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FORECAST -

INETEEN SIXTY-FIVE was a good

year for macaronl sales. There

was an adequate supply of quality raw

materia's, potatoes were short and meat
prices were high.

Though the disastrous harvest took
o heavy toll of sprout damaged grain
from the lush prospects prior to Labor
Day, there is still an adequate supply
of quality raw malerial if the sprout
damaged durum goes into feed chan-
nels rather than into the mill grind. The
economics of growers trying to work
out of severe losses from damaged du-
rum and the fact that millers had book-
ed heavily for contraots before the dis-
aster occurred created a shortage of
good durum coming to market during
the lote fall months. At the Durum
Show the attitude seemed to be, “the
market will work the situation out."

Government Sells Wheat

The Administration’s concern with
rising food costs, and for bread In par-
ticular, was expressed in an announce-
ment late Tuesday before Thanksgiv-
ing that it was selling high quality
bread wheat from Government stocks.
The Commodity Credit Corporation of-
fered hard red spring wheat with 18
per cent or more protein content, and
hard red winter wheat of 13 per cent or
more protein content, at the current
market price or at 108 per cent of what
the Government support price plus car-
rylng charges were, whichever was
higher. Flour mills reduced spring
wheat bakery flour by ten cents a hun-
dredwelght as cash prices for high pro-
tein wheat slumped as much as seven
cents a bushel and wheat futures fell
four cents.

Immediate Reactions

Charles Shuman, president of the
American Farm Bureau Federation, de-
clared: “The Government's announced
plan to sell surplus stocks of wheat on
the market is merely a continuation of
a dumping policy that feed graln and
wheat producers have been subjected to
over the last four years—the Admin-
istration appears determined to reduce
farm income in the marketplace.”

Bread bakers said they could not per-
celve any immediate impact on their
operations, Ward Foods, Inc., said its
recent increases of a half cent to a cent
o pound reflected both incrensed flour
costs and higher labor costs, hinting
that it would not be in any rush to roll
back recent price Increases.

George Shea of the Wall Street Jour-
nal wrote: “Now that the Government
is increasingly interfering with prices
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of all kinds, the true basic price trend
in the U.S, as opposed to the man-
aged trend, s getting harder to discern.
Nevertheless, available indications are
that the general trend is still mixed,
rather than strongly up or down, except
for the price of human work, which is
moving strongly upward.

Aluminum Comparison

“The difference between the true
trend and the managed trend may be
appreclated by comparing the cases of
aluminum and wheat. In aluminum, de-
fense needs are rising and total con-
sumption appears to be straining ca-
pacity. Thus, while the current price
of 245 cents a pound is exactly the
same as a year ago, it is clear that it s
because a recent attempted price boost
has been rolled back by Government
pressure. In a wholly free market,
aluminum would probably rise and at
worst would hold steady. It certainly
would not go down.

“But in wheat the situation is more
uncertain. The quality wheat the Gov-
ernment is offering to sell has lately
commanded a premium of 14 to 20
cents a bushel over ordinary wheat,
as against a year-earlier spread of four
to six cents. And flour prices are 30
or more cents a hundredweight over a
year ago. But ordinary wheat is down
from & year ago, and was down already
before the Government's offerings were
made. Also down from 1964 were the
prices of several other grains.”

What's Ahead

What's ahead? Certalnly change. The
fact that there is a population explosion
is well known. But the composition of
U.8. households is changing, according
to the Bureau of Census, The prime
home-buying group — husband-wife
households headed by men aged 30 1o
44 years—has declined in recent years.
In 1863 this group numbered 14.7 mil.
lion. But by spring of 1865 its ranks had
dwindled by a half millien.

There has been a 14 per cent gain of
1,155,000 households among unrelated
individuals over the past two years.
This was more than two-thirds of the
total increase in households during the
period and includes single, widowed or
divorced individuals living alone or
with others in the same status,

The most striking change in non-
family households coming up is the
sharp increase in youngsters setting up
housekeeping on their own. In only
one year between March 1964 and

March 1865, young single's households_

jumped 150,000, or nearly 23 per cent.

But this group still comprises less than
nine per cent of non-family households.

Markets Change

As the population changes, markets
change. The impact of new products is
well known. The relative usage of prod-
ucts in the Los Angeles marketing area
for the past ten years has recently been
documented by the Los Angeles Times.
It shows that the percentage of homes
stocking any brand of dry macaronl and
spaghetti has remained very uniform
In a narrow range of 62 to 66 per cent.
Meanwhile, potato chips have increased
from 25 per cent to about 32 per cent.
Dry packaged potatoes first appeared in
the Los Angeles Times inventory in
1980, Twenty to 21 per cent of the
homes siocked this product. Another
new product category was canned and
dried spaghettl sauce, first appearing
in 1861, Sixteen to 18 per cent of the
households had these produ:ts on the
pantry shelves.

Canned soup has showr a slow but
steady rise from 74 per c.nt to B2 per
cent of households havirg the product
in the pantry. Dry soups nave fluctuated
greatly from 18 per cen: to 40 per cent,
where they currently :land.

Without a doubt, the new conveni-
ence forms of macaroni products,
whether canned, frezen, or in combina-
tion dinners, hes broadened the base
of maceranl usage in the past ten years.
Toial industry production is up some
2 per cent in that period immediately
following the rust years of the early
'50's and posting about an eight per
cent increase in 1065,

Ten Years Hence

Where {1l we be ten years hence?
This is the subject matter for discus-
sions planned for the Winter Meeting
of the National Macaroni Manufactur-
ers Association at the Hotel Diplomat,
Hollywood, Florida, January 17-18-19.
The agenda for the program is on the
focing page. :
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National Macaroni Manufacturers Association Winter Meeting
Hotel Diplomat, Hollywood, Florida
FORECAST FOR 1966 AND THE DECADE AHEAD

MONDAY, JANUARY 17
8:15 am

Registration and Assembly
Les Ambassadeurs, Diplomat East,

8:30 am,
First General Session opens with breakfast.

Welcome by President Fred Spadafora.

2 Years, 39 Doys, and 60 Seconds’
Film by CBS-TV and the Television Bureou of
Advertising on advertised food brands.

A Look Ahead"

Panel presentations to be followed with round-table dis-
cussions on the outlook for 1966 and the next decade
for packaged macaroni, canned, frozen, and combina-
tion dinners.

12:00 noon—Luncheon Adjournment

7:00 to 8:00 p.m.
Suppliers’ Social in Convention Hall foyer,

8:00 1P.m.
The Traditional Rossotti SEaghetli Buffet for Conven-
o

tion Registrants hosted by Rossotti Lithograph Corpora-
tion in Convention Hall A,

TUESDAY, JANUARY 18

8:15 a.m.
Registration and Assembly
Les Ambassadeurs, Diplomat East.

8:30 a.m.
Second General Session opens with breakfast.

WALTER R. BARRY, JR,
Marksting Maneger
Batty Crocker Cassercley

JANUARY, 1966
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“"What to Do to Meet the Future”

By George N. Kahn, consultant in marketing

and selling.

“Keep It Legal"

By Harold T. Halfpennr, of Halfpenny, Hahn & Ryan,
NMMA general counsel,

12:00 noon—Luncheon Adjournment
WEDNESDAY, JANUARY 19
8:15 a.m.,

Registration and Assembly
Les Ambassadeurs, Diplomat East.

8:30 a.m,
Third General Session opens with breakfast.

“Macaroni in Hotels, Restaurants and Institutions”
By H. Howard Lampman, executive director, Durum
Wheat Institute.

“Plans for Product Promotion”

By Theodore R. Sills, National Macaroni Institute pub-
lic relations counsel.

12:00 noon—Luncheon Adjournment

7:00 to 8:00 p.m.

Supr)liers‘ Social in the Calcutta Room,

Diplomat Country Club.

8:00 Fu; ’

The Association Dinner-Dance with music by Van
Smith’s Orchestra.

THURSDAY, JANUARY 19
9:00 a.m,
Board of Directors Meetln? to review budgets and pol-
icy in the Card Room, Diplomat West. Adjournment in
time for afternoon checkout,

HAROLD T. HALFPENNY
Partner, Halfpenny, Hohn & Ryon




L]

- e SR AT
wl s inasiiur i

DEMACO’S
LONG GCOODS

CONTINUOUS LINE

AIAERICA’S
MOST WANTED and
MOST PURCHASED

Come See Why

DER 1ﬂC0 De FRANcIsScI MACHINE CORPORATION

W R tati e' HOSKINS COMPANY . 46.45 METROPOLITAN AVENUE, BRODKLYN, N.Y. 11237, U.S.A.
estern Representative:

P.0. BOX 112 & LIBERTYVILLE, ILLINOIS, U.S.A. ® TELEPHONE: 312-362-1031 CABLE: DEMACOMAC PHONE: 212-386.9880
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1966-Another Good Year for Business in the U.S.

by Murray Shields, Chairman, Mackay-Shislds Economics, Inc. ot the
57th Annual Mesting of the Grocery Manufacturers of America

The year 1866 should be a period
marked by further expansion to new
highs in the conventional measures of
economic activily. The year-to-year
gains may well turn out to be some-
what smaller than has been the case
for the past few years, but any gain
at all will be quite an achievement for
the sixth year of rising business.

The present position is impressively
strong. The flow of new orders is com-
fortable, order backlogs are handsome,
the volume of enquiries for new busi-
ness has soared, capital appropriations
are exceedingly high, the spending an-
ticipation surveys show that families
are planning to keep their level of pur-
chases high, non-defense expenditures
by all levels of government are climb-
ing and, with a war on, Federal military
outlays cannot help but rise conse-
quentlially,

1t is, therefore, understandable that it
is the virtually unanimous view of ec-
onomists, bankers, businessmen, and
government officials that another good
year is in the bag. Even though unani-
mity is less than reassuring in economic
forecasting, the argument seems to be
convinelng that 1968 will be another
banner year for U.S. business.

Record GNP

In 1966 manufacturers sales should
cross $500 billions for the first time and
retail sales will be at the $300 billions
per annum level before the year is out.
The significance of these two figures s
not generally appreciated. Manufactur-
ers sales in 1066 wiil be about 2 timvs
the entire Gross Nutional Product of the
U.S.S.R., almost 5 times the total GNP
of West Germany or the UK, and about
equal to the Gross National Product of
all of Western Europe.

Our Gross National Product should,
by the fourth quarter of 1866, be runn-
ing at an annual rate of $725 billions.
The increase of $38 billions in our Gross
Natlonal Product for this one year a-
lone will equal the total Gross National
Product of the Netherlands, Belgium,
and Spain combined, or approximately
equal to the GNP of Canada.

Projeciions

Our projections are that totsl Person--

al Consumption Expenditures vill rise
from $427 billlons this year to $448 bil-
lions in 1966 with durables rising mod-
eralely, non-durables rising from $188
to $198 billions and services reaching
$186 billions next year versus $175 bil-

lions this year,

Industrial production now hovering
at 144 percent of the 1857-59 base seems
likely in 1866 to average out at 148 with
index touching 160 before the year is
out.

Technological Economy

The really reassuring factor is that
the driving force operatlve in our econ-
omy is technological rather than cy-
clical. We have invested $140 billions
in research and development Auring the
past decade — a figure which is greater
than today's total Gross Nationol Pro-
duct for every one of the nations of the
world except the US.SR.

As a result of this unprecedented in-
vestment in the future, we are now In
the application phase of the "new tech-
nological revolution,” i.e. we are moving
the revolutionary new technology from
our laboratories onto the assembly lines
of industry. This is a highly stimulative
process:

¢ It requires lavish expenditures on
plant and equipment in order for
business to take advantage of the
new technology. We know from
history that such expenditures are
the most stimulative figutes in our
economic spectrum. In 1966, our
plant and equipment outlays should
be close to $55 billions. They have
risen every year since "961 and will
have recorded an increase of 60%

in the period from 1061 through

1866,

® It has brought a great leap forward
in productivity, which has enabled
us to absorb quite large increases
in wage costs without getting our
international prices competitively
out of line, and

® 1t has brought into the reslm of ec-
onomic reality a long list of new
industries of the present and fu-
ture, among which may be listed
color TV, space, supersonlc air
transport, alr cargo, containeriza-
tion, the gas turbine, plastics, new
fibers and the computer. But, the
vitally important fact is that no
U.S. industry is Immune from the
new stimulative technology.
Changes—and changes mainly for
the good—represent the order of
the day in every nook and corner
of our economic life,

Government Policy

It was fortunate indeed, that just at
the time U.S. manufacturing, trans-
poriation, communlcation, distribution,
mining and agriculture were faced with
the opportunity to make fundamental
and far reaching improvements in tech-
nology, President Johnson made two
vital changes in government policy:

® First, he arranged a rapprochement

between the two sectors, without
the cooperation of which full pros-
perity is Impossible; and

® Second, he shifted the direction of

government fiscal policy toward
more tax incentives to help induce
business to develop technology to
the {ull, and to expand markets for
the new and improved producis of
the greatest technological revolu-
tion of all time.

Impressive Resulis

The results are impressive. All of our
measurers of economic well being have
shown a spectacular and sustained raise,
capable in time of eliminating unem.
ployment as a blemish on our record and
insuring that the Communist attempt to
outdistance us will be an abject failure,
Furthermore, we are not likely to ex-
perience the customary cyclical dis-
turbances in our economy when we are
engaged in .. great technological leap
forward,

With a-handsome rate of growth vir-
{ually certain as long as the technologi-
cal thrust Is present, we still must face
a formidable problem In our Interna-
tional balance of payments. This prob-

(Continued on page 32)
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Industry Meetings

:; OME seventy macaroni manufactur-
W crs and suppliers met at New
York's Biltmore Hotel for a luncheon
mecting on November 11, This was two
days following the blackoul in the
nurtheast. The lights were on but elee-
tie power was stll a topie of conver-
sation
Product Promotion

Marian Laylin of Theodore R. Sills &
Company displayed clippings from
newspipers and  magazines showing
tremendous press support for National
Macaroni Week. She unnounced the
availublity of o how-to-du-it kit for
fund raising dinners of spaghetti, maca-
roni or egg noodles for National Maca-
roni Institute members, and a Macanny
kit of Christmas fun using macaroni
shapes dyed with Rit as handicraft mat-
erials for ornimentation.

Larry Knight of the Durum Wheat
Institute reported the launching of the
Hotel-Restaurant-Institutions  program
jointly supported by the millers, the
National Macaroni Institute and the
North Dakota State Wheat Commission.
Mrs. Beverly G. Anderson of Rolla,
North Dakota, a 1949 graduate in home
ceonomics from North Dakota  State
University is serving as director of this
new promotional program.

An informational film for restaurant-
eurs and food service supervisors in hos-
pitals, institutions and schools 15 being
prepured. The movie will also be avail-
able to colleges and institutions training
supervisury personnel for the food ser-
vice industry. Plans call for previewing
the film in January.

