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Food is a Bargain

The food industry's second “Food is
a Burgain™ promotion, scheduled for
October 17-31 will be climaxed by an
hour-long spectacular starring Jimmy
Durante on October 30. During the
spectacular, which will be dedicated to
the American food industry and its
uchievements, the entertainer will ex-
plain to the public during six minutes
of commercial time why food is o bar-
gain. Besides the spectacular, such
Durante vernacular expressions as
“Folks, the food yer enjoyin' today
takes a smaller slice of yer pay,” “Stop
the Music! Everybody's Enjoyin' a
Borgoin Break,” “Bargains! We got o
million of 'em" will be used on adver-
tising and promotional materials.

“Food is a Bargain” is a promotion
designed to impress consumers and the
total food industry with how inexpen-
sive food really is in the market place.
Today the cost of take-home food is
18% ¢ of the consumer's take-home dol-
lar compared to 1964 when it was 18¢
and 1047-1049 when it was 26¢. The
campaign will point out that today food
is a bargain not just from the stand-
point of cost, but also of nutrition,
variety, abundance, tastiness, time-
saving, and convenience.

Display Pieces Offered

Twenty-three manufacturers are tok-
ing part in the campaign, which will be
supported by in-store display materials
supplicd by Food Advertiser Service.
Kellogg Company, Battle Creek, Michi-
gan, which gave the promotion its
name, is spearheading the promotional
campaign with special display materi-
als, advertising and merchandising

A coloring book about Grocery Stores—
the first time ever—will be offered this fall
in conneclion with the “Food Is A Bargain"
camgaign by Skinner Macaroni Co.

6

aids,, and by sponsoring the Durante
Spectacular.

The National Associntion of Retail
Grocers in Chicogo said it will take
orders for display pieces and advertis-
ing illustrations on the event from ils
56,558 retailer members.

“Dramatizing the facts and figures
about the cost of food," said n NARGUS
spokesman, “and the great bargain to-
day's food really is, is the best way to
reach millions of American Consumers.

“This message is more important to-
day than ever before in light of the
critirisms from many quarters being
aimed ot the food industry.”

According to the U. S, government,
today the consumer spends “less than
19 cents” of each after-tax dollar for
food compared with 26 cents fifteen
years ago. This is the smallest share of
income spent for food at any time in
history.

Food Abroad More Costly

In other countries consumers have to
spend much more of their income for
food: U. S. 18%%; England 28%;
France £1%: Italy 45%: Russian 53%.

Today's U. S. factory worker earns
the cost of his monthly grocery basket
in less than 37 hours — the smallest
number of hours in history. Fifteen
years ngo it took him 60 hours.

Eoch U. S. farm worker today pro-
duces cnough food for 32 people. Fif-
teen yeurs ago, he produced enough for
only 14 people.

Coloring Book Tells Food Story

“Going to market” gets a modern
twist in the new Grocery Stove Color-
ing Book, a G4-page children's coloring
book to be offered by Skinner Maca-
roni Company, Omaha, Nebraska.

Designed to give information as well
as entertainment, the book will be dis-
tributed this fall in connection with the
food industry's joinl compaign, “Food
Is A Bargain."

Says Lloyd E. Skinner, president of
Skinner Macaroni Company, *The Gro-
cery Store Coloring Book makes an
easy-to-understand presentation of the
wonderful story of food from farm to
table. In doing this, it is also making a
point that we think nceds to be made;
namely, that food in America is a bar-
gain. We have tried to show in piclure
and text how so many steps—harvest-
ing, trunsportation, warchousing, pack-
aging, refrigeration, merchandising —
are involved before food, at remark-
ably low cost, arrives in the home. This
is one of the key slatements that both
food manufacturers and retailers are
seeking to tell in the ‘Food 1s A Bar-
gain' campaign. Skinner Macaroni is

The vostly popular children's coloring
book was selected to carry the food indus-
try's story of services ond products that
help give Americans a greoter variety of
foods, with grecter convenience and ot lower
cost.

pleased to make this contribution."

Skinner pointed out that the specilic
ideas presented in the book were de-
veloped in a study of store owner or
manager understandings of the image
they seek to project.

To back up the significance of the
Grocery Store Coloring Book, Paul G.
Willis of Grocery Manufacturing Asso-
ciation said, “I think the Grocery Store
Coloring Auok Is a fine idea. It helps to
tell the food industry story from farm
to table and the important fact that
food is a bargain. It clearly evidences
the fine spirit of cooperation which pre-
vails among manufacturers, distribu-
tors, and brokers."

Heavy promotion plans have been
set. In addition to a full trade publica-
tion schedule, Skinner will have con-
sumer advertising in the October issue
of Family Circle and in the November
issue of Woman's Day. This supple-
ments a series of weekly ads in 125
newspapers in the 22-state Skinne:
markeling area.

A large store poster and a shelf talk
er will be offered for point-of-siale mu-
teriul, ns well os o speclally designe:
carton for 50 hooks, which lends itsc!
1o off-shelf display with macaroni prod-
ucts. Tie-in ad maots for retail grocer:
advertising will also be available t
grocers.

Grocery Store Coloring
Book Fact Sheet
The plan for the Grocery Store Color-
ing Book was proposed by the Skinne:
Macaroni Company's adverlising agen-
(Continued on page 8)
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lornen?- Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pound:; Per Hour

Clermont Extruded Noodle Dough Sheeter VMP 3
—

Clermont VSuper High Speed Noadle Cutter, Type NA+4 w
junction with the VMP-3 for continuous 1600 IIln. ;wr I‘ntur:urr“alnwc:.ln:iﬂ::::

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL WAYS Cﬂwnonl.’

Machine can be purchased with attachment for producing
short cut macaroni.

e .m'ch_' TAILOR-MADE FOR THE NOODLE TRADE
ment, Available with or without vacuum process

C OPUCHY range Two speed motor affords fexibility for 1600 Ibs. or 1000
Ibs. per hour or any two lesser outputs can be arranged.

Arge screw for slow extrurion for better nuality.
ngineered for simplicity of operation.

UggEd Canstruction to withstand heavy duty, round-the-clock usage.

controls, Automatic propurtioning of water with flour,
Temperature control for water chamber,

il atchless

BEIEER

nf ono piece housing. Easy to remove screw, easy to clean.
Y No separation between screw chamber and hend.

EW|Y designed die gives smooth, silky-finish, uniform sheet.

SR otally

enclesed in steel frame. Compact, neat design.
Meets all sanitary requirements,

_m,_é?(mm Z?//ar/c}m(éfm/mm
e

Slzlo

266-276 Wallabout Street,
Brooklyn 6, New York, N.Y., U.S.A,
Telephone—EVergreen 7-7540
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Coloring Book—
(Continued from page 6)

cy, Bozell & Jacobs, Omaha, in April,
1085.

In addition to providing Skinner
with a strong merchandising vehicle, it
was viewed as a uaique opportunity to
cooperale in grocery/Industry promo-
tion.

Inspiration for the coloring book idea
came, in part, from the “Food Is A Bar-
gain" industry-wide campaign, now in
its second year. Skinner believes
strongly that the record of the food in-
dustry in bringing food products from
farm to table is a truly dazzling one.
The company further feels it can best
be told In the home . . . through chil-
dren.

A rather siriking impact is expected
to be made by the Grocery Store Color-
ing Book. The reasons include:

1) The medium of a coloring book
has enormous popularity. Over
200 million units are sold annual-
ly . . . for between 19¢ and $1.00.
A 19¢ sales price for a full size
64-page book is an obvious value.

2) Retallers and the food indusiry
are especially well-served by this
book—the first of its kind ever.
The book relates the story of food
from farm to table, It also tells in
positive terms of the many friend-
ly features and services of a mod-
ern food store. Children, ages 3 to
11, the direct audience for this
book, will be helpful in passing
on to their parenis, a favorable
and informative view of the food
industry.

From Farm to Table

In the coloring book, the story is told
how milk gets from the farm to your
table. Then the story of wheat is told.
It says: “Wheat is grown for bread,
breakfast cereal and macaroni pred-
ucts.” Plctures show durum growing on
a North Dakota farm, a country eleva-
tor, a flour mill, and a macaroni plant.
Procrssing diagrams are shown for
mixing and extruding, as well as pack-
aging. A lift truck s pletured putting a
load c¢f cases into a train and onto a
truck. Finally, a macaroni display in a
grotery store is shown and a Christmas
{ree made of macaroni, which says:
‘Maybe you have used macaronl for
decorating as well as for dellcious
meals."

The coloring book also tells how
orange julc gets from the grove to your
table.

Point of Purchase

What do point-of-purchase signs ac-
complish? According to an analysis

published in Progressive Grocer, under
normal shelf display conditions the
average grocery product with a retail
price of 33 cents sells 17 units per
week, Tesis show that the simplest
merchandising ald, such as a shelf sign,
will double the sales of a featured
product. A special display will increase
sales as much as 600 per cent over nor-
mal movement,

Cheaper Potatoes

California long white potatoes were
selling at wholesale in Chicago at the
end of August for $3.50 a hundred
pounds, down from $10 in early July
and $5 a year ago. Midwest super-
markets featured Idaho bakers for 7
cents a pound, half what they brought
two months earlier when retail prices
hit a record.

This year's polato production is of-
ficlally estimated at 282,700,000 hun-
dredweight, 18% greater than the 1964
crop. Poor growing weather and early
frosts trimmed last year's output to a
seven-year low. Growers this year in-
creased plantings 9% from last year to
1,400,000 acres. Better weather helped
the crop.

National School Lunch Week

The Congress, in a joint resolution in
1082, requested the President to issue
an annual proclamation calling for the
observance of National School Lunch
Week. For 1965 the Week starts October
10 with the theme, “School Lunch
Serves Child Health”. The Week pro-
vides an opportunity to salute a pro-
gram which plays a sijnificant role in
the Food Service Industry.

18 Million Children Involved

“Getting to know about lots of dif-
ferent foods" — that's the way one
bright-eyed youngster described the
midday meals served in his school.
Under the Natlonal School Lunch Pro-
gram almost 18 milllon children are
learning to enjoy a variety of U. 8, pro-
duced foods through the nutritious
lunches they receive daily at school.

The National School Lunch Program
js very much a part of the vast food
service industry which annually re-
celved about 25 per cent of the con-
sumer’s fcod dollar. As the trend to-
vard more and more “eating out” con-
tinues, the eanucational role of the
school lunch prcgram becomes more
important.

It Is very difficult for the food service
industry, as a whole, to introduce new
foods or broaden food hablts.

The National School Lunch Program,
however, does provide an atmosphere
for learning to eat and like new foods,

MISS AMERICAN STARLET—Maria Cor-
luccl, 21-year-old brown-haired beauty of
North Bellmore, N.Y., smiles for the com-
eromon os she recelves the coveted Prince
Trophy from Joseph P. Pellegrino Jr., execu-
tive vice president of the Prince Macaroni

g. Co., sponsor of the Miss American
Starlet contest for 1965 at Pollsades Amuse-
ment Pork. She won the title over 24 other
nalists selected from o bevy of 5,000 beou-
ties. In oddition to the cup, Miss Carlucci
will be sent by Prince on o dream trip for
two to Hollywood, Calif., be glven a screen
test ot Paramount Pictures, o $1,000 Jona-
than Logan wordrobe and a Grace Downs
Modeling Course.

or new forms of familiar foods in well-
balanced diets. Individual food habits
are broaden and the wondrous variety
of foods available in the land of abun-
dance are Introduced,

Nationwide the Natlonal School
Lunch Program is an amazing network
of 71,000 separate enterprises operated
locally for the benefit of children.
These schools, both public and private,
operating under the program provide
lunches for one out o every three
schoo) children in the V'nited Stotes.

Billion Dollar ¥oud Market

Currently, the schoo! lunch program
is a one billion dollar food market that
will serve 3.1 billion lunches this year
in schools In all 50 States, the District
of Columbla, Guam, Pueito Rico, the
Virgin Island and Ainerican Samoa.

Most of the food, about 80 per cent.
is bought by schools from their local
suppliers. The remaining 20 per cent is
donated out of USDA stocks and sup-
plemental purchases by the Consumer
and Marketlng Service to asslst local
school lunch managers in providing nu-
frittous lunches at low cost to the
children.

As children eating away from home,
learn by example the foods to include
in a complete nutritional meal, they are
becoming better customers for the eat-
ing establishments they will frequent
as adults.
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MyvapLEX  Type 600 Concentrated Gl
: yeeryl Monostearate is
li]tlj ‘::‘lak. The‘additlon of 1.5% to your regular product keeps
i as appetizing in the steam table as it is moments out of the
o 8 water in the home, Food service managers can make sure
S’; worlnI L run out, yet be protected against waste,
iyt ;cu?:;:isl:‘:):]:n?:i: industrial I|.::‘Il:|ms, and other volume
n serve "
they do now. Your market bron;gnng. T e

MyvarLex Concentrate has no effect on flavor, And it meels
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[if you feed it its own special kind of spaghetti]

for you

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

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

ie]isls

Distillation Products Industries is a division of Eastman Kudak Company
9

o e

T S

TR

b
¥




SURVIVING or

SUCCEEDING? |

Highlights from an audio-visual presentation at the 61st Annual Meeting
by James C. Hirsch and Richard A. Noll of the Television Bureau of Advertising

James C. Hirsch

F wish you a very successful
meeting and we hope our portion
of this meeting will contribute to your
success and provide you with nutri-
tional food for thought. ;
The Wheat & Wheat Foods Founda-
tion has defined as its goals “To in-
crease the knowledge and appreciation
of wheat food products in all dlets and
to increase the per capita consumption
of wheat foods in all forms." Further
on it is stated: “Those product groups
which show the greatest gain possess
elther low-calorie, high protein, or con-
venience appeal. It may be significant
that while most wheat products can
legitimately employ one or all of the
three basic appeals little or ruthing has
been done to stress ther.”
We certainly cannol tell you about
your own important problems, your
- objectives and goals, but we can tell
you how other industries have told the
public about their industry-wide ob-
jectlves and how they have tackled the
problem of succeeding, not just sur-
viving.

Public Affairs Conference

This year and last at the U. S. Cham-
ber of Commerce Public Affalrs Con-
ference we hosted a breakfast meeting
attended by more than 200 association
executives from around the country.
To further the cause and objectives of
their respective associations, we gave
documentary presentations showing
how and why association advertisers

use television. To help you in evaluat-
ing your objectives, we would like to
show you same of the data of those who
recelved TvB awards for outstanding
performance in the art of total com-
munication to promote an industry
through advertising. They will include
The American Gas Association, The
New York & New England Apple Insti-
tute, The American Dairy Association,
The American Iron & Steel Institute,
The Cotton Producers Institute, and
The National Federation of Coffee
Growers of Columbia.

The Gas Btory

When a company has business prob-
lems, that is the company's own con-
cern; but when an entire industry has
a common problem (for example: to in-
crease the per capita consumption of
wheat foods in ull their forms) then it
becomes the problem of every company
in that Industry; a problem best as-
signed to that industry's association, It
has been sald that an association must
do for its members what its members
cannot do as effectively for themselves.
Today many responsible associations
are doing just that; for example, The
American Gas Association:

Nine years ago population gains had
led to Increased sales but the share of
household gas appliances had dropped.
Gas appliance manufacturers were
many rather than large. Electricity was
out-promoting the gas industry by as
much as ten to one. Individual gas
appliance manufacturers coul? not re-
verse the trend, nor could locul utility
companles. But together perhapx they
could,

The director of The American Gas
Assoclation promotion, advertising and
research said: “The members of some
associations have been reluctant to ad-

vertise. They have been reluctant to

appropriate sufficient funds to do & job.
But when a responsible association
shows its members the dimensions of
thelr common problem and offers a
common solution, the reluctance and
the insufficient funds can be reversed.”

Nine years ago, the American Gas
Association became a television adver-
tiser. Within one year, the downward
trend of the previous decade had been
reversed. The shurc of market of Ley
gas appliances increased and the pub-
lic's belief that gas and gas appliances

Richard A, Nell

were modern also substantially in-
creased.

Results in Two Years

After iwo years viewers of the AGA
commercials came to prefer gas, while
only the non-viewers contlnued in their
preference for electricity. The chairman
of the AGA National TV Committee re-
ported: "TV has become the most pow-
erful and effective voice of gas to our
customers and prospects. To our share-
holders and the financial community
our TV program is tangible evidence of
gas industry unity. Little wonder that
TV has generated a resurgence in the
industry's entire sales and advertisin:
program, locally and nationally.” To-
day there is general agreement througl-
out the industry that AGA's entry Into
television was one of the most signifi-
cant developments of the last decade in
the marketing of gas.

Then the AGA television commercial w.s
heard and seen,

Apple Institute

This year has been one of the most
productive years for the apple-growers
of this country — bumper crops huve
been produced. The New York & New
England Apple Institute, which is a re-
glonal assoclation with limited adver-
tising funds, rcalized that as a result of
nationwide competition it would be
necessary to have a major marketing
and promotional effor{ to increase con®
sumption by frequently and dramati-
cally reminding people to enjoy apples.
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Displays were featured at point-of-sale
areas in supermarkets. Television was
used for it showed and told that pleas-
ure is a erispler MacIntosh apple. Since
the first usage of television a few years
ago, more television has been added
and the western New York apple grow-
ers also have turned to televizion to
increase consumer demand in their re-
glon,

Commercials for crispier Macintosh ap-
ples were viewed,

Dalry Farmers

Dairy farmers contribute to the
American Dalry Association for two
baslc purposes: to sell more mllk in the
current market and to build a growing
and profitable market for dairy prod-
ucts in the future. Therefore, every
budget allocation faces up to the ques-
tion: “Is this the best investment we
can make of these dollars to increase
the profitable sale of dairy products?”

