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L ONG range planning was the prime

order of business for the delegates
attending the Winter Meeting of the
National Mecaroni Manufacturers As-
sociation at the Diplomat Hotel in
Hollywood, Florida, January 17-20.

Record Year

In opening the meeting, President
Fred L. Spadafora told the group that
1865 was a record year for the industry,
He reported production estimated at
1,751,404,800 pounds of macaroni prod-
ucts, with estimnted per capita con-
sumption at about nine pounds.

The 1965 record constituted an in-
crease of 67 per cent over the same
period a decade ago, Spadafora said.

“Qur surveys have Indicated that
youngsters as a group like macaroni
products, and we recognize this very
salient marketing fact that If youngsters
enjoy & product they are very likely to
carry it over into their homes when
they set up housekeeping on their
own,”" Spadafora said.

The macaroni Industry has a product
which appeals to children for a number
of reasons, cited by Spadafora. First, it
is a fun food which the kids enjoy
cating, Secondly, because of Its varlety
of shapes and sizes and its versatility
in preparation, the homemaker can
find any number of combinations to
plense her family.

By 1885 our population is expected 1o
increase by 71,000,000 people. An esti-
mated 76 per cent of this increase will
be In people under 35. Just to meet the
demand in 1885, at the current per cap-
ita rates, the industry will have to pro-
duce on additional 640,000,000 pouids
of macaroni products, Spadafora sald.

“The next two decades present a real
challenge to the macaronl Industry to
provide the production facilities and
the marketing know-how to meet this
expected demand,” Spadafora sald.
“And once our World War II bables
start in raising their own families, we'll
have a whole new market to educate
to macaroni,” he concluded.

TV Bureau Film

Following President Spadafora's re-
marks, a film by CBS Television and
the Television Burecau of Advertising
was shown. It was entitled “2 Years,
39 Days, and 60 Seconds.” This repre-
sents the length of time it takes on the
average to develop a new pirdu~t end
present it before a supermarket buying
committee. In the twinkling of an eye,
the whoie project can go pool if the:
has n.t been thought given to the in-
troduction of the product and how it
will be advertised to the * wrinier. The
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tional Macoronl Manufacturers’ Association;
nztional durum soles manage:

your meal,” uuordlng
cger for durum products at Intemational Milling Co.;
ond Dick Vessels, Interra*icanl’s ossistist

e Ay

to Sal Maritato, g “ruri sales i
red Spadafora, presive., f* L

T
International distributed the colorful 14 x 20" posters to wlequtes a* the v o &
vention of the National Mocaroni Manufacturers in Hollywood, Fla. The posters are Jdesdghed
to promote the use of macaroni and noodle products as o side dish to complement paio’

growing popularity as a main course.
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film shows how various branded food
products project thelr adverlising mes-
sage over television.

Convenient Combinations

Walter R. Barry, Jr.;-marketing man-
ager of Betly Crocker Casseroles, de-
scribed how General Mills develops
new products, market tests theim, and
puts them into national distribution
with merchandising and advertising
support, The success of the BRelty
Crocker macaroni casseroles has out-
run the prepared potato products, whick
was GM's initial entry into the expan-
sion of the consumer food items beyond
the breakfast cereals and dessert mixes
that they affered. A digest of his com-
menls appeafs on page .

Ralph A. Reynard, manager of pur-
chasing for Stouffer Foods Corporation,
tuld how his company has had amazing
growth with frozen prepared foods,
many of which are macaroni prel:
combinations. He pointed to the rapiuy
growing market for food consumed
away from home, observing that one in
fyur nieals now eaten in hotels, restau-
rur.s and institutions will soon be one
.n ti.ee. His commenis  appear on

pire . :
fadph Frank, Jr. of Lwry's Foods
*coo.iveu their promotional efforts In

wke 1 i3 2nd meriondising inacu-
you  srd o osodle producty with dey

know thelr seni.on .-

sauce mixes, H'ghiig* ' T hispriinta
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Long Range Planning—
(Continued from Page 4)

take n more active part in legislative
matters as Government moves faster
and farther into the decision-making
areas that make or break business.”

Product Promotion
Beverly Anderson of the Durum

sive program o be developed for the
promotion of macaroni products in the
hotel-restaurant-institutional field sup-
ported jointly by the North Dakota
State Wheat Commission, the Durum
Wheat Institute, and the National Maca-
roni Institute. The outline appears in
the February issue of the Macaroni
Journal.

Howard Lampman, executive direc-
tor of the Durum Wheat Institute and
acling secretary for the Interim Organi-
zation of the Wheat and Wheat Foods
Foundation, described what had oc-
curred in the past year in the develop-
ment of that group. The Board of Di-
rectors of the National Macaronl Manu-
facturers Association went on record as
endorsing the principle of enabling
legislation to make funding for such
research and promotion on wheat and
wheat foods universal.

Theodore R. Sills, public relations
counsel for the National Macaroni In-
stilute, quoted a survey made by
Forbes Magazine among top food man-
ufacturers indicating that 1965 was not
a very reassuring year for many food
companies. Forbes' editors declared
that while the market was growing
with the size of the U. S. population
and better standards of living here and
abroad, so was competition and the cost
of doing business. “Controlling neither
their raw materials, supplies, nor the
supermarkets that distribute what they
make, the food companies are middle-
men, with only marginal control over
their own costs and markets."”

Mr. Sills went on to point out that
the great increase in population in the
next ten yrars would be people under
the age of 25, and emphasized past ef-
forls on the youth market will be in-
cressed. He olso pointed to the growing
afMiuence of the Negro market and thel
demand for special attention with ad-
vertising and merchandising copy that
uses Negro models.

Miaml News Story

continue 1 the fune® “erde A2-
preach of recipe matczin's Tssenne-
nuted to fuod cditors, Berthu Cockran
Hahn, 1oué oditor of the Miami News,

tion Lanuary 20 with' [wo r.aicaryn’
iscipes ‘n color,
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Wheat Institute outlined a comprehen-

N-tjonal Macaroni Institute efforts*

had a full-page spread in the fvod oue- |

In addition, on the back page of the
food section, there were'a half dozen
recipes thfit can be Used in entertain-
ing. Mrs. Hahn is a frequent user of
National Macaroni Institute publicity
relenses and uses color extensively in
her food editorials.

Commentators
John W. Wright, president of the
U. S. Durum Growers Association,

heading a delegation of a half dozen

representatives from the durum coun-
try, extended greetings. Gene Hayden,
newly appointed chief executive of the
Crop Quality Council, made a briefl
statement on the cuntinued efforts of
research to develop new strains of dur-
um 1o provide an adequate raw ma-
terial supply for'the macaroni industry.

Monsignor John Romaniello, the
Hong Kong Noodle Priest, was in at-
tendance at the convention. He spent
one day from early morning until late
at night participating on radio and tele-
vision interviews and talking to the
press about the need to feed the hungry
of the world, “You can't talk Christi-
anity or democracy to an Aslatic, Afri-
can or South American who has noth-
ing in his stomach," he declared.

Suppliers’ Socials

The following list of suppliers were
hosts ot the Suppliers’ Socials and
Cocktail Parties preceding the tradi-
tional Rossotti Lithograph Corpora-
tion's Spaghetti Buffet held on LMonday
evening and the Association Dinner-
Dance held in the country club on
Wednesday evening:

Amber Milling Divislon, G. T, A.
Ambrelle Machinery Corporation

Duruz Committee Considers Sthsidy for 3

N a move designed to spur exporis
of low sprout damaged durum :nd
“to protect the high quality duran
wheat export matket," the Comried™s/
Credit Corporation or. Jauuary 0 an-
nounced a special subsidy policy. A
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Archer Daniels Midland Co.

Durum Dept. ‘
Asceco Corporation . -
Ballas Egg Products Compat
V. Jas. Benincasa Comp~nv
Braibantl-Lehara Co~
The Buhler Corporat
Clermont Machine Compi.*
De Francisci Muchine £ -
Diamond National Core I" Vi

ucts Div,

Doughboy Industries. inv.
DuPont Film De, .

Fnust Packaging Co *.
Henningsen Fouus, Inc.
Hoskins Company
International Milling Lo, Ine.
D. Maldari & Sons, Inc.

North Dakota Mill and Eler - *
Peavey Company Flour Mill
Rossotti Lithograph Ci-.  wile
Triangle Package Machinery Co.
Vitamins, Inc.

Mr. und Mrs. Charles © * » ns-
sisted by Frank Prine una John Tobia
were the genial hosts at the Bu'fe
Party, where tables were heuped mgh
with Italian delicacior.

Mrs. Rossottl celebrated her hir s "uy
at the Dinner-Dance uin TWedpes?:®
evening. e

The Board of Divelis -0 0o
turn to the 07,0 anat i Jom. wy, 19RT
The next Board meetir~ ‘e 1o by
being cartud f0 aaddeda el 33 T
clsco, 11 which tima there will ke a
review of progres. -a ‘n. Whewt iad
Wheat tords Foundations Progtaue « at
an examination ¢ fin,neiagafor the
Mutl v ) Mecaront Warslfaet ol oS
sucluiton and National Mara. i Just-
tute progtu™ .
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TO INSURE QUALITY IN ANY MACARONI

lusnny cize — any shape — it's always
enciv. t¢ wunirol the quality and color

ot your prodvets with Amber's first
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v Vienowia Noo 1 Semolina, and,
llyperia Ourvia Granular,
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PRODUCT, ALWAYS SPECIFY AMBER

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

We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent
Amper quality. Be sure- -specify AM-
BER.
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How Betty Crocker Got into the Casserole Business

General Mills, Inc., Minneapolis

by Walter R. Barry, Jr., Marketing Manager, Betty Crocker Casseroles, \

Walter l: Barry, Jr.

1965 saw a major change at
General Mills as our com-
pany closed over hall its flour mills,
and this included our durum operation
as well. It is no secret that the return
on our investment in these mills was
not satisfactory, and the cutback was
made in order to end our losses in this
side of the business and find profits in
new flelds. Inasmuch as the most im-
portant of these areas was that of con-
sumer convenience foods (and the
Betty Crocker macaroni casseroles fall
right into this category), we were par-
ticularly pleased to be asked to appear
on your program at this particular time.
On the one hand, the mill closings have
ended our role as supplier to you, but,
on the other, the reason behind these
closings will make General Mills a
sturdy partner with you in promoting
the consumption of your product in
homes across the country (I might just
say at this point that we have a healthy
respect for your admirable 8% gain in
sales chalked up in 1085). As you will
see, it is General Mills' policy to expand
markets through genuinely new prod-
ucts backed by heavy outlays for con-

sumer advertising—rather than merely*

to feed off existing markets. Fer in-
stance, in our introductory two years
in the packaged casserole business, we

invested more than 55¢ and 30¢ of our .
snles dollar in promoting these.wodissa

"-.nl inacaroni 7oducts. I think you will
il General Mills a worthy partner.in

12

bullding and promoting macaroni con-
sumption.

As background then, the packaged
casserole business, at least as we see it,
currently is about an $80 million in-
dustry at retail. The major natlonal
factors are: Kraft, Chef BoyArdee,
Golden Grain and Betty Crocker—with
Kralt occounting for more than twice
the dollar volume of any one of the
other three, whose sales each are rough-
ly equal. On the average, we spend
about 10¢ of our sales dollar on con-
sumer advertising.

Now, the question and the subject of
our presentation today: How did Gen-
eral Mills get into this business?

The marketing job of the Grocery
Products Division is to execute the cor-
porate policy of concentration in the
consumer foods business with diversi-
fication within the general area of con-
sumer foods. As we started looking at
this job in 1858, we, of course, had to
bear in mind the structure of General
Mills' current line. General Mills started
as a group of flour milling companies
who then diversified basically into
breakfast foods and into dessert mixes.
Aside from a few flour based items, such
as bread or biscuits, General Mills had
no real entries in the main course ol
the meal either at lunch or at dinner.

