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send your sales manager ?

| Put your product in a Rossotli - produced ‘
package. It's almost as good as sending your
sales manager along fo sell itl
Rossotti knows your market s different and designs
your package to reflect that diference. Rossotti an-
ticipates your equipment requirements and advises
you on developments...or plans your packaging to
take advaniage of your pre equipment. Rossolli
| provides you with knowledg e packaging research
4 to protect you on indusiry regulations, and a market-
ing staff to structure your package for maximum mer-
chandising power,

R

R

From dimensional considerations to tastelul typeface
selection, from image-building trademark creations to
colorful, original visuals, Rossofti gives you more
profitable packaging. It's an old tradition with us ..
Rossotti has been producing sales-winning packaging,
and only packaging, for three generations. That's why
modern markelers of consumer goods know that
Rossolli delivers

BETTER MERCHANDISING THROUGH PACKAGING!

(Tell your Sales Manager to let that
package sell. Call Rossotti!)

BETTER MERCHANDISING RDSSOTTIITHRUUGH PACKAGING
L)

LITHOGRAPH CORPORATION
EXECUTIVE OFFICES: NORTH, BERGEN, N. J.

ROSSOTTI CALIFORNIA LITHOGRAPH CORP. SAN FRANCISCO 24..CALIFORNIA ¢ ROSSOTTI MIDWESF LITHOGRAPH CORP CHICAGO 10. ILLINDIY
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MACARONI WEEK - a

The Macaroni Merchandising Calen.
dar culling attention to National Maca-
roni Week has already gone to grocers,
theitr  merchandising managers and
macaronl buyers. Trade press releases
are graphically portraying the theme
“Feed the Crowd" with allractive
Renee Porter holding a platter of spa-
ghetti and meat balls under a shol of a
huge crowd.

Consumer publicily from the Na-
tional Macaroni Institute is being is-
sued by Theodore R, Sills & Company
1o every type of media. Examples:

Siunday Supplements are being sup-
plied stories and recipes to be national-
ly syndicated. Family Weekly for Oc-
tober 9 has scheduled a color illustra-
tion of Spaghetti with Meat Sauce,
Macaroni Winter Salad, Tomato Noodle
Soup. This will have a circulation of
4,739,627 in 185 newspapares.

Syndicated Food Columnists are be-
ing serviced with slories, recipes, and
photographs wherever used:

Gaynor Maddox of Newspaper En-
terprise Association has been sent Spa-
ghetti with Braciole.

Cecily Brownstlone, Associated Press,
has Macaroni Buffet Salad.

Zolita Vincent Warren of Pacific
Const Dailies and Eleanor Ney of West-
chester Rockland Newspapers have
been sent releases for Egg Noodles with
Sweet-Sour Shrimp.

A Negro model has posed for pholo
of Macaroni Salad with Deviled Eggs

TV Demonstrations Scheduled

Shelagh Hackett

national publicity effort for macaroni producis

for a mat mailing to the Negro press
including Afro-American Newspapers
and Pittsburgh Courier. Total of 125
papers: 2,000,000 circulation.

Other columnists receiving materials
are:

Joan O'Sullivan, King Features;

Alice Denhofl, King Features;

Ella Elvin, New York Daily News;

Opal Crandall, Copley News Service;

Jeanne Lesem, United Press Inter-
national;

Mary Meade, Chicago Tribune;

Sylvia Windle Humphrey, Bell-Mc-
Clure Syndicate;

Christian Science Monitor.

Major Markot Newspapers are re-
ceiving three releases, each with o new
black-and-white pholograph, recipes
and stories. These are supplied on an
exclusive basis to newspaper food edi-
tors in 212 standard marketing areas.

Newspapers and Wire Services and a
variely of columnisls are receiving
stories, photos and an assortment of
items on macaroni products and the
week which spotlight them.

Two new color photographs have
been taken, and are being placed with
food editors whose newspapers use
color transparencies. These are Noodles
Alfredo and Macaroni with Lamb Stew,
Greek Style.

Small Town Weekly and Daily News-
papers, some 1500 in number, with to-
tal circulation of 12,000,000, are being

A television campaign based on per-
sonal appearances of a home economist
from the Litchens of Theodore R. Sills,
Inc. is scheduled for the midwest as a
curtain raiser for National Macaroni
Weck. Shelagh Hackett, the home econ-
omist-account executive, will demon-
strate uses for macaroni, spaghetti and
cgg noodles. Her tour takes her to Min-
neapolis-St. Paul, St. Louis, Chicogo,
Detroit and Cleveland the week prior to
the dates set for National Macaroni
Week. Other trips will take her to other
parts of the country at later dates,

When Miss Hackett is not travelling
around the country promoting pasta
products in imaginative recipes, she can
be found in Sills test kitchens where she
creates and develops many of the reci-
pes she demonstrates on radio and tele-
vision shows. Sills, Inc. is the largest
public relations firm specializing in
food.

A native of England, Shelagh spent
her carly years travelling with her
family throughout Europe where she

sent a black-and-white photo with
story and recipes.

The Labor Press, 600 publications
with circulation of 11,000,000, are re-
ceiving material on macaroni, spagheiti
and egg noodles,

Consumer Magazines have been
alerted to National Macaroni Week and
encouraged to feature macaroni prod-
ucts in their food stories in fall issues.
Information, recipes and product are
supplied wherever needed,

Cooperative Publicity has been so-
licited from publicists who promote
food products compatible with maca-
roni. They have been informed of Na-
tional Macaroni Week and urged to
participate. Recipes and product are
supplied to these cooperaling publicists
as needed throughout the year.

To Television, two releases—each
with a special script and recipes for use
in entertaining—have been prepared.
They are being supplied to demonstra-
tors of 200 stations across the country.

To Radlo, to radio commentators of
850 stations nationwide, two relecases—
each with a script and recipes for feed-
ing a crowd—are being supplied.

Disk Jockeys, some 700 in number,
will receive macaroni story material
which they can use any time during the
week to alert their audiences at home,
ot work, and on the highways to Na-
tional Macaroni Week.

Sell National Macaroni Week, Nation.
al Macaronl Week will sell for you.

became familiar with the various con-
tinental cuisines in early childhood.
Continuing her interest in food, she
studied at the Perse School for Girls in
Cambridge, and received her Bachelor
of Science and home economics degrees
at Cambridge University. She also
studied at the famed Cordon Bleu in
Parls, and has diplomas in public speak-
ing and food demonstration.

Shelagh began her carcer as a home
economist with the Electricity Board
in England where she developed and
tested recipes for demonstrat ons to the
public and on television. In June, 1901
she came to the United Stat:s on vaco-
tion, and liked this country so much
she decided to stay.