Bill Rehmann, the promotion direc-
tor for the American Dairy Association,
reports: “The consistent use of tele-
vision, our single most Important meth-
od of communication, has been an in-
dustry leadership factor getting han-
dlers, processors, and food stores to co-
operate with and to extend our ideas,
promotions and programs. We have
found television advertising a happy
blend of reach, frequency and cost-
efficlency. We have found that we are
able to buy leading programs at low
cost to larget our messages to selected
audlences. This consistent use of tele-
vislon has encouraged our dairy farm-
ers (o continue their support and also
to influence others to join with them.
Each year our participeiicn grows
which we feel is a result of our dy-
namic and influential programs. By
using television we are able to excite
consumers to buying actlon and at the
same time enthuse dealers to do some-
thing about it. Our milk commerclals
and programs with heavy teen-nge
viewing are developed to reach them
with messages about milk vitality and
the fact that milk is a soclally accept-
able beverage,”

Milk commercials from ADA were then
run.

Soda Pop In Cans

Today one industry may help an-
other 5o that both may grow and the
association is the place to turn for this
help, For example, the American Iron
& Steel Institute ran the largest single
promotion In its industry’s history with
a product three steps removed from
steel-making, Ten tinplate producers
banded together under the auspices of
their Institute to increase the share of
market for canned soft drinks by going
directly to the public. The Institute
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planned to help sell products that used
its product as a container,

A spokesman for the Institute said:
“We must meet a mass audience, en-
couraging people to break an old habit
and adopt a new one.” The American
Iron & Steel Institute further reporied
that television permitied them to dem-
onstrate by sight and sound the benefits
of buylng soft drinks in cans, and to
show actual brands available in each of
the top forty soft drink markets. Sales
increases in markets promoting on tele-
vision were substantially higher than
in non-television promotional areas;
specifically, food store sales of canned
soft drinks were 25 per cent higher in
the television-promotion markets than
in the rest of the United States. Also tin
cans' share of the soft drink market
jumped 70 percent.

Members were informed about the
campaign by a novel attention-getting
device called the “Can-Plan” which en-
closed campaign information in a king-
sized soft-drink six-pack designed to
capitalize on the Insiitute’s commer-
cials.

Tin-plate manufacturers tied in with
their Institute’s campaign. For exam-
ple, Jones & Laughlin advertising on its
own behalf increased soft drink sales
and the sales of soft drinks in cans.
They did this by running their own
commercials in markets where J & L
had major markeling interests and
their own plant facllitics, Messages
running 88 times a week reached over
80 per cen! Jf all the homes in Detroit,
Cleveland and Pittsburgh during the
campaign.

Canned pop commercials were viewed,

Cotton Producers

The story was told for the Cotton
Producers Institute. Their objective
was to increase the distribution and
sale of products made of cotton. Com-
mercials stressed cutton's comfort, ease
of care, beauly and fashion appeal.
Television was used because of tre-
mendous audiences reached at relative-
ly low cost per thousand viewers. Sur-
veys showed that television did In-
crease consumer awareness of items
made from cotion and of cotton's poinis
of superiority in relation to other fibers,

Colomblan Cotfee

Coffee is the lifeblood of Colombin's
economy. She is the second largest pro-
ducer of coffee in the world and the
largest producer of the more cholce
mountain-grown mild coffees, which
command a premium price. Because ol
the vital importance of coffee to Co-
lombia’s economy, an advertising cam-
palgn was developed In her principal
market, the United States, to accom-
plish the following objectives:

(1) To make consumers aware of Co-
lombian coffee and convince them that
it is the best coffee in the world.

(2) To provide a strong promotional
background in support of 100% Colom-
bian brands.

(3) As an important corollary of the
objectives, it is hoped that the growing
quality, reputation and success of Co-
lombian coffee will induce roasters to
Increase the amount of Columbian cof-
fee in their blends; to promn{r the use
of Colomblan coffee as un \riportant
reason why their brand is Fetter—
thereby receiving positiv: bensiit from
the campaign.

The story of Juan Valdez, a tiue-to-
life typification of the more than
200,000 coffee growers in Colombia,
was told in the July issue of Food Busi-
ness magazine. This symbol developed
by Doyle Dare Bernbach advertising
agency could best be projected on tele-
vision. Its success Is attributed to the
fact that now coffee roasters and als-
tributors of 100% Colomblan brands
may use the "Juan Valdez Seal”, a
registered mark ol the National Feder-
ation of Coffee Growers of Colombia.

Nationally, three out of four top cof-
fee roasters now promote their use of
Colombian coffee as an important rea-
son why their blends are better. In the
greater New York area, a market of
18,000,000 people, 100% Colombian
coffee has grown to where it has be-
come the fourth largest selling regular
coffee.

Any Product

Gas, opples, dairy producls, canned
pop, cotton fabrics, or Columbian cof-
fee—different problems but problems
basicaily the same in their need for
growth. So they have all gone to the
total public to tell their story via tele-
vision. Public understanding can well
mean the difference belwen surviving
or succeeding.

Television's Climb

Dick Noll traced television's climb
since 1950 from B8 outlets and scattered
coverage to some 500 stations and full
geographic sweep today. Alung with
station growth home growth has in-
creased from 3.4 million homes in 1950
to 52.6 million homes this year. About
88 per cent of all U. S, homes are now
within range of television stations. By
1070 it s estimated there will be over
18 million multi-set homes, fewer than
3 million non-TV homes.

Color is adding another dimension to
the TV home and TV advertising. With
an estimated set count of about 2 mil-
lion today and a penetration of 3.7 per
cent of TV homes, it is expecled that
there will be over 15 million color sets
by 1970.

(Continued on page 14)
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offers these

- Excluswg

.
design features ----

THE PRESS

One (1) Mixer—The famous Demaco “Trade Ap-
proved"’ single mixer with vacuum opplied over the
entire mixing cycle preduces a product with a deep
yellow color and extremely smooth,

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

’{ Die Removal—Simple 4 bolt die removal. Dies can
'f" be chonged in a few minutes.
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THE DRYER

Sanitation—The only dryer that you can walk

through to wash clean or vacuum all interior
surfaces.

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

:": accumulator. Heavy extru i ticks with
f : o A y extruded aluminum sticks w

A
T \

WY DeFRANCISCI MACHINE CORPORATION

Western Representative: HOSKINS CO., P.O. Box 112, Libertyville, lllinois - Phone 312-362-1031

s

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

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

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

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

Construction—Ruggedness and simplicity of design
with component parts supplied by America's top
manufacturers. Immediate availability of spare
parts—thereby minimizing “‘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.

46-45 Metropolitan Ave.
Brooklyn, New York 11237
Phone: FVergreen 6-9880
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Surviving or succeeding—
(Continued from page 11)

The pattern of individual viewing is
quite often predictable. Men, 69.9 per
cent of whom watch TV in an average
day, are at work and their viewing
obviously remalns low during the day-
time hours. It remains high from 7 to
10 p.m. and then falls to about 15 per
cent at 11 p.m. An estimated 784 per
cent of all women watch TV during an
average day, and their pattern shows a
far higher doytime level than for men,
tollowing the differences in their sched-
ules.

Teenagers are a smaller segment of
the total population but 88.6 per cent of
them view TV In a typleal day. Their
peak time is about the same as for the
family but their early evening hours
are higher, and less than 10 per cent
view late evening TV.

Children Top Watchers

Children are far ahead of everyone in
TV viewing—80.8 per cent in a typlcal
day, higher in the morning than early
afternoon with a long peak in their
pattern from about & through 8 pm.

Put the family back together and
82.7 per cent of all the people in the
country watch TV on a typical day, the
high point coming between 8 and 9 p.m.
when some 45 per cent are watching.
People are spending more time with
TV, the average amounting to 6 hours,
23 minutes daily.

TV Food Advertising

Food Is the largest single category in
TV advertising by product group,
though non-food products dominate
among specific brands. Manufacturers
of food and food products spent $188,-
307,700 in network television advertis-
ing in 1864, Ths was an increase of 118
per cent over the previous year. Total
network TV spending was up 8.3 per
cent {o $1.146 billion.

Some 167 food and grocery marketers
(whose products are sold primarily or
substantially through supermarkets)
spent $1,000,000 or more in television
during 1904, Procter & Gamble far out-
distanced the pack with a total of $148,-
783,200. Others in the top ten included
General Foods, Bristol-Myers, Ameri-
can Home Products, Colgate-Palmolive,
Lever Brothers, R, J. Reynolds, Ameri-
can Tobacco, General Mills, and Alber-
to-Culver,

Alberto-Culver starled in 1955 with
an advertising budget of $1800 and
have grown to be the thirteenth largest
advertiser in the world, placing 89 per
cent of their budget into television.

Macaron! Advertisers

Two macaroni companies were men-
tioned in the list of 167 advertisers:
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Golden Grain Macaroni spent $3,259,600
—$1,830,800 on spot announcements—
$1,428,800 on network. V. La Rosa &
Sons spent $1,500,100 on spot announce-
ments according to the Television Bu-
reau of Advertising.

Egg Promotion

From Henningsen Headlines

Early in 1965, as egg prices dipped to
an unusually low level, many industry
would, as it has so often in the past,
resume its purchase of dried eggs for
needy people or for the School Lunch
Program. However, this time the
United States Department of Agricul-
ture had a new and different prescrip-
tion for buoying up the lagging market.
This latest plan consisted of cooperat-
Ing in an industry-financed promotion
program o help step up the consump-
tion of eggs. As the results so far have
been encouraging.

When representatives of the egg
products industry met in Washington
early in the year, the USDA stated that
it was most anxious to serve as a co-
operative participant In formulating
plans for developing major merchan-
dising programs for the various egg
products, though it didn't plan to be
the innovator or manager.

USDA Egg Promotion Drive

Secretary of Agriculture Orville
Freeman, in meeting with representa-
tlves of major poultry organizations,
announced plans to kick oft this new
publicity campalgn on behall of their
various products with a glant monthly
egg promotion drive. He went on to
outline the government's new self-help
campalgn in greater detail in a tele-
gram which he sent to principal re-
toiler and food service organizations.
Secretary Freeman asked them to in-
tensify their promotion efforts, noting
that early in the year the nation's egg
producers faced a troublesome market-
ing situation caused by an oversupply
of eggs. He requested that they even
further intensify the cooperation they
had given to the government during
the Spring Egg Months. He offered the
full promotional and education re-
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sources of the USDA in support of the
industry effort.

Industry Promotions

The Poultry and Egg Natlonal Board,
generally regarded as the industry
spokesman, at the same time outlined
the industry - supported promotion:
campaign, including radio scripts, TV
films, promotional and educationo!
material for newspapers and maga
zines, and welcomed USDA support in
the effort.

The USDA egg products promotion
parallels a program of the Internation-
al Trade Development Commiltee to
develup ways of competing in overseus
market with subsidized poultry from
other countries. E. H, Driggs, director
of the European operations of ITD, has
announced plans for special “American
Poultry Weeks” to stimulate sales of
poultry and egg products on the Con-
tinent.

Henningsen Foods, Inc, states they
have long felt that a program such as
this is preferable to a support program,
and resulls so far seem to indicate that
the program has been very successful.
Egg prices are currently firm and have
been at last year's level—or higher—
through the spring and summer months
without a costly government purchase
program during the year 1065,

Egg Processing Lower

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing July was 65,336,000 pounds, 3 per
cent less than the 67,330,000 pounds
produced during July 1964, according
to the Crop Reporting Board.

Liquid egg produced for immediate
consumption was 1,049,000 pounds as
compared with 6,582,000 pounds in Jul
last year. The quantity used for dryir |
was 20,986,000 pounds, down 14 pr
cent from the 24,302,000 pounds used i1
July 1964. Liquid egg frozen totale |
42,401,000 pounds compared with 3% -
455,000 pounds a year earlier ani wi3
the largest for the month since 1844.

Egg solids production total 4,854,010
pounds, a decrease of 20 per cent frc n
the 6,103,000 pounds in July 1064. Pr-
duction of whole egg solids was 778,010
pounds as compared with 8,167,000
pounds in July 1864, Albumen solit's
totaled 1,310,000 pounds, 40 per cent
more than the 937,000 pounds produc:d
in July 1964. Output of yolk solids was
1,470,000 pounds, 62 per cent more than
the 907,000 pounds in July last year
Productlon of “other solids” was 1,205.-
000 pounds, 18 per cent more than the
production of 1,102,000 pounds in July
last year.
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We pasteurize all our egg products
to make sure your shipment

is salmonella negative.

Want a written guarantee?

O.K. You'll get one.

Camut HENNDAM, Mlw TONX
Tquea N-087 488

HENNINGSEN FOODS, Inc.
_@e«é?y.z-w/ @wﬁm’.‘)

60 EAST FORTY-SECOND STREET
NEW YORMK 17 N. Y.

MURRAY HILL

7=-1530
March 10, 1963
ABC Noodle Corporation

650 South Lake Street
St. Louis 15, Missouri

Attencion: Mr. David Richards

Dear Mr. Richards:

We are shipping this date the following 60/175¢ drums
(10,500 pounds) of our SPRAY DRIED EGG YOLK SOLIDS KEPA
3 color to your St. Louis plant, This product was
produced at our Ravenna, Nebracka plant,

The following is the laboratory analysis of this product:

No. of
Lot & Drum #'s Drums ist Color

RYB 101-120 20 4.7% 3.0
R-46 KB 121-140 20 4.8% 2.9
RGT | o MOBIALE160° 720 6 3ud

tested by the Official Pood and Drug Method (North Method)
upon receipt in your plant.
.

et
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"
QH- further certify the product to be free of Salmonella as

TR - v
Sincerely,

HENNINGSEN FOODS, INC.

/JLII/ST{JM&/
Dr. H. M., Slosberg
Technical Director

Resesarch & Production.

Ocronex, 1965
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Egg Market Firms

Shell egg prices in Chicago strength-
ened one-and-one-half cents during the
month of August from a range of 24 to
27 cents to 25.5 to 28.5 cents. This found
reflection In frozen egg whites and
dried yolks. Whited edged up a quarter
to a half cent between the range of 14
to 15 cents, Dried yolks were quoted at
$1.05 to $1.18 with the top of the range
advancing to $1.21,

Frozen egg products were mostly
steady with whole eggs at 255 to 27
cents; dark whole eggs were 28 o 30
cents; yolks under No. 4 color ranged
40 to 63 cents, There were no quotations
reported for darker color.

Laying Flocks Down

Number of potential layers in flocks
August 1 aggregated 373,862,000, down
4% from the total of 391,201,000 a year
ago and compared with the 1959-63
average of 407,342,000, according to the
August crop report of the Department
of Agriculture.

Both the south Atlantic and south
central regions show increases, up 1
and 2%, respectively, from the same
date of last year, This was offset by a
decrease of 12% in the west north cen-
tral states, along with reductions of
7% In the north Atlantic, 9% in the
east north central and 1% in the west-
ern states,

All of the cut is in number of pullets
not of loying age, placed at B5,333,000,
contrasted with 103,228,000 on the same
date of last year and the five-year
average of 127,115,000, “The decline in
pullets not of laying age was substan-
tial in all regions and reflects the drop
of 12% in egg-type hatchings since the
beginning of 1805" the Department
says. “The reduced level of pullets not
of Jaying age available for flock re-
placements this year is expected to
prevail for the next few months.”

Number of hens and pullets of laying
age on farms August 1 was 288,620,000,
up slightly from the 287,973,000 a year
earlier and compared with the 1959-63
average of 280,228,000,

Rate of lay per layer during July was
18.73 eggs, a new high, compared with
18.60 in the same 1964 month. It marked
the third succesive month of a new
record high in the rate of lay,

Egg production in July established a
new peak for the month, totaling 5,411,-
000,000, compared with 5,436,000,000 In
June and 5,343,000,000 a year ago. Egg
production in the first seven months of
10085 totaled 38,495,000, compared with
38,456,000 in the corresponding period
of last year,
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Egg Merger

Ten feed and poultry firms at
Winterhaven, Florida, have recently
merged to form one of the largest egg-
producing companies in the South, The
firms merged to form Modern Foods,
Inc., with offices at 42nd Street, N.W.,
Winterhaven, the location of Central
Feed and Service Company, one of the
member firms.

Firms joining the merger were Cen-
tral Feed and Service, Cypress Gar-
dens Eggs, Hatchery Enterprises, Mod-
ern Egg Farms, H & K Egg F:.rms, Polk
Eggs, CFC, Inc., Quality Egg’, Poultry
Organics, and Cypress Gardens Poultry
Products.

Poultry Processor

International Milling Company, Min-
neapolis, has announced plans {o di-
versify into the poultry processing busi-
ness in Canada through an agreement
to purchase the outstanding shares of
Dundas Producers Ltd., Dundas, On-
tario, for an undisclosed amount of cash.

The Dundas firm has a capacity to
process 3,500,000 frozen and refrigerated
brollers annually, The purchase also in-
cludes a 50-acre poultry farm at Guelph,
Ontario, with facilities to raise 300,000
broilers annually.

International Milling operates 21 for-
mula feed plants in the United States,
Canada, Venezuela and Ecuador. The
firm also operates turkey hatcherles and
a turkey processing plant in the U, 8..

Wheaot Gluten Price Rise

Hercules Powder Co., Wilmington,
Del,, raised its price on Vicrum, a vital
wheal gluten, 4 cents a pound, on Sep-
tember 1,

The Increase will bring the quote to
33 cents a pound on shipments of 10,000
pounds or more, Hercules said, It
blamed the move on higher costs for
raw materials.

Midwest Solvents Co., Atchison,
Kansas, said it hns made an over-all
2 cent-a-pound increase in its price of
Vicrum vital gheat gluten—1 cent as of
July and 1 cent as of August 1.

In Minneapolls, General Mills, Inc,,
sald it doesn't currently plan to boost
prices on vital whent gluten, but a
spokesman added:

“The cosl of materials has gone up,
and we're studying a price ralse very
carefully.”"

