility to comply with the
laws and that the regulatory agencles
are anxlous to help in order to achleve
compliance. You have a good record in
complying with the law, and various
agencles can assist you in maintaining
this record.

A fine example of cooperative effort
is the educational program of the
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Cereal Institute and the Food and Drug
Administration, held to acquaint in-
spectors with processing and control
methods in the manufacture of cereal
products, sponsored by the cereal in-
dustry. Another example is the Na-
tional Canners Association schools that
have been conducted, to which regula-
tory people have been invited. All this
helps for voluntary compliance by in-
dustry,

The Department of Consumer Pro-
tection has In Connecticut sponsored
voluntary industry “Codes of Ethics”,
which has been very successful in pro-
moting voluntary compliance. An ex-
ample was the publishing of a “Baker’s
Dozen" Sanitation Code, which was
published jointly by the Connecticut
Bakers Assoclation and the Connecti-
cut Association of Milk and Food Sani-
tarians, which was posted in practically
every bakery in Connecticut. This sort
of thing cannot help but be a factor in
better compliance with statutes affect-
ing that industry.

Remember, voluniary compliance is

less costly in money, time and energy
for all concerned.

Increased Inspections

In 1960, the Federal Food and Drug
Administration operated on a budget
of $13,800, with 479 fleld inspectors and
267 laboratory technicians, In 1985, the
budget had increased to $15,352,000;
field inspectors were up to 870, and
laboratory techniclans to 707.

Promising Prospects

Crops throughout the Dakotas, west
central Minnesota, the Red River Val-
ley, northeastern Montana, and the

Denald G. Fletcher

Canadian Prairie Provinces are in ex-
cellent condition, according to Donald
G. Fletcher, president, Crop Quality
Council, Minneapclis. A Councll sur-
vey aleng a 4,800 mile route through
the Upper Midwest involving the actu-
al examination of hundreds of flelds
hos just been completed.

Cool, wet weather during the spring
delayed seeding of crops over wide
areas, Abundant molsture and moder-
ate temperatures have slowed crop de-
velopment in practically all areas of
the Dakotas, Minnesota and eastern
Montana. The small graln crop ranges
from a week to ten days late in nerth-
ern South Dakota and west central
Minnesota to 2-3 weeks late in north-
eastern Montana, northern North Da-
kota, and parts of the Red River Valley.

Moisture Adequate

Moisture is adequate in virtually all
areas and yield prospects range from
good to excellent. With much of the
small grain crop beginning to fill, tem-
peratures will be very important in de-
termining final ylelds. High tempera-
tures during the critical filling period
could materially reduce ylelds and test
weights, Fletcher said.

Rust Prevalent

Wheat stem rust is causing substan-
tial dumage to susceptible winter
wheats in Nebraska and in South Da-
kota. Yields and test weights will be
reduced substantially by stem rust in
many flelds In these areas.

Stem rust resistant spring wheat and
durum varietles occupy the bulk of the
Upper Midwest wheat acreage and no
losses should occur {o these wheats.
Justin, Selkirk, Pemblna, Crim, and
Chris spring wheats, and the durums,
Wells and Lakota, are all resistant to
the rust races damaging winter wheats,
Fletcher said. Stem rust is present on
the older spring wheat variety, Lee,
still grown on a limiled acreage in
South Dakota, southwestern North Da-
kola, and eastern Montana, and losses
are likely on this variety. Wheat leaf
rust is widely distributed on both win-
ter and spring wheats, and is causing
leaves to yellow and die prematurely.

Great Plains Chairman

Andrew Brakke of Presho, South
Dakota has been re-elected to a second
year term as chairman of the board of
directors of Great Plains Wheat, Inc,
a market development agency made up
of wheat producer organizations of five
midwest states.

The newly created Oklahoma Wheatl
Commission was admitted to member-
ship. Other members include the North
Dakota Wheat Commission and similar
groups in Kansas, Colorado, and South
Dakota,
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Not only in shapes, sizes and designs —but in extruded results, quality
and service as well.

Let us apply our experience . . . over half a century . . . to your extruded
die requirements. We'll fulfill your dreams.