Shelagh prefers to spend as much
time outdoors as possible, and enjoys
all sports, especially tennis, auto racing,
mountaineering and skiing. A trim five-
feet-ten with dark hair and eyes, she
lives in northern New Jersey with her
husband, surrounded by dogs of every
shape and size,
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Cgé?monf Unique New VMP-3

C

T

'VMP-3 with short cut attach:

junction with the V

Clermont Super lllﬁh Speed Noodle Cutter, Type NA working in con-
MP-3 for continuous 1600 lbs. per hour operations.

Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

-

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL WAYS C)fermoul.’

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

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

H T d motor affords floxibility for 1600 1bs. or 1000
QpClClty I’Qnge . lh‘:'.op.qi:"l'mur :r any two lesser outputs can be arranged.

Qrge scraw for slow extrusion for better quality.

ngineered for simplicity of operation.

ugged Construction 1o withstand heavy duty, round-the-clock usage.

trols, Automatic proportioning of water with flour.
QfChIESS El?al:'nr;ernture control for water chamber,

one piece housing. Easy to remove screw, easy 1o clean.
nIY No |pepnrnllon between screw chamber and head.

ewly designed die gives smooth, silky-finlsh, uniform sheet,

enclosed in steel frame. Compact, neat deslgn.

OfCI“Y Meets all sanitary requirements.

4 wunon %{_{Kkg gﬂjmjy e

266-276 Wallabout Street,

Brooklyn 6, New York, N.Y., US.A.

Telephone—EVergreen 7-7540

_— Sy
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WHY === PLANTS ARE
SUCCESSFULLY N
OPERATION THROUEH

OUT THE WORLD?

HERE ARE FIVE GOOD

J * When you need Extrusion Dies
that you can depend on . . .

D.MaLbaRl & Sons, InC.

357 THIRD AVE BROOKLYN, N.Y., US.A, 11218

America’s Larges! Macaroni Die Makers Since 1903 - With Management Continvously Refained In Some Femily

THE MACARONI JOURNAL
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Feane. VACUUM to achieve by suction an easier
flour feeding to the press. Products are definitely
superior. Mixers are proportioned to the effective
production capacity of the presses.

Fxne DRYERS work both in batch (8 or 16 hours)
and continuous (24 hours) operations.

Frames are made of steel.

Insulation is realised by means of expanded resin
panels with a stainless steel coating.

The drying pasta can be controlled during the whole
of ifs flow thanks to the plate glass walls.

Fane dryers ensure the curract pasta final mol-
sture confent.

A new irradiation unit, placed in the long cut goods
lines - between the pre-dryer and the final dryer
- not only speeds up the whole drying process but
also pasteurizes pasia.

High extrusion pressure and.low temperature of
dough result in a maichless product quality.

Hourly production of Fi5ine plants is guaranteed
and not approximate.

SEMINAR ON PUBLIC RELATIONS

by Theodore R. Sills, public relations counsel for the National Macaroni Institute

HE cobject of this seminar is to

have a thorough discussion of the
plaln and to evaluate the various prem-
ises upon which this Public Relations
Program has been built.

Two Key Poinis

Public Relatlons Program for the maca-
ronl industry.

We shall endeavor to examine, to ex-

1 belleve that it is well to start with
two key points:

1. Macaronl sales have shown a
great and steady increase.

2. The public relations program has
constantly kept the public aware
of macaroni products.

In the perod during which this pro-
gram has been operating, macaroni
sales, according to NMI figures, have
gone from 880,000,000 pounds per year
to 1,750,000,000 pounds per year—an
increase of approximately 08.8 per cent.
During this period, the per-capita con-
sumption of macaroni has gone from
six pounds to 9,02 pounds.

During this same period, our popula-
tion has increased by 31.5 per cent.
This is quite a spectacular perform-
ance,

In the same span of years, potatoes
have gone from 113.8 pounds down to
102.8 pounds per capita and most inter-
estingly of all, the soles of all wheat
products have gone from 134.2 pounds
per capita to 118,68 pounds per capita,
for a 13 per cent decrease.

Other comparative products, con-
fronted by the American pre-occupa-
tion with diet and low-caloric foods,
have found their sales steadily slipping.
The macaroni Industry, faced by the
same American diet-consclousness, and
also by the fact that most people look
upon macaroni foods as fattening, still
hes recorded a spectacular rise year
after year.

The only thing we need fear is com-
placency and the inabllity to combat
the aggressive tactics of competitive
foods olso fighting for a place on the
American dinner table.

The second key point is that along
with good, sound selling and merchan-
dising on the part of the macaroni in-
dustry, your Public Relations Program
hes produced tremendous results, Not
a week goes by without macaroni
products being brought to the attention
of the consuming public in all forms of
media—both print and electronic—and
reaching all consumer groups across
the board.

OcToBER, 1966

Mr. Sills

So, here again are these two key
points: (1) you sales have been going
up steadily, far in excess of the popula-
tion Increase; (2) your Public Relations
Program has been a sturdy sales ve-
hicle.

How's and Why's

Here are some of the areas which we
hope to cover:

Why do we have a public relations
program?

What Is it designed to accomplish?

How does it work?

And last and most important—How
does it help you?

Let's tackle this first question of why
—Why a public relations program for
an industry such as yours? A product
or an industry public rclations pro-
gram is designed on iwo basic con-
cepts. It's main job is to educate the
public and to motivate the public to
buy the product. It's second job, when
necessary, is to eliminate public mis-
conceptions about the product.

The public is educated in a number
of different ways. It Is influenced by
what it reads. It is Influenced by what
it hears and by what it sces. Women
looking through their food poges, for
example, are {ntricued by new dishes
or variations of old dishes or new uses
of n staple product, They are encour-
aged to try these new uses.

In addition to the firmly established
homemakers who are macaronl users,
there are millions of new users every
year. The {een-ngers and the young
marrieds, whose experience with maca-
ronl products generally is nol broad,
are taught how tu preparc the product
and new ways of using the product.
They are stimulated to try new uscs
and to halance thelr budgets with this
nutritious, good-tasting, economical
product.

In addition, the reminder factor Is a
most important one. A woman wonder-
ing about what to have for dinner to-

night or tomorrow may sce &n inter-
esting picture and story in a newspaper
or magazine or TV or hear it over
radio, ond while she may not use that
particular recipe for her immediate
dinner plans, it moy remind her that
she hos not served macaronl for a cer-
tain number of duys, or weeks, and
will thus be stimulated to place it be-
fore her family that evening.

The more reminders the homemaker
gets, the more suggestions she gets, the
more her curiosity and appelite is ap-
pealed to—the more product you are
going to sell.