Keever Starch Co.,, Columbus, Ohio,
also said that it was studying the Her-
cules Powder move but that no decision
had been made yet.

An Industry source sald annual sales
of vital wheat gluten total about $10
million.

Book Review

“The Chemistry of Wheat Btarch an!
Gluten,” 176 pages, $12, is distribute¢
by The Chemical Rubber Co., 2310 Sn-
perior Avenue, Cleveland, Ohio 44134,

Essentially practical book, “The
Chemistry of Wheat Starch and Glu.
ten" describes the manufecturing proc-
esses relating to all types of starch uiid
gluten,

While present uses are fully dis.
cussed, many potential applications are
also given, Its thorough and compre-
hensive account of recent research
work on the subject makes it a unique
contribution to the field.

Profusely illustrated and diagram-
ed, this new book is divided into four
basic sections: Manufacture of Starch
and Gluten From Flour; Wheat Starch
and Its Forms; Gluten; and Laboratory
Methods.

Included is an up-to-date section on
starch derivatives with details of the
most modern developments — such as
cationic starch.

The last section of the book is on the
more theoretical side of the subject.
This together with an extensive bibli-
ography, makes this book a valuable
and well balanced treatise for the
manufacturer, researcher and all con-
cerned with this branch of the food
industry.

Doughboy Progress

Sales and profits of Dougbbey Indus-
tries, Inc., New Richmond, Wisconsin,
during the six months ended July 31,
increased over the same period of
year ago, Edwin J. Cashman, president,
reported to company shareholders.

In his semi-annual report to the
Doughboy shareholdars, Mr, Cashman
disclosed that net sales totaled $286,-
687,000, an increase of $3,411,000 over
the first half of 1964,

Profits were $671,000, a gain of $121,-
000, and earnings per share of common
stock totaled $1.30, compared to $1.00 in
last year's first half, There are 508,713
shares outstanding,

“Doughboy Is keeplng pace with the
economic growth of the nation,” Mr
Cashman said. “Many factors, includ-
ing our long-range plans and objective:
contributed to these results. There arc
favorable sales trends In all divisions
and we expect them to continue.”

U. S. Durum Show

The U. 8, Durum Show will be held
at Langdon, North Dakota, October 18-
20. The Durum Festival takes ‘place
Monday evening Oclober 18, Industry
speclalists speak at the general session
on Tuesday.
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' Agriculture, Minneupolis office of
+ the Consumer and Marketing Service,
jssued a semi-annual stateraent on
durum in mid-August. It reported dur-
um crop prospects as bright, with large
stocks available. The report reads as
follows:

FPresent prospects are for a 1065 dur-
um wheat crop of 71,000,000 bushels
based on August 1 conditions. If it ma-
terializes, this would be 8 per cent
above 1864 production and 81 per cent
obove average. Produclion prospects
were favorable in the important grow-
ing counties, although planting was de-
layed by wet soil condition and the
crop remains behind in malurity as
compared to last year. Each of the dur-
um wheat producing states reduced
their acreage, and present indications
are for a yield of 32.1 bushels per acre
compared with 28,0 bushels in 1964.

SEMI-ANNUAL DURUM REPORT

Canadian Acreage Down

Canada's durum acreage was expect-
ed to be down sharply, according to the
Dominion Bureou of Statistics report
relensed July 14, 1065. A 56 per cent
reduction in acreage was planned, and
If those intentions are carried out,
Prairie farmers will plant 840,000 acres
compared with 1,888,000 grown in 1004,
The Canadian durum crop in 1964 was
estimated at 33,600,000 bushels. Canadi-
an domestic use (including milling for
export) took 3,088,223 bushels (August
1, 1064 through June 30, 1965). Exporls
during that period amounted to 30,724,
870 bushels with total disappearance in
Canada at 33,813,003 bushels against
26,015,048 bushels the same period last
year. The visible supply amounted to
37,941,797 bushels June 30, 1965 against
40,314,630 the year before that date.

Exporis Fall

A sharp decline in exporls this year
from last reflected a large world supply
and compelition from other exporting
countries. Exports declined nearly 20,-
000,000 bushels and amounted to 7,700,
000 bushels July 1864 to June 1965,
against 27,900,000 during the 1064-05
crop year, Last year the Soviet Union
took about 20,000,000 bushels in the
January-June period, while they took
only 1,700,000 bushels this season. Ex-
port subsidies paid for shipping durum
wheat to foreign ports ranged from 26
lo 43 cents.

The U. S. Department of Agricullure
on July 15 announced changes in its
Wheat Export Program designed to ex-
pand outlets for durum wheat produced
in the United States. The revised pro-
gram permils exporters to provide im-

Acreage Harvested (000's)

State Average
1959.83 1964
Minnesota .... 37 7
North Dakota ..1,415 1,065
South Dakota . 110 112
Montana ...... 177 188
California ..... 8 7
Total .....1,748 2,340

Yield per Acre (bu.)

Mill Grind Up

U. S. mills ground 14,306,000 bushels
of durum wheat in the 6-month period
ending June 30, 1865, and for the 1004-
65 season 27,395,000 bushels were

" milled. This was 3 per cent more than
was milled the year before and was the
second largest grind of record, In 1047
48, 28,200,000 bushels were ground.
Marketing certificates for 1965 crop are
worth 75 cents per bushel for the do-
meslic portion.

On July 1, 1065, U. S. durum wheat
stocks were reported to total 66,513,000
bushels in the various storage positions.
Farm stocks were 19,000,000 bushels or
about 20 per cent of the 1864 crop.
Farm stocks were ten times the small
July 1, 1964 holdings and 7 per cent
above the amount stored in that posi-
tion in 1963, Off-farm stocks amounted
to 47,547,000 bushels on July 1 with
1,826,000 of them held by durum mills.
CCC-owned stocks amounted to 44,960,
000 bushels on July 1, 1,805,000 bushels
of which were in bins owned and con-
trolled by that agency. Current stocks
indicate a disappearance of 40,200,000
bushels during the crop year, CCC sales
during the period July-June 1964-65
amounted to about 9,700,000 bushels,
Producers delivered 17,270,555 bushels
of 1964 crop durum to CCC as of June
an_19R4.

i

Production in 1,000 bu.

Average Average
1965 1959-83 1964 1865 195963 1964 1965
61 269 28.0 30.0 1,029 2,156 1,830
1,920 218 20.0 33.3 32,307 56,085 03,558
101 15.3 15.0 21,0 1,702 1,680 2,121
120 18.8 240 26.0 3,639 4,612 3,120
6 50.6 55.0 55,0 6542 385 330
2,214 204 280 32, 30,200 85,718 70,950
Preliminary Estimate of 1965 Durum Wheat Acreage with Comparisons
Average 1965 as %
Province 1953-62 1963 1964 1965 of 1964
Manitoba ....... 71,000 140,000 120,000 40,000 33
Saskalchewan ..1,144,000 1,706,000 1,541,000 725,000 47
Alberta ........ 108,000 234,000 227,000 75,000 33
Prairie Provinces 1,413,800 1,888,000 840,000 44

2,170,000

Farmers' Price Drops

The midmonth average price received
by North Dakota farmers for durum
wheat fell from $1.42 in July 1964 to
$1.33 during most of the last halfl of the
crop year and was at $1.28 per bushel
in mid-June, At Minnecapolis No. 1
Hard Amber Durum was priced in a
rather wide range of $1.55-$1.70 per
bushel at mid-July, depending on qual-
ity, The Minneapolis terminal support
rate for 1065 crop No. 1 Hard Amber
Durum will be $1.63 per bushel, which
includes a 5-cent premium for cluss and
grade. Durum not grading Amber will
carry a 5-cent discount. 1864 crop Hard
Amber Durum Wheat was supported ot
$1.73 per bushel at Minneapolis, St
Paul and Duluth terminals.

Year July Aug. Seph Oct. Nov. Dec,
1061-02 263 311 337 345 344 365
1062-63 208 2061 253 257 250 201
1003-64 240 220 271 241 235 233

_I9f4-65 176 1GR_:T) 164 170, 160

5. H.T arieth L

No. 1 Hard Amber Durum Wheat Monﬁﬁ; Price at Minneapolis 1961-6

wheat, ready upon arrival in a foreign
country for manufacture into macaroni
and similar pasta products.

Exporters, however, must export the
“sereened” durum wheat and screenings
on the same vessel. This is because the
subsidy payment will be made on (1)
the lesser of the net quantity of durum
wheut subjected to the screcning proc-
css (less any dockage reflected on in-
spection  certificates  issued  before
screenings): 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). The screening
process must be performed ot the ter-
minal elevator from which exportation
will be made.

Jan, Feb., Mar. Apr. May June Average
360 335 220 321 301 280 326
257 255 257 252 246 242 256
232 230 221 220 213 180 225
187 13 65 l.m B [T T B V17
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Durum Wheat Products: U, 8. Production and Distribution
Durum Wheat Production in 1000 Cwis. Exporis In Cwis,

Year (Ground) Semolina and Flour Macaroni Durum Flour
1661-62 (1000 bushels) Stiraight Blended Products and Bemolina
July-December ..... 8,241 2,108 2334 18,604 110,010
January-June ...... 6,031 1,011 3,037 14,051 27,069

Total ivvvvoes.14,272 3,119 5,371 32,745 137,079

1962-63 oo
July-December .,... 9,881 3,207 1,515 8,228 23,450
January-June ......11,584 4,630 764 8,104 33,431

Total ..........21,465 7,027 2,269 17,932 56,881

1063-64
July-December .....12,871 5,301 416 10,189 21,235
January-June ......13,633 5,625 522 11,028 30,650

Total ..........26,604 11,018 pas 21,227 51,885

1064-65
July-December .....13,080 6,361 515 14,808 19,600
January-June ......14,308 5,880 480 8,400 73,718

Total ...e0vvvs.. 27,385 11,250 1,005 23,488 03,325

Durum Harvest Delayed

In North Dakota the 1965 season to
date has been one of the coolest and
wettest in recent years, comparable to
1962 but lacking the extreme flooding
and root diseases so prevalent that
year. Rainfall not only was timely, but
generous In April, May, most of June
and all of July. Wet flelds in May de-
layed planting to growth and develop-
ment of most crops are later than 1964
and also later than usual. Temperatures
averaged below normal practically the
entire season, which was very favor-
able for small grains, allowing plants to
tiller well and to mature unhurried
during the critical filling stage. Crop
conditions are more uniformly good
over the state than in other recent good
years. August vegetative growth this
year gives the appearance of June con-
ditions. There were only a few warm
days during most of the season when
maximum daytime temperatures reach-
ed into the 80's only briefly. There were
no extremely high temperatures nor
hot drying winds.

Little Damage Noted

So far there has been no serious dam-
age from discase or insects. Most seri-
ous probably is widespread leaf rust in
hard spring wheat, which no doubt re-
duced yicld prospects somewhat. Black
stem rust Is severe on winter wheat in
the southwest and also on susceptible
varieties of spring wheat although over
all loss of production is not great. Bar-
ley thrips were a problem for a short
time. These have largely disappeared
as the crop matured. Hail damoge has
been severe in many localities, but for
the state is no worse than usual. There
has also been some flooding from ex-
cess molsture in the northern part of
the Red River Valley and this probably
caused more loss than shortages of
moisture elsewhere. Winds and heavy

Vot b wanlaa ton mesmes, Tnanllilas .. ..

Much of this acreage recovered after a
few days where maturity was not too
far advanced.

Durum harvest was much delayed
with 40 per cent combined at the end
of August. A year ago durum was 85
per cent combined and the average was
72 per cent. About a third of the durum
acreage is in the swath but there is
considerable late acreage, some of it
very green that needed at least two
weeks of warm weather to mature.

The quality of this year's crop was
generally good on the early harvested
durum. It is questionable what the bal-
ance of the crop will be after being
rained on,

There have been scattered reports of
frost but so far has caused very little
damage to durum wheat.

Wallace & Tiernan Chairman

The Directors of Wallace & Tiernan
Inc. elected a new Chairman, a new
President and an additionsl Director at
their quarterly meeting on August 4,
1065.

Robert T. Browning, President since
1862, was elected Chairman of the
Board and continues as Chief Execu-
tive Oficer of the Company. As Chair-
man, he succeeds Robert M. Jackson,
who continues as a Director.

Charles H. Rybolt, a Director and
previously Vice President-Operatlons,
was elected President. Robert J. Brock-
mann, Vice President-Finance was
elected a Director.

Wallace & Tiernan Inc., with sales of
$87 million in 1064, is a diversifled
manufacturer of chemicals, pharma-
centicals and mechanical equipment.
¥ rating results for the first half of
o5, released recently, showed sales
and earnings at record high levels with
sales increasing by 11% and earnings
by 26% over the comparable period of

1mnaa
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F. H. Corrigan, Peavey
President

Peavey Company directors in annual
meeting elected Fredric H. Corrigan
president,

Totton P. Heflelfinger, who has
served as president of the Minneapolis-
based agribusiness firm since 1858, be-
comes chalrman of the board and chief
executive officer.

Board chairman, F. Peavey Heflel-
finger now will serve as chairman of
the company's executive committes,

Corrigan, 50, has risen steadily in
Peavey Company responsibility since
August 1938 when he was employed as
an assistant grain inspector.

Most recently he has been executive
vice president and director of terminal
operations. In this capacity he has been
in charge of grain merchandising both
domestic and export, and has directed
considerable Peavey expansion in these
activities.

Green Follows Corrigan

Moving up to succeed him in this
work is Charles B. Green, until now
second in command in terminal opera-
tions. Green also has been elected a
member of the company's executive
committee.

Always a family-headed company
since its founding by Frank H. Peavey
nearly a century ago, the Peavey Com-
pany now has moved away from that
precedent in selecting Corrigan.

Peavey Company is one of the na-
tion’s major flour milling concerns; has
terminal grain merchandising opera-
tions in a dozen major markets from
coast to coast; Is a grain exporter; op-
erates couniry elevator, feed and farm
supply units in the upper midwest; has
some non-agricultural operating in-
vestments including Peavey Alrmotive
Operations at Minneapolis-St. Paul In-
ternational Al:port; and is involved in
electronic and ultrasonic research in
various agribusiness applications.

Ploneer in Grain Storage

The company's history spans the en-
tire period of the development of the
American spring wheat belt as the na-
tion's breadbasket, Peavey ploneered
modern grain storage methods. Still an
operating part of its 10-million bushel
Duluth terminal is a section of grain
tanks which were the first ever con-
structed on this continent by the con-
tinuous-pour monolithic type of con-
crete construction now so commonly
used.

Throughout its history the Peavey
organization has been actively identi-
fled with crop improvement and the

support of nsricgllural _mgearch and
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WE FULFILL YOUR DREAMS . . . IN DIES - /

Not only in shapes, sizes and designs —but in extruded results, quality
and service as well.

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

D. MaLbaRl & Sons. InC.

557 THIRD AVE. BROOKLYN, H.Y., US.A. 11215
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Bread Tax Beat

Farm legislation passed the House by
a vote of 221 to 172, The provision
labeled “bread tax" was eliminated.

The Wall Street Journal reported that
the House approved an exira generous
version of the Administration's farm
bill after scuttling a provision for high-
er wheat-processor charges that foes
had labeled a “bread tax.”

Republicans voted heavily against
the bill, while urban Democrats grudg-
Ingly backed it, though it does little to
accomplish their aim of curbing Fed-
eral farm costs. In the case of wheat,
rice and wool price props, in fact, the
legislation would either increase Fed-
eral outlays or undercut Administra-
tion efforts to reduce them.

Full Parity

“Growers who comply with acreage
controls on wheat will receive higher
returns through a Federal payment of
50¢ a bushel on the 40% of their crop
destined for domestic use, The Govern-
ment would be directed to assure
growers full parity—a theoretically fair
price—of about $2.50 a bushel on do-
mestic wheat through a combination of
price supports, marketing certificates
pald for by processors, and the Federal
payments. Processors couldn't be
charged more than the current $2.00 a
bushel; this, so long as the support
price continues at $1.25, the price on
marketing certiicates to millers would
remain at 756¢.

“The Agriculture Secretary would
receive continuing authority to employ
certificates on wheat for exports too.
These certificates currently result in
growers recelving 35¢ a bushe! above
the support price on the 55% of their
crop destined for overseas. The Admin-
istration's plan, however, is to do away
with these certificates, eliminating the
need for subsidies to wheat exporters.

“Another provision would permit
wheat growers to get pald for diverting
up to 50% of their allotted acreage o
conservation uses, compared with a
20% maximum at present. Overall
wheat grower relurns, it is calculated,
would rise about 10¢ a bushel to slight-
ly more than $1.80."

“Johnson's Worst SBetback”

Business Week stated: "A smooth
lobby effort by big wheat processors,
several unlons, and bakers from na-
tional giants to neighborhood outlets
handed President Johnson his worst
setback of the year. Agriculture Secre-
tary Freeman wanted processors {o

+ pick up the added cost; they would

have passed it along to consumers. In-
stead, the increase for the farmers will
come as a Federal subsidy out of gen-
eral revenues. A well-financed Wheat
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Users Committee tacked the label
‘bread tax' to Freeman's plan. With
food costs rising anyway, urban Con-
gressmen refused to go along, and
Freeman had to give up.”

Buper Market News sald: “The House
killed off the controversial ‘bread tax'
provision in the farm bill but, in doing
50, lawmakers serve notice they will
expect to see bread prices remain at
present levels” . ., “And the baking
industry came under sharp attack for
conducting a ‘cold bloodedly deceptive'
war on the Administration backed pro-
posal.”