Bob Green displayed advertising and
point-of-sale materials 1o he used by
the American Dairy Assoviation in thew
pramotion of Merry Meals with Kid
Appen) from  Junuary through April.
Advertising in the January issuce of
Family Cirele shows full color illustra-
tions for three meals: breakfast, lunch
and dinner. Pepper Steak with Cheddar

Jim Winston presents plaque to
President Fred Spadafora

Noodles is the entre’ for dinner. Circula-
tion runs 7,500,000. As of November 1,
ADA had orders for 48,000 display Kits
selling at $1 each which means at least
48,000 supermarkets will put up posters
and over-the-wire hangers showing the
basic four food groups. The section
showing cereals pictures a half dozen
macaroni shapes

Indusiry Matters

Fred Mueller reported on proceedings
of the Grocery Manufucturers of Am-
crica convention (stories start on puge
14). His comments were supplemented
by GMA board member Lloyd Skinner.

Martin E. Coughlin, director of traf-
fic for Thomas J. Lipton, Inc. suid he
was appilled at the lack of knowledge
on traffic motters in the macaroni in-
dustry - o tremendous cost fuctor. Ap-
purently very few were aware of the
impact of proposals made by the motor
freight carriers recently: they would
have increased tuniffs on noodle pro-
ducts with a density of less than twelve
pounds per cubic foot sume 42 percent.
Prompt action provided for a hearing
by NMMA representatives and the ac-
toin has been forestalled, at least for the
time being. Mr. Coughlin emphasized
the need for constunt work in this area

James J. Winston observed there was
little interest in Food & Drug Admims-
tration proposals to amend stundards of
identity to delete the use of Vitumin D
in macaroni products, as no one did so
anyway. There have been some letters
on hearings to be held for the inclusion
of nonfat milk solids and carrageenan
(o seaweed derivitive). Questions were
asked concerning salmonella in noodle
products. Mr. Winston counseled con-
stant surveillanee of egg supplies, pro-
duction methods and sanitation  con-
trols, and records to substantiote Jhese
controls.

Ray Wentzel, chairman of the Durum
Wheat Institute, noted that sprout- dam-
aged durum wias a cause of concern for
growers. millers and macaroni manu.
facturers. He stated that contracts made
at the end of August were at levels low-
er than can be met now that the disas-
trous harvest has been experienced,
and there will be severe losses to the
millers. Pre-rain durum is being held by
growers with plenty of storage for better
prices and hopes of inereased expont
business.

Evening Social

The following suppliers entertained
at dinner at the New York Rifle Club

Amber Milling Division, GTA

Ambrette Machinery Corp.

Clermont Machine Corp.

DeFranciscl Machine Corp

International Milling Co.

Henningsen Foods, Inc,

D. Maldari & Sons, Inc.

North Dakota Mill & Elevator

Peavey Co. Flour Mills

S. Campanella Sons
A good time was had by all

President Fred Spadafora
Honored
A testimonial dinner was given by the
manufacturers and suppliers in the Los
Angeles area at the Statler Hiltor Hotel
(Continued on page 36)

AT THE 1OS ANGELES MEETING

Bob Wiltiam, Marvin Pearlman. Emil Spedatera, Ed DeRocco, Pete
vegming, Ed Lezzanm. Jim Winstcn at the end of the table with
Lou Fusano, Dominick Costa, Lowe Fester, Jim Doyle, Teny De-

Lallis Sandy Bigvin, Al Katske.

10

Roy Lesa, Pat Gobriele, Mike Kearney, Eldon Kochler, Francis De-
Rezco, Voughan Gregor, at the end of the table, Fred Spadafora,
Roy Bogley, Louis Albcrto, Lindo D'Amico, Nick Karnion, Ed Min-

—

ni, Anthony Biszarn, Angelo Guido.,

Tur. Macaront Joursal

AT THE NEW YORK MEETING

Arcund the tables. clockwise -+tarting with man facing night
Upper lett Joseph P Pellegning, Lester Swanson, Ench Cohn, Bill
Brezden, Jerry McCarthy  Frank Fumagall Joe Scampace. Jobn
Amatu, Jue Viviano

Upper aght Larey Kimight Jim Barlow Ralph Maldar, Lloyd Skin
ner, Ed King, Jr, Ed King, 5 Charles Roscotn Martin Coughlhin
Bob Green, Jim Winston

Center left Sal Martato, John Disan, Clete Haney, Tem Samcola,
Alexander Frank, Paul Nermiylen, Melan Golbert, Vincenmt B La-
Rosa, Elinor Ehrman, Al Ravarino

Center right Horace P G oa Dovid F Wilion Robiert Cowen, Sr

Andy Rondello, Charles Moulton, Lows J Comigho, Lous A Vivi
ano, Sam Arena, Faust Falconi, Renato Baloss

Lewer left: Lecnard DeFranciscr Walter Villaume, Dick Vessels,
Don Knutsen, Raymond Guernise, Frank Prme. Covid Wilson, Fred
Mueller, Ed Toner, Manion Laylin

Lower night Robert Cowen, Jr, Vincent Gragnanu, Robiert Simon-
etty, John Rogqers, Gene Kuhn, C© R Shaw, Jim Atlleck, Ray Went-
zel, Luke Narano, Lows A Veaano, e

Jasuany, 19600

Diomvrick Pt
John Totwa  daph Petn

Roger DiPasca John Zetega, Jr o Louns Gala
allo, Bernard Costionina Nick Risy
Juseph Giordarn
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To satisfy the requirements of the
modern macaroni industry’s technical
economic structure, Braibanti, always
ahead in the construction of macaroni
equipment, has created the first big
output automatic lines:

' 24 tons daily of short goods r S

17 tons daily of long goods

kol Lo dlamb bl nralil SR et e ™ ik i ek T

COBRA L
AUTOMATIC PRESS
WITH A DOUBLE
SPREADER MOD. B
FOR THE
PRODUCTION OF
ALL THE LONG
GOODS SHAPES.
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George Koch Elected
President of GMA

George W. Koch was elected presi-
dent and chiel executive officer of
Grocery Manufacturers of America, Inc.
effective January 1, 1966, at the Annual
Meeling of the GMA Board of Direc-
tors,

At lts session at the conclusion of
GMA's 57th Annual Meeting, the board
of directors honored Paul S. Willis,
who has served as president and chiefl
executive officer of GMA for 34 years
with the title of president emeritus in
recognition of his valuable service to
GMA and the food industry. This is
the first honorary position ever estab.
lished at GMA. Mr. Willis was also
named an honorary member of the GMA
board of directors,

From Cincinnati

The 39 year old Mr. Koch who is a
lawyer comes 10 the GMA presidency
from Scars, Roebuck and Company.
Since 1850 he has been its director of
federal affairs, headquartered in Wash-
ington.

A native of Cincinnati, Mr. Koch is a
graduate of the University of Cincinnati
where he received his law degree In
1050. He served in the city attorney's
office in the Cincinnati city govern-
ment until 1954 when he joined the
Ohlo State Council of Retail Merchants,
n port of the American Retail Federa-
tion, which represents major retail
chains and independents in Ohio. When
he left It to join Sears, Roebuck and
Company, he was associate director.
Mr. Koch Is married and has five
children.

Paul 5, Willis
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Paul Willis Honored

Mr. Lec Bickmore, chairman of the
board, made the announcement of Mr.
Koch's election at the GMA Annual
Banquet. He also said that Mr. Willis
will continue to be active in the Food
for Peace Program where he serves as
chairman of the Food for Peace Council
and with the International Trade Fairs
sponsored by the U, S. Department of
Agriculture.

At the banquet, Mr. Bickmore pre-
sented Mr. Willis with a scroll from the
GMA board of directors and members
in recognition of and appreciation for
his years of dedication and servize. It
also was announced that the board of
directors voted to give $10,000 to the
Paul S. Willis Foundation. The founda-
tion has been established by Mr. Willis
as an instrument of future service to
the food industry. Mr. Willis has pro-
vided that the proceeds of his estate
will go to the Foundation,

In speaking of Mr. Willis, Mr. Bick-
more said, “Mr. Willis has uniquely and
skillfully represented this $86 billion
industry for thirty years, and all gro-
cery manufacturers, large and small,
feel a tremendous indebtedness to him
for his in defatigable efforts to achieve
harmony between the industry and the
whole environment in which il operates.
His role as President Emeritus will re-
tain all these skills and accumulated
wisdom at the service of the indusiry
through his capacity to provide advice
and counsel.”

The Right to Choose

Compelition provides the greatest as-
surance to American consumers that
they get the best value for their dollar,
Paul S. Willis president, Grocery Man-
ufacturers of America, Inc, told the
opening luncheon of the 57th Annual
Meeting of GMA,

This assurance is wrapped up in the
phrase, “The Right To Choose" which is
the real background of our free enter-
prise system, he said in his welcoming
address to exccutives of the nation's
leading food and grocery manufacturers
along with food retailers, wholesalers,
government officials, farm leaders and
others.

“We must constantly be alert to the
fact that there are always people who
advocate more and more government
controls of our industry. We must vig-
orously oppose any such proposals
which needlessly and harmfully re-
strict our freedom of operations of serv-
ing the public," he cautioned.

Grocery Manufacturers of America Meet

George W, Koch

“We have a long record of cooperal-
ing fully with our government in com-
plying with present laws which provide
ample public protection as it applies
to food and grocery products,” he said.

Serving the Consumer

Referring to the theme of the GMA
meeting, “Serving the Consumer Is
Qur Business,” Mr. Willis said that food
manufacturers can point with justified
pride to many ways in which they are
serving the consumer.

Manufacturers, he noted, have made
available a great abundance of food
products that are tasty, nutritious, dur-
able in color, flavor and texture and that
are dependable and safe. They come in
packages designed for convenient handl-
ing, cleanliness, safety and necessary
shelf and pantry life,

The continuing advances in food pro-
cessing have made seasonal and per-
ishable products available throughout
the country every day of the year he
observed.

Convenience foods have greatly im-
proved the level of nutritional quality
available to all persons and have help-
ed consumers to drastically reduce their
daily meal preparation time from 5%
1o 1'4 hours. These foods with the built-
in maid services along with labor
saving equipment and household pro-
ducts make it possible for 18 million
marricd women to hold full-time jobs,
and at the same time serve nutritious
meals and take care of their homes, Mr.
Willis reported.

“The uniformity of quality and de-
pendability of our producls gives assur-
ance to customers that they can buy
our brands with complete confidence,”
he stated.

“All of these things from whicl. con-
sumers benelit are wrapped up in to-

(Continued on page 16)
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Our Extrusion Dies have a built-in melody
that is contagious. Use one and soon you'll
hear your equipment hum, “Better results . ..
better results . . . better results, ..."

Want to learn the tune? Call us now.

D. MaLbaR! & Sons, InC.
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America’s Larges! Macoroni Die Makers Since 1903 - With Management Continvously Retained In Same Family

JANUARY, 1966




e

|
f
i
gt
|
t

The Right to Choose—
(Continued from page 14

day's grocery basket, which the ameri-
can people buy for a smaller share of
their Income than ever before. Accord-
ing to the U, 8. government, today’s
consumer pays less than 10¢ of each
after-tax dollar for food, which com-
pars with 26¢ just 15 years ago," he
said,

“When you evaluate all these ser-
vices from which consumers so grratly
benefit, this makes the charges :ume
politicians and professional critics make
about us reem so trivial, This Is espec-
ially so as it applies to criticisms about
fractional welights, for which there are
practical reasons, or why some pack-
ages are not full when opened — for
which there are also practical reasons,”
he said.

“1t's Up To You"

U. 5. Senator Roman L. Hruska of
Nebraska told the Grocery Manufactur-
ers of America that proposed legislation
to control packaging and labeling of
their products is “a bad bill—bad for
consumers, workers, businessmen and
the economy.”

The philosophy behind the legislation,
he sald, “is not based on competition.
It regards the consumer as the ward of
the government and not a very bright
ward, at that. It destroys the right of
the consumer to be the judge of his
needs.”

Present Laws Adequate

Present laws, Senator Hruska said,
are more than adequate to prevent
false misleading labeling and packaging.
If there is a fault, it lies in lax enforce-
ment.

The Senator said, “The bill is it-
self a classic case of mislabeling. Instead
of a measure o benefit the consumer,
ns It Is advertised, it is in fact merely
conformance with the preconceived no-
tions of the ‘more government’ theorists
who are fundamentally lacking in faith,
elther in the free enterprise system, or
in the ability of average Americans to
make thelr own decisions.”

On President’s "Must” List

President Johnson has placed the bill
on his “must” list for action In the sec-
ond session of the BOth Congress, be-
ginning In January, -

“There is every reason {o believe,”
Senator Hruska said, “that with Mr.
Johnson's spectacular ability to push
legislation through the congressional
mill, there will be a spirited effort to
win favorable actlon by the Senate
Commerce Committee, despite the fact
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Senater R, L. Hruske

that the Judiciary Committee, after ex-
tensive hearings, has refused to approve
it.

“This means we are in for another
fight. All of the resources of the one-
man government we have been witness-
ing in Washington these past several
months will be brought to bear. The fact
that for the 435 members of the House
and for 34 members of the Senate 1968
is an election year will not make easler
the task of defeating a bill being push-
ed by a President as skilled in the use
of political power as any in our history,”
he sald.

Defend Free Enterprise

Senator Hruska called on the grocery
industry leaders to toke n more active
role in defense of the free enterprise
system.

“That system is under attack today.
In the arena of our public life and
public opinion, there is under way a
conflict over its future. On the one
side are those who would maintain and
strengthen our free society, as the true
path toward complete realization of the
American Dream.

“On the other side are the forces who
advocate a philosophy of all-embracing
governmental action which would meet
every conceivable need — economic,
soclal, welfare, recreational, artistic,
perhaps even religlous, for all I can say
— through some kind of program in
the public sector.”

Food Marketing Commission

Senator Hruska, a member of the
National Commission of Food Market-
ing, told his listeners that after months
of hearings from all segments of the
food industry, “We have volumes of
testimony and a wide variety of opin-
fons and suggestions ranging from the

scrious recommendation that the indus-
try should be regulated as a public
utility to pleas that the government
leave the food business completely a-
lone."

He said that the 15 members of the
Commission — five from the Senate,
five from the House of Representatives
and five public members — will hold
several execuilve sessions beginning in
January, to chart the outlines of their
report, due July 1, 1866.

“We will seek to identify the forces
shaping the food industry, appralse the
policles needed to keep it efficlent and
with an acceptable diffusion of market
power, and make some recommenda-
tions that will stand the test of time.
Our goal is to make the study a land-
mark in its field."

National Commission of
Food Marketing

The inquiry into the food industry
by the National Commission of Food
Marketing may well lead to reforms in
regulation and may also influence the
manner in which present laws are car-
ried out, Prof. Charles Slater, Michigan
State University, stated at the GMA
meeting.

Professor Slater, who Is serving ns a
consultant to GMA on studies it is con-
ducting in connection with the Com-
mission, sketched the history of the
Commission and indicated ways in
which GMA is cooperating to help the
Commission do a better job.

“During he spring of this year, it
became Increasingly apparent that the
Commission, although possessing the
power of subpoena, and a capable staff,
lacked the time and some of the neces-
sary data to make full use of the man-
date for a positive program of study
that it had been given by Congress,”
Professor Slater said,

Executives of GMA member com-
panies became concerned that the Com-
mission would not be able to fully and
fairly execute its mandate unless the
food industries were more than passive-
ly cooperative with this endeavor, he

‘reported.