First Entry: Potatos

Our first major entry into the main
course was with potatoes which serve
as a side dish. While there had been
other moshed potato products on the
market when we introduced Belty
Crocker Mashed Potatoes, General
Mills ploneered the mixed version of
Scalloped and AuGratin potatoes.
These products were a real boon to the
housewife, they cost her only pennies
and cut her preparation time in half.
If the housewife's time is valued at the
minimum wage of $1.25, the AuGratin
Mix, for example, actually saves. the
housewlfe cents in time, L |

Furthermore, for the average cook,
these products were superior to scratch
products Bs our consumersincte thow.
Naturally, witi, a prodiict of this char-
actor, rales were gratifying. Therefore,
we began u scarch for'Wiys to fui‘ner

exprnd the hasic scalloped and m
- AR miGe. withotlier products.

exvopd on the idea of saucts on topnd..
2eazoCor morketing objective was tory

As they worked with sauce techne!
ogy, our food resenmfr”u‘ﬁmp uuvelnned
a product with a sour creum and ciicese
sauce over a base of noodlcs, Tie v
sumer research on this pooduct ind!
cated that it was as good nu wcal
and au gratin pntatbel."l‘)ierelor‘e‘:ﬁ-_i.i

began to develop a marketing p]ﬂh‘f&u-
this product and then to test th;fh’lﬁ.\.'_::x.

Noodles Romanoff
The product was Noodles lioh\aﬁeil.
We developed a package design, wf b

vision commercial, print ad and A
plan to present this new prodd::

consumer. All of these malgin}
based on our strategy of treatin R

product as an extension of the side dish
line of scalloped and au gratin potatoes.
In June of 1961 we introduced
product into two small test ‘Warke
Hartford, Conn., and Pherify,: Liled¥.
measured our progress in these test
markets through Burgoyic “Audith,
which promptly showed that Noodler
Romanoff was selling even faster ‘thi
scalloped or au gratin potatoes. (in tle
basis of these resulls, wrly ex-
panded Into the Boston, b g
regions in October of 1081, We -tler
rapidly moved forward intc 177v® ok,
BufTalo, St. Louis, Twin;i€ities and the,
West Coas{_in Junpary ok-Jbd2. And
June of 196 we had gnne compliatel i
national. It hud tak exaclly one
year from the beginnjng Mst tid
national imtroductfon, 2.0 Ry
Consumer 3ales shoed that wé‘m!
hit upon a highly successful prodatc
concept to which’ comuh\m? o
strongly. It was at thigzpol u{e

ed
w
saw the possible develgprifunt of a‘-rMJ
trend beyond just add

£'to n .
fine. We developed tH fcmi&:w.x |

casserole segiig distinél and .epagg'l
from the" specidlty. polatoag section:™f
there were, in fact, o™ iiittkz fITF hich ¢

quality . casse Jve wauld hav
forn:mnlw:cﬁ ne lmnﬂ:m
dosidey (o8N8 Wdvanlpac Sop
More Hesentch <4, ! hiw's
* Therefure, we weni baci “into qtu'

research on coj er ea 3 :
oy e

andifoodsa
dence Wi .;-.v‘-td Bul Lo support.iii; ne
sirategy. tldsearch fndicated @ mg:‘
consump‘uhh of hot dishifilofB oty
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Mostaccioli

FRAGILE SPECIALTY ITEMS wo . FEi"

Battaty of 3 Stor-A-Veyors with 24 Hr, dryer capacity — 3
‘ntrol Conveyors with dual discharge feeding 2 Packag-
ine Lines.

1 Nots — CellingsMount allows free storage area under the
4% Stor-AVeyagh
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Spirals

Of the many macaroni firms that have
solved Storage and Handling with Stor-A-
Veyor are: American Beauty Macaroni
Plants at Dallas, Denver, Kansas City and
Los Angeles; Anthony Macaroni, Los An-
geles; Majorette, Seattle; Skinner, Omahao;
U.S. Macaroni, Spokane; Mueller, Jersey
City; San Giorgio Macaroni, Lebanon; Jenny
Lee, St. Paul; O. B. Macaroni, Ft. Worth,
Texas; Porter-Scarpelli, Portland, Ore.

"Latest installation”
The CREAMETTE CO., Minneapolis, Minn,

Systems &
| Equipment
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1ns~ 'y ALYMPIC BOULEVARD DU 5.9091
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Betty Crocker Casseroles—

(Continued from Page 12)

oles, but a low penelration of commer-
cial convenience products of this type.
The success of Noodles Romanoff led
us o believe that offering more casser-
ole products of high qualily could re-
sult in the development of an entirely
new business.

With this strategy in mind, we looked
at the alternatives of developing pack-
aged products similar to those commer-
cial brands of spaghelti and macaroni
already on the market or, alternatively,
developing new products with no direct
commercial counterparts. Following
General Mills traditional pattern of ex-
panding markets rather than trying
merely to take market share, we con-
centrated on developing brand new
products to go along with Noodles
Romanoff. In working with research
and development personnel, we set
forth new criteria for these products.

Three New Cassaroles

Research and development produced
three new high-quality casseroles: a
noodle base with a chicken sauce and
almond topping, a noodle base with to-
mato and cheese sauce, and a macaron|
base with Cheddar cheese sauce. In
consumer tesis, these products received
taste results equal to Noodles Roman-
off.

Therefore, we ogain went into the
development of a marketing plan for
these products, covering the wusual
aspects of packaging, adveriising, nam-
ing, etc.

These producls were Noodles Al-
mondine, Noodles Italiano, and Maca-
roni snd Cheddar, With these three
products added to Noodles Romanoft,
we now had a four product line of
high-quality casseroles. New packages
were designed for all of these products,
tying them together as a line. A new
advertising agency was appointed to
create entirely new advertising for
them. And by October of 1962, we vrere
ready to go into test market with our
new casserole program.

Regional Differences

The purpose of these test markets
was to check on reglonal consumption
differences among various parts of the
country, to check on the differences in
volume level with different levels of
advertising, to check on the trade and
consumer acceptance, and flnally to
test whether we would do better intro-
ducing the three new products one at a,
time or all three at once. g

To properly meel these diverse ob-
jectives, we designed more extensive
and sophisticated test marketing areas
than we had previously used with
Noodles Romanoff. In this particular
case, we selected nine areas strateglcal-
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ly placed geographically across the
country and accounting for about 13%
of the total United States population.
The nine areas were divided into three
cells, each of these different cells had
different variables so that we could
properly evaluate which one was the
optimum program for ¢asseroles,

Our test market advcrlising started
in Oclober, 1862, and by Mar:h of 1863,
our results were sich that we decided
to go national with a heavy weight
adveriising and a simultaneous three
product intreducticn. In April, 1883, we
introduced nationally Noodles Almon-
dine, Noodles Italiano, Macaroni and
Cheddar as well as a ra-designed pack-
age for Noodles Romanoff. This was
less than two years alter th2 initial test
market introduction of Noodles Roman-
off, The volume of business generated
by this time was nearly thrce times as
great as the potalo volume which Gen-
eral Mills had originaly started with.

Redefined Market

At this point, we had good evidence
that we had pioneered a new and ex-
plosive category of products. It was
now evident that we needed to have
substantially more information on how
these products behaved in the market,
Until this point, we basically had sales
data and some consumer movement
data on our new line of casseroles, but
had almost no information about the
profile of consumers, how they used our
products, what they thought about
them, how often they purchased, what
our competitive position was, etc,, etec.
Therefore, we re-defined our market
ond ordered both Nielsen and Market
Research Corporation of America serv-
fces to track our products. We also de-
veloped and applied new research tech-
niques to test such things as the follow-
Ing:

A. Consumer attitudes and research
behavior

B. Effectiveness of promotional ex-
penditures

C. Volume potential for new products

D. Methods of allocation of media
funds

Promoﬂ.énll _Techniques

As an example of this activity, we
tried a large number of different tech-
niques in the promotional area to see
which were most effective. These de-
vices had one of two purposes, either
to expand the number of users of our
products or to increase the frequency
of use of the products. The various
promotional techniques tested were as
follows:

A. Coupons (media, direct mail, etc.)

B. Specially designed casserole cook-
be ks

C. Premiums

D. Seasonal promotions

Competitlon Grows

As the tremendous growth of hither-
to undiscovered markets became evi-
dent, a great amount of competition
developed rapidly. Each of the competi
tors had the objective of capitaliz’1;
on this great growth and obtaininy 4
share of this market. To get sum: 1l 1
of the magnitade of this competition,
in 1061 there were only 7 casmoroia
products being sold nationally and 1"'
being sold regionally. By 19b4 ihert
were 37 national casserole products unl
75 being sold regionally. A grea! irs.
ber of the regional activily was tesl
markets by major focd manufacturei=.

This sort of competition is standar!
in the food business and is one of the
primary factors that works to the con-
sumer’'s advantage, for it not only pro-
vides her with a tremendous variety cf
choice, but also with a wide selection
of price lines from which to chonse,

The competition for the comun}&rq
favor is a never-ending one an
casserole marketing program i
eral Mills is a continuing effol
evidence of this, we introduced s*il
additional concept In casseroles In Aug-
ust of 1964, This was MEXIcasserolr, a
prcduct which becomes a mein alsid
when the consumer adds ground owef
This product is in test markei and i:
currenily being evaluated as a part of
our continuing casserole marketing
program.

Main Points

1 have often thought that, if a speaker
can get across just two main puinte ia
any presentation, then his and his
audience's time livs been well spent!
My twu are! i

1. Geperal Mills will help you build
total macaroni consumption wi‘hk
well researched new.'spmmducti
backed by heavy adverusis.g
which will raise over-all cunzume
awareness of macaronl and its
uses. i

2. Every small package sale of 2a
noodle or macaroni casserole thu
Betty Crocker goes out to make i
a retall grocery store has already
been a carload sale for onc of you
gentlemen here in the audience to-
day.

Ao Johnson, cconomdst for 1 V.l
ter Thompson Co. says: “The potentinl
market for food (excludinz nlcoholic
beverages) could total over $125 billion
by 1875—an increase of 47 per vent over
present sales, That means an opportui
ity of adding about $10 billion on top of
the $85 billion level of food sales vati-
mated for the full year of 1085, The
total of food and alcoholic beverngzs
could reach $145 bilhicn by 1w7h 1
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Who Really Invented Macaroni?  the result was an appetizing success—

/(\.\ Accounts vary, According  word of which quickly spread through-
E to Greek legend there out Italy on the ship’s return. i
m  was a deafening crash of '

thunder and lightning g4 according to Berman legend, the food ;

one day, the heavens P
opened up, and the gods 2;::;;3?1 ;ZI;L?]:S? Both ixepired by

of Olympus gave man

Y e mac‘aroni. w‘hi_ch in their :)!;3 loar;(;: "
anguage meant “The Divine Food. symbolically- '
And according to Chinese legend a young shaped '
Chinese vaniden, enraptured by a hand-  breads to
some Itaiian sailor, the people
happened to let of Genoa,
S her batch of bread Italy. The
| “" dough overflow. The Italians balked
dough dripped from at their large form and high price.
her pan in strings “Ma Caroni”, they protested —“But {
and dried in the sun, it is very dear.” And when the mer- 1
i and these the sailor chants reduced the size of their dough |
took back to his . forms and their prices, the phrase
ship. When the ship’s cook boiled these . “Macaroni’ persisted for their new
strings and covered them with broth,  products,
While macaroni legends often conflict, manufacturers agree
on the consistent high quality of King Midas Durum Products
g
o PEAVEY COMPANY
X Flour Mills
Ll
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A Look at Frozen Prepared Macaroni Products

by Ralph A. Reynard, Manager of Purchasing, Stouffer Foods Corporation, Cleveland.

1'% time to eat! Every ¢ 7 this call

{c auswered about 600 million times
in this country. That's more than 200
~illion meals o year and you and I, as
puppliers .0 on 85-billion dollar 3rod
market, are each searching for one
thing—how 1o get a bigger share of this
market for our own particular segment
of this industry. You are seeking for
ways of strengthening the demand for
all torms of pasta products; I am look-
ing for ways to increase the demand
for frozen prepared foods; and in that
one area where we overlap — frozen
prepared pasta products—lies the pur-
pose of our getting together today.

Let's get our thinking into a little
better perspective by first taking about
three per cent of the total food market
to represent the two billion 800 million
dollar frozen food market and then cut
this into fourths to describe the frozen
prepared foods segment currently
amounting to just under 800 million
dollars. Now this is a long way from 85
billion dollars but it's still a very
healthy market with a wonderful
growth opportunity.