Russia Buys Canadion "V,llmn

Canada sold the equivalent of 187,
000,000 bushels of wheat to Russia in
mid August bringing its sales to the
Soviet Union to about $450,000,000. In
1963 Canada sold 238,000,000 bushels of
wheat and flour to Russia for $500,000,-
000 following a disastrous crop failure
there. Trade estimates put the Russlan
harvest this ycar at 1.4 milllon bushels,
off from 1.7 milian bushels in 1064, be-
cause of a cold, we* spring. The decline
more than wiped oat a slight gain in
winter wheat output, Oficials in Wash-
ington say that a cold, wet spring, plus
current dryness is the cause of this de-
cline. These analysts also report that
other countries in the Communist bloc
are experiencing poor harvests this
year as a result of excess molsture.

It is reported the Russians took No. 3
and 4 Northern Manitoba Wheat along
with 250,000,000 tons of durum Grades
3ord

Australian Sales Stop

Australia, after selling 50 million
bushels of wheat to Russia, has sus-
pended further wheat sales for export
in the balance of the current crop year,
as a result of severe drought which has
resulted in a considerable expansion in
feeding of wheat to maintain the coun-
try's large livestock industry, and has
created great unceriainty on the out-
look for the new crop wheat which is
harvested beginning late in November.

The news that President Johnson
may lift the ruling requiring half the
wheat sold to Soviet bloc countries
shipped in U. 8. vessels was applauded
by American wheat producers.
Howard W. Hardy, President of Great
Plains Wheat, Inc., sald that the favor-
able consideration by the President to
lift the 50 per cent shipping require-
ment can serve as a fremendous shot in
the arm to the economy of the United
States. )

U.8. Competition

“By el!mlnél[ns the 50 per cent re-
quirement we would be in a position to
compete with other major wheat-pro-

ducing countrles for dollar sales,”
Hardy sald. “We are hopeful that the
President will follow through with
early action to reverse the policy ini-
tiated by President Kennedy in the fal]
of 1663."

“In light of the recent sale of 6.0
million metric tons of wheat to Russia
by Canada and Argentina, we were
mude graphically aware that $483 mil.
lion in cash sales had slipped through
the fingers of American wheat growers,
grain merchanis and transportation In-
terests.”

According to the wheat market de-
velopment association's head, the ad-
ministrative shipping policy agreement
has, in effect, amounted to 50 per cent
of nothing. Hardy pointed out that
there is no requirement that any other
commodity than gral nsold commercial-
ly to the Soviet Union must be shipped
in American flag vessels.

New Markets Possible

At a time when millions of U. 8.
wheat acres lle idle, economically de-
pressed wheat pyroducers and merchan-
dising systems search out new markets,
and the U, S. balunce of payments prob-
lem continues, we feel that the removal
of the flag requireinent is most timely.
In lifting the ban President Johnson
would enable American farmers to
market milllons of bushels of wheat to
Eastern European countries and Russia.

Italy Sells Russia
Spaghetti Machines

An official source from the Italian
Food Ministry has reported that ar-
rangements are being made for the sale
of $45,000,000 worth of macaroni proc-
essing equipment to Russia. This cquip-
ment will automatically convert flour
from one end to packed spaghetti at the
other. Itallan experts think highly of
Russian durum for macaronl manufac-
ture,

The Russians are reported to like fine
items such as vermicelli for soup. The
new machines can produce many varie-
ties of macaroni products in addition to
spaghetti and vermicelli.

Astronauts Eat Noodles

Mrs. Slaby's noodles orbited in space
with Astronouts Gordon Cooper and
Pete Conrad on the famous Geminl V
flight, Jerry Slaby of Berwyu, illinols
says the Fifth Army Quartermasier
specifies “angel hair noodles” because
they freeze-dry so well after being

‘cabked with varjous meat sauces, They

are put in tubes, and when the astro-
nauts eat it's just like squeezing a tube
of toothpastq Into your mouth.
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“FLEXITRON
ACCURACY

gives us 3 extra packages 2 minute!?

"Since Installing Triangle's Flexitron scales, we've improved the accuracy on our
7 ounce short cut'Red Cross' macaroni packages by over 40%. With this kind of
accuracy, we are now packaging three extra cartons every minute, and have

practically eliminated our worries over product giveaways." m That'
made by Mr, Al Bono, Sr.,

s the report
president of John B. Canepa Company on the perform-

ance of their ten new Flexitron net welghing scales. This is further proof on how
d and accuracy—up to 40%—

' m So, stop giving your profits away. Call or write Triangle for details on the
capabilities of Flexitron Scales to Improve operating speeds and accuracy.,

you can be cutting down on product giveaways by using the Improved spee
provided by Flexitron,

Carton equipment by Ciybourn Machine Clhn

TRIANGLE

PACKAGE MACHINERY COMPANY
8884 W, Diversey A y ©
il ;89\-';;;; hicngo, llincls epBas

SEE YOU AT THE PMMI SHOW
BOOTH 745—~NOVEMBER 14

OctoBER, 1965
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n NDER the heading of “Agricul-

ture"” Time magazine tells how
Charles Shuman, president of the
American Farm Bureau Federation,
wants to shoot Santa Claus.

Time says: “Shuman and the Farm
Bureau want far more than greater
freedom or higher prices for farmers.
Essentlol to their philosophy is a dream
of restoring the U.S. farmer’s lost im-
age as the prolotypical American, the
sturdy pioneer who fed the nation's
body and nourished its spirit with his
fierce independence, his self-reliance,
his courage. It is an imege that burns
brightly in the American imagination,
and ideal rooted in the precepts of Jef-
fersonian democracy and articulated in
the economics of Adam Smith—and it
is sadly lacking on the U.S, scene to-
dﬂy."

Nation's Biggest

The American farmer is the nation's
biggest industry, owns assets totaling
$230 blllion, which equals two-thirds of
the value of all U.S. corporations,
three-fifths of the market value of all
corporale stocks on the New York
Stock Exchange. Each year he spends
$3.1 billion for new tractors, trucks,
machinery and equipment; $3.3 billion
for fuel, oil and maintenance; $1.6 bil-
lion for fertilizer. Moreover, as a grow-
er, consumer and notoriously tetchy
voler, the U.S. farmer today is a rough-
knuckled realist. Yet he has a wide
streak of idealism.

Technological Revolution

In the past flty years, agriculture in
the U.S. has gone through a technologi-
cal revolution. First there was the me-
chanical era that substituted horse
power for horses, and continues today.
Then came the chemical breakthroughs
in fertilizers, insecticides and herbi-
cides that largely eliminated hand-
labor, There have been biological im-
provements in plant and animal strains,
Last, but most important, the manager-
ial phase promises even greater future
gains from the use of computers to plot
every facet of farm life,

Back in the carly days of the New
Dea), when the bottom had dropped out
of forming, the Farm Bureau cheered
virtually every program it now con-
dems. Says Time: “It sat on Franklin
Roosevelt's lap, busily burled pigs for
Agriculture Secretary Henry Wallace—
even had a loose alliance with labor (in
exchange for labor support of farm
programs).” By the late 1830's, its ardor
for the New Deal had cooled, and with
the start of World War II the Farm
Bureau brenk with the Roosevelt ad-
ministration was complete.
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FARMING’S FREEDOM FIGHTER

Hardly anyone denles that the farm
program is riddled with inconsisten-
cles, inequities and absurdities. But in
the brave new world of U.S. agricul-
ture, Shuman’s solution for the U.S.
farm problem is perhaps too simple and
old fashioned. He wants the govern-
ment to phase out price supports, notch
by notch, over an extended period. In
addition, Shuman would retire from 50
to 70 million acres of cropland as a way
of reducing production and keeping
prices firm. Agriculture Secretary Or-
ville Freeman argues that abolition of
government commodity programs and
a return to the free market “would
mean instant disaster for much of agri-
culture”,

Findings of Economists

Studies by non-government econoe
mists at Iowa State, Oklahoma State,
Cornell and Pennsylvania State back
him up. Their findings: (1) net farm in-
come, now running about $12.0 billion
a year, would fall 40% to 50%; (2) farm
prices would drop 25% to 30%, live-
stock prices would fall 10% to 20%;
(3) two-thirds of the U.S's 437,000
farmers who sell goods worth more
than $20,000 a year would be wiped out,
“This situation,” says Freeman, “would
not only bankrupt most farmers; it
would mean economic and social ruin
for most of rural America and a serlous
economic setback for the whole natlon.”

The Administration farm bill, as
passed by the House, would extend the
program for four years—the longest life
of any omnibus farm bill in U.S. legis-
lative history, Its provisions essentially
are little changed from previous pro-
grams, with the exception. of an addi-
tional 50¢-a-bushel subsidy' for wheat,
raising the support price o $2.50 for
wheat grown for domestic consump-
tion, end a new cropland retirement
plan under which the Agriculiure See-
retary may draw up five and ten year
contracts with farmers to fallow single
fields or whole farms.

Secretary Freeman has high hopes
for the bills long-range effects an says,
“by 1870 we'll have Agriculture's house
in order.” Not llkely, says Shuman, “It
is bad legislation", he maintains .“From
the standpoint of farmers, this compli-
cated monstrosity won't increase in-
come. It will simply increase the de-
pendence of farmers on an annual dole
of payments and subsidies from Con-
Em”'"

Shuman’s Rival Speaks

The farming community, never noted
for consistency presents many points of
view. The Farm Bureau's biggest rival

is the National Farmers Union with
750,000 members (Farm Bureau has
1,647,455), Farmers Union president
Jim Patton says: “What Charlie Shu-
man doesn't realize is that we've got
the welfare state and we've had it for
thirty years. We are not going to give
it up unless we loose the ballot box.”

Between the Farm Bureau on the
right and the Farmer's Union on the
left stands the National Grange with
800,000 members, Herschel D, Newsom
believes that “government has a proper
role in agriculture,”

Newest of all is the militant National
Farmers Organlzation, headquartered
in Corning, Iowa. N.F.O. opposes gov-
ernment farm programs as vociferously
as the Farm Bureau; on other matters
it is even farther to the right. Under
President Oren Lee Staley, N.F.O. (esti-
mated membership 200,000 in 25 states)
maintains that the only workable ap-
proach to the farm prohlem is to con-
trol the flow of supplies to market.
Staley claims that contracts with six of
the nation's 15 major hog processors
are now in effect, and that grain mar-
keting is next on the agenda.

Time conziudes: “For the next dec-
ade, at least, the logical solution to the
farm problem—if logic is ever applied
to it—may well lie in a slow, carefully
phased, commodity by commodity low-
ering of price supports. At the same
time, this great society should be able
to afford a larger share of its anti-
poverty funds for rural America, to
provide jobs and training programs so
that those who prefer to stay on the
land are not forced into the cities. All
this, coupled with direct, market price
purchases of commodities for the Food
for Peace program by the government
—rather than siphoning off surplus
stocks—and the realistic prospect of
greatly increased demand for U.S. farm
products around the world, should in
time assure farmers a better standard
of living than they now enjoy, and a
more rewarding way of life than grow-
ing—or not growing—food for Wash-
ington.”

Tomato Prices Up

Tomato growers in California face
heavy crop losses because of the short-
age of domestic workers, Prices proces-
sors pay for tomatoes have risen 40 per
cent from a year ago and the Increases
will be translated into sharply higher
retail costs for canned tomatoes, catsup,
paste and julce. Harvesting will be
alded by Labor Secretary Wirtz's de-
cislon to permit 8,000 Mexican braceros
to join domestic pickers, but this is
only about one-third the number re-
quesied by tomato growers.
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When Did Americans First
Enjoy Macaroni? Domestic
macaroni first appeared
in this country about 1848,
well over a hundred years
ago. It was introduced in the
~z Esst and gradually spread
A  through the Middle West,
7 being sold only in apothecary
&y shops and recommended

chiefly for infants and invalids,

By 1800 there were only a handful of
macaroni factories, with a combined out-
put of 500 barrels a day.

And then, in 1898, =
an especially hardy <S¢
variety of durum was E
brought to America AY
from Russia by the
United States
Department of
Agriculture,

Macaroni manufacturers were quick to
realize the advantages of this new wheat,
Durum production increased. And the
Macaroni Industry in America began to
flourish,

New, high-speed machines were invent-
ed. Automatic dryers were developed,
Macaroni's popularity continued to in-
crease, and so did
production,

And this
popularity has
continued to
grow. Today,
over one billion
pounds of
macaroni are
consumed
annually in the United States, and maca-
roni is served and enjoyed in nearly every
home. In fact, macaroni is now a staple
in the food diet of the world!

To satisfy this demand for high-quality, appetizing
macaroni, depend on King Midas Durum Products

‘l

PEAVEY COMPANY
Flour Mills
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FOOD RESEARCH ON WHEAT

by Dr. Willis A. Gortner, Director, Human Nutrition Ressarch Division
U.S. Department of Agriculture, at the Wheat Flour Institute Committes Mesting,

Dr, W. A, Gortner

N April the entire industry concern-
ed with wheat and wheaten prod-
ucts launched a joint effort to call at-
tention to the need for acceleration of
research on the rightful role of wheat
in human nutrition. Many of you may
have been at that dinner of the Pro
Tem Committee for Human Nutrition
Research on Wheat. Certainly, it again
documented your interest in nutrition.
1 say “again” because last summer
you also demonstrated your serious
interest in nutritional aspects of your
number one commodity. At that time,
you went io bat with the Congress to
get o quarler of a million dollars re-
stored in my budget for expanded re-
sea:.ch on food values of wheat to sup-
plement the already considerable com-
mitment we had made for wheat stud-
ies. And you succeeded—which is why
we had breakfast together today, so
1 could give a preliminary accounting
of my stewardship for this special ap-
propriation which we had requested
and you had supported.

Those of you who have had any con-
{aet with the conduct of scientific re-
search will appreciate that the seven
months or so that have elapsed have
only permitied us barely to get under-
way and not to have come up with any
answers that you can carry away with
you today. But I can give you a digest
of where we hope to go, and what we

hope to find, and why we feel it s
urgent and impnttant to agriculture
and to the Americin consumer and to
you in the Wheat Flour Institute and
associated groups,

What Is in Wheat?

A generalion ngo the foremost prob-
lem facing American agriculture was
producing sufficient food to feed a na-
tion at war, In 1865 agriculture is no
longer facing this problem. Rather, it
is challenged with the need to use in-
telligently our bounty of foods to
achieve a long, productive, healthy life
for each of us as consumers of the
products from our farms. And it's agri-
culture’s job—to know what is in our
foods and how best to combine them
for our well-being.

So one of our major projects in our
expanded research program on wheat
is to find out what is In wheat and
wheaten products, We have set out on
the most extensive program of multiple
nutrlent analysis of wheat products
ever underiuken, Through research
contracts, we are calling on the assist-
ance of analytical chemists at the
American Institute of Baking, at Pur-
due University to supplement the ef-
forts of a large team of our own chem-
ists who are being Involved in this
study of the nuirients in wheat prod-
ucts. We will be sampling wheats of all
types—hard wheat such as predomi-
nates in the Dakotas and Kansas, soft
wheat such as is grown in the Illinois
to Ohio area, durum wheat from west-
ern Minnesota, etc. We will be getting
samples of hard wheat blends from
each of five milling areas, soft wheat
from three areas, durum from {wo
mills, The flours from each wheat
blend, and bread or cake or crackers or
macaronl prepared from the flours will
also be obtalned for analysis. Both con-
ventional and alr classification milling
treatments will be studied, as will both
convenitonal and continuous - mix
bread formulation,

Form of Nutrients

We will be getting the full comple-
ment of nutrients and the forms in
which they occur—the indlvidual B-
vitamins, minerals, including trace ele-
ments, the amino acld components, in-
dividual tocopherols and fatty acids,
carbohydrate constituents—all will be
determined. In addition we will be

getting and analyzing samples of wheat
and white breads, rolls, flour, biscuit
mixes, doughnuts, various types of
wheat cereals, elc, It should give us a
unique picture of the nutrients in
wheat producis available tc the con-
sumer, and the inter-relationships and
forms of these nutrients in such prod-
ucts.

This emphasis upon forms in which
the nutritional factors occur is im-
portant, and is the reason for a second
study of wheat involving laboratory
animals, Wheat is rather unusual in
that its protein has a high proportion
of nitrogen tacked onto acid groups in
a form we call amide nitrogen. About
1/5 of the nitrogen in wheat is in this
amide form, and it is still uncertain
whether it can be used in building
muscle tissue and should be included in
calculating protein values of wheat.
Our nutritionists have initiated a study
on the ability of this form of nitrogen
in wheat gluten to build protein — to
find out under what conditions and to
what extent the considerable amounts
of amides in wheat may be incorpor-
ated into body tissues. The Madison
Avenue counter-part in my General
Mills alma mater would say we are
looking at whether all of the nitrogen
in wheat has “go-go-go power."

Dr. Mickelsen's Study

Recently, Dr. Olaf Mickelsen spoke
on the seemingly undue malignment of
the quality of wheat protein that crops
up in connection with discussions of
nutritional values of foods. He told of
his recent research, which our division
sponsored under a research contract.
For two months, healthy and vigorous
young men subsisted on a diet where
all of the proteln was from plant
sources, 85 per cent of it from enriched
wheat flour, Dr. Mickelsen pointed out
that these men remained healthy and
active, and actually Increased thelr
muscle tissue at the expense of body
fat.

But the diet must really have been
monotonous, and in many situations
impractical, since it involved a daily
consumption of about 1 lb, 2 oz. of
flour. So we are now extending this
work through a research contract to
find out, on humans, how more modest
but still significant intakes of wheat
can be made effective in maintaining
body needs through dletary supple-
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mentation with lesser quantities of
other low cost vegetable protein
sources, including foods common in the
diet in many parts of the United States,

Right Combination

Well, let me move on to a final proj-
ect which we have initinted using the
new funds for wheat research. I think
you'll be interested in some of its back-
ground. It ties in with the point I made
carller—that it is part of agriculture's
job to know how best to combine our
foods for our well-being.