D. MaLpaRl & Sons, InC.

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

America’s Lorgest Macoroni Die Makers Since 1903 - With Manogemen! Conlinuowly Relained In Same Fomily
SEPTEMBER, 1965
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The Durum Potential in Japan
Report by Raymond R. Wentzel and Dr. Kenneth A. Gilles

Reymond R, Wentzel

AYMOND R, Wentzel, vice presi-
dent of milling for Doughboy In-

i dustries, Inc, New Richmond, Wis,

and Dr, Kenneth A. Gilles, chairman,
Department of Cereal Technology at
North Dakota State University, Fargo,
went to Japan during late June assist-
ing the government with a major food
production program involving & ship-

+ ment of North Dakota durum whneat to
' be used there.

They assisted the Japanese Food
Agency in testing the milling quality of
the shipment, Mr. Wentzel assisied the
Japanese millers and technicians In
using current milling techniques. Dr.
Gilles assisted witk testing and quality
control, working with the food agency,
millers and cereal chemists. Last year
Dr, Gilles was a member of a durum
wheat trade team which toured West-
ern Europe.

Long Range Program

The project in Japan is the result of
a long range program launched several
years ago by organizations represent-
jng durum growers, millers and others
in the industry. Studies have since dis-
closed that Japan is a good market for
wheat from the Upper Midwest, and
that the consumption of macaronl, spa-
ghetti and noodle products is on the
increase in Janpan.

Coordinator of the group was Paul
E. R. Abrahamson, administrator of the
North Dakota State Wheat Commission.
The wheat producer organizations
backing the effort were Western Wheat
Associates, Portland; Great Plains
Wheat, Inc., Kansas City; and the U. 8.
Durum Growers Association.

The Foreign Agricultural Service,
USDA, Washington, confirmed approval
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of the two-man team. The cargo of
durum wheat was shipped to Japan
May 1 from West Coast ports in Wash-
ington,

The durum wheat industry has ac-
claimed movement of the grain to
Japan as the first step toward “paving
the way for the opening of new mar-
kets in the Far East" for grain from the
Upper Midwest. And it has come sta-
tistics to support its enthusiasm.

Macaron! Consumption Rising

Reports compiled since the project
was started with a study of the market
possibilities show significant gains in
the consumption of macaroni, spaghetti
and noodles in Japan, As people in the
U. 5. were eating suklyakl, fish and
other exolic Japanese dishes, the Ori-
entals were turning to spaghetti and
meat balls, and a wide variety of maca-
roni and noodle dishes.

In 1854, for example, production to-
taled 4,260,060 pounds, and every year
since there have been gains. In 1863,
the tolal was 93,161,250 pounds and
there was a further gain last year. Of
the total production in 1963, the Japa-
nese shipped 264,000 pounds of durum
products to Okinawa, Hong Kong and
Singapore, These areas are considered
potentlal market for the future. The
import of semolina flour for macaroni,
spaghettl and noodles produced in
Japan during 1862 total 363,825 pounds.
In 1863 the total was 370,440 pounds.

Up until now, the Japanese have
blended flour with a limited amount of
imported semolina to make their mac-
aroni, spaghetti and noodles. The new,
all-durum product is expected to bring
a further increase in consumption.

This increased consumption, say
sponsors of the project, is due to the
Westernization of Japan's food life.
There has been a decided change in
eating habits and the standard of liv-
ing, stimulated by Japan's rapid eco-
nomic growth,

In 1963, Japanese consumers spent
$33 billion, an increase of 15.3% over
the previous year, In 1064 there was an
increase of 11.7% and this year, it is
estimated the total will reach $37 bil-
llon, a 76% increase in five years.

Aslatic Affluence

With wages rising an average of 10%
yearly, the Japanese are the best fed,
best clothed and healthiest consumers

in Asia, the only Asians with enough

weekly pay left over to have some fun

Dr, Kenneth A. Gilles

in their leisure time. Their fun Includes .

eating spaghetti, macaroni and noodle
dishes at their favorite restaurants or
at home.

Spaghetti, recent studies disclosed,
takes about 70% of the market. More
than a dozen different types of maca-
roni and spaghetti are produced.

Modern Processing

Processing equipment now used in
Japan Is mostly from Italy and Switzer-
land. A semolina mill was constiructed
in Nagoya last year and two others
were compleled this spring in the
Tokyo area. But operations were on a
limited scale before these modern
plants were built and equipped.