GMA Piiches In

As a result, GMA declded to pitch
in and help the Commission in every
way possible to provide access to every
bit of information felt necessary.

“The report of the Commission will, of
course, be entirely the decislon of the
Commission itself, It will be based upon
the hearings, the Information supplied
to the Commission by their own execu-
tive staff, and other information avail-
able to the Commission from public
and private sources. One cannot predict
nor is it even wise to speculate on the

(Continued on page 21)
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In the Tr. 56 pasta dries u e eing
discharped cools down thus achieving Its stabilization,

Drying is performed in 10 hours, while cooling takes
5 hours.

Moisture and temperature are any moment and
anywhere In the Tr. 56 the right ones for pasta
drying In those very moment and point.
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Start and end of operations (Monday & Saturday) are not a problem for the Tr.56.
It is not a problem to change pasta shape and size.

Pasta final molsture content can be programmed and checked with a precision
and accuracy which are impossible with other dryers.

Cleaning, control and maintenance are uiterly easy, for pasla can be seen and tou-
ched anywhere and the whole dryer can be disassembled in the twinkling of an eye.
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Food Marketing Commission—
(Continued from puge 16)
direction of the Commission, but it is
Lairly certain that the final report is-
sued by the Commission in June of next
vear will have an effect in the future
on the regulations governing the food

industry,” he added.

Noting that GMA now has o series
of studies underway, Professor Slater
suid, “Such a bold und positive attitude
toward industry regulation is not novel.
The temporary National Economic Com-
mission of 1939 and 1940 received con-
siderable industry support and was an
important basis for effective price con-
trol and war production control during
World War 11. All sincerely hope that
this inquiry into the food industry will
not serve as a basis for wartime regula-
tions, but ruther as a basis for improv-
ing the regulatory environment and the
pgovernment activities in  connection
with the food industry as the food in-
dustry changes and grows in the fu-
ture.”

Professor Slater cited the forees out-
side the food industry, such as consoli-
dation of our cities into huge metropo-
Iun arcas, could lead to reforms and
reinterpretation of the Cluyton Act and
the Robinson-Patman Act, These kinds
of furces, together with the new Food
Commission, could lead 1o reforms in
the U. S. Department of Agriculture,
Professor Slater indicated.

Advertised Brands—

The Consumer’s Choice

Munufacturers' advertised brands
huve inereased their share of the market
during the last five years, Jumes O,
Peckham, executive vice president, A. C
Nielsen Company, toll the GMA meet-
ing.

These brands which are the founda-
tion of the dry grocery industry ac-
count for almost three-fourths of that
market today and their share of the
market has actually expanded more rap-
idly than that of all remaining brands
combined, he suid.

Five Year Study

The unalysis of this trend in manu-
facturers’ advertised brands wus based
un u five year study by the A, C. Nielsen
Company. The study included every
Tuod store product cluss for which there
was il lenst five years of continous con-
sumer sales information. This amounted
to 71 product classes ranging from al-
uminum foil and packaged detergents
to margarine, crackers, coffee and evap-
orated milk, with estimated consumers
siles this yeur of $14.45 billion, almost
half of the dry grocery business.
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Jomes 0. Peckham

“As of mid-1965, manufucturers’ ad-
vertised brands accounted for 74 m
almost three-quarters of the consumer
sales in the 71 product classes,” Mr
Peckham told his audience of Tomd in-
dustry executives.

In 1861, manufacturers advertised
brands accounted for 7279 of the total
sules of these 71 product categories as
compared with the 1965 figure of 740,
which is the highest share of the mar-
ket for any of the five years studied,

"Coertuinly manufucturers’ advertised
brands as a group are stronger than ever
before with threesfourths of the busi.
ness and @ prowth rate over the past
four years that is twice that of remain-
ing competition,” Mr. Peckham stated

Referring o suggestions that manu-
facturers” brands might be losing some
of their share of the market 1o private
labels, he said, *“The toboggan shicde 1m-
plied in trade reports s, inoreality, o
rather steeply rising ramp ™

Take Advantage of Trend

Mr. Peckham  said  manufacturers,
wholesalers and retailers can ke ad-
vantage of ths ng trend

“These are the brands that Mrs. Con-
sumer wants, us evideneed by the faet
thut she actually buys them, yeur i
and year out, at the rate of thrve o one
over all remaining hrands,

“These are the brands whose day-1n
and day-out performance and use have
made them so ueceptable to the consu-
mer that they turn 34' Taster i the
average supermarkel. These are the
brunds whose distribution is so univer-
cal as to provide o ready welcome w
Mrs. Consumer when she moves from
one location 1o another and approx-

matedy 2000 of the comsumers o o
every year” he addied

Quoles

Here are selected quotes from M
Peckham’s presentation

“Manutacturers’  advertised  brands
turn 4 Laster than all reminning dir-
cetly competing brands. "This s the av-
eripe situation tor the median brand -
the brand ot the nadpont of the range
from high t low The top 10°. ot the
brands actually turn 1200 faster than
compelition,

“This inereased urnover s ol course
the net result of countless billions of
free-choiee  independent decisions by
millions of consumers i supermarket -
and other grovery stores throughout the
country, backed up by an estimated
$2.5 billion annual mvestment by man-
ufacturers in advertising and promoting
their | s Bringing this figure imto
somewhit closer focus, we estimate that
this is vquivalent 1o an annual expens
diture by manufacturers ol approxi-
maitely S30L000 per supermarket ™

“One of the most interesting situatons
revealed by our analysis 1s the com-
paratively  small  number of - brands
naking up the manufacturers’ adver-
tised brands group in these 71 produet
clusses. Only 406 brands account for
this vast amount of business or shghtly
less than six brands per average pro-
duet elass This means that une can
tap 7' of the business in the average
product class of diy groceries with only
s1X brands ™

“Consumer sales of  manulacture
advertised brands bave mervased 21 47,
while all remainming brands combined
have inereased only 108, For all pr
tical purposes, therefore, manufacturen s
advertised brands have grown twice as
Fast as all renuaning brands combuned

“Some factors, such as the quality
concept as viewed by the consumer 1o
gether with changes i that quality con
cept from one year to anather could not
be evaluated at all, although we strong-
pected thit this was one of the key
fuctors ininfluencing the trend of man
ufucturers’ advertiised hrands

. . .

“Product elisses baving the greatest
losses hid G Jower advertsing-toesale
ratio, aversging 460 than the 849,
charaeternistic ol the magor advertised
hrands having the greatest gians

. . .

“05 ol tday's volume ol inano b

trers” advertised bands comes Trom
brands on the market ain Bl
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A Challenge to Businessmen
Further tax reductions to let indus-
try and individuals know that as they
speed up aclivity and create more
wealth they will be rewarded were
called for by Clarence Francis, former
chairman of the board, General Foods
Corporation.

Speaking before the 57th Annual
Meeting of Grocery Manufacturers of
America, Inc, Mr. Francis sald “The
incentive syslem is still very power-
ful., Tax reduction worked well once.
Let's try it again."

Better Understanding

Mr. Francis cited the trend leading
toward better understanding and co-
operation between business and govern-
ment. *1 welcome it with all my heart
and mind,” he said. “We must all take
this sincerely and be willing and an-
xious to go along.”

“But real progress, If this harmony
is to develop, needs much more, Perhaps
for the good of the nation we should
start training schools to teach industrial
leaders something about government
and at the same tima start a school to
teach Congress about »usiness, and per-
haps each needs to knaw more about
sound economics,” he sa.d.

Noting some of the areas of misun-
derstanding, he said “there are those
who believe that bigness and evil are
synonymous. We encourage people to
go, g0, €0, and then at a certain point
want to stop them or destroy them.
Some think that big business destroys
smaller ones. Let's look at the record.
Statistics prove otherwise. That myth
should be buried," he said,

Advertising Essential

Referring to suggestions that advertis-
ing increases costs, he said, “An ob-
jective study would convince all those
seekingf truth that our promotional ac-
tivities, of which advertising is a major
part, are largely responsible for the
growth of our economy, and the big
lead we have taken industrially in the
world,"

The food industry has demonstrated
jts willingness to cooperate with the
government, Mr. Francis noted. “We ad-
vocate and actively participated in the
original Federal Food, Drug, and Cos-
metic Act and we have endorsed the
principles of that staiule ever since.”

“With severe competition, we have
learned that if one wants to survive,
he had better supply the consumer with
a product of the highest quality, and of
the greatest quantity at the lowest
price consistent with sound business’
procedures,” he stated.

Referring to the pressures in Con-
gress to compel standardization of pack-
aging and labeling, he said, “Such pres-
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Clerence Franchs

sures have been resisted by the industry
for they are destructive of our freedom
and lead straight to regimentation.”

“We must realize that our labels must
honestly describe quality, weight or
measure of contents, snd list ingredients
accurately. Deception of any kind has
no place in ours or any other kind of
business. No business inisrepresenting
its product, or deceptive In its practices,
can long survive. The consumer will see
to it. It is quite difficult, if not impos-
sible, to fool her more than once,” Mr,
Francis sald.

Private Labels

Referring to private labels in the gro-
cery industry which derive their ex-
istence solely as coples of well estab-
lished labels, he said that there exists
an opportunity for ground rules for the
mutual advantage of manufacturer and
distributor.

“While the right to copy exists, 1
believe that our industry, the distribu-
tor as well as the manufacturer, will
suffer if private brands are used to hin-
der the consumers' free choice or to
block the full movement of any or all
brands. In pricing, all costs should be
indicated and a private brand should
not be given a free ride," he sald.

New Dimensions in
Public Affairs

There is a growing awareness
throughout the business community
that business must come outside the
store, according to H. Bruce Palmer,
president, National Industrial Confer-
ence Board.

Citisenship Required

Speaking to food industry leaders at
GMA, Mr. Palmer declared that it is a
simple fact that consumers “prefer to
to spend their money with the company
which is a good citizen as well as a pro-
ducer,”

“Business s spending billions of dol-
lars on product research and develop-
ment. Isn't it time — past time — that
business assess the various public prob-
lems surrounding it before they become
such hot issues that they are beyond sol-
ution by the private sector?” he said.

Public Environment

“It has been stated many times that
the first business of business is to earn a
profit. This is essential. But the history
of our free enterprise sysiem has clearly
shown that profits are afiected as much
by the public environment as by the
laws of supply and demand. Or—per-
haps more to the point—profits det-
eriorate In a suspiclous, resentful or
openly hostile atmosphere,” he declared.

“American business is learning that
by looking beyond itself, by lending its
vast array of talents and resources to the
solution of problems not directly con-
necled with its own commerclal en-
terprise, that its efforts will be return-
ed in the form of a stronger community,
a stronger nation and a healthler en-
vironment in which to grow and pros-

T,

“It has been found that chief execu-
tives of the larger corporation; now de-
vote 40 to 60 perceat of their time to
public affairs—that is to environmental
problems outside those normally con-
sidered to be the business realm. As re-
cently as eight years ago, only a hand-
ful of companies were Involved in any
way in public affairs. Today, more than
500 firms have formal units to deal with
environmental problems and new ones
are added each month,” Mr. Palmer
reported.

Four Point Program

Mr, Palmer outlined a four point pro-
gram instituted by the NICB to provide
industry with the “mechanism to look
outside their spheres, to foresee and
analyze and help to mold the forces
which eventually could shape their des-
tinies.” Step one of the program calls for
pinpointing the problem; step two; re-
searching in depth; step three, examin-
ing the resources availoble to do the
job; and finally, creating specific action
programs to relieve the problem.

Some of the problems facing industry,
according to Mr, Palmer, are unemploy-
ment, health and housing, the impact
of Federal taxes on state and local gov-
ernments, redevelopment of depressed
areas, discrimination and automation.

In reporting on a recent NICB pub-
lic affairs meeting of 400 business lead-
ers, educators and government officlals,

Mr, Palmer, sald, “The message repeated '

again and aguin at the meeting was
this: Companies, of necessity must be-
come active in public affairs.”

“And," he added, “they are”.
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“This” is a brochure that tells how MyvarLex® Concen-

trated Glyceryl Monostearate can help increase the con- | our activity and expand the market for your spaghetti.

sumption of spaghetti in schools, factorics, instilutions,
and other mass-feeding operations.

Here is an opportunity for you to get the benefit from

If you sell in a way where this brochure can help, just

‘tell us how many copics you can usc. Distillation Products

We've been showing the brochure to some of the na- | Industries, Rochester, N. Y, 14603. Sales offices: New
tion's best prospects. They're excited about the possi- [ York and Chicago. West Coast distributors: W. M. Gillics,
bilities it opens up. Inc.
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1 Cyclo-Mixer Extruder
~ with Twin Die Head for...
continuous mixing, kneading,
developing and extruding.
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.

NEW TYPE HIGH SPEED CYCLO-MIXER TWIN DIE  MODEL THCP (ghown)
Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry 2000 Ibs. per hour
lumps found in conventional mixer. SINGLE DIE MODEL BHCP

,_ NEW TYPE FLOUR FEED SYSTEM | 1500 Ibs. por hour
% Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed. SINGLE DIE MODEL SHCP
NEW TYPE WATER FEED SYSTEM 2 1000 |bs, per hour
Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micrometer
adjustment with sight flow feed.

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

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

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

NEW TYPE EXTRUSION SCREW AND LNTI-FRICTIONAL METAL LINER

Hi;hproductionmwwilhlowlpud.Anﬂ-fﬁcﬁunlmhlﬁminmwhmgforhuwmmdhw
friction.

For detailed information write to:
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HE Wheat Situation, published

quarterly by the Economic Research
Service of the U.S. Department of Ag-
riculture, poinis out that as of October,
1965 the prospective world wheat corp
was two per cent below the 1964 record
harvest, but 14 per cent above the 1855
60 average. The decline from last year
was due mainly to reduced crops in the
USSR and Mainland China.

Wheat production in the Free World,
which accounts for about two-thirds of
production, was five per cent above
last year's record harvest and 11 per
cent above 10863, All major Free World
Countries in North America, Asia, Eur-
ope, and Africa had record or near-re-
cord harvests.

Northern Hemisphers

Weather in the Northern Hemis-
phere was generally favorable for the
production of winter wheat. Acreages
were Increased last fall, and winter-kill
was at a minimum. However, the spring
was late, with cold and rainy weather,
which delayed growth in many coun-
tries. Above-normal rainfall continued
through the summer, delaying harvest-
ing of both winter and spring wheat.
This also cut down on expecled yields
in a number of countries of the Northern
Hemisphere.

Large Harvests

Despite unfavorable spring weather,
latest estimates for the United States
and Canada indicate exceptionally large
wheat harvests, As of October 1, the
U.S. crop was estimated slightly above
that of 1964. Based on a recent report,
Canada's crop of 704,000,000 bushels is
about 100,000,000 more than in 1084,
but slightly below the record 723,000,000
of 1963, Acreage in Canada declined five
per cent from 1804, but high ylelds were
in prospect. Mexico also had a record
crop.

Western Europe

Western Europe's wheat production
was forcast at three per cent above that
in 1964 with acreage at a record level.
Despite late harvests, serious losses by
flooding, and some lodging of grain,
yiclds were well above average with
record ylelds being realized in several
countries.