All-purpose Graph

In preparing for this presentation 1
had thought I would use several
grophs, However, the more figures 1
looked at the more all the graphs
seemed to look alike. T got to thinking
that perhaps there is a company some-
where making a “handy-dandy all-
purpose graph” for a growing economy.
The user, by changing the scale, can
thus describe the population growth
(now almost 200 million people) head-
ing for 236 million ten years hence, or
the gross national product—675 billion
dollars last year and estimated at a
trillion dollars in ten years, or the food
industry mentioned above or any of a
hundred and one other trends, Of
course, the significant thing about all
of these figures or graphs or what have
you is the determination of just how
the different elements or segments of
each trend fared. Let me illustrate:
While the food industry was growing
11 per cent between 1858 and 1963, the
frozen food industry was growing 17
per cent. Further, the frozen prepared
foods industry increased 49 per cent
ond Stouffer's participation in the Fro-
zen Prepared Foods industry increased
more than 200 per cent. Now, if we had
just based our future plans on an 11
per cent growth potential over a five
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year period, we would have been left
far behind.

35-49 Group o Decline

Let's carry this analogy one step
more. The population of this country is
going to increase 18 per cent in the next
ten years. However, if your marketing
decisions happen to be based on the 35
year to 40 year old age group, watich
out—this group will decline five per
cent during this same period.

1 hope you are geiting my point here
—let's both look for the growth areas
and concentrate on them for our own
greatest growth potential.

Growth Rate Forecast

Now, let's get a bit more specific.
We at Stouffer's will be disappointed if
we don't grow 15 to 20 per cent each
year in the frozen prepared foods area.
The industry won't grow this fast but
will be growing at close to half this
rate. We expect our pasta products to
continue to contribute their shate of
this growth. If you will all agree not to
gang up on me afier this meeting I'll
give you some Idea of how important
these products have been to Stouffer’s.
We have five retail products using some
form of pasta as the base, These are:

Macaroni ond Cheese

Escalloped Chicken and Noodles

Tuna Noodle Casserole

Macaroni, Beef and Tomatoes

Turkey Tetrazzini
In addition to these we put out a retail
spaghetti sauce that we hope leads to
more spaghettl sales. Macaroni and
cheese Is our number one product and
four of these five products are among
our eight best sellers. The growth rate
of these products has been substantial-
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ly the same as our over-all grov!
Now, without begging for moii“L!
petition, but knowing tlat fivien j‘: :
pared macaroni products are »/
inconsequential portion of =on="
macaroni products siles I wn
clude that there is a vast untay
tential here. (i

Capturing the Market

There are several approaches td tuir
in determining how best to caui:
more of this market, With over 350V
different food {tems available today anu
with even the largest supermnvk.n
carrying about 6,000 items, Uir winh®
bilitles of success for brane, yow M
are diminishing. Oae of the Jugat, "
ising new trends s what- e caii-'ﬁ-
uct fragmentation. .This simply meane
taking existing proz e tnd intieduc-
ing variations of these. In this way ia-
manufacturer can take advairtn'e 7
his present production, distribl s,
marketing knowledge and introdng
new product that isn't actuaily all new
We have seen a good exampie of 115 in
Campbell's V-8 Sauce—they took th.i
V-8 Cocktail, developed the sauce vii:
atlon and were able fo int i ee (s
product that already had an excellen
image. We will shortly introdwle
variation on our Macaronl and ¢h-00 ¢
which we will call Macarcni &d }an
au Gratin. We expect the sales of th'.
plus the sales of Macaryai imd Croo
to exceed the present pales cf Wl.cu
roni and Cheese a'~z+ iven'if we lose
some sales of the' latter in Alhg'gruc._-e
The possibilities of other variaili . ==
almost limiticss. y .
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Y

ITLE]
Salling Convenlence 7'

We frequently reminu'varsc s thei
we are not just selling food—we 7
a much greater sense selling "conven!
ence." This concept is not limited *
food alone,' Convenience is the grou:
marketing pitch of this age, carryin.
into transportation, coninunication and
practically évery phase of life. We may
be turning into the luziest people ever
on the'Yuce of this' Carth hut it
we llk€ it or not or agree that'lt /s~
right thing or not, 'ciiventeried 1y e
tainly the biggest sales producer /!
How fortunate this is for ourhsinci.
frosen prepared lmdsl. ¥ AT
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Institutions Offer G.uwth Yoi, g\iul

In looking for growlh potential, ou
greatest opportunity lies in the a*A .
frozen lnstitutlsen!t amiinin fetol 4
this puint in our ysuni! Neeis Jivelion, iy
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apparent limiting factors are our ability
and capacity to produce. We can dou-
ble, triple or quadruple our volume in
this area annually if we can but gear
up to it, The concept has been proven
evond doubt. The spiralling wage
t2, the dearth of unskilled labor, the
.utlon of managerial personnel by
. v paying industries, the need for
;pnece (some now being taken by
“ng fucilities), the desire for betler
stuus wnd o wider selection of good
. v the uUuacsportation impasse in
«w tteas . . . all these cry out for
irnrevements in mass feeding.

Major Institutional Markets

wust consider a few of the major po-
4andal markets for frozen institutional
rrepered foods:
Sixty-eight thousand elementary and
+szondary schools now participating in
3ohicol Lunch Program (45,000 of
tes 1% full eafeteria facilities) re-
ﬁﬁ'.v'l-lu tar feeding 41 million stu-
nts oni 1ol o doy. What a market

+'or healthful, 1 = cost frozen prepared

fuods!

Two thousand fifty colleges fighting

wovw Lhe cost of education within the
« o of the American wage earner,
v ¢ a golden opportunity for waste-
eliminating, frozen, prepared, portion
controlled focds!

Hospitals and Retiroment Homes

«+ wunsider seven thousand two hun.
ured hospitals, needing every available
square foot of space for beds and equip-
ment feeding patients with a multitude
i discuses or injurles involving numer-
o e spert ) diets, What a market for
viveen, cost controlled, portion pack,
al r. - 4ve 1 aonstituled meals so each
natient can get tis own special diet
reanitements salisfied with a minimum
ot kitchen space and preparation time!

1.r., ubuut the geriatric homes, grow-
+ & rapidly to arcommodate ilwe older
ey, '2 whe siow have better financial
vsearces to carry them through the
‘unger hie spon now enjoyed by more
people than ever before. A crying need
for moderate priced, softer foods such
us thuse using macaroni, noodles and
spaghelti.

Transportation Facilities

o transpeutelion thore's e rapidly
« wead'ng airline industry 1acking for
top ~erality =aoo suving, time saving
frnan to speed up service to the most
iseriminpting customers in the world
‘ddy, Bus terminals looking for fast
cemyplee ¢ 1 vednd cuntomers during the
sk 108l slops; the resurgent railroads
with an oppor inity to accomplish a re-
.1.'n of a long stagnant, former money-
=+t " "ag 4 aperotion--more ex-
A ..+ o+ pu entials. '
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Look at the continued trend of in-
dustrial plants springing up in outlying
areas where there are no nearby res-
taurants necessitating in-plant feeding,
many requiring the feeding of only two
or three hundred people. What grocer-
ies and produce dealers can economi-
cally deliver the small quantilies re-
quired ot these distances from the sup-
pliers' locations?

Yes, the world is changing but let's
not gel off just yet. Let's change with it.

So far I've painted o rather bright
picture but there are some dark clouds
inside the silver linings and il would
be well to examine the factors than can
stifle growth in our industries and then
see what steps we can take to minimize
these.

Factors Stifling Growth

Some limitations on frozen prepared
foods are as follows:

(1) Reluctance on part of chefs to nc-
cept fully or partially prepared prod-
ucts. They see in these products a chal-
lenge to their talents and a threat to
their very existence.

(2) Inherent hozards of handling
frozen foods. The refrigeration in homes
is frequently inadequate to maintain
the quality that was originally frozen
in. This, together with mishandling by
transporlation personnel or by other
handlers along the way can convinee
our customers that these foods were not
up to por in the first place,

(3) Lack of help from associaled in-
dustries. Frozen food manufacturers are
doing their best to encourage the sales
of their produets but we need help from
allied industries, suppliers, brokers,
supermarkets, packaging suppliers and
others to further the cause.

(4) Lack of special equipment for
reconstituting frozen foods, both in the
home and in institutions. Most reconsti-
tuting is now heing done in pots and
pans never intended for these purposes.
One helpful trend is the growth in the
microwave units but this is just enough
to prove the need and the potential.
Much more is needed.

(5) Too much stress on price. While
frozen prepured food prices sound high,
not enough information is getting to the
consumer about the value of time and
the cost of waste, I the true slory can
be convincingly told more people will
learn that frozen prepared foods are
indeed a bargain,

Industry Survey Cited

Now for some specific limitetions «n
your own pasta products industiy, inost
of which you have reviewed mony
times but which might be more impres-
sive from an outsider.

(1) In the 1064 survey of macaroni
products it was brought out that muca-
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roni and spaghetti tend to generale
more regular usage in large, young,
blue collar, lower income groups nors
mally associated with economy  foods,
Now this is fine but note that the
growth trends will be towards smaller,
white collar, higher income groups
looking for convenience foods (not so
much cconomy foods).

Increase Noodle Usage

(2) In the same survey it was ex-
pluined that egg noodle products are
served less frequently than macaroni
and spaghetti. This may always be so,
but since we have the produet with the
highest value selling ot the slowest
rate, any trend to increased usage of
noodles (even at the expense of macu-
roni and spaghetti) will contribute to
this growth we are looking for,

(3) The third significant point 1 got
from the 1964 survey was the fact that
pasta produets in the dry form outsell
pasta products in the frozen form by
such a wide margin. The indication was
that 90 per cent of the families inter-
viewed had served these products in
the past year while only cight of 21 per
cent had served them in the frozen
form. Here again, since there are more
dollars in the frozen prepared form, the
over-all growth will benefit by in-
creased marketing pressure here. Also,
from our own expericnce at Stouffer's,
1 feel certain there is a vast untapped
potential in frozen prepared macaroni
products.

Hemburger Cuisine

(4) Quoting Bob Green in a recent
bulletin—* The trend towards conveni-
ence foods and “Hamburger Cuisine™
in the United States doesn’t necessutily
bode well for the macaroni industry.”
This may be true but, again using our
experience, it appears that these prod-
uels can carry a larger share of the
convenience foods industry.

Nutritional Education

(5) Starchiness and calorie content
praduce a reluctance on the part of
weight watchers to purchase more of
these products. 1 can’t help but feel this
is primarily a job of educating the pub-
lic to the irve food values of these won-
derful producis

(B Possibility of Salmonella in egpes
wsed for noodle products, Here we have
o common problem but let's be thank-
ful for the opportunily of solving o
prohlem before it becomes o real seri-
ous one. How much more fortunate we
are than were the cranberry growers
who were hit just before what would
have been the peak of a record erop
year. Let's have absolute proofl that the
epps we use are completely elean in all

(Continued on Page 365
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COMPRESSION SCREW FOR BRAIBANTI T
AUTOMATIC PRESS MACHINED ON A SPECIAL LATHE a i

Brai

DOTT. INGO. M., G. BRAIBANTI & C. S.p.A. MILAND - L.0O TOSCANINI 1 - TEL. 792.393 (Tre linee) 780.931 (Tre linve)
US.A. ond Caneda Reprasantatives: LIHARA CORPORATION, 60 Lest 42nd Street, New York, N.Y.
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THAT COUNTS

AND BRAIBANTI GUARANTEES QUALITY

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

TODAY, IN EVERY CONTINENT, MACARONI
IS PRODUCED WITH BRAIBANTI EQUIPMENT.
TODAY, ALL OVER THE WORLD, THE MACA-

RONI IS APPRECIATED — THANKS TO BRAI-
BANTI.
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Machinery and Complete Plants for the Macaroni Industry
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Georga N, Kehn

F the title sounds grim it was meant

to. You can't stay alive in selling

unless you systematically go after new
accounts.

Too many salesmen regard a territory
as a lifetime sinecure that will yield
good earnings without cultivation, This
is a fallacy, A territory must be ex-
ploited or it will dry up on you.