Dr. Gilles and Mr. Wentzel showed
colored slides of their trip to the maca-
roni convention. These included scenes
of milling, macaroni manufacture, the
beautiful landscape, the interesting
cities, and the energetic people of
Japan,

Japonese Agresment

Lawry's Foods and Morinaga Con-
fectionery Co. of Japan have signed an
agreement for markeling and rnanu-
fa-iuring of Lawry's seasoned salt and
pepper in Japan,

Morinaga is a manufacturer of westi-
ern-type convenlence foods, chocolates,
caramels and other candles, Lowry's
produces seasoning salt and pepper
and distributes a line of salad dressings
and cooking seasonings.

National. Macaroni Week
October 14-23
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

1—Vitemins and Minarals Enrichment Assays.

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

3—Semolina and Flour Analysis.

Microscopic Anelyses.

S5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

4—Rodent and Insect Infestation Investigations,
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Millgrind in July Was Up

The durum millgrind in July was un-
expectedly good and shipping direc-
tions brisk. Good macaroni business
was attributed in part to high meat
prices. A flurry of orders were reported
in mid-month as protection on advanc-
ing markets for July-August. New crop
durum was late and many users will

. need supplies before harvest.

A car of new crop durum came to

| ' market from South Dakota on July 30

and was quoted in Minneapolis at
.'$1.60 per bushel,

The North Dakota Report for the
‘end of July stated that crops were rela-
tively free of disease and insects. De-
velopment continues to vary widely
and is later than usual. Soil moisture
conditions are the best since 1862 and
with that exception the best in the past
decade.

;Screen Durum For Export

. Modification of the Wheat Export
/Program (GR 345) to permit exporters
to ship “custom-screened” durum wheat
desired by foreign millers was an-
nounced by the Department of Agricul-
ture,

Under the program, designed to ex-
pand forelgn sales, exporters must ex-
port both the “screened” durum wheat
and the screenings on the same vessel.
This is required by the fact that the
‘pubsidy payment will be based on the

» lesser of (1) the net quantity of durum

! wheat subjected to the screening proc-
! ess (less any dockage reflected on in-

spection certificates issued before
screening), or (2) the net quantity of
screened durum wheat and screenings
resulting from the screening process
(less any dockage reflected on the in-
spection certificates).

At Terminal Elevator

The screening process must be per-
formed at the terminal elevator from
which exportation will be made.

The Department of Agriculture sald:
“Under the Ofclal Grain Standards,
export shipment of wheat can — and
normally does—contain damaged ' ker-
nels, foreign material and shrunken or
broken kernels, within limits prescribed
for the trade. The entire quantity
shipped, including the damaged ker-
nels, foreign material and shrunken or
broken kernels, is eligible for export
subsidy under the payment-in-kind
program.

“When a ‘screened’ wheat sale is
made, the subsidy costs would be the
same as for a given quantity of un-
screened wheat. However, in the case
of ‘screened’ wheat sales, ‘the entire
quantity to be shipped is stowed aboard
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ship so that the screened portion is in
one hold and the <creenings are in
another."

Details of the modification to permit
screened durum sales abroad were pub-
lished in the Federal Register of July
15.

Durum exports in the crop year 1964-
65 totaled 7,715,000 bushels, compared
to the previous year's total of 23,871,-
000. The big difference was the Russian
wheat deal consummaled in January
of 1864,

Durum Stocks

Durum wheat stocks on July 1 to-
taled 66,500,000 bushels, 62 per cent
above a year earller, Farm stocks at
19,000,000 bushels were ten times great-
er than the small July 1, 1064 holdings.
Off-farm stocks, at 47,500,000 bushels,
were 21 per cent larger. July 1 stocks
indicated a disappearance during the
crop year ended June 30, 1965 of 40,
200,000 bushels, compared with previ-
ous crop year disappearance of 56,200,-
000 bushels. Part of the large dis-
appearance in 1064 was the sale of
some 20,000,000 bushels to Russia in
export trade,

Wheat Commission Organizes

Tom Ridley, a wheat farmer from
Langdon, North Dakota was elected
chairman of the State Wheat Commis-
sion. James Ole Sampson of Lawlon
was named vice-chairman,

Other members include M. H, Gif-
ford of Gardner, Lloyd Jones of Paler-
mo, Robert Huffman of Regent, Floyd
Poyzer of Amenia, and Steve Reimers
of Carrington. Paul E. R. Abrahamscn
and Melvin G. Maler were appointed
administrator and assistant administra-
tor, respectively.