Record wheal crops in France and
the United Kingdom stemmed from
acreage increnses of three and 168 per
cent, respectively, and above- average
yields. A near-record wheat crop was
expected in Italy. Principal European
countries affected by the coo), rainy sea-
son and late harvests were West Ger-
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many, Austria, and Belglum. Crops in
Spain and Poriugal were larger than
expected and considerably above the
poor harvests of 1864, but they were be-
low average.

Eastern Europe

Production in Eastern Europe increas-
ed moderately over the high level of
1964, Very good harvesis were in pros-
pect in Bulgaria, Rumania, and Poland.
In Czechoslovakia, production may be
about the same as the below avera_e
1964 crop. Partlally offsetling, were de-
clines in East Germany and Yugose'evia,

USSR production reportedly declined
15 to 20 per cent from the good crop of
1964, Winter wheat output was larger
than average. However, the spring crop
was severly damaged by dry, hot weath-
er later in the season.

China and North Africa

Despite a 10 per cent drop in Main-
land China's wheat crop, Asia's wheat
harvest showed a moderate increase,
Record crops in Indila and Pakistan
were 22 and seven per cent larger, re-
speciively, than the good harvests of
the preceding season. Production in the
Middle East increased eight per cent
over 1964, Large crops were harvested
in Turkey, Iran, Iraq, Jordan, Syria
and Lebanon,

In Mainland China, unfavorable
planting weather limited wheat acreage,
possibly to 80 per cent of the year be-
fore, This apparently held wheat pro-
duction down by the same amount,

Countries in North Africa also had
good wheat harvests, especially Morocco
and Egypt. Production in Tunisia was
larger than the small crop of 1864, but
was less than In 1863,

Southsrn Hemisphere

Early season prospecis in the South-
ern Hemisphere were for possibly smal-
ler crops than the exceptionally large
production of 1964. It was too early to
know the extent of the area to be plant-
ed in South America at the time the
Wheat Situation was published.

Toward the end of October, private
trade observers were tending to reduce
previous estimates of the new wheat
crop in Argentina down to only about
220,000,000 bushels, with a few private
forecasts as low as only 184,000,000, Pri-
marily responsible for the reduced es-
timates were variable moisture con-
ditions during much of the growing
season; a moderate reduction in the
planted area; and extensive’ damage
from the green {ly in some important
districts.

WORLD WHEAT ROUND-UP

Wheat acreage in rastern Australia
was sharply reduced 'ay drought — cs-
peclally in New South Wales, producer
of last year's crop and in Queensland,
However, a million acres more were
planted in western Australia, and con-
ditions there were more favorable. Pri-
vate estimates toward the end of Octo-
ber ranged down to 250,000,000 bushels,
contrasted with the all-time record of
370,000,000 in 1964-685 and the 1963-84
harvest of 327,812,000,

World Trade Rises

World trade in wheat and flour during
1085-86 is likely to approach the record
of 56,000,000 metric tons (2,100,000,000
bushels) in 1963-64, In 1964-65 it totaled
about 50,000,000 tons (1,800,000,000 bu-
shels.)

In the Free World, trade was expected
to remain near the level of 1984-65 of
about 40,000,000 tons (1,500,000,000
bushels), Increased requirements in
some Western European countries and
the continued growth of the Japanese
wheat market were expecied to balance
lower requirements in some other areas
where better crops heve reduced the
need to Import.

Communist Imporis

Imporis by Communist countries, as
in 1963-64, will be resprnsible for the
expected Increase in world trade. In
many ways the trade patterns of 1963-64
are belng repeated this year, Large-scale
purchases by the Soviet Union are
again the major factor. Also, large pur-
chases by China and imports by the
countries of Eastern Europe are continu-
ing.

Imports by the Communist countries
reached 19,000,000 tons (700,000,000 bu-
shels) in 1963-64. So far in 1965, these
countries have purchased nearly
16,000,000 tons (580,000,000 bushels);
more than 9,000,000 tons (350,000,000
bushels) of this was purchased by the
Soviet Union.

In spite of this high level of trade in
prospect, supplies of wheat in exporting
countries appear more than ample, Ex-
portable supplies in the major exporting
countries, as the marketing year began,
were well over those of a year ago. Re-
cord or near-record crops were expected,
even though some countries had bad
weather during the harvest. Commit-
ments to Communist countries and ex-
pected exports to traditional markets
brought a tightening of the world sup-
ply plcture, However, in the nbsence of
further substantial purchases by Com-
munist countries, no supply shortage
is expected.
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Hayden Visits Latin America

Eugene B, Hayden, Crop Quality
Council, Minneapolis, has gone to visit
Mexico, Colombia, Ecuador, Peru, Chile
and Argentina,

Key small grain producing areas,
wheat research and educational centers
will be called on in order to appralse
current factors affecting crop produc-
tion levels in each counly. Some small
grains nuw being developed in Latin
America have important potential util-
ity in the United States and Canada.
Valuable types of rust resistance have
been located by exposing wheal, oat
and barley breeding lines to destruc-
tive rust races present in a number
of South American countries,

Hayden's visit to these Latin Ameri-
can countries Is being financed by a
Rockefeller Foundation travel grant.

Program in Mexico

A cooperative winter seed increase
program in Mexico, sponsored by the
Crop Quality Council since 1854, has
speeded up the development of a num-
ber of improved small grain varieties, as
well as facilitating the exchange of
genetic materials among United States,
Canadlan and Latin American sclen-
tists. The cooperation of the Mexlcan
Department of Agriculture and the
Rockefeller Foundation has made this
program possible.

Prior to joining the Council staff, Mr.
Hayden had been involved in rust re-
search for the United States Department
of Agriculture from 1851 to 1956, sta-
tioned at the University of Minnecsota,
Since then he has been active in all
phases of the Council's program, de-
voting speclal attention to the winter
seed increases made in Mexico each
year, and to the Council sponsored
wheat quality evaluation program. He
was named executive vice president of
the Council last January.

Funds for Research

The North Dakota State Wheat Com-
mission has turned over $100,000 for an
addition to the cereal technology lab-
oratory at North Dakota State Univer-
sity, Fargo.

Eugene B, Heyden

In announcing the action, Tom Ridley
of Langdon, chairman of the commis-
sion, noted that the money collected
from North Dakota wheat and durum
producers for wheat promotion and mar-
ket development purposes will be com-
bined with an additional appropriation
from the general fund of $300,000 to
construct the addition to the present
structure.

The slate legislature, which governs
the amount of the total collections
which the Wheat Comsmission may
spend, made the appropriation from re-
serve funds of the commission.

ADM Personnel Change

Archer Daniels Midland Company,
Minneapolis, has announced the ap-
pointment of Fred I.. Merrill ns general
manager of the ADM Flour Division.
Mr. Merrill began his new duties Dec-
ember 15. Formerly vice-president and
general manager of Wichita Flour Mills,
Inc., Wichita, Kansas, Mr. Merrill suc-
ceeds Lawrence J, Weldt, vice-president,
who has headed the Flour Division since
1860,

Mr. Weldt, 67, will retire from the
company on June 30, 1066. In the mean-
time, he will assist Ross L. Thorfinnson,
vice-president and assistant manager of
ADM'’s Agricultural Group, in planning
and development projects for the group.
Mr. Weidt has been with ADM two
years beyond the normal retirement

Carryover, July 1 18
Production 34
Supply 52
Exports 6
Domestic Disappearance 24
Carryover, June 30 22

Estimated Supply and Distribution of U, 8, Durum Wheat (MIl, bu.)

1958-62
Average 1983-64 1984-65 1965-68

10664-65 Preliminary, 1865-86 Projected.

46 41 67
61 (i1 65
97 107 132
20 9 12
27 i 27
41 a7 03
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date. Associaled with the grain ond
milling business for fifty years, he join-
ed Commander-Larabee Milling Com-
pany in 1825 and came to ADM when
that company acquired Commander-
Lurabee in 1934, He was named general
manager of the country elevator divi-
sion, a post he held until 1960, when he
became manager of the Flour Division.
He was elected a vice-president in 1081,
He is a member of the board of dirce-
tors of the Millers' National Federatinn.

Mr. Merrill, a native of Kansas Cily
and o 1949 graduate of Kansas State
University with a B.S. degree in milling
technology, is of a family long promin-
ent in the milling and grain business.
His father, Elmo F. Merrill, is president
and general manager of Moore.Lowry
Mills, Inc.

Fred Merrill's milling carcer began
in 1840 when he started with Flour Mills
of America, Inc, and a year later he
became associated with Wichita Flour
Mills where he started as manager of
the wheat department and in 1955 was
named vice-president and general man-
ager, He is vice-president of the Nal-
jonal Grain Producers, Handlers and
Processors Association, and has been a
leader in support of the restoration in
parity between wheat and flour rail
rates.

Peavey Personnel Realignment

A realignment of responsibilities in
Peavey Company Flour Mills was an-
nounced recently,

William R. Heegoard, vice-president
in charge of sales for many years, has
been named vice- president of sales
research and planning. Lis new duties
in research and planning have removed
him from the day-to-day sales respon-
sibility which he carried for many years
in both the former Russell-Miller and
Peavey organizations.

The day-to-day sales responsibility at
Peavey Company Flour Mills is now
carrled by Ed E. Powers, vice-president
of marketing.

Mr. Heegaard and Mr. Powers, along
with Harry Deaver, Jr., vice-president
of operations, and Miles Lea, control-
ler, report to Mark W. K. Heffelfinger,
exccutive vice.president of Peavey
Company Flour Mills. Mr., Heegaord's
new functions involve coordinntion with
the other three managers.

An addition to the market research
team at Peavey Flour Mills was also an-
ounced with the appointment of Lloyd
L. Schmidt as market research analysl.
Mr. Scehmidt is working as part of a
task force comprising himself, Mr.
Heegoard and Selmer Rodning, vice-
president of grocery products, in helping
plan sales efforts to maximize potential
profits,
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Macaroni in Nairobi

The manufacture of Buitoni macaroni
products under license by the House of
Manji has begun in Kenya.

Guests at a Juncheon in Nairobi, Ken-
ya, in mid-October were shown a new
Pavan continous long goods line which
automatically handles semolina to the
finished goods. The semolina is shipped
by Buitoni from Italy to the African op-
eration.

The managing director of the National
Food Corporation Lid., House of Manji
Group, Mr, M. Manji, introduced one of
the directors of the International Bui-
toni Orgonization, Dr. Franco Longin-
otti, technical director of production. Dr.
Longinolti presented Sir Derek Erskine,
Erskine and Duncan Limited, with a
memento of appreciation in handling
Buitoni export interests in Kenya for
the past thirty-five years.

House of Manj! had manufactured
macaroni products in Kenya in large
quantities for twenty five years, but this
was the first time that long goods were
being made in the country.

He noted that pasta contains nutri-
tious wheat, of far greater health value
than domestic posho. Macaroni can be
cooked with vegtables or meat, or by
jtself, and it has excellent keeping
qualities.

Mr. Monji ndded: “It is our intention
{o Introduce this betler type food to the
indigenous population throughout East
Afiica, with a view of improving the
gtandard of national diet, and we hope
to place this food on the market at a
price low enough for everyone 1o be
able to afford and enjoy it."

In addition to being able to supply the
whole of East Africa's macaroni re-
quirements, the House of Manji plans to
develop exports with its connections
developed over ten years by the sale
of its biscuits.
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Mr., Monjl pald tribute to his col-
leagues and staff, saying their efforts
had made it possible to announce the
start of a second factory within six
months of the first - the new sweets and
macaronl factories. They will add near-
ly 500,000 pounds sterling to Kenya's an-
nual manufacturing output.

ADM Income Rises

Net earnings of Archer Danlels Mid-
land Company in the first quarter of the
1005-66 fiscal year, the three months
ended September 30, 1965, increased 37
per cent over a year ago, according to
John H. Dainels, president.

The net for July-Seplember amounted
to $894,894, equal to 57 cents a share on
the common stock, compared with
$650,270, or 41 cents a share, in the cor-
responding period of 1964.

The net was after provision of
$547,036 for federal and state income
laxes, against $428,841 a year ago. A
total of 1,569,804 shares of ADM com-
mon was outstanding September 30.

President Danlels sald that after a
slow beginning in July, 1085, agri-
cultural operations showed continuing
improvement through the quarter. He
noted that September agricultural earn-
ings were commencing to reflect the
full impact of the new crop year and
wwere most encouraging.” The strong-
est gains, he sald, were achleved in flour
milling, soybean processing, and grain
merchandising.

Mr. Danlels also noted that the com-
pany's chemical business remained at a
high level throughout the quarter, with
resin and foundry operations, which are
closely allied to the automabile indus-
try, showing the greatest strength.
ADM's overseas chemical affiliates also
reported a significant rise in earnings,
he sald.

Doughboy Division Controller

Douglas E. Lund has been promoted
from a position in the general account-
ing department of Doughboy Industries,
Inc., to the newly created post of budget
coordinator for the company.

Mr. Lund will also serve as division
controller for printing, milling and feed
production, according to Donald L.
Reppe, vice president and controller,
who announced the change in the con-
trol function organization.

Spaghsttios

Oh, oh, spaghettio is being advertised
by Campbell's Franco-American Divi-
sion as the first major innovation in
canned spaghetti in years, The new
spaghettios packed in tomato and cheese
sauce are a collection of various sized
spaghettl rings that can be eaten with
a spoon.

It has been successfully market tested
and will receive extensive network and
spot TV advertising. Store coupons
worth seven cents are designed to en-
courage sampling.

Caompbell Expands Plant

President Willlam B, Murphy told the
annual meeting of stockholders of the
Campbell Soup Co. thot present fac-
ilities are being completely utilized and
additional facilities are being construct-
ed and planned.

“We will need considerably more
plant capacity for our products in the
near future”, he said, “Also we are un-
der heavy pressure to develop improved
machinery and improved processes 10
further reduce the labor requirements
in our products.”

“Without automation on the farm,
in the processing plant and in distribu-
tion channels”, Mr, Murphy said,
“Campbell's soups with today's wages
would cost the consumer more than
fifty cents a can instead of today's
price averaging about one-third that
amount.”"

He sald automatlon had helped boost
the company's employment to 28,500
Without automation, he declared, the
resulting high prices and low sales
would mean employment of fewer than
10,000 persons,

The company has previously said it
planned to spend $30,000,000 on capital
improvements during the current fiscal
year.

Quality s never an accldent. It is al-
ways the result of intelligent effort.
There must be the will to produce a
superior thing—John' Ruskin.
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“Ronco Uses Vinyl Posters

Ronco Foods, Memphis, Tennessee,
long a leader in the macaroni field, has
ploneered new ways to use king-size
bus posters more effectively.

There's an old saying that necessity
is the mother of invention. And it was
necessity that sparked the new ap-
proaches to king-size bus posters. Ronco
has been using this medium for almost
as long as the Tom O'Ryan Advertising
Company has been selling bus signs.

As Ronco expanded their sales ter-
ritory over the years, more bus slgns
were used in more cities. Since macareni
products are used the year-round, Ron-
co uses bus signs the year around, As
the cities and number of buses in-
creased, so did the cost of producing the
posters for the buses.