We keep hearing that America Is the
best fed natlon on earth. Yet there is
an appreclably greater life expectancy
for man in at least a half dozen other
countiries, and in many more countries
in the case of women. In Scandinavia,
a female child may expect to live five
years longer than here,

We have far more diet-related heart
disease than most of the countries of
the world, Japan has less than 1/6th
our rate. Heart ailments in the United
States occur at 11 times the rate In
Poland.

We obviously need to know much
more about what constitutes the best
use of our avallable foods. In other
words, nutriiton. And this in turn has
some vital and long range Implications
to agriculture and the food demands of
the next generation,

And it has some vital and long impli-
cations to wheat growers and millers
and bakers.

Nutrition cesearch has already shown
its effects on patterns of agricultural
production, In a two-year period, saf-
flawer oil production for food use has
grown from just a few million pounds
to over 48 million pounus because of
increasing concern over the types of
fat in our diet,

Concern for Carbohydrates

What about concern for the types of
carbohydrate in our diet?

Recent research in our human nutri-
ton research division reinforces the
growing awareness that carbohydrate
—sugar and starch—may play a very
Important role In how the body metabo-
lizes fat and cholesterol, and in our
long term well-being. For many years,
the carbohydrates have been consid-
ered chlefly as a source of calories, and
have only recently been recognized as
actively influencing Important metabo-
lic processes involved in the utilization
of foods,

We have been using rats as experi-
mental anlmals so that we could study
effects of lifetime dietary habits. Our
recent investigations have shown some
rather dramatlc responses to different
diets even when all of the diets fed
supplies all of the nutrients considered
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to be needed. In one test, three diets
were fed, Identical in all respects ex-
cept for the source of carbohydrate—
ordinary cane or beet sugar, starch or
glucose (grape or corn sugar),

After some months of these diets,
some important differences in how the
animals metabolized fat turned up.
With one strain of rats, higher choles-
terol levels in the blood and liver were
consistently found, with by far the
highest value being found when the
animals were fed the sugar containing
diet. Yet other animals of different
heredity showed no real response to
dietary carbohydrate, and had much
lower, normal levels of cholesterol in
the blood and liver.

The percentage of cholestery] in a
normal liver from human subject is
similar to that observed In the liver of
this diet-unresponsive, Wistar strain of
rats. If we take this (one unit) as repre-
senting the amount of cholesterol in
the liver of those of us who are “nor-
mal,” we can contrast it with this
(seven units) as the amount of choles-
terol that could be in the liver of man
if, by chance, there are individuals
among us that respond to sugar in the
diet in a manner similar to the diet-
responsive animals in our tests,

And these effects may be Important
In other respects. The animals on the
starch diet had an average lifespan ¥
longer than those on sugar—but this
response was only observed with a par-
ticular hereditary background along
with a particular diet combination.

Starch vs. Bugar

I've taken a long time to get to the
point regarding our current resecarch
on wheat. Obviocusly, we all will want
to know whether we as individuals will
also show tnetabolic responses to a
shift in dietary carbohydrate, such as
from cereals to sweets. Equally ob-
viously, the wheat industry has a stake
in the question. We are just setting out
with a comparison of starch — wheat
starch—and sugar diets with human
subjects to try to pick up any subtle
changes In fat, cholesterol, or various
components of the blood that may sug-
gest likelihood of long term diet re-
sponses in man.

Let's hope we all respond—or fail to
respond—like the unresponsive Wistar
rat. But let's find out,

Wheat Germ

On occaslon, wheat germ has been
attacked as a "food fad.”

Writing in defense of wheat germ in
the Open Forum of the Food Executive,
magazine of the Food Service Execu-
tives Association, Charles H. Kretsch-
mer, Jr,, vice president of Kretschmer

Wheat Germ Products, had this to say,
in part:

Dr. Stare’s Opinion

Nutritional merits of wheat germ
have been cited in the syndicated col-
umns of “Food and Your Health," au-
thored by Frederick J. Stare, M.D., De-
partment of Nutrition, School of Public
Health, Harvard University. In a col-
umn dated March 13, 1983, Dr. Stare
stated, in reply to a question: “Wheat
germ is an excellent source of protein
and B-complex vitamins; the oll (wheat
germ) or one of the essential fatty aclds
and vitamin E."

In an April 2, 1864 column Dr. Stare
wrote: “Wheat germ does have superior
nutritional qualities, as does the germ
of corn, oats and other cereals. It is
richer source of protein, and better
quality protein, and of many of the B
vitamins and minerals.”

Athletes and the Navy

If you were to research wheat germ,
you would learn that 87 per cent of the
American athletes in the 1860 Olympic
Games in Rome used wheat germ as a
dietary supplement, but not to the ex-
clusion of meat and other foods from
their well-balanced diets. (Results of an
exacting 1864 survey haven't been re-
leased as yet).

You would also learn that the Navy
cooperated in two wheat germ oil proj-
ecis—one at Key West in 19565 with an
underwater swimmlng school, and an-
other at Little Creek, Virginia, in 1058
with an underwater demolition unit,
Reports on the research, conducted by
Dr. Thomas K. Cureton, director of the
poysical filness research laboratory,
University of Illinois, are now on file
vith the Navy's Bureau of Medicine
and Surgery in Washington. The reports
show matched groups which took wheat
germ oil performed belter.

“Endurance-Plus”

Dr. Cureton could tell you, also that
he has worked with wheat germ and
wheat germ oil for more than 10 years
in his University of Illinois laboratory
with matched groups of athletes, young
and older businessmen and youngsters.
The results of his longtime and repeti-
tive research show trend after trend
that wheat germ and its oil derivative
are ergongenic (endurance-plus) foods,
Dr. Cureton postulates that there may
be a factor in wheat germ which helps
the body to use carbohydrate, the ener-
gy food, more efficiently.

Dr. Cureton is quick to point out,
however, that his research must be con-
firmed by other independent sclentists,
but in the meantime, the world's great-
est athletes are using wheat germ and
wheal germ oll as dietary supplements,

(Continued on page 31)
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Ambrette

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

continuous mixing, kneading,

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER
Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
lumpa found in conventional mixer,

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

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

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

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

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER
High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
friction.
THe MACARONI JOURNAL
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TWIN DIE MODEL THCP (shown)

2000 Ibs. per hour

SINGLE DIE MODEL BHCP

1500 Ibs. per hour

SINGLE DIE MODEL SHCP

1000 Ibs. per hour

For detailed information write to:
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Panel Discussion on Voluntary Compliance

by James J. Winston, Director of Research, National Macaroni Manufacturers Association

T the 61st Annual Macaroni-

Noodle Convention which was
held in New York City, an interesting
and pertinent panel discussion was pre-
sented on Voluntary Compliance with
Federal and State regulations. The
members of the panel consisted of the
following: C. A. Herrmann, Direclor,
New York District, Food and Drug Ad-
ministration; Eaton E. Smith, Division
Chief, Food and Unfair Sales Practices,
State of Connecticut; John F. Madden,
Director, Bureau of Welghts and Meas-
ures, State of New York.

Preface

James J. Winston, moderator, pre-
faced this program with a brief review
of the recent 8th Annual Conference of
the Food Law Institute and the Food
and Drug Administration. The general
theme of this conference, which was
held in November, 1984, and which was
endorsed both by government and in-
dustry, was Voluntary Compliance by
industry and more self-regulation by
associations and individual companles,
Already several industries such as can-
ning, dairy, and the bakery field have
made significant strides in policing
themselves to insure compliance by in-
dividual companies with current regu-
lations.

Education

It was pointed out by Mr. Herrmann
that the Food and Drug Administration
has established a very important bureau
called the Bureau of Education and
Voluntary Compliance. This bureau has
as one of its prime objectives the de-
sire to give added emphasis and help
to programs in order to aid industry to
regulate itself. This bureau is further
divided into two branches:

1. The Advisory Opinions Branch,
which answers questions of individuals
and firms regarding labeling, controls,
formulas, and other practices and fur-
nishes Interpretations of the law and
regulations applicable to a particular
product, label, formula, or process. Re-
quests for comments on proposed label-
ing or manufacturing practices should
be accompanied by complete ingredi-
ents or formula information. The con-
fidentlality of trade secret information
is protected by law.

2, The Industry Information Branch,
which provides informational materials
explaining the law and regulations to
various segments of organized industry,
and works cooperatively with industry

James ), Winsten

assoclations to develop materials or
projects to meet particular needs. Types
of materials used include trade papers,
news releases, pamphlets, exhibits,
films and filmstrips,

Belf-Regulation

Mr, Herrmann siressed the fact that
industry must make a concerted cffort
to reevaluate its quality control and
sanitation programs to insure compli-
ance with standards of identity and ex-
isting sanitary regulations. Self-sani-
tary plant Inspections constitute a ne-
cessity. There are two ways to comply
with the law:

1. Voluntarily, which means ade-
quate self regulation following guide-
lines furnished for this purpose.

2. Involuntarily, or by enforcement
using the tools provided by the statute,
i.e.,, selzure, injunctions, and prosecu-
tlon.

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

State Officials

The state regulatory officers, Mr.
Madden and Mr. Smith, each In turn
stressed the necessity for companies to
adopt the most advanced types of con-
trol to nssure the consumer of receiv-
ing a product that will comply with net
weight; to have a reasonable fill to
avold deception; and, lastly, to comply
with the state regulations on quality

and wholesomeness. These criteria
closely parallel the requirements under
the Food, Drug, and Cosmetic Act, The
consumer is expecting to receive a
product that is in accord with the
stipulated net weight on the label in
spite of variations which may take
place due to climatic conditions or
hygroscople nature of the product,

The members of the panel empha-
sized that they are available at all
times to discuss problems ecither with
individual companies or with repre-
sentatives of industry. This has already
taken place on several occasions which
have resulted in resolving certain prob-
lems as they have arisen.

Conclusions

The general conclusions of the panel-
Ists were as follows: Industry has the
manpower, ability, equipment, and mo-
tivation to comply with consumers' In-
terests .o the letter of the law. As one
of the speakers so succinctly stated,
“An ounce of prevention means volun-
tary compliance on the part of industry
to yield an effective program which
would possibly require less policing on
the part of the government.”

Pennsylvania Considers
Food Law

Broad regulations prohibiting the ad-
vertising and sale of adulterated and
micbranded foods and beverages are
contained in a bill introduced in the
Statle Senate.

Called The Pennsylvania Food Law,
it is in addition to the packaging regu-
lution bill introduced In May which
spells out requirements on weight
identification words ond pricing by
welght.

Under terms of the bill food shall be
considered adulterated if:

@ It contains any added deleterlous
substance.

® 1t is a raw agricultural commodity
and contalns a pesticilde which may be
deemed unsafe.

@ It has been produced, prepared or
transported under unsanitary condi-
tions.

@ The container is composed In
whole or in part of any poisonous sub-
stance which may make contents In-
jurious to health.

@ It has been intentionally subjected
to radiation.

(Continued on page 31)
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Guests listen to addresses of international
Vecchio, Florence.

International Meeting

An international convention of maca-
roni manufacturers, sponsored by Brai-
banti Company in Florence, Italy, June
9-11, attracted more than 400 manufac-
turers representing 42 nations. Tours to
Florence, Slena, S. Geminlano were
conducted for the delegates and their
wives.

Visits were made to the specialized
works of the Braibantl organization in
Cento, Bologna and Pistoin, The dis-
cussions and tours provided opportun-

st e s i ey

meeting in Palazza
meeting.

ity for macaroni manufacturers to ex-
change ldeas, to inspect large, modern
production facilities, and to see the
Braibanti construction systems.

This first international convention
drew considerable attention in the
Italian and European press. The con-
vention was greeted by the Mayor of
Florence and Dr. Giuseppe Braibanti,
Ettore Berini outlined technical and
economic facts and the services offered
by the world-wide organization of
Braibanti. Dr. P. Barracano, Food Com-

Dr. Gluseppe Braibantl specks to the group ottending the June

missioner, spoke for the Italian Minis-
try for Agriculture. On behulf of the
visiting macaroni manufacturers slale-
ments were made by Mr. Lopez for the
South American industry and Mr. Neu-
roni for Switzerland.

Dr. Giuseppe Braibanti proposed an
international agreement for world-
wide advertising of macaroni products.
This idea will be discussed further at
the IPACK-IMA convention, held in
Milan, which also attracts international
attention.

Food Law—

(Continued from page 3J)

® Any valuable constituent has been
omitted in whole or in part.

@® It contains natural or added artl-
ficial color added directly or indirectly
which would tend to conceal damage or
inferiority.

® 1t contains a color additive other
than one from a batch which has been
certified by Federal statute,
eAd food would be considered misbrand-

, if:

@ Its labeling Is false or misleading
in any particular,

® 1t is an imitation of another food
unless the label bears the word “imita-
tlon.”

@ Its container Is so made or filled
as to be misleading,

@ 1f in package form and it does not
bear a label identifying the manufac-
turer, packer or distributor.

® It is a product intended as an in-
gredient of another food and If used as
suck will result in the final food prod-
uct veing adulterated.

The bill interprets false advertising
as an advertisement which Is untrue in
whole or part, or it by words or plc-
tures, or both, it produces an untrue
message,

Tre Secretary of Agriculture would
be empowered to administer and en-
force the act, Violators would be sub-
Ject to a fine of not less than $100 nor
more than $1,000 or imprisonment for
no more than 120 days or both for the
first and second offense.

OcToBER, 1965

For a third and subsequent offenses
within two years, violrtors would be
fined not less than $500 and not more
than $10,000 or imprisonment for one to
two years or both.

The bill has been referred to the
committee on agriculture,

Wheat Germ—

(Continued from page 27)

and coaches are urging their youthful
charges in all sports to do the same.

We always have sold wheat germ as
a food—a highly nutritious cercal. Nev-
er have we encouraged health-food-
sales of our product.

We have no argument with meat or
any other food. Always we have urged
folk to eat a well-balanced diet. And
wheat germ — has its place In well-
rounded diets—whether it's the diet of
astronauts, world’s champion athletes,
growing youngsters, nutrition-conscious
adults or the ever-growing population
of so-called senior citizens, If they
choose to eat the cereal.

No food is a fad, per se. It only be-
comes one when uninformed or mis-
guided individuals accept it as a pana-
cea for all that alls mankind. If, for
example, nomeonc preached sirloin
steak was the cure for migraine head-
aches and chilbains, and got enough
people to believe him, then steak would
become a fad food to some folk, but not
to you, who know better, and not to us,
either.

Certified

Robert M. Green was among a select
group of 37 of the nation's leading as-
sociation executives named to recelve
the Chartered Associalion Executive
(CAE) Award of the American Soclety
of Association Executives at their re-
cent 46th Annual Meeting.

The CAE Award is special recogni-
tion of qualified anssociation executives
who have acquired broad backgrounds
in all phases of association manage-
ment. The award is granted for high
standards of service and professional
responsibility by outstanding achicve-
ments and contributions to association
management.

Hoskins Partner

Al Katskee, formerly with Hygrade
Foods, has joined the Hoskins Com-
pany as a partner. Mr. Katskee has had
elghteen years of experience in all ac-
tivities of macaroni plant operation,
sules and management. His experience
has been gained with such companies
a8 Golden Grain, Western Globe, and
Gooch Food Products,

All public speakers fall into geo-
metrical potterns: those who have no
depth try to make up for it in length,
and those without breadth make up for
it by going around in circles.

—Sydney J. Harris,
Chicago Daily News
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“AT YOUR SERVICE”

Braibanti;

TECHNICAL AND SPARE PARTS ASSISTANC

BRAIBANTI MAINTAINS IN NEW
YORK A LARGE SPARE PARTS
DEPOT FOR A BETTER AND
QUICKER ASSISTANCE TO THE
U.S.A.AND CANADA CUSTOMERS.
EXPERT TECHNICIANS ARE
ALWAYS AVAILABLE AT THE
REPRESENTATIVES' OFFICES.

ANOTHER BRAIBANTI SERVICE
FOR THEIR CUSTOMERS.

DOTT. INGG. M.. G. BRAIBANTI & C. S.p.A. - MILAND (ITALY) - LARGO TOSCANINI 1 - TEL 702393-780001

MACHINES AND COMPLETE PLANTS FOR MACARONI FACTORIES

SOLE REPRESENTATIVES IN THE U.S.A. AND CANADA

LEHARA CORPORA'CN

60 EAST 42 STREET NEW YORK 17, NEW YORK (TEL. MU 2-6407)

THE LEADING MEN OF THE
Braibanli 0RGANIZATION IN U.S.A. AND CANADA

DOTT. ETTORE BERINI
GENERAL INSPECTOF

COL. RALPH W. HAUENSTEIN

PRESIDENT OF LEHARA CORP.
GENERAL AGENT

RAG. JOE SANTI
INSPECTOR

ING. RENATO BALOSSI
TECHNICAL ASSISTANCE

MR. LUIGI GRASSILLI
TECHNICAL SUPERVISER

DOTT. INGG. M., G. BRAIBANTI & C. Sp.A. - MILANO (ITALY) - LARGO TOSCANINI 1 - TEL 792393-780931

MACHINES AND COMPLETE PLANTS FOR MACARONI FACTORIES
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More on the Cifrino Report
by C. Reese Musgrave, Supsrmarkets Editions, Chain Store Age

FEW months ago I tock a tour of

a brand new food distribution
center located In the Midwest. Natural-
ly, our guide—an operations vice presi-
dent—was a bundle of unbridled en-
thuslasm as he led us from one opera-
tion to the next. But as we approached
one room near the executive offices, I
notlced that his face took on a new
even more delighted expression. He

~ opened the door and pointed proudly

to a maze of machines, typewriiers,
wires, tapes. And said: “There it is . . .
our new computer set-up; kinda takes
your breath away, doesn't it?"