The key word mentioned so far is
“gystematic,” There must be a pattern
to your prospecting. Depending on hit
or miss tips, one-shot coid calls, etc, is
dangerous. It's like a farmer in arid
country depending on rain instead of
building an irrigation system. With the
latter, he's sure the crops will come up;
with the former he will sooner or later
face n morigage foreclosure.

Prospects or Rejecis

A lot of time can be wasted on buyers
who really aren't prospects at all—at
least not for your product. A true pros-
pect must be right for you; he must
possess the necessary qualities which
make him a likely user of your mer-
chandise or service. A certain amount
of screening is called for here. If he can
pass the following tests he's worth more
of your time:

1, Does he really need your product
or service?

2. 1s he an influential? Does he have
the authority to buy?

3. Does he represent a solvent flrm
that will pay its bills?

4. Can he be weaned away from his
present supplier? <

5. Can you get to see him? If he's the
i . president or president, the ap-
pruach may have to be made by a top
executive in your firm.

6. Will the business he gives you be
worth the amount of time you invest in
him?

Ntk e S L i St e el

SMOOTH

SELLING®

by George N. Kahn
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PROSPECT OR PERISH
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This is No, 18 of 24 sales training articles. EI

You might make a chart for prospects
and evaluate them on a checkpoint
basis. This will save you necedless run-
ning around on what could be a wild
goose chase.

Terry Sloane, a midweslern fertilizer
salesman, narrows his prospecting down
by sending out questionnaires to pos-
sible buyers. He gets about a 50 per
cent return, enough to supply him with
live prospects on a conlinuous basis.

“] eventually sell about a third of
that 50 per cent which is a pretty good
average,” said Terry. “It sure is better
than beating the bushes. When 1 make
a call on a prospect, I can at least be
sure he is a potential buyer."

Warming Up Cold Calls

Whenever 1 read that one out of 10
or two out of 15 cold calls resulis in a
sale, 1 make n devout wish that sales-
men will not believe these figures. 1
know that these ratios have been de-
rived from actual experience, but I still
feel that publicizing them does more
harm than good.

Why? Because they cause the sales-
man to automatically put a damper on
his efforts. He may be the best man in
the business but he is a slave to some-
body else’s record. .

What difference does it make if 30
salesmen in the XYZ Company average
one order per 12 cold calls? This does
not mean that you cannot hit five or
six—or more! And you can if you have
faith in yourself.

In the history of selling many cold
calls have produced customers that
spent millions of dollars. Intelligent
cold calling should not be neglected in
the prospecting picture. This means
calling on buyers likely to be interested
in your lines,

Faith in Actlon

One man who didn't believe in the
cold call formula was Jim Charles, who
sold big ticket electrical engineering
equipment. First, I'd like to tell you
something about Jim's background. He
was the son of a minister who had
taught him a deep and abiding faith in

God. Jim also had a bright and opti-
mistic outlook and refused to let hin-

self get discouraged over tempora~y

setbacks,

His first year in selling was scine-
what bleak, but he refused to acctu
defeat. His family and friends never
suspected the tough time he was hay-
ing. He taught Sunday Schou!, s uts
ways pleasant at home and never ..m-
plained about bad breaks, favoritism
and the other things salesmen [requent-
ly bring up to mask their failure.

Explores Territory 0

Jim had been given a territory w2
had not been productive for his pred+’
cessor either. Along with the territory
had gone a list of prospects furnished
by the company. o

|One day Jim went to the sales man:
ager and sald he planned to make acv-
eral cold calls in the following wolhs
“Okay,” the manoger agreed, “buntn'
screened oul the good prospects, spzni
they're all on the list we gave youw:’
Remember, you're not sellin: wothnak:i i
ers, and cold canvassing isn'l guik tv =
be easy with our line."

“I'll take a chance,” Jim replicd. Ix.
started out with the conviction that he
would not fail. And he didn't. He mod;-
contact in several companies with vizy.
presidents and controllers, who “uv
impressed by his sincerity and marner. ;
He began making sales that set recocdiy;
for the indusiry and pushed him mnt.
the highest earning bracket in his out-
fit. He retired a very wealthy man.

1 saw Jim last year at a New Eng-
land vacation resort. He was wearing
the turned white collar of a clergyman.
“Yes," he _unid in answer to my swi
prised questior, “I became bored witl:
retirement and decided lo study for. |7,
ministry. They caid 1 was a bit old tc
undertake such & program, buu i L4 Y
could do it. Sales experience helped v,
in this. Nothing could have been icrs
dispiriting than those first few meny
in selling. 1 figured that 1 licked iY se,
and nothing could scare me off -,
more,"” Bl

The moral of thie rtey | ¢
cold call Is o state oz i 152
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really determined to make it pay off,
you can. Your horizons are limited only
by your own courage and faith in your-
self, Cold calls will become warm ones
if you try hard enough.

Prospecting Leads

“+ salesman is not alone In his pros-
w11, Leads come into him from his
rs manager, supplied lists from such
.+ as R. L. Polk, company advertis-

« und friends and acquaintances, The
i % apecially important in the serv-
jgis hueiness,

Many of these leads are “hot" but
that doesn't mean they are pre-sold. It
.cquires salesmanship of a high order
1o get the order. The best you can hope
fcr is that the buyer Is receptive to your
presentation. You have to take it from
there.

‘The sales manager for a large grocery
firm t~!d me: “1 supply my salesmen an
uvernse of Ave leads a month each. If
they don't score on at least one of them,
something Is wrong. They are usually
good leads.”

Don't rely entirely on furnished lists.
Keep your eyes and ears open for addi-
swm; veng can make to them, As a sales-
war, _ud meel many people. You at-
:n¢ meetings and conventions which
nften teem with ripe prospects. Norm
Olsen, n cosmetic: salesman, makes it a
¢~uctice to tack on one new prospe
cach week to a regular list he has,

Landing Tiw Blg One

'ere is a type of salesman who is
+ Laring of his energy for prospect-
‘ng but Le is fishing for minnows when
- e« 10 e angling for sturgeon, This
-in ihie-sinnll account complex. A man
devoles a great deal of time to cold
~ Wpe and tracking down leads, but he
slays away from the blg account.
Subconsclously, he avolds the large
. <:omer in his prospecting. Why? The
aover Is simple: the big buyer is
narder to sell. The salesman knows he's
nng 1o have a tough fight and he's
afraid to start slugging. He's like the
early morning bather who can't gather
un enough courage to wade into the
frigid water. He walts until afternoon
when the sun is fully hot.
"There's a defeatlst aspect in the avold-
ace of the big account. The,salesman
. =ac up the battle before even trylng
v n. Don't let the size of the prospect
detes o't No matter how big they are,
o uebody s buying end he has a “hot
..on" If you're not pressing it, your
«_.npetitor is. Todoy's leading pro-
wry wete rever scared of tackling
ik ajor prospects.
Ihe story of Milt Harety is a good
w~mple. Milt is a salesman in the top
« or® Leaglinls fle becoine an insur-

Mancy, 1966

ance {irainee right after graduating
from college. Like many an insurance
salesman, his first policies were sold to
friends and relatives. That source, of
course, soon ran out, and Milt knew he
had to start getting his feet wet.

One of his first moves was to ques-
tion the top producers in his firm os to
whom they were selling. In a few
weeks, Milt had the information he
needed. He had found that the high in-
ccme salesmen included among their
clients the biggest names In business
and industry and the professions.

Milt then did some research and com-
piled a list of all the board chairmen
and presidents of the leading industrinl
firms in the area. And then he called on
each of them cold turkey. Most were
quite surprised 1o be bearded by this
stripling. However, their surprise didn't
stop them from buying. Milt sold but
one, but the policy was of such impres-
sive size that his commission was oul-
standing. As the years went by, Mill
devoted his time almost exclusively to
the big prospect, the guy who bought
in a big way.

Recently, Milt was invited to spenk
at his alma mater. He told an audience
of commerce students: “If any of you
become salesmen, remember this: You
have a responsibility to yoursell, your
family and your company to do the best
you can. Never turn away from a major
account because you're afrald to fail. If
you do your best often enough, you
won't fail in the long run.”

Priming The Prospect

Some salesmen feel that once they've
been granted an interview with a pros-
pect they have accomplished their ob-
jective. They are so plensed with their
success in gelting into he buyer's office
that they do very little after thal.
You've got to push harder than ever
once you get the appointment, Getting
there is only half the battle. You've got
to come away with an order.

Don't let yourself be cowed or intimi-
dated by the buyer. Don't even appear
too grateful for the interview. Instead
make him feel that he's been selected
by you; that you are giving him your
time. Give him the impression that you
don't pick prospects at random but only
after careful consideration. Make him
feel that he's a blue chip cholce. This
will tickle his pride,

1 know a salesman who has the au-
dacity to glance at his watch before an
interview and then tell the buyer he
can only spare him an hour. It's a bold
move but it gels him orders.

Another mun 1 know, Harold Lane,
sends a prospeci a letter In advance of
his call. The message is writien on the
finest stationery available with Harold's

initinls heavily embossed al the top.
Said one buyer: “IU's like getling an
invitation to Buckingham Palace. I
could hardly wait until he got here.”
In fact, the letter is made up to look
like an invitation.

If you begin an interview by telling
the prospect how much it means to you,
and the like, you just take away good
selling time. Be polite, observe the usual
amenities, but don't get down on your
knees and bow in gratitude. You will
be much better off to spend the eurly
minutes priming the prospect for the
eventual close. That's what you came
for. Don't ever let anything swing you
away from the main objective.

Are you prospecting in the right way
and is it paying off? If you can unswer
yes to seven or more of the following
questions, you're not only a good pros-
peclor but are bringing up nuggets as
well:

YES NO

1. Are the prospects you call

on truly good prospects? _ -
2. Do they really need your

product or service? —_—
3. Are they available to you? — -
4, Do you have faith in your

ability to gel orders on cold

calls? _—
5. Do you make good use of

leads given to you by your

siles  manager, friends,

ele.? —
6. Do you ndd to the list of

lends by scouting oul likely

prospects yourself? —_ -

7. Do you take command of

an interview with a cold
prospect? —

8. Do you cold canvass the

big accounts as readily g

the small ones? —_——
0. Are you aware that your

future depends on the

number of prospects that

you dig up? —_ -
10. Do you have a workable

system for prospecling? _ -

(Copyright 1084—George N. Kalhn)

Packages Like Houses

Prince  Macaroni  Manufacturing,
Lowell, Mass, has put its fancy-cut
macaroni products such as scungilll in-
to redesigned packages to help moke
consumers more aware of products
other than spaghetti and macaroni.

The twelve packages in the line re-
semble small houses, with the products
peeping oul threugh die-cut windows.
The product numbers hecome the house
ucldress; and the boxes can be reused
for play by children. Speeial recipes
uppear on the back of the packages.
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Ambrette
Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneading,
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminat dr;
lumps found in conventional mixer.

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

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

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

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

NEW TYPE SCREW FORCE FEBDER SYSTEM N
Force feeder maintains constant feed of dough to screw under pressure, ,(_

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER ‘;74
Hi:gogmducﬁon screw with low speed. Anti-frictional metal liner in screw housing for long wear qnd}.lpfv !
fli N et
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A SECOND SALES FORCE
by George N. Kahn, sales und marketing consultant,
at the N.M.M.A. Winter Meeting

HE macaroni industry must de-

velop a new, “creative sales force"
to meet competitive challenges in the
next decnde, George N. Kahn, New
York marketing consultant, sald at the
Winter Meeting.

“Who will the Consumer be a decade
from now?" he asked. “In 1875 there
will be 235,000,000 people in the U. 8.
(44,000,000 more than today)., Half of
them will be under 26 years of age.
There will be 2,000,000 marriages and
5,000,000 births a year. The average
family Income will hit $9,525 (as com-
pared with today's $7,000). Seventy-
two out of every hundred familles will
live in cities or their suburbs. These
affluent young consumers will live in
the era of the clectronic home, three
automobiles, a four-week vacation, and
a five figure income, They will have
more savvy and will demand product
quality and product service.”

Only brands which enjoy a signifi-
cant market share, and which have ade-
quate sales velocity, will find space on
retail shelves. The drive for new prod-
ucts which will create new markets
will have to be intensified. Advertising
motives of different segments, geo-
graphical, ethnic, economic, social and
psychological, will have 1o be devel-
oped.