Big Idea

In the fall of 1863 when Ronco was
developing their budget for 1964, the
“big idea” surfaced. Dave Koffman of
Koffman Displays suggested to Tony
Giannini, Advertising and Promotion
Manager for Ronco Foods, the possibil-
ity of using vinyl material for bus post-
ters. After several discussions with Len
Juengling, Ronco account executive, Si-
mon & Gwynn, Inc, Advertising; rep-
resentatives of the 3M Company, manu-
{acturers of the vinyl material; and rep-
resentatives of the Tom O'Ryan Adver-
tising Company, it was decided to try
the use of vinyl for the king-size bus
posters.

The decision was made to use the
vinyl not just in a few markets as an
experiment, but In every cily where
Ronco uses bus posters. Not for just a
few months, but for the entire year. To

Ted J. Settany, vice president—sales of the
Prince Macaronl Manufacturing Company,
Lowell, Mass,, presents Chicogo division
sales monager Al Dubs with o plaque sig-
nifying the successful completion of an
executive course in Effective Leadership
ond Sales sponsored by Prince. The Cer-
tificate of Achievement was awarded at the
semi-annual sales conference held recently
in New York City where Dubs participated
in plans for foll and winter soles, merchan-
dising and advertising.
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top that, it was also decided to use a
4-color process reproduction of an ap-
petizing plate of spaghetti as the domi-
nant illustration on the posters.

Long Run Economy

Koffman Display Company did an ex-
cellent job of faithfully reproducing the
full color illustration by silk screen pro-
cess and the posters were posted on the
buses in January, 1964. Periodically
throughout the year, the posters were
checked against an unmounted poster.
In December, 1964 — a full 12 months
later — there was only slight evidence
of fading of colors. The posters had
passed the test and proved that vinyl
bus posters could be used on the outside
of buses for a full year.

While the cost of vinyl is higher than
paper, the total cost of production was
reduced since only one poster was need-
ed for each bus for the entire year, in-
stead of several posters when they were
printed on paper.

Seasonal Overlay

During 1965, Ronco added another in-
novation by designing the basic poster
so an overlay could be put on during the
summer and removed in the fall. This,
in effect, gave Ronco three changes
during the year, While a pe-manent ad-
hesive was used for the Lasic poster,
another vinyl material with temporary
adhesive was used for the overlay.

As plans are now being made for
1966, Ronco hus developed some fur-
ther innovations for their bus posters.
But both Tony Giannini of Ronco Foods
and Len Juengling of Simon & Gwynn
Advertising Agency are keeping next
year's plans under wraps. All they will
say is, “Watch the buses throughout
1966 and see the Ronco king-size bus
posters for yourself.”

Spaghetti Seasoning

The Frank Tea and Spice Company,
Cincinnati, Ohio, has announced the in-
troduction of Season-eez, a new line of
custom-blended general scasonings.
Two years of consumer research has
enabled Frank's to introduce the eight
most popular blends, including Beef,
Cake & Cookie, Chicken, Fish, Ham-
burger, Meatloaf, Salad Dressing, and
Spaghetti, with formulations that will
provide deliclous flavors. Other custom-
blends will be gradually ndded to this
line during the next few months. Sea-
son-cez is direcled toward the vast maj-
ority of consumers, including most new
homemakers, that enjoy well-seasoned
food but that have neither the time nor
the experience 1o use individual splces
and herbs. The new blends are *“easy-to-
use ond rendy-lo-use,” as the names in-
dicate.
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Multi-colored labels reveal attractive
illustrations with the entire line tying
together in a family image, featuring the
familiar Frank's parabolic design. Sea-
son-eez will be displayed on a beauti-
ful yellow metal rack featuring built-in
dividers.

Sy

New Gold Medal Pack

A new two-pound packege of Gold
Medal Elbow Macaroni is being intro-
duced in a 22-state marketing area in
the southwest and southeast. The prod-
uct is a brand of the Skinner Macaroni
Co., Omaha, Nebraska.

The windowed carton features an
illustration of one version of a new
seven--way recipe for Main Dish Maca-
ronl. The recipe is unusual in that it
can be fixed seven different ways by
changing one Ingredient. Three other
recipes and complete cooking instrue-
tions appesr on side and back panels of
the package.

The carton also carries a special offer
giant pencil set. The set includes nine
personalized pencils, a giant plastic
pencil holder, jumbo eraser, and edu-
cational ruler. The cost of 50 cents in-
cludes the engraving of a name on each
pencil. The philosophy behind the offer
is that families with youngsters in
school always need pencils and that the
two-pound pack fills the nced of these
larger families.

The new “What's For Dinner Mrs.
Skinner" all-pasta cookbook, which
sells for 85 cents on book racks, is of-
fered on the package at 75 cents and a
box top.

Soup Mix

Campbell Soup Company has added
noodle with real beef stock to the Red
Kettle soup line. The 2-1/8 ounce can
makes a full quart of soup. Packed in
24 can trays or a specinl 192-can dump
bin shipper. Point-ol-sule material is
available to merchandise newspaper and
TV ads in key markets.

Lent

Ash Wednesday comes on February
23 in 1006.
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1966 (Another Good Year)—
(Continued from page 8)

lem keeps our economists busy, our
businessmen perplexed and our govern-
ment officials on the hot-spot. But, an
immense amount of good faith, earnest
concern, and technical competence is
being mustered to deal with a situation
which threatens a crisis of sorts now
and then, but with which we should be
able to deal adequately in an exceeding-
ly strong and rapidly exprnding econ-
omy,

What I've said thus far suggests that
business management should have its
short term planning based on very op-
timistic assumptlons as to where the
economy in general is headed over the
year ahead,

Pussling Possibilities

My own disposition is to assume, how-
ever, that the non-statistical environ-
ment in 1966 is likely to be puzzling if
not somewhat disconcerting at times.
Several possibilities come to mind.:

o We are likely to have a running
battle betwen the advocates of a
“Jet ‘er rip” policy with respect to
credit expansion and those who be-
lleve that some restraint is called
for in monetary affairs.

The Administration may well de-
cide that since our balance of pay-
ments is still in deficit, it must
tighten up on foreign investment
controls and in view of the upward
tilt In prices to moke the price
guidelines more rigid.
While profit prospects are still pro-
pitious, it is not unlikely that as the
year 1066 wears the new capacity
coming on stream will bring an
erosion in margins.
We may — as we iry to put the
year 1066 Into economic perspec-
tive — come to be concerned, lest
it represent the climax of the long
boom which started in 1850 and the
short boom which began in 1961.
We know from history that when
short and long booms come simul-
taneously to climax, conditions can
become difficult.

However, despite these possible dif-
ficulties, the momentum of our econ-
omy is so strong that the year 1966 —
as a whole — should produce still an-
other new high for our economy,

Changing Markeis

But, in planning for individual cor-
porations or industries, the more im-
portant consideration is that we are in
a period of great internal structural
change in our markets,

Time ' »s not permit me to do more
than to m..«ion several new and impor-

2

tant markets which are in process of
rapid development.

1. The Senlor Citisens Market - Our
population age 65 and above was
16,700,000 in 1860 and will grow to
19,600,000 in 1970 and reach 21,200,000
in 1975, But it is important that the av-
erage expenditure per capita among our
senior citizens will soar because of med-
icare, long participation In pension fund
systems, and larger holdings of insur-
ance, mutual funds, and other financial
assets by our people who go into retire-
ment,

2. The Youth Market - The population
age 15 to 24 was 24,600,000 in 1060, It
will be 37,600,000 by the end of 1865 and
will grow to 36,000,000 in 1970, and
39,600,000 in 1875. In an era of rising
family incomes and government assis-
tance to education, the youth market
is destined to be a formidable factor
in the future of industries which pro-
vide clothing, housing, transportation,
entertainment, and educational facilities
for a rapily growing segment of our
population.

3. The Negro Market - This group re-
presents 10% of our total population, is
expanding rapidly and is certain to
grow in economic importance as a re-
sult of the efforts being made to up-
grade negro skills and employment op-
portunity. The rate of increase in per
fomily and per capita income and spend-
ing power in this marketing area is al-
ready far above that of the white seg-
ments of our population.

4. The Market for Technologically
Sophisticated Equipment - The compu-
ters and office coplers are perhaps the
best examples, but the principle holds
throughout the whole business equip-
ment field for we are faced with ths
necessity of virtually rebuilding our
productive apparatus in order to take
advantage of the new technology.

5. The Public Works Market - The
drive for urban renewal, elimination of
water polution, air polution, better
transportation systems and a whole re-
orientation of “megealopolis” ls a cer-
tainty in the course of the next decade
and will bring 2 massive growth in all
of the industrics involved.

6. The Urbanization Market - The
wholesale movement of our population
into the urbar, suburban and city satel-
lite areas has and will create huge new.
markets for everything, and bring major
changes In the direction of personal ex-
penditures.

7. The Upgrading Mazket - The great-
est market for the present and for the
future Is the upgrading market as our
families move into higher and higher
income brackets. The percentage of our
families with incomes of $7,000 and over
was only 18% in 1955. It is now 45%
of the total and by 1975, over 69%

of our families will be in that for-
tunate position. As people move up-
ward in income status, they purchase
more of virtually everything to be sure,
but they spend more per item. They in-
troduce new elements of style and so-
phistication in their family outlays, and
they pay more for services of all kinds,
This is, in all probability, the greatest
market of them all and it is destined to
transform the whole productive and
marketing process in this as well as
other nations.

We face challenging structural chang-
es in our markets, for which manage-
ment must make allowance if it is to
take full advantage of the really great
period of economic expansion which
lles ahead. But note that all of the
changes in our markets to which I have
referred are immensely stimulative.

And looking forward to the next ten
years as a whole, the prospect is pro-
pitious for the long term growth factors
in our economy are exceedingly strong.
The resurgence of technology and a pre-
dictable upsurge in family formation
and in family incomes provides a sure
basis for continued growth which should
give us a Gross Natlonal Product of well
over a trillion dollars by the time 1976
rolls around.

Credit Expansion

There are, however, iwo elements in
our economic situation capable of caus-
ing some major distortions in the econ.
omic climate.

One is the fact that the present period
of high and rising prosperity is taking
on some of the characteristics of a
boom, with rising prices of commodities,
stocks and real estate, with very heavy
borrowing by nearly everyone, with a
rapid rate of bank credit expansion,
with a steady erosion in the quality of
credit, with more and more investment
and business decisions based on the
assumption of continued inflation, with
growing super confidence in the per-
mancence, of prosperity, and with al-
most everyone seeming to get more
optimistic, the higher things get.

Now, the trouble with booms s that |

we know either from history or from
hard experience that they always last
longer than people expect, that it is
well nigh impossible to time their end
very far shead, that booms always end
but not necessarily in a bust, and that
they end in a bust only if we have in-
dulged in quite a lot of financlal foollsh-
ness. This boom could last for quite a
while. In the first place, our President
has more economic powers than any
gingle individual in our history, and is
determined to use his powers to keep
the boom going than has been the case
with any of his predecessors. Second, the

(Continued on page 34)
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Durum Granular

NEVER DROPS OFF

when you specify
North Dakota Mill and
Elevator Durum Products

Start with the world’s best durum . .. give
it the advantage of superior laboratory
and testing facilities . . . mill it with
up-to-the-minute skills and equipment. This
is the way we've built our reputation for
consistently high-quality durum products for
leading macaroni manufacturers. And
that's not all of the story. The world's
best durum products deserve the best
service. We make sure your

order goes out — when you

asked for it. Isn't it about

time we got together?

SRAND PORKS, NOATH BARDTA PH. TTR.004)
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1966—Another Good Year—

{Continued from page 32)
boom has a firm and solid basis in the
greatest technological revolution of all
time. And third, while there is some fin-
anclal fro'h In the picture, the process
has not gone far enough to frighten me
very much except on some of my fre-
quent visits to Wall Street and Wash-
ington,

Booms always thrive on the sort of
credit expansion which weakens the
system's resistance capacity to recession
if it ever does come. We appear today to
be faced with a formidable list of fin-
ancial weaknesses, which are not such
a8 to keep 1868 from being an excellent
year, but which from a longer point
of view are too near the critical stage
for comfort. What are they:

1. Our families, our corporations and
our state local governments have
increased their debts, which are
now not only quite large compared
with today's income, but would be
extremely burdensome if ever in-
comes were 10 contract,

2. Our financial institutions are in
general less liquid than they have
been for a generation and many of
them are back al the dangerous
business of lending long and bor-
rowlng short, meanwhile permit-
ting a not Inconsequential erosion
in the quality of their assets, and

3. As a result of a long series of defl-
cits in our balance of international
poyments we have lost a lot of
gold, while our short term forelgn
liabilities have soared—a situation
fraught with danger in the minds
of almost everyone.

This is no mean list and it is impor-
tant for it is out of just such conditions
in the past that nations have been cata-
pulted into crisis or hard times.

I see no prospect whatever that these
factors have already reached a position
of nearby dunger, but few students of
such matters would argue with the con-
clusion that if we keep on doing what

we have been doing, we will, in time,
reach a condition where prudent busi-
ness policy will be to loak for the near-
est financial storm cellar.

Put Profits Away

In the meanwhile, a mnjor objective
of business pollcy should in this as in all
other full fledged booms be to rake in
the profits and salt some of them away
for later use when necessary. This isa
time when management might well be
intensifying its efforts to increase pro-
ductivity, to develop new products and
markets, o promote like mad and fo
increass profit margins by every device
avallable including increased prices it
necessary. But with respect fo financial
policy, increasing conservatism might
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wall be the ruls, for If this boom goes
on forever without a sequel of harder
times, it will be the first Hime in all
history that that has happened.

Inflation

Another factor to which I must make
reference is one which could make a
shambles of our hopes for the longer
range future. It is that old culprit
INFLATION where the risks are real
and ominous.

The central fact of our economic life
today may well turn out to be that this
and earller Administrations have, with-
out any visible opposition for the busi-
ness and banking communities, created
the most powerful engine for inflation
that this country has ever seen:

® The welfare and public works pro-

grams adopted, in process, and con-
templated by Congress involve in-
evitably a massive and steadily
expanding level of federal outlays.

e Against the background of cver
rising expenditures, the frequently
promised future reductions in tax-
es mean big deficts all the time,
which are assumed in boom times
to be justified as necessary to elim-
inate “fiscal drag” and in bad times
to be required as counter-cyclical
stimulants. : 4
The addlction to easy money and
to large scale expansion in bank
credit all the time means that the
money pump will be run at infla-
tionary speed, with little or no in-
credit all the time mecons that the
dication that any of the new ec-
onomists thinks that any slowing
down of the money pump would
ever be tolerable, And with the
supreme court of finance slowly
but surely losing its power to the
Administration, any braking of in-
flationary tendencles from that

quartier is unlikely.

® Our ssalous compulsion fo pour out
aid for one after another foreign
currency in trouble and to promise
lavish assistance for the develop-
ment of countries which are faced
with economic, military, or political
difficulties means that our central
bank and/or commerclal bank cre-
dit is belng used to support infla-
tion, despite the adverse effects
on our balance of payments.

e The granting of more and more
power to our labor uniops, the fre-
quent Increases in compensation to
military and civilian government
personnel, and the eagerness to
keep the mininum wage rising, set
the stage for continuous — if not
accelerating — wage inflation. And
subsidization of unemployment has
created the highly Inflationary par-
adox of large scale unemployment

with shortages of employables in
industry. All this means that wage
inflation can become a more in-
flationary force.