Now if you couple this with the sec-
ond major premise on which a public
relations program is based—that of
overcoming misconceptions such as
high-calorie, length of preparation time
needed, fuss and bother, elc., you have
a sound platform from which to launch
increased sales.

How It Helps You

The “"How Does tne Public Relations
Program Work” will be dealt with by
Elinor Ehrman, but I would like to talk
for a moment or 50 on the fourth ques-
tlon which I propounded—How does it
help you?

As a macaroni manufacturer, you are
interesied in the progress of the whole
industry, of course, but your baslc in-
terest Is how does it help you. What
happens to your sales?

Now while the industry's public re-
lations progrem creates consumer
awareness, cr~ates a need and desire
for the product and supplies the moti-
vation to mak= prople want to buy and
serve the product, the industry public
relations program is designed only to
sell the commodily. You must sell your
own brand.

If the customers are crealed, then it
is up to you throush vour advertising,
your merchandising and your promo-
tion to make your brand seem so much
better and so much more desirable than
that of your competitors.

If your public relations program sells
the commodity and you fail to sell your
brand, the industry will have a definite
sales incrense and your competitors

will have a definite sales increase—but
you may nat. Therefore, these two sales
forces walk hand in hand—the sale of
the commodily and the sale of your
brand.

How About Adverilsing?
The question is often raised, “Does
industry public relations replace ad-
(Continued on page 12)
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Public Relations—
(Continued from page 11)

vertising?”" The answer o that is very
simple, For the commodity it can and
often does—unless an industry has a
tremendous amount of money to spend
for a national advertising campaign.

For brand acceplance, the answer is
“No.” The brand must be sold through
advertising and promotion and sound
merchandising. The two are closely in-
tertwined, but they are two separate
functions,

Promotions

We have a number of promotional
periods for miu-aroni. We have Maca-
roni Week. We have Lent. We have a
summer promotion. And then along
with these, we have other promotions
aimed at the Negro fleld, the blue-
collar workers, the teen-age market and
various ethnic groups.

One of our promotions that appar-
ently wasn't, and isn't, generally un-
derstood is Macaroni Week. I was
startled to find this to be the case in an
Institute meeting in Miami, and from
that meeting came the determination
to talk about Macaroni Week, what it is
supposed to do, and why it is.

In America today the list of weekly
and monthly events approximate 600.
They range in scope from safely drives,
drives for the elimination of diseases—
such as cancer, polio, etc.—through the
food field, Macaroni Week, Tuna Week,
Pickle Week — all the way down
through various other things as Fun
Week and Replace-the-Rubber-Tip-on-
Your-Crutch Week.

Thus, we have 52 weeks in a year
and something like 250 proclaimed
wecks, Clearly there is going to be a
certain amount of elbowing to get in.
Are all the weeks, thus enumerated,
successful? No, they are not!

National Macaronl Week

Why, then, are some successful and
others not? And what do you accom-
plish with a week, such as Macaroni
Week?

The reason that most weeks are not
successful is purely because the people
who announce and proclaim their week
do nothing about it. It is not promoted.
It is not publicized. It never sees ihe
light of day.

Some think that merely by proclaim-
ing, “Come Home to Ottumwa, Iowa,
Week” that everybody will come home
to Ottumwa, lowa. But it isn't quite
that simple.

A week must be planned carefully. It
must be merchandized, and sbove all,
it must be well publicized.

A week properly done becomes a
news peg. It becomes something that is

12

happening this week. It becomes a rea-
son for the newspapers to talk about a
product. It becomes casy during a week
to go further on a product than mere
recipes and stories and pictures. It be-
comes possible because of the news ar-
gle of the week to talk about the prod-
uct more in depth—its history, its back-
ground, its various attributes.

The editors recognize this. And the
editors will back up a week with good
editorial space and the important third-
person endorsement of the product.
Third-person endorsement, of course, is
when someone else other than you says
something favorable about your prod-
uct.

When you print an advertisement,
the public reading the advertisement
knows that you have paid for the space
and may say anything, may make any
claim, that you wish to make, But when
the editor, the third person, lauds your
product, this has great credibility and
believability.

Sometimes the promotion of a week
can yield quite spectacular results,

Tuna and Pickles

Years ago when we did the first na-
tional Tuna Week for the tuna indus-
try, they kept careful record of their
sales for six weeks before and six weeks
after the promotional effort in compari-
son with previous years.
promotional effort In comparison with
previous years.

The week was scheduled for Novem-
ber because this is the time that tuna
inventories are at their highest and
sales at that time are at their lowest.
The tuna canners got behind the pro-
motion, also, and the result of the first
tuna week was an increase of 78.6 per
cent.

Now, while this is spectacular, bear
in mind again that the promotion was
scheduled during the time when sales
were {raditionally at their lowest, w hich
would account for the tremendous per-
centage increase in sales of the product,
although the increase in case sales was
considerable,

Another week that has been well
promoted and well supported by the
packers has been National Pickle Week.
While this week was bucked up with
good stories and pictures in the food
poges of the newspapers, it also al-
ways gets o good play in the news col-
umns with funny little pickle stories
that seem to tickle news editors and
public alike, which have provided

. much fodder for the radio disc jockeys,

the newspaper columnists, etc.

In addition, however, Pickle Week
has been used as a hard-hitting mer-
chandising event by the pickle packers.
They use this to launch some of their
hardest selling effort and, at various

iimes, back up the week Ly newspaper
advertising and billboard advertising.

Pickle sales grew from 28,771,000
cases in 1948 to 51,044,000 in 1865.

Now to come back to Macaroni Week.
During that week the newspapers will
generally give a lot of support o the
promotion and will carry storles of the
week, along with pictures of macaroni
dishes and products.

It is always desirable for the maca-
roni manufacturers to make this one of
their merchandising efforts for the year
and put drive behind the merchandis-
ing to take advantage of the tremend-
ous newspaper space which they are
receiving.

If, on the other hand, the manufac-
turers do not do this, the fact still re-
mains that the product has created con-
sumer iInterest, a lot of publicity is
generated and we oftentimes get good
subsidiary efforts from related-item
manufacturers.

And so0, whether you merchandise or
not, we are doing a good, commodity-
selling job for macaroni during that
week.

Many people have asked us why our
weeks, Macaroni Week for instance, are
10 cays instead of seven days. The 10-
day week is a Sills trademark with
the retail trade and the editors.

The reason for the 10-day week is
that our weeks always start on a Thurs-
day and end on a Saturday. Thursday
is the day that the big food pages are
featured by the newspapers.