Well, I think that for someone in
our industry who is used to dealing
with buyers and merchandisers across
the desk with words as the only com-
municating tool, this computer set up
would be downright frightening. It's
tough enough selling against the buy-
er's preconceived notions . . . but how
do you sell against an impersonal ma-
chine . . . a machine that can be fully
understood only by a handful of pro-
grammers, mathematicians, and the
like?

Man vs, Machine

But is the computer so frightening?
For the unsophisticated salesmon who
is still peddling gross percentages, the
answer Is yesl

Buyers, merchandisers — even store
managers, are talking a new and dif-
ferent language today. It's the language
of net profit . . . of departmentaliza-
tion . . . of return on investment . . .
of space costs . . . handling cosis . . .
palletization . . . rate of inventory turn-
over research. It's a more sophisticated
language because supermarketers are
more sophisticated. They are more
research-minded.

And because of this, the good old
days when golf dates and high gross
profit sold goods are things of the past
—sales techniques that relied entirely
on friendship, big lunches and big per-
centages are as out-of-date as last
week's newspaper.

Space Yield Concept

A couple of years ago, Chain Store
Age sensed this new sophistication and
began presenting In its pages a concept
called Space Yield. Without going deep-
ly into the mechanics of Space Yield,
1 would like to point out that this con-
cept typifles supermarketings’ explo-
sion in sophistication.

Some examples:

In our January issue, we had a story
which details the Space Yield deter-
minations for cigarettes. The story

w

C.lu-nmuu

notes that cigarettes yield $6.34 per ex-
posure foot on a weekly sales volume
of 408 carions.

What do these words mean? For the
unsophisticated individual, they mean
nothing.

Cigareties Most Profitable

But for Supreme Markets who did
the research for the study and for other
supermarket companies as well, they
mean that clgarettes are far and away
the most profitable dry grocery section
in the supermarket!

This fact alone would surprise a host
of supermarketers who have long
classified cigarettes as high volume,
but low profit merchandise. It would
also make some decisions to drop ciga-
rette brands look pretty silly . . . in
view of the department’s high profil.
And certainly if cigarettes are this
profitable, it would make sense for the
operator to consider departmentalizing
his entire tobacco depariment.

Gross Profit No Criterion

Could these sorts of conclusions be
reached had only cigarettes’ gross
profit been considered? The answer is
obviously no, In fact, had only gross
profit been used as the criterion upon
which decisions of that sort were
based, many supers would be pruning
away daily ot their cigaretie depart-
ments.

Still another example that shows the
potential of research is the canned fish
department. At one time, supers were
relegating canned fish to the boitom
shelves . . . giving products in this
classification less and less space. Rea-
son: Not much gross profit, slow turn-
over. When Supreme Space Yielded
the canned fish departnent, they found
that items Jike tuna, crabmeat, sardines

were ylelding an average of $2,50 and
more. This compares with the average
yield for the entire grocery department
of 51 cents. Conclusion: Canned fish
items merit more space, more promo-
tion, better positioning on the shelf.

Comparisons Made

Let's look at an illustration which I
think should prove without any doubt
that Space Yield has replaced gross
profit as an indicator of product per-
formance. The gross profit of canned
fish is 23.8%. Gross profit of canned
vegetables 25.6% . . . and gross profit
of canned fruit 24.8%. Average yleld
for three categories . . . $2.50 for fish;
02¢ for vegetables; 4B¢ for fruit. If
gross profit were all-important, you'd
promote vegetables first, fruits second,
fish third. But with Space Yield re-
search, you now know that fish should
be first, vegetables second, fruit third,
all things being equal, in your promo-
tion plans.

New Yardsticks Used

To review then, the supermarket in-
dustry is becoming more research-
minded, more sophisticated, New tools
for judging product profitability are
being developed and used, The compu-
ter Is providing merchandislng execs
with reams of statistical data upon
which Important decisions are based.

Which companies, you might ask, are
doing the job? I'll name just a few:
Marsh Supermarkets in Indiana, Bay-
less Markets in Phoenix, Red Owl in
Minneapolis, Stop & Shop in Boston,
Grand Union in New Jersey, Furr's in
Texas, Tom Thumb in Dallas, Kroger in
Cincinnati, Jewel Tea in Chicago. Each
of these companies Is using or develop-
ing product profitability measurements
. . . yardsticks which they will use to:

e Decide whether to accept or reject
a new item offering.

® Decide upon which items will be

pruned from a category's product
mix.

® Declde where entire categories

should be placed in the store.

® Decide upon the amount of inven-

tory to be stocked for any particu-
lar item or product category.

Other Products Pending

But research isn't confined to Space
Yield alone. At this very moment, su-
permarket operators with the help of
manufacturers are working together on
projects like:

o Standardized pallets.

e Tray-packed shipments.

(Continued on page 36)
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TRACE-A-VEYOR®

& 39
THE Combined Surge + Storage System

for NOODLES & SPECIAL “PASTA"

TRACE-A-VEYOR (Between Dryer and Packaging)

» Stores product when packaging is halted.

* Receives and discharges simultaneously.

¢ Eliminates: Storing in Tote Boxes * Breakage * Handling *+ Waste.
* Thinks and Acts without attendance.

« Automatically compensates for all fluctuations between Dryer and Packaging.
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For additional information write Dept. MJ.34
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Cifrino Report—
(Continued from page 34)

e Better warehouse product han-
dling.
® Smaller case packs.

e Centralized retail pricing and
coding.
® Improved product refrigeration
methods.

This exchange of information to
solve common problems is what we call
the Industry Dialogue . ., . and the
Dialogue is becoming an increasingly
important activity in the food business.
And is an activity that will come to
grips eventually with such problems as:

® What to do about the proliferation

of deal packs, cents-off promo-
tions,

e Controlling direct store deliveries.

@ The true status of national brands

and private labels.

But even as these brain busters are
being solved, new headaches will arise,
We hope that by that time the Dialogue
will be so far advanced that these new
headaches wil be handled instantly.

Problem is Change

One problem—or should I say oppor-
{unity?’—many Individuals have who
try to understand the food industry is
that this industry has a peculiar way of
changing just when you think you've
got the puzzle completely doped out.
Most people are used to dividing the
industry up in three neat compartments
. . . corporate chains, wholesalers, inde-
pendents.

Several years ago, the walls that sep-
arated those neat compariments came
tumbling down as:

The voluntary &nd co-operative
groups took on new stature, emerging
as highly sophisticated organizations
offering affliate retailers a host of
chain-like operating and merchandis-
ing services. As these retallers tock on
these services, they too transformed In-
to aggressive competitors quite capable
of holding their own in any market.

Franchising

The corporate chains in the mean-
time took a long look at food whole-
saling and some of them—Jewel Tea,
Red Owl, Elm Farm, Loblaws—swung
into franchising. For instance, Elm
Farm operates 40 corporate owned
supers . . . but wholesales of 47 other
supers who today contribute 30% to
the company's gross volume.

The voluntaries in the meantime be-
gon snapping up corporale chain ac-
counts—these chains either because of
geography or lack of sufficlent ware-
housing decided to buy through tho
wholesaler in their area. West Coasl
Grocerles, a voluntary on the West

36

buslness is with corporate chains.

And if all of that isn’t confusing, the
trend today is to more mergers, more
consolidations in the voluntary and co-
op fleld; more institutional selling by
voluntaries and co-ops; more corporate
chains who will shortly launch fran-
chise divisions.

Couple all these changes . . . thess
many new thrusts in food distribution
.. . with changes taking ple~r in buy-
ing, merchandising, store l.;.ut—and
you begin lo see that our industry is
headed for a complete face-lift,

Death of a Salesman

Barney Kingston, merchandising di-
rector of Salesman's Opportunity maga-
zine, states that it costs anywhere
from $750 to over $5,000 to make a
salesman productivz, usually in about
a year's time, Then despite the dire
need for salerinen, despite the numer-
ous Inducements and incentives, it is
a rare sales organization that will not
lose three-quarters of the men hired
in any given month in three year's
time. Here's how:

Assign house accounis fo manage-
ment officials, “Joe, we're giving you
the exclusive territory of Detroit. But
you understand accounts like General
Motors, Ford and Chrysler which we've
had for 27 years will be contacted by
Bill Smith, our vice-president.”

Encourage & man to stay on the road.
“Joe, we know you want to see your
wife and kids so we will arrange that
you get home one weekend In every
month.”

Make a salesman feel he's on his
own. “Joe, be resourceful. If you run
into a snag anywhere send us an air-
mail letter.”

Set up Incentives only your top men
can reach. Everybody knows that in
most companies 15 percent of the sales-
men will produce 60 to B0 percent of
the annual sales volume so why try to
make it possible for every salesman to
get his name “in lights"?

Use selling fools that worked 20
years ago. Why increase costs with new-
fangled ideas when you used o mur-
der competition with tried-and-proved
ways?

Have salesmen send In complete daily
and weekly reports. This will keep them
busy in th: evanings when they are
on the road.

Belittle your salesiaen fo keep them
on their toes. Be indifferent to the man
who muffs a sale; complacency can kil
a sales force.

Have frequent meetings at the home
office. Your men won't have as much
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Coast, finds that half of its substantial

gl §
selling time and may lose momentu:.
but in the long run they are bound to
be more effective.

Question every dime a salesman
charges fo expense. Cut out those ri-
diculous items like cab fares and laun-
dry and needless phone calls.

Discourage the praise seekers. You
find these characters in every selling
organization, They sell a tough pros-
pect and barge Into the sales manager’s
office gadiating happiness, good cheer
and pride. When this happens, tell him
sbout the ones he hasn't sold and tell
him to stop acting like a prima donna
expecting a brass band every time he
makes a sale. He may think you're a
stuffed shirt but you're building a
“mature” sales force - these fellows
should find inner pride in their achieve-
ments.

New Prince Cookbook

A 50-page “Prince Treasur of Ital-
jan Recipes", profusely illustraic. with
4-color photographs and  dellghtful
drawings, has been published by the
Prince Macaroni Mfg. Co, Lowell,
Mass.

The booklet suggests a varlety of
ways to use prepared sauces ‘a8 is" and
as a base for creating sauces precisely
to individual taste. It also offers a quick
route to such pasta dining delights as
Cheese Noodle Cake, Egg Spaghetti
with Lobster Sauce, Fettuccine Alfredo
and Rotini with Beef Braciole, and ex-
plores o variety of vegetable and pasia
combinations, soups and salads.

Valuable Tips

A poge of “Prince Cooking Secrets"
discloses tips that help solve the prob-
lem of keeping spaghetti or noodle
strands sleekly separated while cook-
ing, adding zip to the ordinary bread
stick, and advises on how to dress up
those Sunday morning scrambled eggs
and sausages. Another feature is a dic-
tionary of “Itallan Words and What
They Mean"—{rom al denie to tetraz-
zinl,

Macaroni s
Party Fare—
(Continued from page 5}

Grocers are being offered a color mat
for advertising spaghetti and meatballs.
Available in two sizes from Sta-Hi
Color Service, 6 columns by 84 inches,
and 5 columns by 8% inches, the cost
of the mats is completely paid for by
the National Macaroni Institute with
no charge to the newspaper, Fall food
sales will soar with macaroni products
leading the way with advertising and
promotion, Spaghettl and Meatballs,
high in popularity, low in cost, is a
great dish for any groupl
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Alr view of Pavan works

IAVAN WORKS COVER AN AREA OF110.000 8Q. FT WITH A LABOR FOR- i
CE OF 400 PEOPLE, 28 HOUSES, ONE GUEST-HOUSE AND SOCIAL SERVI- :u-
CES. IT IS8 THE WORLD'S LARGEST MANUFACTURER IN THE FIELD.
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George N. Kahn

EVERAL years ngo a young sales-

man was on the verge of gelling
the biggest order of his carcer. For
months he had worked hard to sell a
complete air-conditioning system for a
{0-story office building in Manhattan.
The final decision rested with the board
of directors, who asked the salesman 1o
come in and make yet another pre-
sentation.

The salesman, Pal Baxter, was re-
ceived politely but not too warmly. A
couple of the direclors were clearly
cold to the iden and threw Pat some
sharp questions. As he attempted to an-
swer the queries, Pat began 1o see
months of effort going out the window.
As the questioning progressed he
seemed 1o be getting farther away from
his goal. Then Pat had an idea.

It was a rather warm day and he
asked permission to remove his coat.
He then took out his handkerchief and
mopped his brow. The idea was con-
tagious. Several board members shed
their jackets and one complained
aloud: “It's kind of hot in here.”

That did it. The directors began o
think about air conditioning in terms of
their own comfort. Twenty minutes
later Pat wrapped up the sales. The
simple act of taking off his coat had
triggered a favorable response.

Croating Buying Readiness

Pat's experience illustrated on im-
portant truism in selling: buyers often
must be put into a state of readiness by
the salesman. They must be jolted,
kidded, cajoled or charmed into giving
you an order. The prospect is seldom
ready to buy when you approach him.
He has problems, worries, ctc. that pre-
vent him from giving you his full at-
tention, His mind is likely to wander
away from the discussion.

OcToBER, 1965

SMOOTH

SELLING®

By George N. Kahn

SELLING AN IDEA

This is No, 13 of 24 sales training articles.

Under these circumstances o straight
selling talk won't get him back on the
track. Something else is needed—a ploy
or gambit to snap him oul of his mood.
A humorous anecdote or story may do
il. Occasionally, telling a joke will pull
the buyer out of his funk. It's even all
right if you make yourself the target or
butt of the story. Here 1 speak from
experience.

Jay Walking Admitted

I was hurrying to an important con-
ference with a buying committee,
which held my future in thelr hands.
It would be the biggest sale of my life
or my biggest busl. So engrossed was 1
in my thoughts that I hardly noliced
my surroundings as I quickly crossed o
street. When I gol to the curb, I almost
bumped into a burly policeman who
had been waiting for me, hands on hips.
“Do you always jaywalk?" he asked
me, pulling out his lickel book.

I hadn't been aware that 1 was joy-
walking and told him so. Further, |
asked him to excuse the violation as 1
was on my way lo an important busi-
ness meeling. Instead, the officer lec-
tured me for ten minutes on the danger
of juywalking and then wrole out a
ticket. The resull was that 1 was late
for my interview.

As 1 walked into the conference
room, some members of the buying
commitiee glanced at their walches.
Their faces showed annoyance. Nol an
auspicious beginning. In this situation
I instinctively knew it would be foolish
to go right into my sales (alk. Clearly,
some sort of ice breaker was needed,
So I explained the reason for my tardi-
ness, udmitting both the joaywalking
charge and the lecture. “If 1 don't do a
better job of selling with you than 1
did with that policeman, I'm doomed,"
1 said, smiling.

That did it. There was appreciative
luughler and everyone seemed to relax,
including mysell. I went on to make
the sale.

1 like to think that my selling skill
had something to do with getting the
order, but there's no doubt that my
Jaywalking story put the committee
into the right frame of mind.

Get Buyer's Interest

Relating an anecdote or tossing ofl a
gog are simply examples of techniques
in getting the buyer on your side. The
means can vary. The important thing
is to somehow clutch his interest, to
make him aware of you. Your job is to
create a climate that s favorable to
you.

The mechanics used in altaining this
objective may vary with the prospect.
A joke may land with a dull thud with
one person ar ¥ confuse another. Some
individuals would warm up to a com-
ment or two on the national political
scene. It's nol easy to predict the re-
aclion of any one person butl you might
make a few tentative stabs to feel him
oul,

Mentioning the buyer's hobby might
strike a right note. If you should learn
that he is an avid fisherman, prepare
some small talk about angling before
you call on him. A friend of mine,
Norm Ruslin, learned that a certain
buyer was devoted to chess. Norm
knew nothing about the game but he
crammed for three nights and al the
meeting was able to make intelligent
conversution about chess. The prospect
was clearly delighted and talked about
the gume during almost the entire in-
terview, The last five minutes he used
to give Norm a whopping order,

Make Plans Enroute

Don't wait for inspiration in the
buyer's office. Decide the night before
or even enroule what tactic you are go-
ing lo employ to get the interview ofl
the ground. In facl, it's beat to have two
plans in case one proves unworkable.

(Continued on page 44)
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Selling an Idea—
(Continued from page 43)

Be aware of your surroundings as
you travel to the interview. Perhaps
somelhing you see will be enough to
excite the buyer's interest, Or spend
some time reading the paper for ideas
that might appeal to the prospect. The
financial section is a good place to start,
but it isn't the only possibility. A story
on the sports pages or in the general
news columns may provide you key to
the buyer's heart—or funny bone.

One buyer had been brooding for
weeks over the poor showing of his

'favorite baseball team. One day, before

an interview with the fellow, I spotted
an item in the paper about his ball club.
The story sald the team had acquired
a top pitcher in a trade with another
outfit. The story was in a late edition
and 1 figured the prospect had not seen
it. 1 was right. When I gave him the
news his face lit up like a neon sign.
His manner toward me from then on
was friendly and deferentlal. I walked
out of his office with one of the bigger
orders of my career.

Even keeping the radio on in your
car might produce an idea that you can
profitably use with a buyer. You should
also read books and magazines to glean
thoughts that will ald you in selling,

Let Him Unburden Himself

Sometimes & buyer wanis a good
listener to his troubles. He wanis to
unburden himself to someone available
and that happens to b2 you. Let him.
There is probably no one within his
own organization to whom he can con-
fide. He needs you badiy. He will re-
gard you as sympathetic even If you
don't say a word. However, with some
buyers it's wise to throw in a word or
two of commiseration now and then.

The advantage to you is that the
prospect can't fail to feel somewhat in-
debted to you. You have provided a
should.r for him to cry on and he will
be grateful. So grateful in fact that
he'll hand you an order. This won't
happen all the time but the percentages
are In your favor.