Firm Egg Prices

While egg prices advanced in July,
liquid ylelds were dropping, so the cost
of liquid advanced materially, This was
expected during the summer because
of the short output of egg type chicks
during the spring months, Farm flocks
and small producers were mostly forced
out of business during late winter and
carly spring market declines, and it
wai these flocks that produced a large
percentage of the eggs for breaking.

The U, 8. Cold Storage Report for
July 1 shows the following:

Cases of Shell EgEs ...ovvvvvnvnns
Pounds of Frozen Egg Whites ....
Pounds of Frozen Whole Eggs ....
Pounds of Frozen Egg Yolk ......
* Frozen Unclassified «.q. . ive ssiTs e 0 0% 1,000,000
Total Frozen Egg Products ............B84,648,000

Pasteurization for Eggs

R T T L TR Ay X Fe s et
r? .

As of June 1, 1965, new regulations
were placed into effect by the U. 8
Department of Agriculture covering all
egg breaking plants operating under
continuous USDA inspection. These
regulations do not cover plants not un-
der continuous USDA Inspection and
whether or not a plant goes under such
inspectlon is optional.

The new regulations state that all
liquid egg products, other than egg
whites, must be pasteurized at a tem-
perature of 140* Fahrenheit for a pe-
riod of at least 3% minutes. These in-
clude all liquld, whether it is destined
to be frozen, dried or used as liquid. |
Products which are pasteurized do not °
(by USDA regulations) have to be
tested for salmonella.

If the liquid eggs are not pasteurized,
then the liquid, frozen or dried prod-
ucts resulting must be tested for sal-
monella and found negative before
they can be shipped from the USDA
plant.

As of January 1, 1066, all egg prod-
ucts except egg whites must be pas-
teurized if produced in USDA plants.
Egg whites may be pasteurized and
shipped without testing as well, How-
ever, if they are not pasteurized the
liquid, frozen or dried albumen pro-
duced from these egg whiles must be
tested and found salmonella negative
before they can be shipped.

As of June 1, 1866, all egg producis
(whites, whole eggs, yolks or blends)
must be pasteurized when produced in
USDA inspected plants. While USDA
regulations will then no longer require
testing for salmonella, Food & Drug
Administration will continue {o call for
salmonella negative products before
shipment since the possibility of cross
contamination of pasteurized egg prod-
ucts still exists,

FDA still takes the positicn that any
salmonella in a product adulterates it
and makes il subject to seizure.

TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

Because of our unique affiliations and
connections throughout the durum
wheat growing areas, Amber is able
to supply the finest durum wheat prod-
ucts available anywhere,

In any size— any shape — it's always
eas'er to control the quality and color
of your products with Amber's first
quality Venezia No. 1 Semolina, and,

Imperia Durum Granular.
We are prepared to meet ycur orders

—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent
Amber quality. Be sure—specify AM-
BER.

Nationally-famed macaroni manufac-
turers have long preferred these supe-
rior Amber products because of their
consistently uniform amber color, uni-

form granulation and uniform high
lity.

Based on this report, egg whites and Suayiey

whole eggs should be firm for some-

time. The large supply of shell eggs

will be a damper on the table egg mar-

ket as they have to be moved between T
now and the end of the year, There has .i’ AM BER MI| LLI NG DI VISION

to be an adjustment between storage
shell eggs and the fresh egg markets in
the near future.

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn,—General Offices: St. Paul 1, Minn.
TELEPHONE! Midway 8-8433

1965 1904
veee. 536,000 201,000
....15,558,000 23,815,000
..+ .44,186,000 52,029,000
ve...23,463,000 27,880,000 ..,
1,300,000
105,648,000

% Sanmnn,_ _19§$
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In-Plant Boxmaking System

A new ond unique system for the
economical production of custom-size
corrugaled boxes and inner packing is
now offered for lease by Huntingdon
Industries, Inc., Bethayres, Pa,

The Huntingdon XPEDITER is a
novel, eflicient and versatile slotling
and scoring ma. hine that, with a paper
culter, comprises a complele custom
packaging system.