® The recent declsion of the Admin-

istration to support the creation of
some kind of super-central bank
opparatus to produce out of the
thin alr more and more interna-
tional reserves and incidentally, to
aid countries such as-ours, to con-
tinue inflatlonary policles even
when the gold base is being con-
tracted is, of course, inflationary.
If we solve our reserve and gold
problem either through such an
institution or an increase in the
gold price, the result will be In-
flationary.

The plaln fact is that aggressive wel-
farism and deliberate deficiteering add-
ed to monetary policles which even
Lord Keynes would have found ‘revolt-
ing, has the potential of forming a base
for some quite spectacular inflationary
fireworks.

However, some new elements are be-
ing added. Our Government confidently
assumes that it can continue to In-
flate money but prevent inflation in
prices or embarrassing effects on our
balance of payments by the imposition
of more and more “voluntary” or, if
necessary, direct controls, Thus the Len-
alty we pay for fiscal welfarism and
monetary expanslonism can involve a
major leap forward to socialistic con-
trols. .

Institutional Investors

The view widely accepted in the in-
vestment community is as would nat.
urally be the case, that inflation is just
a golden opportunity to get rich quick,
Today our huge and powerful institu-
tional investors are busy increasing the
percentage of their funds employed in
stocks which largely explains the recent
rise in our stock market. And they are
also selling bonds or reducing thelr
takings of new bond lssues — which ex-
plains what has been happening in the
bond markets.

The argument put forward by those
institutional investors who are buying
stocks and selling bonds seems to run
along the following line. First, that the
new economics means no recession. Sec-
ond, that the technological revolutions
coupled with the Johnson program for a
steady diet of tax reduction means great
growth in the long term future. And
third, that the Administration's pro-
gram is basically inflatlonary enough to
be stimulative to stocks and somewhat
adverse to bonds.

This looks like a preity convincing
argument, Yet, any such major change
in stock percentages Is being made after
and not before a 18 year bull market in

(Continued on page 36)

THE MACARONI JOURNAL

Yomon? Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

" Clermont Super High Speed Noodle Cutter, T: &
junction with the VMP-3 for cnnlinuuusml'(nogl}ebt?'?ej ]:::;rrk i:#c:la.lﬁf:‘::.

FOR THE SUPERIOR IN NOODLE MACHINES
IT's ALL WAYS (Cormont!

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

TAILOR-MADE FOR THE NOODLE TRADE
Available with or without vacuum process

Two speed motor affords flexibility for 1600 1bs. or 1000
Ibs. per hour or any two lesser outputs can be arranged.

apacity range —

arge wrew for slow extrusion for better quality.

l g ngineered for simplicity of operation.

[{ UQQEd Construction to withstand heavy duly, round-the-clock usage.

controls. Automatic proportioning of water with flour,
Temperature control for water chamber.

M atchless
(@N nly

..\ EWIY derlgned die gives smooth, silky-finlsh, uniform sheet.

one plece housing, Easy to remove screw, easy to clean.
No separation between screw chamber and head.

anclosed in stee) frame. Compact, neat deaign,
Meets all sanitary requirements.

,ém:ofi W)}%f/l@y e
/

otally

266-276 Wallabout Street,
Brooklyn 6, New York, N.Y., U.S.A.
Telophone—EVergreen 7-7540




1966—Anether Good Year—

(Continued from page 34)
stocks, in which they have risen around
500% with the price earnings ration
rising from 6.2 to 17.6 times earnings
and with ylelds on stocks sinking from
6.5% to less than 3.0 %.

It is quite understandable for people
to assume that stocks must go up and
bonds must go down in inflation. How-
ever, this is not necessarily true in a
period when governments are dstermin-
ed to inflate money, but are tuua inclin-
ed to use conirols of one kind or an-
other to prevent more and more wage
and ruoney inflation from resulting in
price and profit inflation.

Quite the reverse can be true as is
obvious from recent Continental Eur-
opean experience where money and
wage inflatlon have been p:oceeding at
a lively clip but whers most of the
stock markets have becn in pronounced
bear markets for soine time.

Tim2z For Thinking

The point in all this is simply that
while we are celebrating the new highs
we will attain in business in 1866, we
‘should do some hard thinking about the
problem of inflation. And if the new
inflatlon seems likely to go so far as to
end in a period of hard times or to
produce an economy 8o tightly controll-
ed as to reduce our growth rate, then
should we not demand that the infla-
tion pump be stopped by bringing the
Federal budgetary occounts into bal-
ance, reducing Federal payments abroad
to a polnt where they will not exceed
the surplus generated by the private
sector, and by holding bank credit ex-
pansion to non-inflationary rates. I am
convinced that with our economy in the
midst of a great technological leap for-
ward, such steps can be taken now
without any materially adverse cffects
on business or employment or on the
rate of growth in our economy.

For my own part, I will be prepared
o be much more optimistic about the
long range future of the U. 8. economy
if the virus of inflation will be cured 80
that we will not be saddled with the sort
of controls which always have inhibited
growth in the long run.

—————

Pasteurization Clinic

A five-point, program to insure that
egg products ‘will not contain salmonel-
la was outlined for the egg processors
attending the Institu‘e of American
Poultry Industries’ pasteurization clin-
ic in Chicago in early December.

Dr. Dwight Bergquist, Henningsen
Foods, Inc., sald it's possible with our

produce salmonella-free products, it
processors will:
@ follow a rigid sanitation program.
® procure the highest quality raw
materials.
® use adequate pasteurizing and pro-
cessing methods,
® establish a complete microbiologi-
cal testing program.
o gafeguard the product against
cross-contamination.

Pasteurisation Is Not Sterilisation

While stressing that pasteurizers must
be operated properly, speaker after
speaker warned against depending
wholly on pasteurization to produce
salmonella-free egg products.

“Pasteurization is no panacea,” Dr.
James Silliker said.

“Pasteurization Is not sterilization,”
James M. Gorman said.

Dr. Silliker, who is now associaled
with a hospital, has been active in the
egg products industry and is a consult.
ant o several egg processors. ‘armian
is quality control man for Se, -:om
Foods, Inc, Topeka, Kansas,

Processors Held Responsible

Cres Newell of Swift & Company re-
minded the group that egg producis
are being labeled as a source of sal-
monella, “whether we like it or not"
He sald recent publicity has placed the
egg processing industry in an unfavor-
able light and could cause immeasur-
able harm.

“We know", he said, “that salmonella
hus bLeen found in o large range of
foods and food products, To eliminate
it entirely the problem must be attack-
ed by many segments of the food in-
dustry, each one accepling its respon-
sibility.”

“But this", he said, “does not excuse
us in the eyes of the law, our customer,
or the public. We must accept our re-
sponsibility - we can not be compla-
cent about our responsibility while we
own the product.”

Newell said up to the present some
form of pasteurization has been found
to be the most generally accepted prac-
tical commercial method for destroying
salmonella.

He sald many users are including pas-
teurization In their specifications for
egg products. i

Government Offers Cooperaiion

U, 8. Department of Agriculture and
Public Health officials on the program
offered their cooperation, but stressed
that putting out a safe, wholesome pro-
duct is the Industry's responsibility.

Throughout the clinic the need for
avolding cross-contamination was em-
phasized repeatedly. Several speakers

cited dust laden air and plant workers,

present knowledge for the industry toas likely sources of such contamination.
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They also said the areas in which raw
and finished products are handled
should be separated and employees
should not go back and forth from one
area to the other,

Discussing the importance of prop-
er washing techniques, Dr, Wade Brant,
University of California, reminded the
egg processors that while bacteria can't
walk, they can swim.

Manufacturers of pasteurizing equ-
ipment went into detail on the proper
operatiof® of their equipment to get
satistactory results.

Using the facllities at the U.B. Army
Veterinary School, made available to
the group by Col. G.M. :'ughes, Hugh
Eagan demonstrated how to make sure
a pasteurizer Is In perfect operating
condition.

Eagen, who is public health adviser
at the Communicable Disease Center in
Atlanta, emphasized the importance of
checking sanitation and temperature
controls daily.

The clinic was under the direction of
Margaret Lally Huston, scientific dir-
ector of the Institute,

October Egg Processing Down

Production of liquid egg and liquid
egg products (ingredients added) dur-
ing October totaled 32,822,000 pounds
16 percent less than the preceding
month and 8 percent less than October
last year, according to the Crop Report-
ing Board. Aggregate production Jan-
uary through October fotaled 565,562,-
000 pounds, a decrease of 4 percent
from the same months of 1864,

Liquid egg produced for immediate
consumption was 2,213 pounds com-
pared with 4,608,000 during October
1964. The quanity used for dying was
13,279,000, up 13 .percent from the
11,793,000 pounds used in October last
year. Ligdid egg frozen totaled 17,-
330,000 pounds compared with 19,371,-
000 pounds in October a year eariler.

Egg Solids Increase

Egg solids production totaled
3,145,000 pounds, compared with
2,889,000 in October 1964, an Increase
of 0 per cent.' Production of whole egg
solids was 1,618,000 pounds, compar-
ed with 067,000 pounds in October
1964. Albumen solids totaled 517,000
pounds, 22 percent less than the 663,000
pounds produced in October last year.
Output of yolk solids was 508,000
pounds, 20 percent less than the 637,000
pounds produced in October last year.
Production of "other solids” was 602,000
pounds, 3 percent less than the 622,000
potnds- produced during October last
year.
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UITE often a salesman is asked to

leave a sample with a purchasing
agent. The agent may want to examine
it at leisure or show it to someone else
in his organization, perhaps an en-
gineer.

By all means honor this request but
don't walk away with the comfortable
bellef that the sample will make the
sale for you. It won't. You must back it
up with a solid presentation. The buy-
er needs more than just the sample to

help him make up his mind.

Samples Plus

Grady Hall, who sells precision elec-
tronic material, was once asked by the
buyer for a machine tool outfit to leave
a number of samples for a couple of
weeks. Grady was happy to comply,
but he did not let it go at that.

He buttressed the samples with an
claborate presentation which included
a complete background memorandum
on the products. He handed the whole
thing to the buyer in one neat package.

“Why go through all that trouble?”
another salesman asked.

“Because samples can't talk,” Grady
replied. They won't furnish the expla-
nation necessary for getting the buyer
o give me an order.”

A soft goods salesman, Jerry Wales,
was asked to leave samples with the
buyer for a department store. The
buyer was astounded to receive with
the samples a 12-page report on the
line, In addition, Jerry went into some
detail on what other stores were doing
in displaying the line and their mark-
ups, markdowns and annual turnover.
In short, he anticipated virtually every-
thing the buyer might want to know.
He did not depend on the samples a-
lone to argue his case,
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SMOOTH

No sample should be left with a buy-
er unless it is complete and perfect in
every detail. A misplaced tag or label,
a dirty or solled part could spell disas-
ter for you. Before you deposit the pro-
duct with the purchaser, go over it with
loving care. Makes sure iis appearance
has maximum appeal.

Not long ago a young man called at
our house, selling encyclopedias, He
was neatly dressed and well educated.
But what impressed me most was the
way he handled his samples. He had
volume of the encyclopedia In a
zippered, velvet bag inside his brief-
case, The salesman withdrew the book
with near tenderness. The volume was
immaculate.

The young man leafed through the
pages as if each were of precious mat-
erial. There was in his presentation a
great deal of showmanship, drama, if
you like. But it was highly effective.
I am now the owner of a new set of the
encyclopedia.

A sloppy sample can not only spoil,
the sale but it can ruin your relation-
ship with the prospect for years to
come,

The Bervice "Bample”

The proper use of samples applies as
well to the service salesman, An insur-
ance, salesman, for example, should
see his presentatiuns are clear and easy
to read. In preparing a proposed policy,
he should make sure that the prospec-
tus answers all probable questions. An
Insurance prospect wants to know what
he is golng to get, how much it will
cost him and for how long.

The same is true of mutual fund
selling. The investment plin should be
fully laid out so that a child could un-
derstand it. This can be done without
“{alking down" to the prospect. He'll
appreciate it If you avold technical
language. “

by George N. Kahn

SELLING®

SAMPLES CAN'T TALK

This is No. 16 of 24 sales training articles.

Some salesman have a tendency to
let their samples do their “talking" for
them even when they are present. This
fellow will place the sample on a desk
or table and then step back to admire
it. He feels that by remaining silent, the
prospect can arrive at a decision much
faster. This is wrong thinking

The prospect needs some guldance.
And he has a right to expect the infor-
mation to be volunteered by the sales-
man. Why shonld he have to pry each
detail out of you? If such is the case,
you could hardly blame him for think-
ing that you aren't very interested in
what you are selling,

Henry Larson, a hospital equipment
salesman, believes in talking his way
through each demonstration. “Early
in my career,” he recalled, “I was show-
ing a hospital bed my firm had just
brought out. It was the best of its kind
on the market then and we were
proud of it. In fact, I was so proud that
1 forgot to tell the hospital administra-
tors and doctors anything about it
i mumbled a few words of explanation
but that was all. I guess I expected the
equipment to sell itself.

“] lost the sale, but it taught me a les-
son. With the next prospect I became
a very voluble fellow. I took nothing
for granted. I explained the mechanism
plece by plece. The result was the big-
gest order 1 had ever received.”

Carry Your Samples

By urging you to support your sam-
ples with presenlation, I don't don't
mean to minimize the imporiance of
the samples themselves. They play an
important role in selling that should
not be overlooked.

Some salesmen avoid carrylng sam-
ples, especlally when they are large or
bulky. This is an error, The sample can
often mean the difference between suc-

(Continued on page 40)
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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 Semoliru and Imperia Du-
rum Granuiay,

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

0"'1 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 too!

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

Be sure . . . specify Amber!

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




P T

Somples Can’t Tulk—
(Continued frem page 38)

cess and failure with a prospect. You
might get a buyer all warmed up with
your sales talk and then have to run
out to get the sample. The prospect
may be considerably cooled off by
the time you return. When you have
the sample on hand, you can keep his
interest at the right pitch for an order,
Even golng out to your car for the pro-
duct may break the rhythm of your
presentation. In some cases the break
may be a fatal one, I once spent too
long fumbling in my briefcase and lost
the sale. The prospect remembered an-
other engagement and the interview
was at an end.

I profited from this incident, how-
ever, Before making a call I arranged
the material in my bag so I could grab
needed material in less than a half
minute. One of the secrets in this, I
found, is to throw away old and useless
paper that collects in a lot of cases.

If your samples are big and heavy,
get a station wagon or roomy car, It's
better to have the sample and only
make one call instead of two or three.
The sample can't talk, but it can *act
out" your words. Let it do a Job for you.

Know Your Bample

You can't do an effective job of
showing your sample unless you are
thoroughly familiar with it.

Don't learn In the prospeci’s office.
Bone up at headquarters or in your
home. If you need technical assistance,
get it from one of your engineers or
production people. A sample will take
on a much more glamorous appearance
if you "bring it to life.” 1f your talk is
convincing and knowledgeable, the pro-
spect will see in the sample the advan-
tages that you do.