Allan Dale, a bakery supplies sales-
man, stopped in at a prospect who v/o8
really down In the dumps. He poured
out all his woes to Allan and they were
numerous. His employees were lazy, his
managers incompetent and his wife did
no understand him. *1 don't know why
1 stay in business," he lamented. That
was Allan's clue,

“You're in business because you are
very successful at it," the salesman re-

' minded him. Allan then went on to tell

the prospect just what he wanted to
hear: that his bakery was of high repu-
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tation; that he himself was a top busi-
nessman; that he deserved better em-
ployees, etc. Allan then gently swung
the conversation around to his prud-
ucts. He told the man that some of his
troubles could be eliminated by install-
ing Allan's equipment. The prospect
nodded agreement and soon was sign-
ing a substantial order, Even if you
don't get an order the first time, con-
sider your patience and understanding
an investment that will pay off later.

Use Social Aids

The right atmosphere for getting an
order may not be in the prospect's of-
fice, He might be more receptive over
a good dinner. A certain amount of
judicious entertaining is a proven ald
to selling. I am not referring here to
bribery or excessive free loading. I
doubt that many orders are obtained
because the buyer got a free meal from
a salesman.

There is a definite advantage in cre-
ating a pleasant atmosphere In which
{o conduct business. In his office the
buyer may be harrassed and over-
worked. He doesn't have time to think
about buying. He needs to get away
from the hurly-burly of his schedule to
collect his thoughts. This is where you
can help him. Suggest (but don’t push
the matter) that he meet you for dinner
s0 he can hear your presentation, You
might say something like this:

o] gee that you are pretty busy this
morning, Mr. Jones. Maybe we can
both relax at the end of the day over
a nice dinner someplace. I can give you
my story then.” Chances are that he
will appreciate your thoughtfulness.
This has happened to me more than
once—as a buyer and seller,

Do What Comes Naturally

1 have mentioned jokes, anecdotes,
ete. as & means of getting the buyer's
attention and creating the proper cli-
mate for selling. Your particular meth-
od should depend on what sort of per-
son you are. If you don't like to tell
jokes or don't tell them well, then
abandon that idea. Nothing will be
gained by forcing yourseif inlo an un-
wanted role, Perhaps small talk comes
ensler to you. Or you might be a good
listener, Adopt the style that suils you
best. The important thing is not what
method you use to excite interest but
how effective it s,

Look for the sign from the buyer that
will tel you how to approach him. For
many salesmen this is a matter of thelr
long experience in sludying people. A
veteran seller can tell almost by in-
stinct what style to use with a prospect.

Salesmen are among the best judges of

human nature in the world.

How are you in selling ideas? Try
this quiz and see. If you can answer
“yes” to at least eight questions, you
are a likely candidate for success in
this area.

Yes No

1. Do you think in terms of
selling ideas? —_— -

2. Have you developed tech-
niques for developing buy-
er readiness? —_—

Do you put them into prac-
tice? e K

4, Are you willing to listen to
a buyer's troubles? —_—

5. Do you sometimes encour-
age him to unburden him-
self? iy

Do you plan your approach
with the buyer before the
interview? (i

7. Do you iry and tailor it to
the type of buyer? —_——

L

8. Do you sometimes suggest
meeting the buyer for din-
ner to talk business? —_——

9. Are you always aware of
the “climate” for selling? — —

10. Do you occasionally make
yoursell the butt of an an-
ecdote or joke to warm the
buyer to you? _ -

11. Do you believe you use the
technique for warming a
buyer that is suitable for
you? —_ -

(Copyright 1984—Ceorge N. Kahn)

Editor's Note

We are delighted with the over-
whelming response from our readership
to George Kahn's “Smooth Selling sales
training series. Some of our readers
have written in to tell us that they have
used these articles as part of a basic
sales training program for beginners.
Others have used it os a refresher for
old timers, It has been used as an idea
slarter to spark sales meetings and ps a
supplement to meetings which in the
past concentrated on product, service
and price.

In our readers' interests we have pre-
valled upon Mr. Kahn to continue this
major contribution to the important
field of sales training, and we are proud
to announce that we are publishing an
additional twelve articles beglnning
with “Selling an Idea” on page 43 of
this issue,

Reprints of all the Kahn sales train-
ing articles are avallable. See complete
listing In the box on page 48. 4
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Here is the
semolina
you've wanted
from AMBER

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

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

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

o' AMBER MILLING DIVISION

by Gene Kuhn
Manager:
AMBER MILLING DIVISION

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

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

Be sure . . . specify Amber!

——
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FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn.—General Offices: St. Paul 1, Minn.
TELEPHONE: Midway 6-9433
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SWISS SHOWPLACE

=

Jowa AG, Buchs’AG modern macaroni plant designed by Buhler.

ESiARCH und development in the
leld of mucaroni manufacturing
have led to new perceplions and sub-
stantinl  innovations  throughout the
whole manufacturing  process.  In
Switzerland the owners of Jown/ AG
have recently constructed a new fae-
tory incorporating many advantages of
product (low and processing methods,
The plunt was built near the town of
Aarau, o central location for product
distribution throughout the country.
It is considered a showplace because
it is up to the minute and highly auto-
mated from the receipt of raw material
o the packaging for long goods us well
as shorl culs,
Designed by Buhler Brothers of Uz-
wil, the extruders and dryers produce

INL!

To the left, automatic storage for on B-hour per doy discharge of

high quality products in  minimum
space and at low processing costs. For
example, minimum drying space is re-
quired for 078-inch spaghetti which is
handled in 16 hours,

Pneumatic Handling

Raw material is unloaded and trans-
ferred 10 bulk storage bins pneumati-
cally. During a five-day wecek, approxi-
mately 220 tons (88,000 pounds per day)
of semoling is being processed. Most of
the raw material is delivered in bulk
cors. Conveying capacity is 44,000
pounds per hour; the total storage ca-
pacity of the bins is 440,000 pounds (220
tons.) Pneumatic line switches, con-
trolled from the plant's control center,
guide the raw material into the proper
bins. The conveying system is also de-

ping and cul

Iting machine with outomatic product feed by gravity

signed to deliver the raw miterial from
one bin to any other bins, This is useful
for discharging unused portions of o
cortnin raw material into another bin.
Bin level indicators, with monitors in-
stalled in the centrally located control
panel, allow accurate raw malterial in-
ventory at all times. An automatic high
level control automatically stops the
raw material feed.

Jet Dust Collecting

A new dust collecting system by
Buhler is equipped with jets for low
pressure air cleaning of the filter ma-
terial. This dust collector recovers vir-
tually all the raw material out of the
conveying air. The flour dust from all
bins and other locations where dust is
created is recovered in this filter, and
the clean air is discharged back into
the room.

Storage bins are equipped with re-
mote controlled slides operated pneu-
matically. The raw material is dis-
charged into automatic scales and from
there to o pneumatic conveying system.
The raw muterial pusses a continuous
mixer, where five dilferent components
can be blended at the same time. The
biended raw material is fed by gravity
into the four press hing which are sized
to contain enough ruw material for 24
hours production. This arrangement
has been selected to allow preparation

(Continued on page 48)

long goods. Center photo shows long goods in cutomatic sloroge info automatic packaging machine,
ready 10 be dischorged, cut and packed. On the right is the strip-

40
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Top left: Nerve center of the manulactur-
ing process. Centrally located control panel
containing push buttons, control lights, in-
dicating and recording instruments ol the
raw maleriol handling system and the manu-
facturing process. Product flow is outlined
with schematic machinery diograms at the
lop of the contral pancls, ond small pilot
lights indicate the operation of individual
clectric mators,

Ocroper, 1965

Top right: Part of the vertical storage hins
ond continuous mixer where five difterent
raw matenials con be blended at one hime

Center left: Press room with common cat
walk. Presses are equipped with dumping
scales. Note small hoppers below ceilling
which permit dumping of bags  directly
into the press lor test runs with new ow
matenals

Center right: Automatic spreaders feed
product into lung gouds pre dryer

Lower left: Continuous dryers for lung
queds. Sonitary mstallation  n legs Note
direet discharge of exhgust air 10 the outside

Lower right: Stnppang and cutting ma
chine with gutomatic product teed by gravaty
into gutumatic packagimg machm

47
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The packaging area Is shown In the photo far left. Pac
, chines for short goods and noodles are seen on tha left side of the
picture, while In the center and to the right are outomatic packog-

- Swiss Showplace—

(Continued from page 46)

and blending of all raw materials in
eight hours, which will be needed for
{ 24 hours production. Each press is fed
with its own pneumatic conveying sys-
tem. High and low level controls [n-
stalled in the small surge bins abovc
the press feeders control the product
'flow between the 24-hour storage bins
and the presses,

Cantral Control Panel

The complete raw material unload-
ing system and the pneumatic inplant
transfer system including the blending
and mixing and press feeding systems
can be controlled from a centrally lo-
cated control panel.

Four Lines

Four automatic manufacturing lines
are installed in the production area.
Two are continuous long goods lines.
Each line consists of a press, spreader,
and dryers with three drying zones.
There is automatic storage for long
goods, with a stripping and cutting ma-
chine. An automatlc stick storage has
automatic return to the spreader.

The automatic storage unit allows
cutting and packaging of 24 hours pro-
duction of long goodz in one daily shift.

There are two short cut manufactur-
ing lines. Each line consists of a press,
shaker, pre-dryer belt and finishing
dryer belt, Rolling goods are stored in
stationary wooden bins designed for
smooth and sanitary handling of finish-
ed goods. Noodlen and other shapes
which cannot be discharged by gravity
out of stationary bins are stored on five
belt storage unit.

The four presses are installed in line
and are interconnected with a catwalk

ing ma-
control laboratory,

to facilitate supervision of the presses.

The complete manufacturing process
can be controlled from the central con-
irol panel, Besides all the electrical
controls, this panel also contains record-
ing and control instruments for the
automatic climate control of the dryers.
The drying foreman can supervise the
drying process of the four production
lines at one location. The central con-
trol panel, walk-in panel design, is lo-
cated behind the presses and contains
all the controls for raw material un-
loading, storage, blending, press feed-
ing and macaroni manufacturing.

Packaging

The automatic packaging machines
are laid out to obtain a continuous
product flow. The packaging area is
directly below the manufacturing area.
The packed goods are stored on pallets
in an area located between the packag-
ing area and the shipping area.

A well-equipped quality control lab-
oratory continuously samples the raw
materials, semi finished and finished
goods. Products of continuously good
and uniform quality are the result of a
well organized quality control program.

Merger Invalidated

Consolidated Foods' 1851 merger with
Gentry, Inc, a Los Angeles maker of
food seasoning, was invalidated by the
Supreme Court, Its ruling engraved
into antitrust law the doctrine that
business reciprocity can be illegal. In
1062, the Federal Trade Commission
attacked the merger on the ground that
it gave Consolidated the “power to ex-
tort or simply attract reciprocal pur-
chases from suppliers.”

Ing machines for long goods. Photo to right shows the quality

Kahn Sales
Training Articles

REPRINTS FOR
YOUR SALESMEN

Heprints of this series come in a four
rgu format, printed In 3 colors and

ree-hole punched to fit any standard
8l4 x 117 three ring binder, each re-

t includes a self-evalualion quiz,

Prices are:
1 to # coples (of each article) ..8c sach
10 to 40 coples

(of ench article) ..........37V4c each
30 to 89 coples (of sach article) sach
100 or -u:ﬂ::n

(of ench ) cesnssssesss i sach
You may pre-order the entlre serles, or,
it you wish, individual articles, Each
article in the series is numbered, Pleasa
wccuy your wishes hv numbar,

hen’ ordering the various articles of
this series, ad: orders to the dour
N. Kahn Company, Marketing Consult-
ants, Sales Training Divislon—Services
Depariment, Emp! State Bullding,
New York, N.Y, 10001,

1. The Salesman ls a V.IP.

L. Are You A Salesman?

t B G.::"Aquhhd With Your Com-

4, You're On Biage
8 l‘.,i:: Can'it Fire Wilhou! Ammunl-

8. You Are A Goodwill Salesman, Too
7. Closing The Bale

0. How To Bei Up An Inlerview

1. ! Bak R L

10. The Competition

11. Taking A Rk

15. Playing The Shori Game

13, Selling An Idea

" :::M Commlilisss Ars Here To

} §
15. The Aulomaled Balesman
16, Bamples Can'i Talk
17. The Unexpecied Lalter
18. Prospect or Perish

18, How To Dislodge A Prospec
An l:uloltln' Buppller iy

20, ll':ldu Salesmen of Your Custom-
L

21, Repeal & Are Mot Accld
21. Room Al The Top

13, You Must Give More To Get More
24, Running Into The Rude Buyer

When ordering, please mention the
name of this publication.
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REDUCE YOUR CARTON

INVENTORIES
AS MUCH AS 50%

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 Egdd

Products.

~ )
1—Vitamins and Minerals Enrichment Assays. with the new U
2—Egg Solids and Color Score in Eggs, Yolks and MARKS PORTABLE CARTON PRINTER!

Egg Noodles.
3—Semolina and Flour Analysis.

Now! Ellminate large Invenlories of pre-printed
cartons of multiwall bags . . . SAVE TIME by prinl-
ing your own carlons immediately in your own
plant ... SAVE MONEY by not lying up valuable
space and packaging materials in large [nventories
... SAVE LABOR COSTS by using a minimal skill

4—Rodent and Insect Infestation Investigations. opérator |
Microscopic Analyses. e BRI S Y FAINIER 18 he
5—SANITARY PLANT INSPECTIONS AND z;ilam "llt:;‘m:mut installing expensive alectrl-
Yebnd Borin e il uiline e SRS R R AR

|n1 prmu
PRINTER will also print 4 sldes at one time on
virtually any size carton or mulliwall bag.
Write foday for complele delails on how you
can have COMMERCIAL QUALITY PRINTING In your
the name of nearest MARKS

James J. Winston, Director
own rllnl and
MACHINERY represenlative,

156 Chambers Street
New York 7, N.Y.

1/” I‘f\ NOAMACHINER Y OMPANY

AT it “ o

Finest Quality

DURUM
SEMOLINA

FLOURS

Call Ray Wentzel
MILLING DIVISION

DOUGHBOY INDUSTRIES. INC.

SINCE 1856

NEW RICHMOND, WIS. s
Craftsmen In Plastics — Packaging Mochinery — Farm Feeds — Elactronics — Printing

Phone 246-2101 .

Quality Since 1856
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Packaging Show Program

The theme for the seminars, to be
held in conjunetion with the November
1-4 Packaging Machinery Show 1965 at
Chicngo's International Amphitheatre,
is “Packaging Machinery: Manage-
ment's Profit Tool.”

According  to  Richard Wellbock,
chairman of the seminar program and
president, New Jersey Machine Corp,
the seminars will be held from 9:30 a.m.

the conclusion o) each morning session,
the four speakers and their moderator
will form a panel to answer additional
questions from the sudience, Wellbrock
said.

Triangle and Clybourn
Exhibit New Machines

Triangle Package Machinery Com-
pany of Chicago will exhibil a new

TESTIMONIAL

/T'My Name ls  °

— —— Sy
- -

-
-

Y

Bill Brezden® _°

{ﬁ o noon on the first three days of the model in its Bag'n Box series of pack- \ =
3] show, which Is being produced by the @Bing equipment. Designed for use by e =

"yl Packaging Machinery Monufacturers  the smaller packoger or for upplica- \ \

W Institute (PMMD). tions where only limited production \

! Wellbrock sald the moderators for requirements exist, this unit will be \\

1 euch of the three morning s2ssions, and capable of production speeds ranging . \

‘;1 the general arcas their speakers will from 30-75 pe mipt:te. ® "Most of my working life has been \

cover are:

Monday, Nov. 1—William T. Boston,
president Bartelt Engineering Com-
pany, “Execulive management’s con-
cern with its investment in and utiliza-
tion of packaging machinery.”

Tuesday, Nov. 2—A. V. Petersen, vice
president, Lynch Corporation, “How
operating management selects and
rotes packaging machinery.”

Wednesday, Nov. 3—Robert Pot-
devin, president, Potdevin Machine
Company, “Sevice, technical, and main-
tenance aspects lo consider for the
efficient use of packaging machinery.”

Commenting on the planned semi-
nurs, Wellbrock said: “Because packag-
ing machinery is an integral part of
overall munagement planning as well
as packaging operations, this year's
seminar program will be helpful to
everyone concerned with company
profitubility."”

A total of twelve speakers, four at
cuch session, will participate in the
seminar program. Each speaker will
give a 20 to 25-minute presentation
which will be followed by a 5 to 10-
minute question and answer period. At

Consisting of a single tube bag ma-
chine as shown in the attached photo
and fully synchronized to a Clybourn
Tuc-Pac intermittent motion carloner,
the unit will be equipped with a volu-
metric filler. This combinatiot will
automatically measure a  preca od
volume of product, form the bap
discharge the completed pouch onto a
special infeed conveyor system for the
Clybourn cartoner. The pouch is auto-
matically inserted into a set up carton
with gluing completed at the succed-
ing station utilizing o hot mell system.

The combination includes all neces-
sary controls for safety on both the bag
and cartoning units. Options can in-
clude electric eyes for registration of
film, guesseting attachments, central
lubrication, hot melt glue system and
carton code daters.

Space Requirements

Complete variety of flling heads is
available for the bag machine includ-
ing volumetric-auger-Flexitron scales
to best match the production require-
ments for filling control. Space require-
ments are extiemely small with only

7 x 10" floor area required.

Triongle Bag Machine

Trinngle will also exhibit “for the
first lime at & major puckaging show”
its brand new dual tube bag muchine.

This sutomatic form, fill and seal bag
machine operates two tubes in u single
frame, permitting normal production of
& twin tube in the Noor wrea required
for a single tube. Unit will be set up
for operation with polyethylene film. It
will be equipped with a specially de-
signed horizontal trap gate volumetric
filling head and will be shown in vpera-
tion on a short cut macareni item at
110-120 bags a minule.

Clybourn Machine Corporation of
Skokie, Hlinvis has recently developed
and will exhibit for the first time their
high speed vertical cartoning and fill-
ing muachine.