From flat sheels or tubes of corru-
gated, it will make all styles of boxes
including regular slotted, overlap
slotted, and half slotted containers;
trays; two-plece telescopes; one-piece
folders and five-panel folders, as well as
a varlety of scored and folded inner
packing.

Reduce Inventory

By using the XPEDITER to make
their own containers, manufacturers
can reduce inventory to a few sizes of
tubes and sheets. This also saves ware-
house space, since the tubes and sheets
require less storage room than boxes.
Shipping costs are lowered when boxes
are made to fit the product. A better fit
also offers more protection during ship-
ping and storage. Less packing material
is required and packing time reduced.

{

In top photo, opervtor of Huntingdon Indus-
tries XPEDITER hus ploced tube of corru-
gated In nosition for slotting and scoring.
Foot is ready i depress pedal to lower and
raise clectrically operated slotting and sror-
ing head. In butrom photo, guard is raised to
show X.shapee slolting ond scoring head,
guides, scoring rules and slatter. Handwheel
ot front of machine adjusts twa control
guides to settings determined by metered
rules,
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These advantages make the Hunting-
don XPEDITER particularly economical
for a shipper of many sizes of products
including machinery parts, drugs, stone,
clay and glass items, electrical com-
ponents and appliances, paper products,
fabricated metal products, textiles,
chemicals and chemical products.

Containers may be formed from
sheets or tubes of A-, B-, C- or E-flute
and double wall. Tubes are scored, cor-
rugated sheets folded to meet In the
center and joined by tape, glue or
stitches.

Quick Make-Ready

A handwheel at the front of the ma-
chine adjusts two control guides to
setlings determined by meftered rules.
This adjustment, a matter of seconds,
is the only “make-ready" required, and
governs all dimensions of the container
accurately. No tools are needed.

Under actual plant conditions, boxcs
have been made with the XPEDITER
at the rate of 180 o 300 per hour, ac-
cording to their size. The average em-
ployee, male or female, requires about
two days training to become proficient
in operation of the machine. The
XPEDITER is uniquely adapted to the
needs of manufacturers whose packag-
ing involves containers of varying dJi-
mensions and styles, in relatively small
quantities.

Minimum Space

The XPEDITER occupies only 13
square feet of floor space and weighs
1500 pounds. 1t is poriable, equipped
with heavy duty rubber wheels with
locking devices, and can be plugged
into any 115-volt elecirical outlet, De-
signed with a minlmum of moving
parts, the machine ls powered by a

single-phase, % H.P, motor, A safely
guard over the top of the machine pro-
tects the operator at all times,

Shrink-Case Wrapper

A new Hayssen heavy-duty model
wrapping machine has been installed
in the nation’s first fully automatic
“shrink-case” line now in operation In
the Green Gilant Company's Ripon,
Wisconsin plant. Tre machine, which
automatically overwvraps two 12-can
tray packs with Reynolon PVC shrink
film, is a Series 1000 Model 155-HD. It
currently is wrapping two different
size cases of 24 cans each at a speed
of 25 per minute.

After wropping Reynolon, the ma-
chine discharges the cases through a
shrink tunnel where the film is drawn
tight, completing the new high strength
shipper.

The rigidity of the *shrink-case"
allows them to be palletized higher.
Easier handling is provided by open-
Ings on each and which allow the case
to actually be lifted by gripping the
high strength film through these open-
ings.

Acceplance ot the supermarket level
is reported to be enthusiastic, The tray
packs make for eosier opening with
less chance of damage to labels, Shelf
stocking and display building are eas-
ier, Product identification in storercoms
and stock control Is simplified with the
clear see-through bundles.