New Breed of Salesmen

A new breed of salesmen will have
to be developed, too. They will have to
know merchandising, promotion, ad-
verlising, and display as well as the
arithmetic of retailing. They will be
confronted by buyers with exact infor-
mation speedily gathered by compu-
ters.

“One sales team will not be enough,”
declared Mr. Kahn. “One will be needed
to call on customers for orders while
the other will be responsible for open-
ing up new approaches for moving your
product (o the consumer.”

Pointing to the growing popularity
of dry macaroni and spaghetti prod-
ucts, Mr. Kahn emphasized that pro-
ducers must sustain this appeal by cre-
ative selling methods.

“You are not only compeling with
other manufacturers of macaroni, but
you also must compele with dozens of
other food products on supermarket’
shelves. The question of whether a
housewife will select spaghettl or some-
thing else for dinner cannot be left to
chance. There must be factors to in-
fluence her decision in favor of spa-
ghetti.,"
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These factors, according to Mr. Kahn,
should be created by the second sales
force. He explained that the new sales
team, as opposed to the men who sim-
ply take orders, would serve as a vital
link between producer and customer
and between wholesaler and retailer.
The creative salesman would have
closer contact with the management of
the customer firms, and he would be
skilled in such techniques as adver-
tising, test marketing and publicity.

“He would be more than just a pair
of legs,” the mark-ting expert declared.
“He would really have to create sales
and bring about faster turnover of mac-
aronl products.”

Mr. Kahn sald he doubted that regu-
lar salesmen could handle these crea-
tive tasks in addition to his normal
duties. “In the first place, he ex-
plained, “the regular salesman is not
equipped for developmental selling.
He is primarily a maintenance man
dealing with customers who are al-
ready sold. Second, he usually does not
have the time for creating new markets,
buried as he Is in servicing accounts
and paper work, Third, very few regu-
lar salesmen have the talent for de-
velopment selling.”

According to Mr, Kahn, manage-
ment would be making a grave mistake
in forcing the creative-oriented sales-
man to do routine selling and mainte-
nance chores. “The development sales
force should be relieved of conventional
tasks and should be the superior of the
two teams,” he added.

Produce New Customers

The whole Idea of the creative sales-
man is to produce new cusiomers, Mr.
Kahn said. In the case of macaroni
products, he continued, the develop-
ment man would explore several dif.
ferent approaches toward creating more
consumers.

“The concept that macaronl and spa-
ghetti are ethnic foods has already been
blown sky high,” Mr. Kahn noted.
“More and more people of all back-
grounds enjoy them, not just those of
Ttalian descent. But the polential mar-
ket has barely been {apped. Imagina-
tive selling practices can introduce mil-

ip more people to these tasty and in-

nsive foods."”

What sort of person should be assign-
ed the job of expanding the macaroni
market? “A very special indi. ‘ral”
said Mr, Kahn. “In addition to huving
the salesman's standard knowledge of
his market, product and customer, the

REPRINTS FOR
YOUR SALESMEN

Reprints of this serles come in a !a'u'
mn format, printed in 2 colors = ¢
ree-hole punched to fit any stand~
814 x 117 three ring binder, each ::
print Intludes a self-evaluation quir,
Prices are!
1 ul of anch article) ..80c e7cis
et uﬂu( L] article) . e
{of uﬂ o) . Ir"h asl i
r.unuplnmunhuuch} endll
{of sach ) vesreisniins Bic anch
You may pre-order the lntlu urln or,
it you wish, individual articles. Each
article In the series ls numbered. Please

Department, Em; Bllh Bul Ildlnl
th'. anlt. 'NY. 1 ”

3. Get Acgualnled With You= Com-
pany

4, You're On Blage
.'t.'i:: Can't Fire Wilhout Ammunl.

8. You Ars A Goodwill Salesman, Too
7. Clesing The Bale

8. How To Bet Up An Inlerview

5, Reating Beiwesn Rounds

10, The Competition i
11, Taking A Risk f
13. Playing The Shori Qame

_l! _l.ul.n' An Iden

w. :::.nn' Salesmen of Your Cusioum-
21. Repeat Orders Are Nol Accident

24, Running Into The Ruds Buysr

When ordering, please mention the s.o8
name of this publlcation, Mg

lems, and be a skilled investigator (333
possible new business." i

A creative salesman, the speanh%
said, might well make a dramatic
breakthrough in packaging that would
send sales soaring. He would woi} %
closely with retailers, studying their .
problems and finding solutions for*
them. He would do the same for insti-
tutional buysrs and industrial users of
macaroni products,

“So many customers lack the dynﬂ
namism that means bizger, yol
Mr. Kahn asserted. “They eithep
have the knowledge or the imagination”
to create more sales. TH, & -where
developmenl salesman comes ‘ine:
can furnish the “experlise”" the
tomer needs."” ?

(Continued on Page 40) e
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CLERMONT'S TWIN HEAD PRESS PRODUCES

2,400 Ibs. of SHGRTCUT per hr.

MarcH;, 1966

CLERMONT VMP-4-A-TH BHORTCUT MACARONI PRESS

' Twin Head for Top momlc'"ﬂ"
with slow extrusion for "IG“ Q“Au“
Large mixer and screw for “NIF“RM P ROD“GT

PHONE or
WRITE

FOR ADDITIONAL
INFORMATION MAcHINE co., mc.

Tel: 212 EV.7-7540 280 Wallabout St., Brooklyn 6, N.Y.
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A LOOK AHEAD

by Ralph Fraak, Jr., Vice President, Lawry’s Foods, Inc.

Below are highlights of a slide presenta-
tion made at the NMMA Winter Meeting in
Hollywood, Florida.

E believe there are many ways o

look ahead. We consider the
teen-ogers of today our customers of
tomorrow.

We have produced a 12-minute film
called “The New Art of Cooking" that
is being shown in schools throughout
the country. Several million people
have seen this film. It has been on
television and also has been seen In
four or flve thousand schoolroom
classes.

We have been offering through
What's New in Home Economics and
Practical Forecast Magazines a teach-
er's kit featuring “Fun to Fix Foods,”
with a story and information about a
filmstrip entitled “Pasta and Italian
Sauce.” We also have annther plece of
material which shows lasagna and all
the hearty food elements that go with
it.

This program started last fall. So far,
we have had over 17,000 home eco-
nomics teachers write In for this kit
All pictures and production of this film-
strip were done at Lawry's Food Cen-
ter, which I hope you will visit when
you are in Los Angeles.

The Pasia Story

‘We say that pasta is the word that we
use to include all the many types that
comprise the classification of macaroni
producis—they are made basically from
flour and water. What is the history of
macaroni? Some people say it came
from China; the popular story is that
Marco Polo broueht it over to Italy
from the Orient. Where it was created
is not important. What is important is
that children . . . and everyone. .. love
spaghetti and macaroni products.

Not only do they love it, but it's good
for them. Many of the producls are en-
riched today with nutrition additives,
1t is also very economical to serve in
the home, It comes in many, many
forms and flavors.

1t Is easy to prepare. Almost all mac-
aronl products follow the same format
of bolling it in water, adding a little oil
or butter to the waler, placing the spa-
ghetti slowly into the rolling boll, tesl-
ing occaslonally to see if it's done. We
say after five minutes it should be
{ested and served al dente, firm {o tasie.
After you rinse it, put a little oil or
butter on it—it makes it a little easier
to serve.
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If you're making a casserole, you may
want to rinse off the macaroni or lasag-
na to stop initial cooking. The sauce is
what makes it tasty. It can be served
in many ways,

Noodle Scaloppine is a popular dish
served with Italian Sauce. Another in-
teresting dish is a macaroni and cheese
meat loaf made tastier with the addl-
tion of the Italian Sauce.

How About Bauce?

What is the sauce? For the purpose
of this discussion, we asked the school
teacher to tell the school children that
sauce is made with a tomato product,
Those of you who have been abroad
know that this may not be true in Italy;
that there are many, many sauces. But
for the purposes of this presentation,
we are saying an Italian Sauce in Amer-
ica may be considered a tomato based
sauce, at least according to our think-
ing and research.

How do you make a sauce? You can
do it the old fashioned way or you can
do it the easy way with a dry sauce
mix. You just add the tomato product
to the mix, oil and butter, a little wa-
ter, let it simmer for 15 or 20 minutes
and you have the kind of sauce that it
would have taken hours to prepare.

Some people consider lasagna rather
difficult to prepare. We don't belleve
it's difficult at all. You layer noodles
into a baking dish; add the mozzarella
cheese and a brick cheese; add some
sauce, and then you do it all over again.
You have a laycred dish which Is really
a lot of fun and not too difficult to pre-
pare. The Parmesan cheese on fop
makes it even more deliclous. It's a dish
you can serve to compuny as well as to
the family, and you will probably get

more raves from this type of dish than
you will from some expensive meat
cuts.

Another simple method of haviuiz a
pasta dinner, is to start with a cne-
serole and make a sauce right in s
dish. Then add the macaroni prodact
and some frankfurters and you hnve a
delicious casserole.

Take large butterfly shells, stuff them
with cheese and serve with Italian
Sauce. To Lawry's Sauce you can add
shrimp, mushrooms, or vary it to your
own taste, The pasta s as good as the
sauce that you put on top of it. We
hope that you will serve lots of ymeta
with lots of sauce and some of it will
be Lawry's.

How About Noodles?

For several years the question has
been asked: “Why don't you do some-
thing for noodles?” We have! Last year
we were just introducing Lawry's
Stroganoff Sauce Mix. Stroganofl is
different than Romanoff. It is & .ieat
dish served traditionally and corrertly
on noodles. It is not a pasta dis''in
itself. Our vignettes show noodles giie-
dominantly. In one year's time I cnr
report that from our sales and réziee!
business, we know that we have a suc-
cessful product in Stroganoff Sauce

Mix.
You may ask: “Who knnws 'wiill:
stroganof — who cares?” We faf,

“Everybody s talking about stroea.
noft.” A fiyer has been meris'!fi=

clippings taken from national gulTite-
tions about stroganofl. We've been 1ell-
ing the supermarket trade about at)#d.
anoff through an ad appearing eve:l
week In Supermarket News, We have
been successefully promoting Stropn
noff Mix and displaying it in large
quantities with noodles in Los Angeles.
Stroganoff Mix can be displayed in the
pasta section as well as in the sauc:
section, In the meat section and the
sour cream section. The shopper com-
ing down the aisle gets an idea around
which to create a meal.

What are we going to help sell? We
have a refund certificate, that can be
made avallable to you noodle munu-
facturers, Put it on your package. We
take care of the refund.

Goulash Necips

We have another mew product™ in
Beef Stew Mix, and soon it will start
appearing with stickers on the parkag~
that say: “Make Great Hungarian Gon-
lash Stew; recipe on back of package.’
You might say, “What's the difference
between beef stew and goulash?" Well,
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maybe it's just that Continental touch.
We are suggesting that it be served on
noodles. But again—traditionally you
can serve slew without pasta, but you
really can't serve goulash without
noodles.

We have a very beautiful spaghetti
poini-of-sale piece that does not have
any product identification and can be
uted to promote our product. It comes
in different sizes, some stiff cards and
goine soft, We also have a refund pad
which uses the snme art work.

‘‘nere ure many ways in which the
macaroni industry can grow, through
canned products, combination dinners,
the frozen combinations, and in our
case where we have the seasoning mix
for the dry pasta product.

Changes at International
Milling Co.

Internstional Milling Co., Minneapo-
lis based food processor, reports the
appointment of eight new division vice
presidents.

They are: James H. Kallestad, gen-
eral rales manager, bakery products;
Leo, W. Walden, direclor of services;
Paul Bartz, production; John T, Lynch,
2+ -ral sales manoger, grocery prod-
ucts sales; Willard H. Hagenmeyer,
<enior account executive at Detroit; and
. »;les H, Kretschmer, Jr., Kretschmer
Wheat Germ operations. New division
vice presidents of International's Su.-
. 1.weet Feeds Division are Wesley C.