If you are knowing and articulate,
you will add to your own confidence
s you go along. But if you fumble or
are hesitant and uncertain, the prospect
will find it hard to work up any en-
thusiasm for your merchandise or ser-
vice.

A buyer once told me of a salesman
wha completely destroyed the good ef-
fect of his sales talk by the way he
handled his product. “He picked it up
as if he had never seen it before," the
buyer, a contractor, said. "I wondered
to myselt if this could be the same man
who had made such a smooth presenta-
tion.” It was, but the salesman lost the
order because my friend had lost con-
fidence in him.

Pick Your Setting

Where do you show your samples?
This can be an extremely important
factor In getting an order.
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Some buyers will be annoyed if you
toss a sample on their desk. Others will
be sore if you put it anywhere else. In
any event, don't choose a spot that is
poor setting for your product. Make
sure that the surroundings enhance
your sample, Be fussy about lighting,
backdrop, ete, Fine dlamonds are not
displayed In a clgar box by a jeweler.
They are appropriately exhibited on
rich velvet,

Hal Wheeler, bullding supplies sales-
man, lugs his samples in the most ex-
pensive cascs he can buy, Furthermore,
he will not keep any sample any longer
than ninety doys for fear it will become
shopworn,

Put It In His Hands

Suggest to the buyer that he handle
the sample. There s something almost
magic about touching a product. Get-
ting the “feel” of it will arousc his de-
sire and help you close the sale, Handle
it first yourself and then invite him to
do the same.

It's a sound idea to keep talking
while he's holding the product. This
will make him consclous of the sample's
style and quality.

Suggest Leaving Sample

Sometimes it's a wise policy to leave
a sample with the buyer whether or
not he asks for it. You may have been
pressed for time during the interview
and were unable 1o get your full mes-
sage across. The buyer may have been
distracted and did not absorb all your
points. There may mot have been a
convenient location for showing your
line.

If you encounter these situations,
suggest to the prospect that he keep a
sample for a few days and look it over

at his leisure. You can spare it and it .

could mean a big order.

One salesman, Ron Cassel, left an
expensive calculator with a prospect.
It was the only one he had with him
s0 he was forced to ask his office for
another. “Do you think it was right to
leave your only machine with a cold
turkey prospect?” his supervisor asked.

“I felt I had him partially sold and
the machine will do the rest if he uses
it for a few days,” Ron answered. The
boss went along with the idea and
Ron went about his business.

A week later the prospect called
Ron and asked him to come over. “I'll
take three of your calculators,” the
man said, without further ado. He ex-
plained that he didn't know much a-
bout such machines but he had let his
bookkeeper and two other key office
personnel try that one. They all gave it

an E-1 rating, and that was good. -

enough for the prospect.

“If he hadn't had it around, he prob.
ably would not have thought of letling
his employees work with it." Ron told
me later.

However, if the buyer doesn't want to
keep the sample, don't make an lssue
of it. It's better to lose the sale than ir-
ritate him to the point where he will
never buy from you.

Outside Bhowing

You may have to show your samples
in a hotel suite or temporary show-
room. In this instance you are the hose
and should perform accordingly. Make
sure the buyer is comfortable when he
views your products. Take care to see
that tht lighting is adequate and, if
possible, flattering to your line. Provide
a handsome setting for your samples
so that they stand out. All this can be
done with a little work and imagina-
tion. Don't let your competitor outshine
you in this department.

If the buyer is on the fence, why not
suggest that he take a sample back
with him. I wouldn't do this for anyone
off the street, but if the prospect is re-
putable you are safe in letting him
have the sample for a few days. Sam-
ples are easy to replace but customers
are hard to get. Even the possibility
of losing an occasional sample should
not deter you from letting them out
from time to time.

How about your sample techniques?
Are you handling them all right?
Here's a gauge to help you sell, If you
can answer yes to seven or more ques-
tions, you have litle to worry about 'n
this phase of selling.

Yes No
1. Do you leave samples with
buyers who ask for them? — —
2. Do you some times suggest
leaving them even if there

? il ity

is !
8500 “you hale ! sure the

sample is'in tip-top condi-

tion, tags in place, etc. _—
4. Do 'you carry samples, no
“ matter how bulky? —_—

5. Do you know your product

so well you can demon-

strate it without a hitch? — —
6. Do you handle your sam-

ples with loving care? —_— -
7. Are your outside showings

enhancing your product? —_——
8. Do you encourage the pur-

chaser to handle the sam-

ple? —_——
9. Are your samples display-
ed to best advantage? —_——

10. Do you belleve it's worth
and occaslonal sample to
~* gain & customer?’ N - —
(Copyright 1984—George N, Kahn)
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(%:). Evarything Bacomes "Macareni"

sunny Naples your cabbie

bridle, a touch they
consider ‘‘macaroni
—a term adopted

from the dish they

consider B /
or “the w ?Amh
just as the food has
named the feather,
so the feather "*-
nicknamed the horse.

And in England about 1770 a group of

a pourboire . . . literally,
in order to drink. In

likely will descend from
his horse-drawn vehicle,
tip his hat and say, ‘‘For
macaroni’” —and chances

are he's referring to his horse. For superh food.
Neapolitan cab drivers often decorate  And when
their horse with a feather behind his  Yankes Doodle

For the finest-tasting macaroni always insist on the
consistently high quality of King Midas Durum Products

0
Flour Mills

men named themselves the Macaroni—
In Paris when you tip a  after the dish that graced their table at
cab driver, he calls it  meetings, then little known in England.

And for a time this group dictated
the fashion for clothes, music and man-
ners, and nothing was acceptable that
was not “‘macaroni”

... aflattering
tribute to this

stuck a feather
in his hat
and called it
“macaroni”, he was repeating a popu-
&\ lar expression of his day, now preserved
in song. For “That’s macaroni"” had
become a slang phrase about the time
of the American Revolution, describ-
ing anything exceptionally good — a
phrase inspired by the delicious taste
of the food itself.

- PEAVEY COMPANY
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Kahn Sales
Training Articles

REPRINTS FOR
YOUR SALESMEN

Reprints of this serles come In a four
ruuu format, printed in 2 colors and
hree-hole Eunchad io fit any standard
8% x 11# three ring binder, each re-
print Includes a self-evaluation quiz.
Prices aret

1 fo B coples (of each atiicls) ,.B80c each
10 to 4% coples

{of each arilcle) ......ouux 37V4c each
0 e o) aach krticiey phe aneh
1f0 or more cochl

{of each artiche) i iooveeren.28c anch

You may Ere-order the entire series, or,
if you w Each
artlcle In the series is numbered, Please

umber,
‘When ordering the various articles of
this series, address orders 1o the
N. Xahn Company, Markeiing Consull-
ants, Sales Tralning Division—Services
Depariment, Empire State Building,
New York, N.Y, 1000l
1. The Balesman is & V.IP,
%, Are You A Salesmant
3, Gel Acqualnted With Your Com-

pany

4. You're On Blage
1 B Y“: Can’t Fire Withoul Ammuni-

8, You Are A Goodwill Balesman, Too

7. Closing The Sale

§. How To Bel Up An Inlerview

9, Resting Between Rounds

10. The Competition

11, Taking A Risk

11, Playing The Shori Game

13, Belling An Ides

1, =|“l" Commitlees Are Hers To
&y

15, The Aulomaied Salesman

18. Bamples Can't Talk

17. The Unexpecied Laiter

18, Prospect or Parish

9. How To Dl A ct From

: An !xmluhldll';ﬂhlr tenad

20. Making Sal ol Your

ors
11, Repent Orders Are Not Accidenial
11. Room Al The Top
13, You Must Give More To Get More
24, Running Into The Aude Buyer

When ordering, please mention the
name of this publication.

“From Wheat to Flour”

A 19685 revised edition of “From
Wheat to Flour” recently published by
the Wheat Flour Institute is perhaps
one of the most comprehensive, attrac-
tively illustrated and authoritative pub-
lications offered to the general public
on the subject of the story of the
wheat and flour milling industries.

It was planned es a source and fact
book for teachers and group leaders,
writers and editors, for more advanced
high school students and those in voca-
tional agriculture. It will serve as a
handy reference for all interested eith-
er academically, professionally or per-
sonally in the nistorical, social, econom-
jc ond nutritional values of wheat
flour foods.

Scope of the new publication is out-
lined in its seven main chapler head-
ings: Importance of Wheat as a Food
Grain, The Wheat Plant, Wheat Cul-
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Vincent F, La Reos, Senior Vice President of
V. Lo Rosa & Sons, Inc., was honored with a
citation ot Salisbury Park, Long Island. The
occaslon wos the first American-ltalion
Heritoge Day of Nossau County, which is to
become an onnual event,

Mr, Vincent F, Lo Rosa is pictured on the
left, The other two gentlemen pictured with
Mr, Lo Roso are Michoel Petito (center),
who !s the Supervisor of Oyster Boy, ond
Raich Caso (right) Presiding Supervisor of
Hewrintead. They were cited for their con-
tributions to ernment, religion, business,
etc., ond each were presented with a scroll.

ture: Past and Present, The Milling
of Wheat, Testing and Grades of Flour,
Mill Products and Special Definitions,
Breadstuffs in Popular Diet.

Comprehensiveness is underscored
by the fact that the Word List Index at
the back of the book presents more
than 300 individual items, and the num-
ber of charts and individual photo-
graphs runs into the hundreds.

Wheat Flour Institute has distributed
coples of the book to all members of
Congress, to key officlals in the Dep-
ariment of Agriculture, to leading
wheat growers, state commissioners of
aericulture, food editors, and 10 news-
paper and magazine editorial writers.
Additional circulation of the booklet is
planned to selected baking companies,
school libraries, kindred trade associa-
tions and others of influence.

“From Wheat to Flour” may be im.
printed. Copies of the book are avail-
able at 50 cents each, or $35 per hun-
dred, from the Wheat Flour Institute,
309 West Jackson Boulevard, Chicago,
1llinois 60606.

Factory Fresh Eggs

On a sunny day, Armco Steel Corpor-
atlon and Big Dutchman Poultry Equip-
ment, Inc. of Zeeland,,Michigan, trans-
ported a busload of farm and fjnancial
press to Libertyville, Tllinols, about 35
miles northwest of Chicago. The setting
was traditionally rural — 350 sprawling
green acres which comprise the Haw-
thorn-Mellody farm. But inside the
newly constructed white T-shaped
chicken houses supplled by Armco—
50 yards from some now abandoned,

traditional-looking gray coops — opera-
tions could be described as an automat-
ed egg factory.

Manufactured by Big Dutchman, the
equipment is automated so the eggs of
43,000 hens can be gathered, washed,
candled and graded under the super-
vision of three atiendants. The atlen-
dants monitor control panels but never
touch the eggs which are immediately
trucked to Chicago for sale to super-
market customers within 48 hours aller
they are lald.

Noting nearly all of Chicago's cggs
are now supplied by farms outside Ill-
inols, poultrymen at the demonstration
stated the major objective of the opera-
tion was to provide retail stores "with
good fresh eggs” right from the out-
skirts of a metropolitan area,

Housed in insulated, environment-
controlled steel buildings, the chickens
are kept for the duration of their aver-
age 60-week laying cycle in two rows
of about 2,700 cages with cight birds
each. The caged chickens are fed
through a conveyor system from bulk
storage bins outside the building. For
sanitation, the bullding manager throws
a switch “to automatically move all
droppings into liquid holding tanks be-
neath the concrete floors” whence thry
emerge eventually as manure for nearby
fields.

The bottom of the cages arc slanted
so the eggs, as soon as they are laid, roll
off onto a jute conveyor belt which
carries them to a central collection room
where they are lifted and routed
through the processing cycles, After a
packing machine seals the egg cartons
with plastic covers and dates them,
they move into Insulated cooling rooms
to await the trucks.

Grocers Interested

One interested :grocer is the billion
dollar National Tea chain, controlled
bgvcmndn'n George Weston, Lid. Na-
tional Tea chairman is John Cuneo, a
large owner of the Haw{horn-Mellody
farm. Since the estimatgt,2,500-dozen-a-
day produetign from,this farm can
supply, only a small portion of National
Tea's total egg busipess, ‘the Chicago
grocer is hoping the pilot project will in-
terest other commodily enterpreneurs.
The preference Is strictly for Indepen-
dent contract suppliers rather than dir-
ect operation by the chain, a policy
which demonstration sponsors Armco
and Biy Dutchman also feel ould be
most attractive to-pihier. chains,

A National Teg “official explained:
“"We are interested in making contracts
with farms to supply processed eggs dir-
ectly to all of our stores eventually."
In addition to Hawthorn-Mellody, Na-
tional Tea has an agreement with a
.280,000-hen farm in ‘Richmond, Illinois
to supply stores in that aren.

THE MACARONI JOURNAL

sieca b

Modal VC

3

(o

Model YLL

AW

¥ppERR

¥

iJ-l' 5

Added to the ASEECO VertiLift Line!
The NEW "Lo-Cest” Madel VLL

Vertical Overlapping Bucket Elevator

FEATURES: Sanitary "SANI-PLAS" Plastic
Buckets (Polypropolene — Lexan — Poly). Large
Delrin Self-lubricated Rollers. Extended Pitch,
Roller Chain, Motor and Drive.

S
INNOVATION: Available at Your OptionSnever
before offered). KNOCKED DOWN — ready for
quick assemblage (you save assembly costs) —
or — assembled, motor and drive mounted, ready
to put in operation. t

CAPACITIES:

From 150 to 500 Eublc 1, per Hour, Othar models
up to 4000 Cubic Ft, per Hour.

Non Corrosive » Clean s Sanitary

ASEECO offers without obligation, engineering service to aid In
design and layout of material handling and storage systems, os
wall as complete installation service, if desired. Customized sys-
tems on special order. :

Conlact our maln office for additional information, Coll or write:
ASEECO CORP, Dept. M.J.
1830 West Olymplc Bivd., Los Angeles, Calif. 90006 TEL. (213) 385-9091

JANUARY, 1966

ASEECO Automated Systems & Machines
Used world-wide by leading companies

VIBRA CONVEYOR Mode! VC

The economical and sanitary
means of Conveying, Heal.
ing, Cooling, Separaling and
Screening granular, free flow-
Ing and semi-free flowing
materials (grains, vegetables,
chemicals and pharmaceu-
ticals),

Copacities: Up 10 2000 Cu. Fi.
per Hour.

Featuras: “Scoich Ply" plaitic
tray supports [Stainles Steel or
Plastic Coated trays ovollable).

AUTOMATIC CHECKWEIGHER & CLASSIFIER
Model CWE (Gravity Type)

Weighs and classifies packages weighing up to 5 Ibs. at
speeds up to 120 per minute with accuracies of +- 130
ounces on a simple gravily type weigh platform, Packages
are checked while in motion and the overs and unders
are rejected.
Models for Cartons, Boxes, Cases, Bags, Bottles or indl-
vidual pleces.
FEATURES: Visual weight indicator makes adjustments
simple.
Suspended welgh platform fur quick cleaning,
Easily fits into packaging line.
No belts, chains, or drlves.
Sanitary, easy tn clean.