More informsation on this automatic
shrink-case wiapping machine may be
obtained from the Hayssen Manufac-
turing Company of Sheboygan, Wiscon-
sin,
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AT THE BEGINNING
OR AT THE END OF
EVERY LINE OF
PASTA PRODUCTION
THERE IS ALWAYS

A ZAMBONI MACHINE

AACHINES ‘ I

ZAMBONI

'ARTONING MACHINES  COILING MACHINES * WEIGHING MACHINES * RAVIOLI MACHINES
AESTING MACHINES o SHEARING - FCLDING MACHINES * BAG - PACKAGING MACHINES
OFFICINE MECCANICHE ZAMBONI

GOLE AGENTS ALL OVER THE WORLD IN THE INDUBSTRIAL MACARONI BRANCH:
DOTY. INGG. M., G, BRAIBANTI & C. S.p.A. « MILANO (ITALY) + LARGO TOSCANINI 1 « TEL. 792383780031

SOLE REPRESENYATIVES M THE U.S.A, AND CANADA, LEHARA CORPOAATION, 60 EAST 42 STREET NEW YOAK 17, NEW YORK [TEL. MU 2-6407)




o

25 mer

A e T I E o ot et soats 1 -vg-,—- PLLS LR G e St e e 2

WAY BACK WHEN

40 Years Ago

® A campaign to make Friday—Maca-
roni Day was launched at the maca-
roni convention and picked up by the
newspapers around the countries.

® At the convention, imports and tar-
iff needs were discussed. Manufac-
turers on the coast complained about
ruinous competition by importers. Dr.
Le Clerc of the Department of Agri-
culture was asked why more reliable
stotistics on macaroni production could
not be obtained. He answered by em-
phasizing the need of supplying prompt
and accurate information by macaroni
manufacturers in their census reports.
¢ Standards were discussed and the
matter of discarding color hit a popu-
lar chord,

30 Years Ago
e M. J. Donna edilorialized agalnst
rocking the boat observing that the
macaroni business was a frail craft,
greatly over-manned, and heavily
laden. Because of tough business con-
ditions a question was raised if cheaper
flour macaroni would entirely displace
the better semolina grades.
® The durum crop was estimated at
40,000,000 bushels compared with 16,-
472,000 the previous year. World stocks
were expected to be lower,
® Fred Waring, popular radio broad-
casler on the Ford Hour was reported
favoring a dish of veal and macaroni.
Ethel Merman had a favorite recipe for
baked macaroni au gratin.
® The NRA had been declared uncon-
stitutional and attorney Benjamin A.
Javits spoke on industrial self-rule at
a New York meeting.

20 Years Ago
® Macaronl and noodle products were
not rationed during the war but with
the war's end there was concern as to
what would happen when food ration-
ing regulations were ended.
® Betly Crocker was promoting Har-
vest Macaroni Ring on 38 stations.of
the NBC network radio.
® Durum production was Indicated at
about 32,000,000 bushels making the
crop equal to the previous year despite
reduced acreage.
® The durum millers established the
Durum Wheat Institute as an educa-
tional division of the Millers' National
Federation. Mary Jane Albright was
named to carry on the activity.

10 Years Ago
® The convention in Coronado con-
demned the use of statements on maca-
roni labels on advertising such as “low
calories—high protein—lower in calor-
ies and higher in protein—starch re-
duced.”
® Dr. Franklin C. Bing presented a
report on nutritional values of pre-
pared macaroni dishes.
® Giuseppe Prezzolini wrote a book
“Spaghetti Dinner,” published by Abe-
lard-Schuman of New York, covering
legends, recipes of famous people and
nationalities.
® Macaroni and noodle manufacturers
teamed up with canned meat packers
for an Easy Summer Serving drive
June 15-July 31. It beat the heat.
® Emil Spadafora and Bob Green were
on Pacific Panorama, popular west coast
tv show.

Caﬂon/MuItiwal[ .Bug Printer
sl a

i
Carton-Multiwall Bag Printer
Marks Machinery Company, Bell-
more, Long Island, New York, an-
nounces that you can now print com-
plete corrugated cartons, multiwall
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bags, boards or even sheet metal right
in your own plant with the new Model
#600B Flexographic Carton-Multiwall
Bag Printer. The machine will print on
all four sides of cartons in a single run
on an area up to 36 inches long by 32
inches wide, or it can be modified to
accommodale any size carton or multi-
wall bag required,

In addition to exclusive automatic
rapid feed system which facilitates up
to 3,000 carton imprints per hour, the
Model #600B utilizes inexpensive rub-
ber type or plates for quick and simple
imprint change. Not only does rubber
type eliminate the necessity of make-
ready, but this system provides clear,
crisp, smudgeproof imprints on virtual-
ly any printing surface.