-~~+ pssistant general manager, and
.wwin ‘I Thompson, director of allied
vperations.

v ¢ rarks the first time that divi-
wsas. ot presidents have been appoint-
od, and in line with the firm's emphasis
on sirengthening division responsibili-
*t.;, explains Atherton Bean, board
vhairman.

Sel F. Maritato
MARCH, 1956

Flour Sales Reorganized

The company Is also reorganizing its
U. S. flour milling industrial products
sales and administrative functions, says
Lloyd E. Workman, vice president in
charge of the division.

James H. Kallestad advances to gen-
eral sales manager, bakery products.
He was sales manager, central region.
William B. Deatrick, who Joined Inter-
national about February 15, is assistunt
general sales manager, bakery products.

Promoted to central reglon bakery
flour sales manager, replacing Mr.
Kallestad, Is Anthony L. DePasquale,
formerly durum products sales man-
ager, S. F, Maritato, until now eastern
region durum products sales manager,
will be durum products sales manager.
Lee W. Walden has been promoted to
director of services—he was director of
marketing for industrial products sales.

Duane B. Vaughn, central region
marketing manager, advances to the
newly created position of controller,
U. S. flour milling division. His succes-
sor as central region murkeling man-
ager is J. Clarke Bassett, who lLas been
manager, U. S. kyproducts sales.

Effrctive in February

The promotions became effective
February 1. In addition, on that date,
International's engineering functions,
formerly a part of the U. S. flour mill-
ing divislon, became a corporate staff
department.

Kermit V. Clawson hos been pro-
moted to general sales manager in
charge of eastern region bakery prod-
ucts sales, Mr, Clawson has, been serv-
ing as assistant eastern region sales
manager since 1963. In his new position,
he succeeds Manuel C. Alvarez, who
died January 22 of a heart attack.

Wheat Quality Conference

Wheat scientists, representatives of
the grain and flour milling industries,
other business firms concerned with
wheat, and crop producers, met in Min-
neapolis January 26 for the annual
Wheat Quality Conference sponsored
by the Crop Quality Council.

Wheat quality Improvement Is a
never-ending task and vital to the en-
tire wheat industry from producer to
consumer, sald Eugene B. Hoyden, ex-
ecutive vice president of the Council.
New wheat varieties must combine
good milling and baking quality,.djs-
ease resistance, and high yleld, in
to protect the Upper Midwest's econo-
my and its reputation for high quality
wheat. The 1985 performance of new
spring and winter wheat breeding lines,
grown for quality tests in North Da-
kota, South Dakota, Minnesota, and
Montana, were reviewed.

Anthony L. DePaiquale

Norman E. Borlaug, director, Inter-
national Wheat Improvement Project,
The Rockefeller Foundation, Mexico
City, emphasized that hungry nations
would have to improve their agricul-
ture to meet increasing demands for
food. Mark W. K. HefTelfinger, execu-
tive vice presidenl and director of mill-
ing operations, Peavey Company, Min-
neapolis stressed the domestic needs of
the milling industry for high quality
wheat. Current fertilizer usage on up-
per midwest farms was reviewed by
Lars A. Jensen, extension agronomisl,
North Dakota Cooperative Extension
Service, Fargo. He pointed to greatly
incrensed usage but a greal potential
ahead.

Howard Lompman, executive diree-
tor, Wheat Flour Institute, Millers' Na-
tional Federation, Chicago, reviewed
progress of the Wheat and Wheat Foods
Foundation. H. A. Rodenhiser, deputy
administrator, Farm Research, U. S, De-
partment of Agriculture, Washingtlon,
D. C,, discussed the threat of the cereal
leal beectle to wheat production. The
growth of the macaroni industry in the
U. S. was charted by Robert M. Green,
executive secrelary, National Macaroni
Manufuacturers  Assocition, Palatine,
Hlinois.

In the evening, Don Fletcher, retiring
president of the Crop Quality Council,
was honored al a testimonial dinner
attended by more than 250 people.

Argentine Wheat Exports

Wheat exports from the Argentine in
the period January-October of 1865
climbed 75 per cent over the 1904 level,
reflecting the large exportable surplus
which followed a bumper harvest, say
trade sources, It also represents a slrong
import demand.

(Continued on Page 30)
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DEMACO'’S
LONG GOODS |

CONTINUOUS LINE

AMERICA’S |
MOST WANTED and
MOST PURCHASER

Come See Why |

Viny

De FRaANciIsSci MACHINE CORPORATION
46.45 METROPOLITAN AVENUE. BROOKLYN, N.Y. 11237, USA.

Western Representative: HOSKINS COMPANY
P.0. BOX 112 ® LIBERTYVILLE, ILLINOIS, US.A, ® TELEPHONE: 312-362-1031

CABLE: DEMACOMAC PHONE: 212—-386.98E0

2y

3 ; £ THE MACARONI JOURNAL

T




Durum Committee Mests—
{Continued from Page 8)

only on subsidy bids recelved and ac-

cepted subsequent to the announce-

ment, and will be paid only on durum

grading No. 1, 2, or 3.

To qualify for the additional ten cent
payment, the exporter will be required
to submit with his voucher for payment
an official inspection certificate and a
Federal Appeal Certifi \te specifically
stating the percentage of sprout dam-
age present in the shipment of durum
covered by the certificate. In addition,
the exporter must make the following
certification:

“l hereby certify that the durum

_ wheat exported and for which the addi-
tional ten cents per bushel premium is
claimed herein came from free market
stocks and was not acquired from
stocks of the Commodity Credit Cor-
poration,”

Siatement Amplified

i The Department amplified on its new
durum export subsidy policy as follows:
“CCC has 8,000,000 bushels of old
crop durum stored in terminal elevators
and 2,000,000 bushels stored in binsites.
Much of this older crop durum will be
of good quality and will be made avail-
able for export markets. Such durum
wheat obtained from CCC will not be
eligible for a subsidy premium.

“Along with CCC, free market sup-
plies of high quality durum wheat are
more than adequate both for the do-
mestic and export markets. However,
a total of about 30,000,000 bushels of
1885 crop grain was harvested after ex-
tensive rains in North Dakota, Minne-
sota and Montana. Much of that har-
vesled after the rains showed consider-
able sprout damage, a recent survey
indicated. The total 1965 durum crop
was 68,886,000 bushels,

“Even small quantities of the sprout
damaged grain (generally a little over
4%) when blended with sound wheat
will make a mixture undesirable for
milling and unsuitable for macaroni
processing.

“An indiscriminate blending of dur-
um with sprout damagad grain could
lead to a drastic lowering of quality
and subsequent loss of export markets
which have been bullt up with high
quality durum sales in recent years.

“We must retain the confidence of
this important dollar-earning part of
our export markets."

Alm At Exports %

1t is apparent that une of the aims of
the new policy is to encourage exporters
to bEgl. for low spronl dmr:?qu durum

in the open markgl 't2(1iCr ‘than pur-
chosing from CCéﬁr‘ks. a8 has been
the case with modt*6xport sales made
a0

Fedidinliy

Bekd DLl e e s

thus far in the current crop year. The “(1) A specific numerical sprout dam-
extent of these sales is indicated by the age content may not be a reliable
fact that the 8,000,000 bushels of durum - measure of good or bad milling and
owned by the Commodity Credit Cor- processing qualities;

poration in terminal positions currently “(2) This program can encourage
is down about 24,000,000 bushels from detrimental blending to take advantage
the total held at the start of the crop of the permitted up to four per cent

year last July 1, sprout damage allowance;

Since the start of the current crop *(3) The program tends to create
year, exporiers have sold a total of price instability that may affect the
22,900,000 bushels of durum for export consumer, macaroni manufacturer. il-
by June 30, 1866, under the GR 345 and  ler, exporter, and grower."

GR 261 programs, The GR 345 sales- ... The Committee has previously urped
involve commercial sales against' bid ' that the sprout damaged durum fLivin
subsidies, with exports from either free = the 1885 crop be sent to food and feed
market supplies or CCC purchases with ~ deficit areas, suggesting that India
payment-in-kind script; while GR 261 = might be a possibility,

mainly comprises credit or barter sales, | Committes Members

witl. stocks acquired from the CCC. - °

Based on the export sales reglstra-  Members of the Committee include
tions, exports of durum in 1965-68 will ~Alvin Kenner of Leeds, North Dakota,
likely be the second largest of record, who serves as Chairman; James Ole
exceeded only by the outgo of 28,000,000 Sampson, Lawton, North Dakota; .‘l’ah-r?
bushels in 1963-64 when huge quanti- W Wright, Edmore, North Dakcta:
tles were shipped to Soviet Russia, In Richard Crockett, Fargo, North Dakota;
fact, the outgo may be about double the Amold Hornseth, Veblen, South Da-
forecast made in October by the De- kota; Norman Krabenhoft, Sabin, Min-
pariment of Agriculture that 1965-g¢ "esota; G. A. Bllly Barr, Frold, Mon-

tana; and James Stearns, Tulelake,
;l::;:ﬂ_c“ would ; reach 12,000,000 California. Milling representatives in-

clude Mark Heffelfinger of the Peavey
Commities Commendation Company; Carl Farrington of Archer
Meeting in Minneapolis on January Danlels Midland Company; and Ray
27, the Durum Industry Advisory Com- Wentzel of Doughboy Industries. Ex-
mittee commended the Commodity Porters are Daniel G. Amstutz of Cer
Credit Corporation for issuing orders Rill, Inc. and William R. Goodale of
to test and reconcentrate its 8,000,000 Conlinental Graln Company, For maca.
bushels of durum from North Dakota ronl manufacturers: Lloyd E. Skinner
on an ldentity preserved basis by grade ©f Skinner Macaroni Company, Walt.s
and “falling numbers" test values. This F. Villaume of Jenny Lee, Inc., 71|
is aimed at keeping sprout damaged Robert M. Green, executive secretary
durum from getting into good stocks. of the National Macaroni Manufacturers
The Committee urged the adoption of Association, who serves the Comi:!'te
a system of cash settlement on all out- 88 secretary. Also on the Committee-is
standing quality credit balances and all Dr. Kenneth A, Gilles, Department of
future quality premiums and discounts Cereal Technology, North Dakota Stata
that may arise from loadouts from University. ¥
couniry elevators under the Uniform !
Graln Storage Agreements on the basis rie
that this incentive would encourage Argentine Wheat Expo :
blending. (Continued from Page 27)
Moaalution The principal market continued *n h}
Mainland China, which raised itz bu-
A resolut, * was then adopted to chases by 200,000 tons. However, ship-
send to the North Dakota Congres- ments {o the Soviet Union shnwed the
sional representatives and representa- biggest jump, in contrast with an insig-
tives of the Department of Agriculture. nificant amount taken in 1964. The in-
The statement said: crease raised the USSR to third place
“The Durum Industry Advisory Com- in 1985.
mittee, as representatives of the various Consignments to Western ‘Europe €ne
segments of the industry, feels that it cept for West Germany, expanded,
can reflect the sentiments of its consti- showing the competitiveness of Argen-
tuents if communications between the = tine wheat. Britain, Italy and The Neth:
Committee and the Department of erlands all took much larger quanisi s,
Agriculture can be improved to provide Of the markets in South America, Bra-
for consultation before adoption of pol-  zil-Argentina's second 1most imporiunt
ivies ulfecting the industry. In this re- customer—increased its intake by +d4
gard, we feel the following shortcom- per cent. Peru also bought more Aigesi-
Ings of the new premium subsidy policy tine wheat, while Chile, a non-importer
for durum exports might have besn In 1964, toock a moderate amount.
avolded: ~ T -
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FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-2101 L

DOUGHBOY INDUSTRIES. INC.

SINCE 1056
NEW RICHMOND, WIS, ®  Quality Since 1856
Craftsmen In Plastics — Packaging Machinery — Farm Feeds — Electronics — Printing
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 JACOBS-WINSTON
| LABORATORIES, Inc.

EST, 1920

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

*- -Vitamins and Minerals Enrichment Assays.

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

3—Semolina and Flour Analysis,

4—Rodent and Insect Infeste-ion Investigations.
Microscopic Analyses,

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

Read the JOURNAL
every month for

News of the macaroni field
at home and abroad.

Technological developments
«n manufacture & packaging.