Thus, by having a 10-doy week, we
have two Thursdays where we can get
good cooperative space from the edl-
tors, two Fridays and iwo Saturdays;
six of the best and biggest shopping
days of the week.

Now, I would like to furn the next
segment of this meeting over to Elinor
Ehrman, who is a vice president of our
firm, member of our management com-
mittee, and head of our New York
office.

N
John Boken
In charge of Chicogo office.
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Hopper also avaliabie) and Vertk
Bu:pl':l Elevator, with Automatic
pusl Cschme, o, S5 78 Pt
n form
'u':.lg-dl:rl: overhead chutes or mn:
veyors,
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machine hopper Automatically on de-
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Cantact the Man Oftue tor

Your Area Representative

American Beauty Macaroni Co. + Amerlcan
' Home, Products » Callfornla Vegetable Con:
\cantrates  Castle & Cooke Co. » Emhart
Corparation * Germain Seed Co. o Hotfman
Candy Co. * Thomas J, Lipton, Inc, « Mon-
santo Co. * Rubsrold Corporation  Laura
Scudder's + Socany Mabil 01l Co, » Slandard
0il Company « U.S. Polymeric Co.

Automated Systoms &
Equipmuenl Engineerning
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Miss Ehrman

HE history of Theodore R. Sills,
Inc. spans the entire modern pe-
rlod of development of Public Relations
as a vitally important profession.
Since its founding in 1833, our firm
has enjoyed a steady growih and ex-
pansion to the point that it is now one
of the world's largest public relations
organizations. We currently employ
over 80 people in our three offices in
the United Slates. To service clients
abroad we maintain offices and affiliates
in Canada, in the major free nations of
Europe, and in Japan.

Ploneer Practitioner

Our founder and president, Ted Sills,
is a ploneering leader of the public re-
lations profession. Corporations, trade
assoclations and government bodies
have turned to him and to the orgeni-
zation he heads for the planning and
execution of public relations, market-
ing and related activities.

The background and experience of
the members of the Sills Planning
Board are wide and varied, including
marketing specialists, radio and tele-
vision commentators, women's prge
and food poge editors, and news
annlysts.

Recipe development in the
home economics department,

THE SILLS STORY

by Elinor Ehrman, vice president,
Theodore R. Sills, Inc., at the 62nd Annual Meeting.

Every Sills account, regardless of
size, is initially evaluated and subse-
quently supervised by this Planning
Board.

Just as law and medicine lean heav-
ily on the individual abilities of their
practitioners, effective public relations
demands the creativity and implemen-
tation of practiced professionals. Three
qualifications Sills requires of its ac-
count personnel are:

o unflagging creativity, because pub-

lic relations is a devourer of ldeas,

where every new offering must be
different, yet os fresh and appealing
as the last one;

« thorough technical know-how,

without which even the most bril-
liant ideas are ineffective; and

® energy, to carry through the me-

ticulous planning, the attention to

detail and the follow-through the
profession demands.

Prior training and practical experi-
ence in thelr speclalties constitute the
fourth qualification Sills people possess.
Our account supervisors, copywrilers
and media specialists began their ca-
reers as reporters or editors of news-
papers and magazines, script writers or
producers in television and radio. They
think as editors and broadcasters in
formulating material, which contrib-
utes to the unusually high average of
media attention we obtain.

Home Economists

Our home economists hold university
degrees, with subsequent teaching or
professional experience in food prepa-
ration. Our consumer analysts and
marketing experts, photography and
visual alds specialists, are professionals
in their fields. Based on its talent, ex-
perience and accomplishments, the
Sills public relation team is, we be-
lieve, the best that exists. Anywhere.

Marketing Objectiver

In modern marketing techniques,
public relations plays as vital a role as
advertlsing ond soles merchandising.
The goal of product public relations is
to increase sales, Often consumers do
not use a product because of lack of
familiarity with it or because they for-
get nbout the product. A strong public
relations program educates the publie
to the product's desirability and moti-
vates the public to buy. In addition,
promotions directed through editorial
media enliven product interest within
the wholesale and retail trades.

Sills achieves these objectives first
by developing a basic, long range mar-
keting concept for the product, out of
which the program grows. This in-
cludes careful analysis of the public
relations techniques that will prove
most effective in relation to the budget,
and the consumer “markets” that con-
stitute the most fruitful targets for our
appeals—whether “class" or “mass"
markets, rural or urban, homemakers
or teen-agers, ethnic or regional groups,
some of them or all of them.

Reliance on Research

In making these determinations, Sills
relies heavily on intensive research and
careful planning. We offer no “stand-
ard” public relations program. Each
program is individually tailored to
meet the specific needs of the product
involved, and to produce maximum
sales results for the time and money
the client invests.

Modern Test Kitchens

Sills' modern test kitchens are un-
surpassed by those of any independent
public relations firm in the United
States, either in extent or equipment.
They enable us to develop thousands
of original suggestions for food prepa-
ration each year, ranging from main
course dishes and salads to cakes and
desserts, soups and beverages.

Of primary concern in suggesting
new ways of enjoying our clients' prod-
ucts is the objective of making them os
appealing as possible, yet simple enough
for any homemaker to prepare in her
own kitchen. Within this fundamental

Marian Laylin (right) does some
market research.
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tenet, Sills’ recipes are notable for their
variety, originality and sensory appeal.
They are the product of stafl of home
economists unmatched for variety of
background and range of experience.

Every prepared food or recipe de-
veloped in our test kitchens must merit
approval by the Sills Taste Panel be-
fore submission to the client or use in
his program. The Tasie Pane! is made
up of the most experienced food spe-
clalists on our staf. 1t meels twice o
day, tasting and evalualing each dish,
not only for faver, texture and con-
sistency, but also for its appeal to the
eye and the camera.

Food Photography

Sills' food photography in both black-
and-white and color, as well as in mo-
tion pictures, has earned a national
reputation for excellence among edi-
tors, broadcasters and clients. All of our
photographs and motion pictures, me-
din layouts, brochures and other pro-
motional material are prepared under
the direction of our own staff special-
ists in each of these fields.

Sills' public relations leadership has
earned the respect of the consumer
media. Our years of service to maga-
zines and newspapers. columnists and
broadcaslers have rinened into friend-
ships as much personal as professional.
Editors frequentlly visit our offices to
discuss stories or jusl Lo renew acquain-
tances. Staff members meet with im-
portant opinion-forming leaders. Con-
sumer food editors, institutional food
editors, club women, youth groups,
ethnic and religious organizations,
wholesale and relail representatives

. are given factual information con-
tinually about client products.