The portable printer can be operated
by a minimal skill operator, and entire

imprinter can -be easily and quickly .

transferred from one department to an-

CLASSIFIED
ADVERTISING RATES
Display Advertising ... Rates on Application

Want Ads .75 Centa per lina
Minimum $2,00
INDEX TO
ADVERTISERS

Page
Amber Milling Division, G.T.A. ... 33

Ambratte Machinery Corporation ......20.21
A DM Durum Department .
30-31, 34.35,
Aseeco Corporetion ... .. .
Braibonti & Company, M. & G

Ci Machine Company, Inc. ..  13-16
DeFrencisci Machine Corporation ... 10-11
Distillation Products Industries ... 23
Doughboy Industries, Inc, _. = 5
DuPont Film Department _.._. 25
Fr. Hesser ... . . B Y.
International Milling Company ____ ... 58
Jacobs-Winston Laboratories, Inc, ... 51
Maldari & Sons, Inc.,, D, ... 49

Marks Machinery Company .
Paven, N. & M ... . .. .
Peavay Company Flour Mills .
Rousotti Lithograph Corporation ... 2
United States Printing & Lithogrosh ... 57

Don Stevens Is Dead

Don A. Stevens, retired vice presi-
dent and director of General Mills, Inc.
and a leader in the flour milling indus-
try for many years, died July 16 after
an extended illness, He was 62.

Born in Devils Lake, North Dakola,
he continued to own extensive wheat
farming properties,

His career with General Mills and its
predecessor, Washburn Crosby Com-
pany, extended over more than 40
years, mainly in grain and flour activi-
ties,

His most notable service to the mill-
ing industry was in the chairmanship
of the Millers' National Federation
Committee on Agriculture from its
formation in 1850 until 1957.

other without having to shift personnel,
transfer stacks of cartons, change pro-
duction systems, or install new electri-
cal wiring systems.

By eliminating large inventorics of
preprinted cartons and the chance of
packaging obsolescence, the Model
#600B cuts the high cost of labor where
hand stenciling has been formerly used
and produces commercial quality im-
prints at heretofore unknown speed or
low cost on all carton and/or multiwall
bags.

Marks features an 8 mm. film illus-
trating-the set-up and 'operation of 'tha
Model #000B.
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PRODUCERS O1 FOLDING CARTONS = LABELS =" WRAPS
POP DISPLAYS « POSTERS = ADVERTISING MATERIALS

PACKAGE
A PRODUCT
LIKE MOTHER

NATURE

But since macaroni doesn't come in pea pods, try the next
best thing and ask USPL to show you how smart, modern,
multi-color folding cartons can add more merchandising
power to your products, We can't compete with Mother
Nature, but we do have design ideas that prove your pack-
age can sell as well as surround your product. We have five
plants located strategically around the country to meet your
delivery requirements, And we have the finest in lithog-
raphy, letterpress and gravure,

Call USPL for help on your next packaging problem, We
have offices in 21 cities coast-to-coast and one is near you,

UNITED STATES PRINTING AN LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK

Offices: Atlanta * Baltimore *
land * Dallas * Detroit * Loui
Philadelphia * Pitlsburgh * Portland * San Francisco * Seat
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Beverly Hills * Boston * Chicago * Cincinnall » Cleve-

sville * Milwaukee * Minneapo

is * NewYork * Omaha
tle * St Louis * Tulsa




Yes, this young fellow is a judge all right!
He is one of thousands of consumers who
rule on the success of your macaroni
products at the dinner table, That's why
you start with the finest ingredients, and
spare no effort to win his approval. And,
of course, you exercise the utmost care
in manufacturing to insure that the end
result will meet his approval.

Likewise, we're proud of the ingre-
dients we supply you and take every

aroni Products!

precaution to see that they’re the finest
milled. Our success, like yours, is meas-
ured by the degree of customer satisfac-
tion your macaroni products deliver.

Let International Quality Durum
Products help you please your customers,

DURUM DIVISION
General Offices: Minneapalis, Minnesota 55402
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