Articles on sales training
and product promotion,

Advertising of bona fide
suppliers to the industry.
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Twelve monthly issues $5.00;
Add $1.50 for foreign postage.
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Statement by John Wright
President, U.S. Durum Growers
Association, Edmore, Nor7h Dakota

AM happy 1o attend this conventlon

in sunny Florida. The forecast for

; North Dakota for the month of January

is below normal temperature and above

» normal precipitation. The temperature

* has averaged about 15 degrees below
zero since Christmas.

1865 Ditficult Year

' This past year has been a very try-

Ving one for durum growers. At the be-
ginning of April it looked as though it

1 was goine 1o be a very favorable plant-
ing season, but shortly before we were

yready to start seeding we recelved a
very heavy snowfall which delayed our
planting  considerably. About two
weeks later when the fields had finally
dried enough to permit us to seed, we
had about five days of nice weather and
then It started to rain again, and that
delayed our planting until the latter
Jpart of May. We finally finished seeding
our durum about the tenth of June,
which was about a month beyond our
normal planting date,

The growing season was very cool
and wel, and the harvest was further
delayed because of this. I started swath-
ing my first durum the 23rd of August,
and because of the cool weather in
August the swaths had to lie about a
week before they could be combined.
In the latter part of August, it started
to rain, and it stayed wet for approxi-
mately eight weeks, and because of
these rains about 13,000,000 bushels of
the durum crop carries a high percen-
tage of sprout damage.

Large Production

The total production of durum for
1965 was about 05,000,000 bushels, The
carryover as of June 30, 1965 was 93,-

* 000,000 bushels. The anticipated dis-
appearance this year is about 12,000,000
bushels for export and 27,000,000 bush-
els for domestic use. Approximately
28,000,000 bushels of this year's crop
were harvested before the rain. Of that
harvested after the rains, about 20,000,
000 bushels have from five to 30 per
cent defects, and some 10,000,000 to
12,000,000 bushels show over 30 pe
cent sprout damage. .

There is a wide variation in the mois-
ture content of that harvested after the
rains. Only a small percentage has over
16 per cent moisture due to the fact that
much of it was artificially dried before
belng stored. ok

32

Concern for Sprouts

The Durum Growers Assoclation haos
been very much concerned over this
sprouted durum for two reasons: First,
we did not think the farmer was recelv="""
ing a fair price for this sprouted durum,
inasmuch as feed barley Is bringing two
cents a pound on the market, and we .-
felt that durum is equal td barley in
feed value and therefore should be.
equal to it In price. Secondly, we felt -
that the durum threshed before the rain
should not be mixed with the durum
threshed after the rains.

We made two test runs and found
that by mixing five per cent of sprouted
durum with durum combined before
the rains, it was still acceptable for
milling purposes; but when 10 per cent
of sprouted durum was added, it was
made unfit for milling purposes.

We also made a survey of three Agri-
cultural Stabilization and Conserva-
tion Service offices to find out what the
price per bushel was on loans being
made to farmers for farm stored durum.
We found that many of the loans would
have fallen into a class of 40, 50, 60
cents had they been completed. Much
of the durum on the farms carries too
high a per cent of molsture to receive
a farm stored loan. The directors of the
Durum Growers Assoclation felt that
something must be done promptly $ .t
about the matter, so a directors meeting Now Varloties .. :'" i
was called. After much discussion, it I would like to say a few woni. re-
was decided that a resolution should be garding the varleties of durum that we
drawn up and forwarded to the De- are now producing. Lakota and Weils
partment of Agriculture. durum are still the two main du, v,

raised In the Durum Triangle., ‘L hey
Tontion both have much to be desired, but uni.:
The resolution read as follows:

new variely is devel D

“WHEREAS unfavorable conditions :ho\elnh w: zvlll: ::e:?::u::n:b these
In the durum producing area have game durums. There was a considerable
created a markeling and quality Prob-  gereage of Stewart 63 durum plantey
lem unparalleled in this,commodity's which is very acceptable milling du
history and has created havoc in the ym, but due to the fact that It has u
pricing structure both in the commod- yery weak straw and grows very rar';,
ity market and CCC loan schedules, I doubt very much if growers will 1’y

“AND WHEREAS present forced

too heavily on it.
sales by some producers are creating * A new numbered durum is beu.g i
undue financial loss due (o lack of a

creased by the North Dakota State Uni-
realistic pricing basis,

versity in Arizona thls winics, ~n4 we
“AND WHEREAS there is need for

hope that this will have all the g A
this damaged grain to be isolated as characteristics that we have beer, -nit.
much as possible from millable durum

ing for. The Durum Uiuwers Assncin.
and the most desirable place for this tion has been very interestzd jn new
grain to be held is in producers’ hands varileties of durum, and we feel tha'
until it can be placed in a food or feed research should be uccelerated alony
deficit area; these linea,

“NOW THEREFORE IT IS RF-
SOLVED that the U. 8. Durum Grow-
ers do respectfully petition the USPA
to immediately institute a price support
program on damaged durum at a rate
equivalent to its value as Jlivestock
feed.”

No definite action has been taken by
the Department of Agriculture on this
as yet, but we hope that something can
be worked out in the near future, I
have had correspondence with ci'r Cua-
gressmen from North Daknta who have
Just returned from South Americu 2:.°
India, and they have informed me tk:*
this sprouted durum can be ground into
a flour which, in turn, can be made intc
chappati, which is one of the main foods
in India. According to a report from
Dr. K. A. Gilles on the basis of ,..
liminary work, assisted by three grad-
uate students from India, sprouted cu.-
um can be mi d to use about 98 to 08
per cent of the wheat, and tha =i
product can make satisfactczy :%:: ppat!
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« «« There's only one Bill Brezden but
sumetimes I'm not sure which one he is.

There are times when I'd like to put on a lab technician's coat
so I could spell out in detail the skills and testing that go on
every day in our research program. A program that accounts
for our continued high-quality durum products.

I'hen again, the cooking's the thing. And macaroni made
from North Dakota Mill semolina wins blue ribbons when
it comes to color and flavor,

What I really am is a salesman — representing the finest

durum products made (with service to match). If you haven’t
tried us, this would be a good time. Any of the Bill Brezdens
will be glad to help you.

DURAKOTA ' PERFECTO
NO. 1 SEMOLINA DURUM GRANULAR

EXCELLO FANCY
DURUM PATENT FLOUR

GAAND PORRS, =.%" 4 TAALTA [ N T

Nonth Dakota M and Elevaton \\

DURUM BIvIBION
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Small Business Associa
Would Retain 14 (b)

Forcing a man to join an organization
as a condition to getling or holding a
job is repugnant to the American con-
cept of freedom, Lloyd E. Skinner,
President of National Small Business
Association, stated in announcing the
Association’s continued opposition to
repeal of the right-to-work provision
of the Taft-Hartley Act.

Reneal of Section 14(b) of the Taft-
Hartley Act would take away the privi-
lege of free choice from the individual
worker, and would be an unnecessary
and unwarranted intrusion by the Fed-
eral Government into the rights of the
States to govern themselves, Mr. Skin-
ner said. The right-to-work issue will
help determine which of our Senators
are the trvy liberals who are willing to
fight to preverve the principles of free-
dom in America, he said.

In the policy statement of National
Small Business Association, Mr. Skin-
ner who Is also president of te Skinner
Macaroni Company, Omahr, Nebraska,
charged that President Johnson's Ad-
ministration unwittingly 1z sabotaging
the financing of its own programs by its
growing interference with private en-
terprise.

There is no substitute for a dynamic
system of private enterprise for con-
tinued economic growth of our Natlon,
Mr. Skinner stated, and the more free
that private enterprise is of Govern-
ment control, the more efclent it is
and the more tax dollars it will pro-
vide to finance mushrooming Govern.
ment programs.

Concern About Inflation

Mr. Skinner said the Administration
is inconsistent in its concern about in-
flation when at the same time it advo-
cates additional legislation that will
push prices up. “Government itself is
most responsible for the growing infla-
tionary trend,” he charged. “An arbi-
trary imbalance in the law of supply
and demand Is promoted by Govern-
ment by its encouragement of wage-
spiraling and by its fostering of un-
limited Government spending. Water
pumped by Government into the veins
of our economy by wasteful and un-
necessary programs can not help but
produce inflation.”

Action by the new Congress to curb
the irresponsible abuse of monopoly
power by labor unions was urged by
Mr. Skinner. “Congress must look fo
the public interest and determine
whether labor unions should continue
to have exemption under our antitrust
laws. Since some labor unions appar-
ently consider themselves above all
1aw, including orders of the court, Con-

Lisyd L Shinner
gress should impose realigtlc curbs on
the use of strikes and strike threais
affecting the public interest and na-
tional defense.” . ¥

Mr. Skinner asseried there has been
unrestrained interference by labor
unlons in the right of companies in the
free enterprise system to carry out their
management functions. “Congressional
intent is consistently ignored by ad-
ministrative and judiclal agencies of
our country,” he said. “A reform of
existing Federal labor statutes should
be undertaken by Congress to clarify
Congressional intent.”

Commities Approval

Mr. Skinner's statement of NSBA
policy was approved by the Associa-
tion's Executive Committee at a meet-
ing on January 14-15..

Attending the NSBA Executive Com-
mittee meeting with-Mr, Skinner were
Frank M. Crugetr} NSBA Board Chalr-
man and President of Indlana Manu-
facturers Supply Co., Inc,, Indianapolls,
Indiana; Richard H..Bimpson, NSBA
Treasurer and President pf Charles A.
Bennett-Coy ;1o Peoria, Illinols; John
A. Gosnell, NSBA General Counsel,
Washington, D.C.; Harry E. Brinkman,
President of Cincinnati Lithographing-
Ohio Press, Inc, Cincinnatl, Ohlo; Har-

ry Jordan, NSBA Vice President, Win-,

ter Park, Florida; L. M. Evans, Chair-
man of .the Board of Telectron' Co,
Fort Lauderdale, Florida; A. F. Math-
ews, President of Consolldated Freight
Co., Saginaw, Michigan; and Carl A.
Beck, NSBA Vice President and Presi-
dent of Charles Beck Machine Corp.,
King of Prussia, Pennsylvania.
National Small Business Assoclation
is headquartered in Washington, D.C.

Every man's problem is how to be
effective,

just “hope” all is well.

(7) Adverse effect of possibledyuling
permitting Catholics to eat meat on
Friday. This will be a challenge to the
promotional ability of an industry to
turn a negative event into a plus value.
Again, how fortunate to have fore-
knowledge.

(8) Too limited of a Natlonality con-
cept of many pasta products. With all
due respect to the Italian heritage of
this great industry, a trend to describ-
ing some of the lesser known products
(perhaps subtitled by their correct Ital-
{an names) could spark greater growth
among these.

(9) One other point brought out in
the 1964 survey was that pasta products
are used for entertaining quite sparing-
Iy. While not a vast growth potential
because of the limitation of total enter-
tnining done in American homes today,
th.se products should be served and
served proudly to guests, both as main
dishes and as side dishes.

(10) Lack of effort on part of your
own industry to push frozen macaroni
products. I would conclude from having
read many of Bob Green's recent bul-
letins that he is tackling this prcblem
now so I can only add, “full steam
ahead!”

Plenty of Challanges

Well, there are enough challneges for
both of us to keep us busy for a long
time. Among our own efforts to ansver
these challenges are: continuing (o
merchandise products using pa.ta bo
cause we know their contributic: 1
our success is immense; we will 1~
for new and interesting ways to pre-
pare and merchandise these products---
we can use help in the form of idvas
from you, especially ways to popularize
more forms of pasta. We will move !
steam nhead in all areas of frozen in:':
tutional prepared foods, special em-
phasis on boil-in-bag and other portion
control presentations which may well
lead the way. We will encourage equip-
ment manufacturers to develop betler
ways to reconstitute frozen foods. We
will merchandise convenience, cost con-
trol, inventory control, labor savings,
time savings, improved variety, better
flexibility and, above all, top quality as
the reasons why more people should
use more frozen prepared foods.

These are some of our plans. How
your industry answers the challenges
set forth above and many others, will
go a long way In determining whe'her
your growth will meet or exceed ihe
goals you set.

Yes. It's time to eat, It's also time to
act.