VOLUWEIGH

Automolic Filler & Net Weigher
Volume Metered Quick Fill Accurate Scale “Finish"
“High Speed with True Precision”

Automalic Filling and Net Weighing of:
Blended powders, frozen fruits and vegetables, mixed
nuts, or candies and other "hard to weigh" products
(having a mixture of large and small pieces).

Precision Walghts of: from 4 oz, 1o 5 Ibs. ot speed of 15 1o 360
per minute,

Autematically fitfed Into: Cans, Cortons, Glass Jars or Plostic
Conlalners.
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PACKAGING MACHINERY SHOW

ASED upon a record attendance and
B the reactions of both visitors and

exhibltors, the Packaging Machinery
Show 1065, which this year was held at
the International Amphitheatre in Chi-
cago, was an unqualified success,

Edward L. Kuhn, president of Con-
solidated Packaging Corp., Buffalo, and
chairman of the show which was spon-
sored by the industry's trade association,
the Packaging Machinery Manufactur-
ers Institute (PMMI), sald the 19685 edi-
tion surpassed the five preceding blen-
nial expositions in attendance, size,
quality of dlsplays and number of ex-

| hibitors,

A total of 14,400 management, engine-
ering, production, maintenance, pur-
chasing and sales people, representing
practically every indusiry involved in
marketing packaged products in the
U.S. and 31 other countries, visited the

' International Amphitheatre during the

four-day show,
Machines In Operation

What they had come to see were the
hundreds of new and modified packog-
ing machines which more than 200 ex-
hibitors had in actual operation on
121,000 net square feet of display space.

Eugene E. Lakso, president of the
Lakso Company, Fitchburg, Mass,, and
president of PMMI, said the impact of
this year's show on visitors and exhibi-
tors alike proved the effectiveness of the
philosophy under which the first PMMI
show was organized. In 1865 PMMI a-
gain put the emphasis on packaging
machinery, the industry's technical ad-
vances, and on encouraging exhibitors
to show a greater number and variety
of packeging machines in their booths,
he sald,

Lakso, who was chalrman of the
1883 Packaging Machinery Show in At-
lantie City, N. J., gave the following
comparison between that exposition and
the one held in Chicago:

1985 183
Attendance 14,400 12,294
Size (square ft.) 121,000 100,000
Exhibitors 213 186

Forelgn Attendance Heavy .

Reflecting the growing significance of
packaging machinery to more and more
countries with growing consumption of
packaged goods were the almost 1,000
forelgn visitors who saw this show in
Chicago. They came nlone from such

44

nations as Colombla and Tunisia, and
arrived In groups from Canada (more
than 500) and Sweden, and as members
of officirl trade missions from Italy and
other countries.

According to Lelf Oxaal, executive
director of PMMI, the Packaging Mach-
inery Show 1867 is scheduled for the
week of October 23, 1087, in Philadel-
phia. The show, which will be the pack-
sging machinery Industry’s seventh
biennial exposition, will be held in the
new clvic center that is now under
construction in Phildadelphia.

il

Bill Cox presides over the Rossottl exhibit at
the Machinery Pockoging Show.

Seminars Well Attended

Once again, the PMMI Seminars
proved to be a valuable supplement to
the Packaging Machinery Show, Rich-

ard Wellbrock, chairman of the seminar '

program and president of New Jersey
Machine Corp., reported,

With a program devoled to “Packag-
ing Machinery: Management's Profit
Tool,”" groups of four speakers and their
moderators explored the basic theme
on successive days from the viewpoint
of executive, production and mainten-

ance managers. L

Management's Concern

The November 1 segment of the sem-
inar was moderated by William T, Bos-
ton, president of Barilet Engineering
Co., Inc., Rockford; Illinois, and focused
on “Executive Management's Concern
with Investment In and Utilization Of
Packaging Machinery.”

Speakers and their toples were: H. F.
Schroeter, vice-president packaging, Na-
tional Biscuit Co., New York—"Packag-
ing - A Top Management Function?’;
Gen. Wm. H. Baumer, president, Brad-
ford Speed Packaging and Development

Corp., Washington, D, C. — “Packaging
Machinery - Explosive Changel"; Aus-
tin J. Hayden, director of production,
Green Glant Company, La Sueur, Minn,
“Brick and Mortar vs, High Speed Pack-
aging Lines & Operator Skills"; and
Fred Blumers, vice president & director
of operations, Grocery Products Div.,
General Mills, Minneapolis, Minn. —
“Packaging Machinery—When to Buy."”

Production’s Views

How operating manogement selects
and rates packaging machinery was the
topic of the November 2 seminar ses-
sion moderated by A. V., Petersen, vice
president sales, Packaging Machinery
Div., Lynch Corp., Anderson, Ind.

The panel of speakers included: Frank
Fairbanks, Jr., vice president & general
manager, Horix Manufacturing Co,
Pittsburgh, Pa. — “Automation and
Packaglng Machinery"; Angus J. Ray,
publisher of Package Engineering,
Chicago — “Domestic and Foreign
Trends in Packaging Machinery"”; John
H. Bleke, executive vice president,
Wayne Candies, Inc.,, Fort Wayne, Ind.
—*"Standards Employed in the Selection
of Packaging Machinery”; and Fred
Shaw, general manager, research and
development, Flexible Packaging Div.,,
Continental Can Co,, Inc, Chicago —
“Flexible Packaging - Its Trends &
Opportunities.”

Maintenance Tips

On - Nayember_ 3,” moderator Robert
A. Potdevin, president of Potdevin
Machine. Co., Teterboro;” N.J., and his
tackled service, maintenance, and train-
ing aspects necessary|fov;the efficient
use of packag!ng*.h'lnery as their
topic. '_‘2.',.“7.

Spenkers were: l..q. pard:Cooper, ser-
vice manager, 4| s Machinery
(Péters) Ltd,, 4
“The Sun Never Sets’. . #%ri Mainte-
nance”; Edward L. Powell,"vice presi-
dent and plant manager, Custom Made
Paper Bag Co., Deer Park,-Long Island,
New York—"It's In the Bag . . . I
you Maintain your Equipment"; George
V. Upton, production’ manager—Ther-
mogrip, B. B, Chemical Div,, United
Shoe Machinery Corp., Cambridge,
Mass.—*The. Variables of a Hot Melt
System"; and Anthony A. Nittoll, ap-
prentice coordinator, Thomas A. Edison
Vocational & Technical High School,

Elizabeth, N.J—“Where Do You Find
Mechanics?" of Jackson, Mississippl.

ESSER MASCHI

PACKAGING
a
L WRAmp g
:unmm. »
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At the Machinery Packeging Show. Upper left, from left to right: Messrs. Mears and McGuire of Lan-O-Sheen, St. Paul, visit with A, J,
Christenson, Clybourn Machine Corporation, Skokie, Illinois. Upper right: A visitor chots with Steve Brodie, Al Katskee (of the Hoskins
Company) and Vaughn Gregor of Aseeco Corporation, Los Angeles, California. Center row, left to right: Rainer Sigmund of Fr. Hesser, Stuti-
gart, Germany. Center: Romayne Loudenback of Doughboy Industries, New Richmond, Wisconsin. Right: Manfred Betz of Hofliger and
Karg, Waiblingen bei Stuttgart, with Gerard Ziffer of Amaco, their American representative. Battom row, left: Woalter Muskat of Triangle
Package Machinery Company visits with Peter J. Viviano of Delmonico Foods. Center: Joe Viviano (left) and P. J. Viviono (right) of Del-
monico flank Les Thurston of Pennsylvania Dutch-Megs. Right: Joe Viviano, J. L. Tujague of National Food Products, and Wyatt Clowe
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WAY BACK WHEN

40 Years Ago

® “With the continued good will and
confidence of the macaroni manufactur-
ing industry of America, the friendly
cooperation of the allied trades, and
with the support of advertisers in the
Macaronl Journal, the year 1926 should
be one of happiness, prosperity and
good cheer,” wrote the Editor.

e “Admitting the need of greater tar-
il protection, macaroni men every-
where can see that there is little pos-
sibility of relief along this line In the
immediate future,” noted M. J. Donna in
his end-of-the-year summary. "The
fight on importecl goods will be along
the line of better quality of American
macaroni products, cleanly made and
honestly sold."”

® A scarcity of wheat in Italy restricted
rations of spaghetti, micaroni and rav-
joli, and prices soared.

¢ Hearlngs were scheduled for January
18 in the offices of the Bureau of Chem-
istry, Department of Agriculture, Wash-
ington, D. C., to discuss proposed def-
initions and standards of identity for
macaroni products,

30 Years Ago

® In the midst of the depression, Presi-
dent Louis S. Vagnino's message stated:
wEconomic recovery is in progress, driv-
en by forces which cannot easily be
overcome by any counter forces, politi-
cal or otherwise."

e “Macaroni spells prosperity for Con-
nellsville,” headlined the leading paper
in thut prosperous city of western Penn-
sylvania, telling about the rejuvenation
of the La Premlata macaroni plant
through the efforts of Joseph J. Cuneo
and his organization.

e Attractive displays were being shown
by the Milwaukee Macaroni Company
at food shows throughout the central
states. Their brand identifications of the
“Paglincel” clown provided great cye
appeal.

® Way back when—Capital Flour Mills
ran a piclure of the 1022 convention
for the benefit of “old timers." In the
picture were Erich Cohn, Ed Vermylen,
and Henry Rossl, who are still number-
ed among our "old timers." 5

¢ Walden Fawcett wrote thal register-
ing a label was not the same as develop-
ing a successful trademark which could
be copyrighted after it was advertised
and merchandised.and had developed a
trade following.
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20 Years Ago

® Items on the Winter Meeting pro-
gram included reports on the gluten
hearing, removal of government subsidy
on durum, slack-filled package situa-
tion, enrichment, ceiling prices, labor
crisis.

® The Office of Price Administration
amended regulations to allow applica-
tions for increasing prices cn non-prof-
itable items.

® Activities of the Durum Wheat Insti-
tute were in full swing, and the first
issue of a monthly publication called
Durum Wheat Notes was issued. It was
edited by Mary Jane Albright.

o American Home Foods revealed they
were negotiating to acquire Chef Boy-
Ar-Dee Quality Foods, sixteen year old
manufacturer of packaged spaghettl
dinners, ravioli and sauces,

e Dominic Merlino & Sons established
a new business after constructing a
macaron] factory at 1001 83rd Avenue,
Oakland, Calif. For many years he had
been in the San Francisco area.

10 Years Ago

® The Winter Meeting program featur-
ed films on “The Man Who Sells" and
“How to Sell Quality,” Trade practice
rules were discussed. Don Fletcher of
the Rust Prevention Assoclation re-
ported on progress in the development
of rust resistant durum varieties.

@ Macaronl and cheese was promoted
by the Carnation Company in a long list
of consumer magazines and Sunday sup-

plements, plus Burns and Allen and Bob |

Crosby over the CBS-TV network,

e Henry O. Putnam of the Northwest
Corp Improvement Association called
for 35,000,000 to 37,000,000 bushels of
durum as necessary to take care of in-
dusiry requirements.

e Ray Wentzel of Doughboy Industries
proudly announced the installation of a
new semolina mill’at the New. Rich-
mond, Wisconsin, home of the nati
famous company, Gl A
e In a Food Field- Reporter poll Pet
Milk Company won top award for its
Lenten promotion with tuna and maca-
ronl.

President Spadafora
Honored—

(Continued from page 10)
on October 21, honoring Fred Spanda-
fora for his servicéh as president of the

CLASSIFIED
ADVERTISING RAVES

Display Advertising ....Retes on Application

Want Ads . ... T8 Cants par line

Minimem $2.00

INDEX TO
ADVERTISERS

Amber Milking Divisien, G. T, A, ........
Ambrette Mechinary Corperation
ADM Durum Depertment ...
& Corperstion

Braibenti & Compeny, M. & G.
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National Macaroni Manufacturers As-
soclation.

Introductions were made by Louis
Fusano of the Gabriele Macaroni Com-
pany, Roy Bagel of Brown and Bigelow
made a humorous speech, James J.
Winston, NMMA Director of Research,
New York City, gave an interesting talk
on industry matters and presented a
placque on behalf of the group to Presi-
dent Fred Spadafora. Mr. Spadafora
made a brief acceplance speech offering
his thanks,

In Attendance

The following were in attendance:

P. F. Vagnino, Jr! and Ed Lazzarini,
American Beauty; Roy Lesa, Angelus
Macaroni Co.; Anthony Bizzarrl, Ed
Minnl, Angelo and Mike Guido, An-
thony Macgroni Co.; Veughn Gregor and
Nick Karnian of Aseeco Corporation;
Roy Bagley, Browr& Bigelow Co.; John
and Dominick Cosls, Costa Macaroni
Co.; Anthony DeLallis, Deltho Enter-
prises; Francis DeRocco and Lindo
D'Amico, Florence Macaroni Co.; P’at
Gabriele and Louis Fusano, Gabricle
Macaroni Cny Louls Foster, Mike Kear-
ney and.James Doyle of Henningsen
Foods; Al'“K#tske, Hoskins Comany;
James Winston, NMMA; Edward De-
Rocco, San Diego Macaroni Co,; Fred
and Emil Spadafora, Louis Alberto, Sup-
erior Macarenl Co.; Eldon Koehler, Tri-
angle Packaging Machinery Co.; Rohert
William,” Marvin'Pearlman, Sandy Bla-
vin, Western Globe Products, "~
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Does it REALLY
Pay to Stretch it?

Of course. No businessman worth his
monthly stipend denies that it's smart eco-
nomics to get the most out of every dollar
spent. But like all things, it's not only what 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.

UNITED STATES PRINTING AND LITHOGRAPH
DIVISION OF DIAMOND NATIONAL CORPORATION
EXECUTIVE OFFICE: NEW YORK 17, NEW YORK
Dffiees: Allanta * Ballimote * Beverly Hills = Boston * Chicago * Cinclnnati * Clave-

Jand * Dallas ‘* Delroit ¢ Loulsville * Milwsukea * Minneapolis * New York * Omaha
Philadelphia * Pittsburgh * Porlland ¢ San Francisco * Sealtle * St. Louis * Tulsa

PRODUCERS O TOIDING CARTONS = TABELS = WRAPS
POP DISPLAYS = POSTERS = ADVIERTISING MATERIALS

qf
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What's (ne crop siluation®

wiial bout the larm program?

What's (ne outlook?

g ¥ The answers to these and other questions regarding
' : durum produets are vital to your business. Yet, you
¥ are busy with the many other problems involved in
i the produetion and marketing of macaroni products,”
Too busy really to devote the necessary time to
properly answer them. That's where our marketing
knowledge ean be of real assistance to you. :
International’s team of marketing and milling ex-
perts studies the erops, the market and information
from various sources to furnish you with data of
particular significance. Their appraisal of the totar™
marketing situation is based on years of experience
and is your assurance of up-to-date, factual analyses,

54 LV NES
DURUM'DIYSION

; This is yet another service from International, pro- I
' ducer of the finest quality durum produets, At your MILLING COMPANY INC.
service . . » 100%. Genaral Officas: Minneapolls, Minnesota 55415
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