This equipment is available in two
models. Model C-7 will handle a carton

size up to 74 by 3'4 by 11 inches at

spent in the durum products field — and
talking to macaroni manufacturers. ‘Bout
all the folks | talk to want the some
thing . . . good uniform quality, granula-
tion, color —- and service. And quite o

few of them think the North Dakota
Mill and Elevator rates right up there
when you talk along these lines.

“Course the North Dakota Mill is located
in the heart of the world’s best durum

belt, so maybe they core more than

most,

“If quality and service are your prime

concerns, why not drop me a line (or

call) and V'l see that they get the mes-
sage,

“Being in sales of the Durum Division
of the North Dakota Mill and Elevator
gives me kind of on advantage when
1 tell ‘em that here's another customer
who wanits the consistent product and
service we've built our reputation on.”

gﬂiﬁm)m

DURAKOTA PERFECTO

EXCELLO

NO, 1 DURUM

FANCY DURUM
SEMOLINA GRANULAR PATENT FLOUR
Notth Dakota Mill and ELlevator \
“|N THE HEART OF THE DURUM BELT"

LR

speeds up 1o 180 coartons per minute
utilizing a seven cup volumetric filler.
Model B-10 will hundle n carton size up
to 5'2 by 2'a by 8 inches ot speeds up
to 225 cartons per minute utilizing
ten cup volumetric filler.

Products successfully packoged on
this equipment ore detergents,
bleaches, rice, beans, candies, fertilizers,
mucaroni and many other free Nowing
products.

Triungle display will be at Booth 745.
Clybourn will show in Booth 625.

Dumuu BiwikiON
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Rossottl Lithograph Corp., packaging

‘ producers with executive offices at

North Bergen, N.J., will show a new
line of heat-seal equipment at the forth-

1 coming Packaging Machinery Show in

. Chicago. Called the Rossotti Econ-o-

mate line, Series B, these carion sealers

; are adjustable, low-cost units which
" seal cartons on which hot-melt ad-

hesive has been pre-applied in the car-

' ton producer’s plant. This eliminates

, the need for glue pots in .18 food

manufacturer's packaging line, with its

; attendant admixture of glue odors with

' food. Also eliminated is the make-

ready and clean-up time by the food
packer which Is normally required
with other carfon sealers.

Tests have indicated that the Econ-o-
mate line delivers a fiber-tearing bond
which will not pop under rough han-
dling in shipping, or storing, or at tem-
peratures.as low as —40°F.

The equipment is ideal for hand-
packed macaroni specialty items such
as lasagna, manicotti, glant shells, etc.
It is also being successfully used by
packers of frozen Itallan speclalty
foods, frozen macaroni or noodle din-
ners, meat speclalties, bacon, sausages,
ice cream, frozen baked goods, pizza,
froen foods, soft goods, small hardware
ltems, elc. where a securely sealed,
tamper- and pilfer-proof package is
desired.

Other features of the equipment
which appeal to marketers have been
that the Rossotti Econ-o-mate elimi-
nates an overwrap, thus saving on ma-
terials, labor, operating time, and over-
wrap storage. The equipment needs
only one man to operate as well as
tend to the upkeep and changeover,
the supplier indicates. It has also been
called a time-saver because conver-
slons of different size packages can be
made in minutes. The compact size of

52

Ressott] Econ-O-Mate, Series B, Corton Sealer

' Heat Seal Equipment

the equipment also enables packers to
tave valuable floor area.

The Rossotti line Includes manual
and automatic models, the former be-
ing only 44" long and the latter only
60", Each operates on 80# PSI air pres-
sure, and uses 110V, 60 C. current.
Special fratures include adjustable
plows and adjustable compression
chamber pressure bars, Each model is
portable,

The standard manual model can seal
up to 28 packages per minute. The
automatic model can seal up to 38
packages per minute. Adjustment
ranges for the manual are height: %"
to 2"; length: 34" to 15"; width up to
8", The adjustment range for the auto-
matic is the same in the height and
width. In the length the adjustment
range is 6%1” to 15", Changeover time
for each is a matter of minutes with no
change paris required.

The machines are greatly appreci-
ated for their compact size. Their di-
mensions are as follows: For the man-
ual, 12" H x 44" L x 26" W, Welght 00
1bs. For the automatic, 52" H x 60" L
x 30" W. Welght is 800 lbs. Optional
equipment for each includes code dater,
embossing type, 11 digits; code dater
inker; top mounted carton timer and
ejector, In addition, the manual has an
air filter and lubricator as optional
equipment.

Some one hundred installations have
been made of the Rossotti Econ-o-mate,
Series A, equipment nationally in the
past months. The list of food packers
and manufacturers using this equip-
ment is available on request.

Long-Cut Drying
Goes Continuous

Food Engineering Magazine for July
had a story on how V. La Rosa & Sons,
Inc., engaged the DeFranciscl Machine
Corp. to deliver and install a long-cut

dryer according to specified require-

ments. Installed at their Danielson,
Connecticut, plant it has been so suc-
cessful that five more units have been
ordered.

The recent development of the stick
accumulator makes this type of equip-
ment attractive. It is now possible 1o
store the sticks loaded with product for
a period of 20 hours, thus enabling the
entire  24-hour production to b2
stripped, cut, and packed in an 8-hourg
shift in the packaging room.

The Food Engineering article tells
about the composition of the line and
how the equipment operates. Among
the advaniageous it points out are the
following:

Better sanitation. When empty for
cleaning, the dryer is completely open
so that every part Is readily accessible.

Easler maintenance. Construction s
rugged and simple, thus reducing
maintenance cost and downtime,

Reduced handling. Stick und truck
handling have been eliminated since
there is no movement from preliminary
dryer to batch dryers and back again
to the stripper and cutter.

Minimum space. About 50% less floor
space is required in this continuous
process.

Greater output. At a rate of 1500 lbs.
per hour, the output has been practical-
ly doubled compared with the old batch
process,

Improved product quality, Product
from continuous drying is smoother,
has better color, Is free of white specks.
Because of more uccurate temperature
and humidity controls the product does
not check.

Less product loss. Automatic opera-
tion with greatly reduced handling has
resulted in far less scrap than in pre-
vious method.

Ease of operation. Since the equip-
ment is not complex, operators can be
trained quite easily, thereby increasing
efficlency of labor,

Pyl A

AN T

by T A

L OOUNGT
— _,.\~xk\\

Sign of the times: Marciun of Molatore's
Restourant, Klomath Folls, Oregon reflects

popular sentiments of many,
THE MACARONI JOURNAL

Heaters Help Drying

The Kilbury Manufacturing Company
of Lawndale, California, reports satis-
faction of Anthony Macaroni Company
of Los Angeles, in using their heaters in
connection with the drying of macaroni
products.

Anthony management reporls that as
the spaghetti leaves the press and
spreader, it enters a preliminary dryer
which is heated by two 50,000 BTU Kil-
bury hcaters and four 20-inch fans run-
ning 1800 RPM. The purpose of the pre-
liminary dryer is to dry the product
from 33 per cent molsture 1o 28 per cent.
The thermostat setting is at 105 degrees
with the humidity setting of 87 per cant,

On leaving the preliminary dryer, the
product enters the semi-finish, which is
also heated by two Kilbury heaters with
a heat setting at B0 degrees and humid-
ity at 78 per cent, This dries the product
fo 22 per cent molsture. Finish drying
utilizes the heaters again with the heat
seiling at 85 degrees. Drying rooms hold
approximaely 4,500 pounds, utilize three
20-inch fans running at 1800 RPM.

The drying process takes approxi-
mately 27 hours for most of Anthony's
products, Cut goods run in about 24
hours. Dryers are in constant use and
handle approximately 1,000 pounds per
hour,

Utilizatlon of the heaters has been

this...

can
solve

Wallace
&

Tiernan
team...

VITAMIN
ASSAY
PROBLEMS!

s s bt T ST e ey

Two continuous dryers, preliminary and semi-finish, each equipped with two 50,000 BTU
Kilbury Heaters, installed ot Anthony Macaroni Company, Los Angeles, California.

Instrumental in cutting drying time
from about 72 hours to 24,

New Products

General Foods Corp. has introduced
Minuie Salad Macaroni to markets in
Connecticut, Ohlo and Arizona. They

state the product requires no cooking.
For salads, the product is ready by
merely adding hot tap water. For soup,
it can be mixed directly from the car-
ton. Other items in the line include
elbow macaroni, shell macaroni, bite-
size spaghetti and egg noodles.
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REPRINTS
AVAILABLE

at a dime a copy
or six for fifty cents.

Package Planners.
. Modern Materials Handling.
. Obituary for Gross Profits,

Chart for

The Wallace & Tiernan NA Feeder Is designed to give
accurate metering of the small quantities needed for
enrichment additives.

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

*"N-Richment-A"® gives you a uniform and dependable
enrichment material. With NRA and an NA Feeder,
Yyou're sure of correct vitamin assays every time,
This Wallace & Tiernan team, from flour-treatment
speclalists, has proved itself in mills for over 20 years.,
Information from any WAT office or Dept, N-155.53.

WALLACE & TIERNAN INC.
B8 WA STREST, BELLEVILLE, NIW JIRBEY 81188

OcroBer, 1965
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2
3
4. The Changing Art of Packaging.
5
6

P.0. Box 336, Palatine, lllinois 60067

. Pattern for Success in Business.

. Improved Method for
Testing Macaroni Products,

Send your check with order to

the MACARONI JOURNAL
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Company plant in Omoho, Nebraska,

' New from
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M' the Industry’'s finest

4| long goods

Mew BUHLER long goods dryer Installed at the new Skinner Macaroni

@ sonitary off-the-floor construction
prevents condensatlon on the floor
underneath and allows for easy
cleaning.

@ Now positive-contral stick eleva-
tor with special stick guides prevent
rolling or slipping of long goods
in transfer.

@ Swirg-out panels make Inspec-
tian oud cleaning easy.

Control center for dryer line ot Skinner Macaroni Company.

@ Centralized control pansls con-
toln unique climate control systems
which allow the product fo set ils
own drylng temperature according
1o Its water relense capability, and
also oll electrical controls.

@ Positive air circvlation produces
uniform controlled drying.

@ New design poneling with spe-
cia! thick insulation stops heat and
vapor.

B e

Fint Finlshing Diyer -
‘;;r.. "Mwm?nnlh"
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Specially designed
to produce Ilong
goods of finest

QUALITY

o S s A

Here is a long goods dryer that features the
latest techniques and developments in the in-
dustry, Ultra modern and fully automatic,
this new dryer was designed from the begin-
ning with the quality of the long goods prod-
uct in mind, Precise control of temperature,
humidity, and air circulation insure the even
and thorough drying necessary to producing
uniform and sturdy long goods.

Custom-engineered. Buhler long goods dry-
ers are custom-engincered to fit your floor
space requirements and can be adapted to
handle stick lengths from 54 to 80 inches with
capacities up to 1500 pounds of long goods
per hour, The entire long goods line need not
be installed end-to-end. If floor space does
not permit it is possible to arrange the vari-
ous units side-by-side or on different floors.

Pre-dryer. Drying of the product begins im-
mediately at the entrance to the pre-dryer to
prevent slretching of the long goods on the
drying sticks, The Buhler “Mammoth” pre-
dryer handles up to 1500 pounds of long goods
per hour and can reduce moisture by 10%.

You can also improve your present drying

Complete

New positive-control stick elevator. This new
stick elevator is an exclusive Buhler feature.
The sticks are actually picked up by special
stick guides which contral them positively in
transfer. Unlike conventional stick eclevator
chain devices, these guided sticks can't roll or
slide from the chain at the transfor point to
the drying tiers, thus practieally eliminating
mechanical breakdowns.

Swing-out panels for easy access. Individual
panels on each of the dryer unils swing out
to provide quick and simple cleaning or in-
spection. It takes only seconds to get at the
interior of the dryer. The panel swings out
far enough to give sufficient room for clenn-
ing and maintenance equipment.

operation by inslalling a Buhler pre-dryer in
your present production line.

Inquire now. If you are interested in produc-
ing the finest quality lorg goods while at the
same lime increasing the efliciency of your
operation, call or write BUHLER today.

BUHLER CORPORATION, B925 Wayzata Blvd.
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Bales Offite: New Yoik City, 230 Park Avenue. Phone:
MUrray Hill P-5448
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WAY BACK

WHEN

40 Years Ago

e An editorlal was written on fight-
ing waste, It said that waste in raw
materials which occurs in almost every
plant can and has been reduced be-
cause such waste s easily discernable.
Buslness practices that might not be so
discernable included: price cutting, ar-
tificial coloring, ridiculous deals, mis-
representation on labels, and dumping
to demoralize the market. A Vigilance
Committee was being considered to
glve a word to the wise when such
practices were reporied.

e At a Board of Directors meeting
of NNMM.A. in Chicago, Dr. B. R.
Jacobs was appointed Washington rep-
resentative and urged to work on the
revised definitions and standards of
macaroni products as modified by the
joint committee on definitions and
standards,

e The Board also concerned itself
with attitudes toward tarift revision
and unanimously voted the prohibition
of artificial color in products manufac-
tured in this country and imported
from abroad,

e A testimonial t» macaroni as a
good flling food was made by Douglas
Griesemer, Director of Public Informa-
tion ,the American Red Cross, follow-
ing the Santa Barbara earthquake.

@ The U.S. Department of Agricul-
ture reported a total of more than four
million bushels of wheat imported into
bonded mills for grinding into flour for
export in the first three quarlers o.
1825,

30 Years Ago

e Within an appreciable improve-
ment in the general business condi-
tions of the country there was a notice-
able consumer irend toward betler
grade products this was particularly in
foods the editor noted.

@ The hest spaghetti may be spoiled
by a poor sauce. Food authority Judith
Wilson gave recipes for Sauce Genoese
and Quick Sauce for Spaghettl, Maca-
roni and Egg Noodles—the energy trio.

e The Bureau of Chemistry issued a
regulatory announcement entitled “Use
of Artificial Color in Alimentary
Paste". It stated that “a food product is
adulterated if it be mixed, colored,
powdered, coated, or stained in a man-
ner whereby inferiority is concealed.”

e Congressional  investigation of
foods, food dealers and manufaclurers,
and the emphasis placed on quality as
they concern the production and sale

of sub-standard or adulterated products
caused quite a stir in the offices of the
Pennsylvania State Buresu of Foods
and Chemistry. As a result more than
three score dealers in various parts of
the state were ordered prosecuted as
violators of the state or federal food
laws, or both, In additlon many of the
ynanufacturer’s were charged with sell-
ing short welghted packages, among
them were several chain stores.

20 Years Ago

¢ The Quartermaster Corps reported
that G.I. Joe ate well and wasted little
in the best fed army in history.

® Post war planning estimates indi-
cated that between ten to fifteen mil-
lion dollars would be spent during
1046-47 by the three hundred firms
manufacturing macaroni and noodle
products. The sum was to be invested
in post-war factories, re-modeling, mod-
ernization and replacement of equip-
ment.

® President C. W. Wolle appointed a
Package Committee to work with the
War Foods Administration on defini-
tions of slack filled packaging.

® The government subsidy on durum
wheat was increased 7¢ a bushel and
durum millers claimed that this would
ense a tight price situation which had
existed for some {ime and would en-
able them to start accepting orders for
semolina. Mills were booked solidly for
120 days.

® With war time travel forbidden,
the 1945 convention was definitely
called off and macatonl manufacturer’s
were alerted to plan on attending the
grocery trade confeicnce at the start of
the year and the canners’ convention
scheduled for the first week in Febru-
ary.

10 Years Ago

e National Macaroni Week was set
for October 20-20th. Spaghetti and
meat balls appeared in Look magazine
as one of America's favorite foods.

® In a clip sheet going to food edi-
tors of every newspaper in the country,
Macaroni Week was heralded as offer-
ing a wide variety for budget menus.

® The William Underwood Company
of Watertown, Massachusetis adver-
tised and promoted egg noodles with
deviled ham. Deviled noodle ring took
on a zisty zip with the deviled ham
served with buttered peas and bread
sticks.

FOR SALE—90 Heavy Duty Platform Skids,
4Bx30, B% ln:hnsmlnh. Steel bound all
around. Box 228, Macaronl Journal, Pala-
tine, Il

WANTED

New or Used Macaroni Trays
for drying short cut macaroni,
etc. WRITE:

PRINCE MACARONI
MFG. CO.

Prince Avenue, Lowell, Mass.
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® “Add ten years o your life,"" wrote
Gaynor Maddox, syndicated colummst
of Newspaper Enterprises Assoclation,
“by keeping your weight at the proper
level” He recommended ellminating
snacks when you know there is a big
dinner schedule for the evening. Occa~
sional and violent exercise only stirs
up a big appetite and wrecks good
intentions.

® A Du Pont survey of supermarket
shopping habits showed that 61.7% of
all sales of macaroni products wcre
made on Impulse, Only 18.1% sales
were planned for a specific item of
brand.

THE MACARONI JOURNAL

Does it REALLY
Pay to Stretch it?

Of course. No businessman worth his
monthly stipend denles that it's smart eco-
nomics to get the most out of every dollar
spent. But like all things, it’s not only what you
do, but how you do it. Get the most out of every
dollar, sure, but be careful not to stretch so
far that you forget what you're buying in the
first place,

At USPL we stretch dollars—your dollars—
to deliver as much as possible for every dollar

spent on packaging and advertising materials,
But we never lose sight of the fact that our
customers need high quality packaging to stay
ahead in the battle of the grocery shelves. This
is why we have a satisfied selection of cus-
tomers who get more and sell more with pack-
aging by USPL.
May we help with your next packaging prob-
lem? We have offices in 21 cities coast to coast
and one is near you,
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Our only interest is tO serve you
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and to provide you with

the finest quality ingredients
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