THE MACARONI JOURNAL

Maybe you've
heard the talk

“This" is a brochure that tells how MyvapLex® Concen-

[

IS causing

Here is an opportunity for you to get the benefit from

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

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

If you scll in a way where this brochure can help, just
tell us how many copics you can use, 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,

bilitics it opens up.
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—
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Distillation Products Industries is a division of Eastman Kodak Company
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Fast or Easy Life —

Which Perils Heart?

It apparently takes more than a hizh
fat diet, high blood pressure and a
genetic predisposition to bring on a
hoart attack, asserted Arthur J, Snider,
Chlcago Daily News Science Editor,
recently.

These risk factors become important
only when the individual also is ambi-
tious, aggressive, competitive and con-
tinually concerned about work dead-
lines,

Behavior Is a Fuse

This coronary profile, underscoring
behavior as a fuse, was derived from a
two-year study of 3,524 employees, aged
39 1o 09, of a California corporation.

Dr. Ray H. Rosenman of Mount Zion
Hospiti] and Medical Center, San Fran-
cisco, »1id the energetic, hard-driving
type sufizred coronary heart disease at
a rate three times those who did not
have “an enhanced sense of time ur-
gency.”

Rosenman said the role of behavior
has been largely neglected in assessing
factors responsible for heart disease.
The reason is partly due to the difficulty
in evaluating it and partly to the tend-
ency to confuse it with “simple emo-
tlonal reactions, all too loosely grouped
under the generic term, stress,” he sald.

This report, published in a recent
issue of the Journal of the American
Medical Association, was followed by
another that suggested that the corol-
lary is not true. A carefree, happy, iran-
quil life doesn't necessarily provide in-
surance against a heart attack,

Roseto Bubble Burst

This second report, by Dr. Ancel Keys
of the University of Minnesota public
health unit, burst the bubble of the
image of the village of Roseto, Pennsyl-
vania.

Some 18 months ago, the community
of Roseto was widely publicized as con-
sisting of 1,700 people who were mostly
overwelight violators of all eating rules,
yet were remarkably free of heart dis-
case,

Medical observers credited their
happy-go-lucky mode of living, absence
of pressures, love and warmth of strong
family ties and absence of tension as
offsetting a general diet that builds up
cholesterol in the blood.

Keys, who has championed the hlgh
cholesterol diet as conducive tc heart
attacks, soys the report about the
happy, healthy Rosetans is overdrawn.
He contends a new study, more rigidly
controlled, shows the incidence of heart
discuse iz no different from surrounding
cor . aties,

“There is no basis for invoking spec-
ulation about a possible protective ef-
fect of the emotional climate in Roseto,”
Keys concludes.

In Defense of Private Label

Private or conirolled label was de-
scribed as “an essential key for survival
in an intensely competitive market-
place,” by Leo J, Bushey, president of
the Red & White Corporation, in a
presentation made before the Super-
market Advertising Club of New Eng-
land.

Bushey, whose organization serves
34 U.S. food distribution cehters sup-
plying over 2500 food stores, pnade his
remarks in a panel discussion on “Pri-
vate Label vs National Brands” He
stressed: “Most chains, voluntarien and
co-ops must have natlonal brands to
provide the means by which they can
make the shopper aware that their
prices are as favorable as those of their
competitor, National brands, in addi-
tion, provide an effective merchandising
method by which a newcomer in the
market can jolt customers away from
thelr accustomed trading habits through
the medium of loss-leader pricing. This
latter fact concerning national brands
also makes private label an essentlal
key for survival in an intensely com-
petitive marketplace—a key that al-
lows retailers to maintain stable gross
margins under the most trying cornpetl-

tive situations.” e ST

Powerful Chains "

Bushey pointed out that an evalua-
tion of the direct relationship between
private label brand pmmotionﬁng:
power in the grocery business can
made by studying two facts:

1. The three largest chains—A&P,
Safeway and Kroger — handle
16%4 % of the nation's grocery sales
at retail.

2. These three  glanls account for
76% of the canners' sales of pri-
vate label brand fruits lnd'-vese-
tables. In addition, they operate
extensive canning ldcllltles of their
own.

Bushey went on to say: “These aie
not Johnny-come lately's. Thegfiicles
and practices they. have-adopted were
hammused out'on the' hirdest <ot all
anvils—competition In'the food incuz-
try: an evolutionary outgrowth of liter-
ally billions of transactions with shop-
pers. You may be sure that the hrand
programs of these companies have pro-
ceeded at a pace closely measured by
the shopper's receptiveness.”

Different Shoppers
Pointing out that today's shopper,

sociological changes is vastly different
than her counterpart of a generation
ago, Bushey declared:

“This shopper is sensitive to the
direct relationship between the private
brand and the supermarket sponsoring
it—whether the super market be part
of a corporate chain, voluntary or co-
operative group. When such a brand
has that super market's unqualified en-
dorsement and support the shopper is
presold on it by the very fact that she
has chosen that store as her preferred
shoppling place,

“Furthermore, as a customer, she has
ready contact with people answerable
to her if or when a product under the
private brand fails to meet her expec-
tations. It may not be golng too far to
suggest that the modern shopper feels
her super market operator owes her an
obligation to make major commecdities
available at prices which reflect the
elimination of national ndve.'tialn(
budgets at the manufaturer levei.

Red and White Is Growing

In concluding, Bushey reflected on
past growth and future potential of pri-
vate label by using his own nreen‘za-
tion as a frame of reference. He said:

"Ovc!;'I the past flve years Red &
White has its sales by 80%
and a mmdnnd goal ls for a
100% increase over presenc #7i:% ', the
time we celebrate our 60th ~nr.iversary
just four yenrl !mm now In 0

i
l'low FDA Chlcl ‘Nomed
Dr. James L. Goddard hr: «ein ap

pointed by President Johnson as au
ministrator of the Food and Drug Ad

s » ministration in the Dlplﬂmentx uf

Health, Education an§¥Welfare, 'Dr
Goddard, 42, formerly_ 'was aljfietant
surgeon general in th @, Public
Health Service. -

He succeeds George P. Larritk, v
rose through the ranks of the FDA v
become administrator. Mr. Laviih re-
tired at the end of December.

Winll'on Honored

James J. Winston, director of re-
search for the National Macaroni Man-
ufacturers Assoclation, has been se-
lected for membership in the New York
Academy of Sciences.

He is a fellow in the American Jiuiti-
tute of Chemists and holds memter-
ships in the American Chemlcal So-
clety, American Association of (. :eal
Chemists, American Assoclation for the
Advancement of Sclence, Institul of
Food Technologists, and Institut. of
Sanitation Management.

He has been Director of Research of
the National Macaronl Munufnctulers

Lecause of fieriandous apd . continuing &, Association since 1950, .. .t
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WAY

BACK

WHEN

40 Years Ago

® “Obey the unti-coloring rule,” urged
the Front Cover, “For years our indus-
try hoped to eliminate artificial coloring
by education and understanding. The
U. S. Bureau of Chemistry now compels
us to do it. Give the ruling a fair trial."
® To succeed—excel. An editorial takes
a businessman's philosophy which says
(1) improve plant equipment; (2) pro-
duce superior quality of products; (3)
issue consistent publicity to users and
educational advertising to prospective
customers.

® A saluate to the durum millers ap-
peared with pictures of durum flelds.
The eight mills listed included Pills-
bury, Capital, Crookston, Washburn-
Crosby, Minneapolis Milling Company,
Duluth-Superior Milling Company,
King Midas, and Commander,

30 Years Ago

® It was reported that the Internal
Revenue Division was deeply concerned
about the ultimate use or disposition of
processing taxes on wheat. The tax had
been collected until the Agricultural
Adjustment Act had been declared un-
constitutional by the U. 8. Supreme
Court. Macaroni manufacturers had
been paying a tax of $1.38 a barrel.
® “Macaroni is favorable to beauty,”
sald one Journal story. referring to the
natural beauty of Italian women, at-
tributed to their plain, natural diet.

“Macaroni is an ideal food,” says an
international authority on nutrition and
child welfare, Dr. Daniel R. Hodgdon,
fellow of the American Association for
the Advancement of Science.
® New rookie outflelder, Joe DiMaggio,
of the New York Yankees, was plctured
eating his favorite dish—spaghettil—
after batting .383 in the Pacific Coast
League, the Yankees gave $25,000 and
four players for the husky youth.

20 Years Ago
® War Food Order No. 144, issued in
line with President Harry S. Truman's
wishes to control flour production so as
to help leed the needy of other nations,

called for B0 per cent extraction after
March 1.

® It was pointed out by the Depart-
ment of Agriculture that most paris of
central Europe required a 80 per cent
extraction rate for flour, In Italy it was
81 per cent; in France 80 to 95 per cent;
in Russia between B0 and 96 per cent.
® The ceiling price on wheat was in-
creased three cents as of March 4 to
help adjust livestock feeding to the re-
duced supplies of feed grains and to
encourage more prompt marketing of
grain supplies.

* Hearings were held in Washington
by the Food and Drug Administration
on slack filled packages. Tolerances of
15 per cent for short cuts and 30 per
cent for long goods was being sought.

® The state of New Jersey passed a
new weights and measures bill calling
for proper labeling as to the net quan-
tity of contents being plainly and con.
spicuously marked.

10 Years Ago

® How to Sell Quality was the title of
a Dartnell ilm using four arithmetic
symbols:

+ Add up the benefits.

— Subtract the disappointments,

=+ Divide the higher costs by extra

satisfaction,
¥ Multiply the satisfactions that go
with quality,

® George Jenkins, president of Publix
Super Markets, sald: “Supers like to
sell macaroni.”
® Theodore R. Sills, public relations
counsel for the National Macaroni In-
stitute, gave a boxscore for 1955 public-
ity which included 57 magazine breaks,
12 Sunday Supplements reached, 47
newspaper syndicates, 3 colored photos
released, plus releases to special seg-
ments of the press, radio and television.
® Joseph Glordano, Standard Com-
mittee chairman, reported that the Fed-
eral Trade Commission had inquired as
to whether or not the industry wanted
to revise and update its Trade Practice
Rules, A commiitee was appointed to
work with the FTC,, .

Cherse-Tomato Sauce

Hunt Foods s introducing Tomato
Siwe with Cheese, which combines
tomato shuce with aged Romano cheese,
touches of onion and garlic, and a blend
of seven ltalian seasonings. National
magazine advertising and a saturation
schedule of network TV commerclals
will back up the introduction.

Y

Spanish Pasta Firm

Standard Brands, Inc, Is joining with
a Dutch company in purchasing a 75%
interest in Industrias Riera-Marsa, a
Spanish manufacturer of pasta, baby
foods, dried soups and other products,
The Spanish company, in which Stand-
ard Brands is investing several million
dollars, operates three plants.
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A Second Sales Force—
(Continued from Page 24)

Acknowledging an upward trend in
macaroni sales, Mr. Kahn warred As.

soclation members that they vili he -
to take positive action il the Lo s o -
conlinue,

“Don't let the current situatcs il
you into a false sense of secunity,” he
advised. “The industry that getr ar 11p
and stays on top thinks in teriys ef
creative selling. Don't, expect mijgac'c.
1o happen without efﬂ:u%‘z|I Start thinkig
now of a second selling for%”

- v
L

When o Customgr, Complains:

(1) Act fast—delay only “aggravates
resentment.

(2) Listen to the full story - aven
though you have an enswer ready,
let him go until he rins dewn,

(3) If he's right, admit it. Don't inake
up fantastic stories to explain all-
too-human errors.

For a Worthy Cause

The following *dvertisement appear-
ed in the Bayt'wn (Texas) Sun: $1
SPAGHETTI BEITEFIT DINNER, Tues-
day, 5 to 8 pm. at the Frontier Hes-
taurant, 418 Old Spanish Trial. Itallan-
slyle spachetti with meat sauce served
with garden green salad and toasted
garlic bread. Proceeds to benefit the
management and employees of the
Frontier Restaurant and their iamilies.

THE MACARON! JOURNAL

e

J

" do, but how you do it. Get the most out of every

Does it REALLY
Pay to Stretch it?

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.

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

'>llar, 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
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Our only interost is to serve you = ' );
and to provide you with -
the finest quality ingredients Bt 2
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