Institutional Program

As an integral part of its marketing
concent for food products. Sills directs
specialized programs to the fast-grow-
ing volume feeding industry. In carly
recognition of the importance of the
H-R-I (hotels, restaurants, institutions)
market, Sills created more than a dec-
nde ado a department of speclalists to
serve the technical publications in this
field. Quantity recioes are field-tested
in actual installations. Staff members
research on-premise food operations.

Sills representatives are charter
members of the Institutional Food Edi-
torial Council, have served on its exec-
utive committee, and annually sponsor
major food presentations in behalf of
clients. Sills was also the first public
relations firm to nffilinte with the Insti-
tutional Foodservice Manufacturers As-
sociation, moking erants for research
studies in this fleld. Sills sponsors the
traditional opening press reception at
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the annual National Restaurant Show.

Staff members enjoy a close rapporl
with institutional editors, regularly
filling their requests for special fealure
material, quantity recipes and formu-
las. The Sills organization sponsors and
participates in workshops and seminars
for food-service operators in all phases
of the industry.

An effective service developed by the
Sills organization is the demonstration
and discussion of our clients' products
before the mass audiences of TV and
radio in major market cities through-
out the United States and Cunada.

Sills demonstratcrs also call on local
editors, nddress women's clubs and
similar consumer groups and often par-
ticipate with the client's local repre-
sentatives in a varlety of sales promo-
tions and In-store demonstirations.

Among Sills’ Services

The many other important public re-
lations services offered by the Sills
organization are numerous and varied.
Here are a few such services:

To inform editors, encourage their
interest, and enable them to convey
more effectively our clients' messages
to the public, we hold editorial "work-
shops” and seminars at which products
are discussed and demonstrated. When
conditions warrant, we escort groups of
food editors, columnists and broad-
casters from major media to the sites
where clients' products are grown or
produced, whether it be a packing
plant in California, a sheep ranch in
Colorado, or olive groves in Spain.

To influence consumers directly, we
produce films featuring clients’ prod-
ucts for showing over television, at
women's clubs and on the nullen's
campuses. We arrange talks and prod-
uct demonstrations before influential
groups of opinion leaders—particularly
valuable in the Negro market. We pre-
pare brochures, charts and other infor-
mational material, which are offered in
newspaper articles and broadcasts, in
client advertisements, and distributed
among homemaking groups, schools
and food conventions.

To support our clients’ marketing
programs, we prepare promotions and
merchandising material for use in su-
permarkets and other food outlets, We
arrange product displays at retail and
restaurant trade shows. We devise sales
stimulation literature and manuals,
and conduct product demonstrations
for sales stafls.

So Seith the Sage:

#Self-confidence is the frst requisite
to grent undertakings."

—Samuel Johnscn

Miss Church

Food Editor's Comments

Ruth Ellen Church, the “Mary
Mende" of the Chicago Tribune, was
introduced by Ted Sills as a dean of
her profession and one of the most in-
fluential newspaper writers in the
counltry.

She reciprocated the compliment by
stating that while the Tribune has a
staff of some six people on their home
economics department, they could not
possibly provide enough material for
the Food Page with their own efforts.
They welcome the kitchen-tested rec-
ipes and professional food photography
sent to them by the Sills organization
on behall of the National Macaroni In-
stitute and other clients.

A public relations firm also serves as
a reference source for background ma-
terial, declared Mrs. Church. I wish
you could see the thick files of blue
sheets that we have on macaroni from
the Sills organization. This saves us
research time and enables us to answer
readers' questions.”

Mrs. Church observed that the trend
to gourmel eating with the elegant
touch both in service and serviceware
wos matching the popularity of out-
Jdoor cookery as a current trend. She
also noted that there is grealer use of
color on the food pages of newspapers
across the country.

On Public Opinion

“Public sentiment is everything.
With public sentiment, nothing can
fail; without it, nothing can succeed.
Consequently, he who molds public
opinion goes decper than he who en-
acts statutes or pronounces decisions.
He makes the statutes or decisions
possible or impossible to execute”

—Abraham Lincoln

“Ultimately, innovation in industry
can only be undertaken by people who
are scientifically minded; this involves
a good general education for those who
are not qualified scientists and an ade-
quate number of qualified scientists
coming forward.”

—Quintin Hogg
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New BUHLER long goods drysr Inutalled at
Company plant in Omaha, Nebrasha,

New from

BUHLER

the Industry's finest

long goods
DRYER

the new Skinner Macarenl

@ Sanitary off-the-floor construction
prevents condensation on the floor
underneath and allows for eusy
cleaning,

@ New positive-control stick eleva-
tor with special stick guldes prevent
rolling or slipping of long goods
In transfer,

@ Swing-out panels make inspec-
tion and cleaning easy.

Control conter for drysr line at Skinner Macaronl Company.

@ Centralized control panels con-
tain unique climate control systems
which allow the product to set its
own drying temperature according
to its water releare capability, and
also all eizetricrd controls.

@ Positive alr circulation produces
oniform controlled drying.

@ NHew design paneling with spe-
cinl thick insulation stops heat and
vapor,
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Specially designed
to produce long
goods of finest

QUALITY

YL e

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

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

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

You can also improve your present drying
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New positive-control stick elevator. This new
stick elevator is an exclusive Buhler feature.
The sticks are actually ;:cked up by special
stick guides which contro) them positively in
transfer. Unlike conventional stick elevator
chain devices, these guided sticks can't roll or
slide from the chain at the transfer point to
the drying tiers, thus practically climinating
mechanical breakdowns.

b

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

operation by installing a Bubler pre-dryer in
your present production line.

Inquire now. If you are interested in produc-
ing the finest quality long goods while at the
same time increasing the efficiency of your
operation, call or write BUHLER (oday.

THE BUHLER CORPORATION, 8925 Wayzata Blvd,,
Minnecapolis 26, Minnesola. Phone: Liberty 5-1400
BUHLER BROTHERS (Canada) LTD., 1925 Lestio St.,
Don Mills, Ontaria. Phone (416) 445-6910.

Sales Officer New York City, 230 Park Avenue,
Phone: MUrray Hill 9-5446.




Food Retailer's Comments

Ted Sills introduced Charles R. Pat-
ton, director of sales promotion and
packezing for the Kitchens of Sara
Lee Mr. Patton joined his company
about 15 months ago and Is responsible
for all sales promotion, merchandising,
and packaging for this frozen foods
manufacturer, He was with national
headquarters of Safeway Stores for 11
years, where he was chairman of Safe-
way's national merchandising com-
mittee and sales manager for all gro-
cery products not manufactured by the
company. Highlights of his comments
follow:

During World War II when Safeway
couldn't build any stores, they looked
about for products they might manu-
facture. Each division was given a sep-
arale name so they looked like separate
companies. The Tola Macaroni Com-
pany was set up o investigate the
macaroni industry, It dissclved because
of lack of opportunity for private label
in this field.

The question is asked: “Why should
we be interested in macaroni?” The
answer Is simple. “So we can keep our
28 retail divisions informed and tle-in
with national programs.”

You have to have an industiry public
relations program to let the retail food
industry know what you are doing.

Strengths

Now, what are your strengths?

(1) Macaroni, spaghetti and egg
noodles offer a great food value.

(2) You have perhaps the greafest
variety of any product in the entire
store.

(3) Tle-ins with related items—$1.00
in sales of macaronl products probably
generates another $7.00 of sales in re-
lated products,

(4) You have an above-average profit
margin of approximately 24 per cent.

Weakness

Obviously you have some disadvan-
tages: You are an ordinary commodity
group in competition with all of the
new glamour foods clamoring for space
and attention. Secondly, there is critl-
clsm about the amount of space taken
up by your products.

For example, the Kroger Study belng
currently done by Progressive Grocer
in Cleveland indicates that your dollar
story is much better than dwelling qn
units. Most studles show that maca-
roni accounts for a half of one per cent
in store sales.

In the Colonial Study made in At-
lanta, which may not be the best re-
gion for your products, the units in
sales were almost twice that of dollar
sales. In other words, you had twice 23
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Mr, Patton

much shelf space as other products for
the same dollar volume. A question
that might be asked of the chains is
whether or not they are stocking maca-
ronl products in the neighborhood
stores where they sell better, Blue-
collar families with several children are
your best customers. There are region-
al as well as neighborhood opportuni-
ties, where you can ask for more space
for greater variety,

New Products

New products are coming out all the
time, some of them in your fleld—most
of them, not. About five out of eight
new produci. offered are taken, and
this sets up the possibility of an estab-
lished product being thrown out. Maca-
roni dinner products have been highly
ruccessful and are taking much more
shelf space than was allotted before.
Frozen Itallan dinners are coming out.
We are producing as a side dish Maca-
roni Florentine, a frozen luxury prod-
uct to sell for 49 cents at retail. We are
also testing another convenlence item
called Beef Stroganoff and Noodles
packed in pouch bags to be placed in
boiling water.

Other Trends

There are other trends affecting both
of us: the emphasis on diets, the size of
families (with the increase of the num-
ber of people living alone), and the
segmenting of many markets, What
then are the advantages of a well-
coordinated marketing and public re-
lations program? It causes excitement
around a product that may not be con-
sidered exciting. I{ allows for exciling
recipes and related tie-in promotions.

At Sara Lee, we also try to accentu-
ate the positive in selling quality; we
stress the use of quality ingredients;
we stress our new, modern plant rather
than the automation that goes with it;
(the automation makes possible stand-
ardization and uniformity with the
elimination of variations from batch to
batch); we also stress the growth of the
entire industry, because Its growth
emphasizes the growth of the company
within the fleld; we emphasize the
growth of convenlence foods; we are
emphasizing the fulure homemakers of

tomorrow by carefully thought-out
school programs acqualnting them with
the changes that are taking place.

From the standpoint of a retailer
and, more recently, from the stand-
point of a manufacturer, the entire
program is vital. If you don't tie-in to
all of the aspects of it, you do not get
all of the benefits, Selling the retaller
on what you are doing, is an important
aspect of this program.

Middle-Agers Buy More
Than “Young AJII"I"

Despite the fact that half the nation
is under 25 years of age, a new survey
of supermarket shoppers shows that
the 35 to 40 year age group accounts
for the largest portion of supermarket
sales, rather than the much-spotlighted
18-34 group.

The study was conducted among
more than 4,000 supermarket shoppers
in various sections of the country for
Peters, Grifin, Woodward, a radio-
television sales representative firm,
who felt that food and grocery adver-
tisers might be aiming too much of
their advertising at the younger group.

Dr. John W. Thayer, director of re-
search for the company, explained:
“The avid interest in the young adult
market appears to have been inspired
first by the highly publicized fact that
half our population is now under 25
years of age, and then by the promise
of new and better demographic data
made avallable by the computer.”

The 35 to 49 Age

The study found that the 35-40 age
shoppers bought 42.2 per cent of all the
items on which the study was based,
while the 18-34 shoppers accounted for
only 37.6 per cent of all the items. The
60-and-over shoppers purchased 17.2
per cent of the items.

The 35-49 group also accounted for
42.5 per cent of the money spent, com-
pared with 36.8 per cent for the “young
adults” and only 20.7 per cent for the
50-and-over group.

Seventeen food product categories
were included in the study, along with
other household and drug items, be-
cause they represented a high volume
of radio-TV advertising.

In the food product categories, the
18-34 group purchased more than the
35-40 group in only three categories:
sweetened cereal, canned frult drinks
and tea bags. The 35-49 group led in
the purchase of refrigerated biscuits,
cake mixes, bran and regular cereal,
instant and regular coffee, canned and
dry dog food, frozen fruit drinks, mar-
garine, cooking oll, canned and de-
hydrated soup, and instant tea. ’
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Summer Display Contest Winner. Roymond
Guerrisl, president of Son Giorgio Macaroni,
Inc,, Lebanon, Pa., (left), with help from
Mary Ann Frizzera, Miss Swingin’ Summer
Salad of 1966, presents first prize money to
Son Giorgio Sales Representative Wayne Di-
brell, for the most unique in-store display
featuring San Giorgio's Swingin' Summer
Salad promotion,

Contest Winner

Highlight of a recent San Giorgio
general sales meeting was the presenta-
tion of a cash prize to Mr. Wayne Dibrell
as the winner of the Company's “Swing-
in' Summer Salad” Display Contest,

The contest, conducted in a five state
area, was in conjunction with the San
Giorgio summer promotional theme for
“Swingin' Summer Salads." Entries
were judged on uniqueness of display.

The winner, Wayne Dibrell, a sales-
man in the Pittsburgh region has been a
San Giorio representative since Novem-
ber 1065. Mr. Dibrell, 44 years old, is
married and has four children. He is a
resident of Mount Lebanon, Pennsyl-
vania.

The first place cash prize was
awarded by Raymond Guerrisi, presi-
dent of San Glorgio Macaroni, Inc, Able
assistance was given Mr, Guerrisi by
pretty Mary Ann Frizzera, Miss Swing-
In' Summer Salad of 1006,

In presenting the award Mr. Guerrisi
said, “We are most gratified to see one
of our newer men show the degree of
merchandising talent required to win
this contest. And, all of our sales force is
to be congratulated on an excellent job
of setting in displays throughout this
campaign."

The San Glorglo Summer promotion
was supported with full page 4-color
newspaper ads and 400 line follow-up
ads in all the company’'s major sales
areas.

Spaghetti Rings

A new Idea for old time favorite
shows merchandising imagination. V.
La Rosa & Sons, Inc. of Westbury, New
York have just introduced “Spaghetti
Rings” as a new macaroni product to
the national market.
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“Nutritious, it is vitamin enriched—
versatile, oodles of recipes on the pack-
age—and fun to eal for the young and
old", says a company spokesman. Be-
sides giving a lift to tired appetites, the
product is expected to make a hit with
kids who would rather spoon and eat
than cut and twist.

The rings come in four different sizes
and are packaged in a handsome and
colorful carton utilizing circus atmos-
phere. The design was created by the
La Rosa art department and Foust
Packaging Corporation of Brooklyn,
New York. Faust also produced the
cartons.

Frozen Foods

Frozen foods volume, according to
Chain Store Age Annual Merchandis-
ing Study, is up 4.5 per cent, to a record
$1,240,000,000. New item proliferation
tightens space squecze; chains counter-
act it by spinning off satellite frozen
bakery and meat sections. And there Is
a growing movement to shift the frozen
food depariment into the produce area,
where the decline in produce sales just
about balances the growth in frozen
food volume.

Greater use of multi-deck and other
high copacity display cases helps supers
beef up department space In the same
floor area.

Nationally, sales trends show that in
natlonality dishes Spanish types are
highest with 2.7 per cent; then comes
Italian with 1.9 per cent and Oriental
with 0.6 per cent. Gross profit margins
run close to 30 to 31 per cent.

Frozen Gourmet Foods

Ten frozen gourmet entrees were in-
troduced in August at the National
Fancy Food and Confection show in
New York by S.8. Plerce Co., Boston.
They will be distributed nationally un-
der the Red Label brand,

Each package contains two servings.
They are Lobster Cherbourg, 12 ounces,
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Golden Record Award for outstanding Prince
Mocaroni radio commercials for 1965 was
presented to Joseph P, Pellegrino, executive
vice president of Prince Macaroni Manufac-
turing Company, Lowell, Mass., by Radio
Adveitising Bureou's Lew Birchfield (right),
Recognition was given for “‘most effective'’
national radio commerciols which were cre-
ated by Stan Freberg.

$2.40; Welsh Rarebit a L'Anglaise, 16
ounces, B9 cents; Macaroni and Cheese
n L'Americaine, 16 ounces, 70 cents;
Roast Beef Hash ou Vin, 16 ounces,
$1.69; Creamed Spinach Soulfle, 16
ounces, 70 cents; Alaska King Crab
Imperial, 9 ounces, $2.19; Macaroni and
Beef Hongroise, 10 ounces, 99 cents;
Roast Breast of Cornish Chicken Coq au
Vin, 1 pound, 2 ounces, $2.00; Creamed
Chicken Monaco, 16 ounces, $1.49; and
La Corquille Saint-Jacques on Natural
Shell, § ounces, $1.00.

Prices are expected to vary because
of differences in shipping costs, the
company said, The prices listed are for
the Boston area.

Heinz Report

The H. J. Heinz Company of Pitts-
burgh, Pennsylvania, showed an 115
per cent increase in consolidated net
sales and a 58 per cent increase In
consolidated net income over flscal
1965. Their fiscal year ends in April,

Dividends per common share totaled
$1.20 for the year, compared with $1.00
for the preceding ycar. Common share
dividends have been paid without in-
terruption since 1011,

In the U, 8, Heinz widened its tradl-
tional lead over competitors in ketchup.
Sales and share of market reached the
highest point in company history.

Continulng success in the $12,000,-
000,000 institutional food market—
where Heinz sales have grown by al-
most 50 per cent in the past two years
—has led to reorganization of the com-
pauy's Institutional “ood Sales Division
and the formatics of four new sales

zones.
In the U. S.. the Happy Soup line for
children was expanded out of test mar-
(Continued on page 46)
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ADM is tops in wheat "
selection, storage, milling,
quality control and
delivery. That’s why...
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The Patriot Artist
Dominic Mingolla is a paradox.
During business hours the outgoing,

pleasant, matter-of-fact Mr. Mingolla is

vice president/consumer relations for

V. La Rosa & Sons, Inc, Westbury,

N.Y., a top producer of spaghettl, mac-

aroni and egg noodles.

After hours, Dom, who resides in
Manhasset, New York, becomes “The
Patriot Painter of America,” a title be-
stowed upon him by Freedoms Founda-
tion at Valley Forge, Pa, The powerful
porirayal of action in his seascapes; his
superbly and accurately drawn human
figures and graceful floral and still life
arrangements, stamp him as a painter
of unusual sensitivity and perception.

Otfice and Kltchra

During the week, Mr. Mingolla occu-
ples a sulte of offices in a spacious
executive building surrounded by
satin-smooth lawns, trees and shrubs—
headquarters for La Rosa's internation-
al enterprise. Here he works hard to
maintain and advance La Rosa's pre-
eminence among consumers, and its
international reputation for preparing
and marketing over 150 items, made
the real Italian way.

In addition, he presides over the
ultra modern kitchen and richly pan-
elled dining room where trained chefs
prepare La Rosn meals for over 100
guests each day—people selected and
invited by Nassau County, New York
organizations whose treasuries benefit
by charging an admission fee. At the
same time, Mr. Mingolla is able to keep
a weather-eye on La Rosa quality by
observing consumer reaction to the
savory dishes served up to the guests.

Art Is His Love

After hours, he beats a retreat to his
earliest and deepest love—the sea—and
there, on canvas seeks to capture some
of its power and turbulence. Dom, in
fact, is a World War II Navy veteran
who served In the South Pacific aboard
PT 160 which was but yards behind
Lieutenant John F. Kennedy's PT 100
when it was cut in two by an enemy
destroyer. He later presented his eye
witness drawing of the incident as
seen from PT 160 to the then president.
It is now a part of the Kennedy me-
morabilia.

In his Manhasset home he fulfills
commissions for portraits and still lifes
and plans his patriotic paintings. His
12" x 17 mural, “The Arrival of Martha
Washington at Valley Forge,” domi-
nates the main lobby at the Founda-
tion's new Martha Washington Build-
ing, and is valued at close to $25,000,
His portrait of former President Dwight
D. Eisenhower hangs in the Founda-
tion's main building, while his series of

Patriet Painter. Dominic Mingolla, full-time vice president of consumer relations at V. La
hours “The Patriot Palnter of America,” looks ot

Rosa & Sons, Inc., Westbury, L.I., and after
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a few of the 70 ltguru, heads, seascapes, florals and still lifes recently exhibited at Roose-
velt Fleld Shopping Center, Garden City, N.Y., for the Leukemia Research Foundation of
Nassau County, N.Y. Mingolla’s paintings haong in Freedom’s Foundation ot Valley Forge
buildings, os well as in many public buildings, hospitals and private homes,

paintings for the “Medal of Honor"
Building are valued for their emotional
and inspirational qualities. Many of his
paintings hang in public buildings and
hospitals as well as in private homes.

Recently, he was given a cne-man
show under the auspices of the Leu-
kemia Research Foundation of Nassau
County, at the Roosevelt Field Shop-
ping Center, Garden City, N.Y. Much
to the modest Dom's surprise, many of
the 70 figures, heads, seascapes, land-
scapes, florals and still lifes on display
were eagerly purchased by visitors to
the exhibit. And Dom has agreed to
accept commissions to paint a number
of portraits in his spare time.

Native New Yorker

Born in Middletown, N.Y., Dominic
Mingolla has been an ariist since child-
hood. He studied illustration and com-
mercial art at Pratt Institute; went on
to the Phoenix School of Design for
advanced design work; took up pure
art with The Famous Artlsts School. In
addition, he became proficlent in
American History after spending count-
less hours in the Middletown public
library.

Dom's whole family has followed in
his footsteps. His wife, Pauline, is an
accomplished artist and speclalizes in
designs for ceramics. Their three chil-
dren, Diane, Frank and Michael, all
sculpt, sketch and paint.

Marketing Man

Donald E. Giese has been named
Vice President, Marketing, and elected
a Director of Grocery Store Producls
Co., West Chester, Pennsylvania, ac-
cording to Donald N. Givler, President.
- Mr. Giese jolned Grocery Store Prod-
ucts Co. in 1049 as a retail salesman
and successively was manager of the
South East, North East, and North Cen-
tral sales divisions before becoming
Vice President of the Central sales di-
vision in 1961, He was named Vice
President, Advertising and Merchan-
dising in 1964, In this new position, Mr.
Glese will, in additlon to his current
responsibilities, assume those of Frank
L. Lamarche, Vice President, Sales,
who is retiring after 20 years of service
with the organization.

Greenfield Acquisition

The Greenfleld Noodle and Specialty
Company of Detrolt has acquired the
name, formula and good will of the
Aslen Noodle Company of Wheeling,
Illinols. Asien was badly damaged in
the tornado that hit the plant in June.

Greenfleld is owned and operated by
the brothers, Eugene and Ernest Green-
fleld, who have been making noodles
of high egg content and speclalty
noodle items since 1951,

Have pot roast and noodles
for lunch today.
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Whan Did Amaricans First
Enjoy Macareni? Domestic
macaroni first appeared
in this country about 1848,
well over a hundred years
ago. It was introduced in the
East and gradually spread
A through the Middle West,
d| being sold only in apothecary
shops and recommended
chiefly for infants and invalidas,

By 1800 there were only a handful of
macaroni factories, with a combined out-
put of 6500 barrels a day.

And then, in 1898, C—
an especially hardy €
variety of durum was
brought to America
from Russia by the
United States
Department of
Agriculture,

‘I

PEAVEY COMPANY
Flour Mills

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

New, high-speed machines were invent-
ed. Automatic dryers were developed.
Macaroni’s popularity continued to in-
crease, and so did 0
production, ]

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

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

Michele Cantella, retired official and
one of the founders of the Prince Maca-
roni Manufocturing Company of Low-
ell, Mass,, died Saturday, July 23, ot
his home in Winchester, Mass. He was
B0 years old.

Mr. Cantella was born in Villa Rosa,
1taly, and came to the U.S, in 1802, In
1912, with two partners, he started the
Prince Macaroni Company on Prince
Street in Boston and became its presi-
dent. In 1939 the compuny moved to its
presont location in Lowell.

Surviving are his widow, Josephine,
to whom he was married for 59 years;
three sons, Salvatore and Vincent of
Winchester and Anthony of Lincoln; a
daughter, Carmella, also of Winchester;
six grondchildren and five greatgrand-
children.

Salvatore and Anthony Cantella are
presently serving Prince in execulive
positions.

Henry D. Rossi

Henry D. Rossi, age 84, born and
raised in Braidwood, Illinois, died on
August 20. He was president of the
Peter Rossi & Sons Macaroni Company
and a director in the National Macaroni
Manufacturers Association. At the
founding meeting in 1904, he presented
a paper on the manufacture of quality
spaghetti, He maintained o long and
lively interest in his chosen profession,
having just attended the Macaroni Con-
vention prior to his last stay in the
hospital. He had ailed ecarlier in the
year, but was apparently in good spirits
during the industry meeting.

Surviving are two sons, Henry Jr. of
Peolone, and Albert of Kankakee, and a
daughter, Mrs. Charles Allison of Kan-
kakee. There are three grandchildren
and one greal grandchild. Also there
ware two brothers, Felix and Peter.

Dr. Giuseppe Braibanti

Doctor of Engineering Giuseppe Brai-
banti, brother of Mario Braibanti and
principal of the firm Braibanti Company
of Milan, Italy pussed away on August
14,

Dr. Braibanti was internationally
known for his interest and efforts in the
macaroni manufacturing indusiry. He
was a guiding light in the international
meetings held in the Milan Fairgrounds,
the IPACK-IMA show, congresses for
macaroni manufacturers and the like.

Canepa Appointment

Victor H. Hinze, CPA, has been ap-
pointed comptroller and office manager
of the John B, Canepa Company, Chi-
cago macaroni maker.

—_———
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Henry D. Rossl

Our Best in Fort Worth

Marvin Garrett recently wrote in the
Fort Worth Press about O. B. (Our
Best) Macaroni Company. The com-
pany was founded by Louis Bicocchi
and has the distinction of being one of
Fort Worth's oldest business firms.

Later, John B. Laneri (a great uncle
of the present operators, John and
Carl), joined the firm and sent for Louis
Laneri, the boys' father, to come help
in the business. Their mother Mrs.
Mary Laoneri, is still president of the
firm.

South of Freeway

The O. B. macaroni plant is just off
the South Freeway and has been at its
present location since 1910. Most of the
work is automated, and as production
manager Carl keeps a constant eye on
the machinery. Macaroni products must
be watched constantly. Temperature
and humidity must be just right. Other-
wise long spaghetti might reach the
consumer broken in small pieces.

One of the products of the O. B. line
is an old-timer, vermicelll, This is
smaller than spaghettl and popular
around the border and up to San An-
tonio. “It's o wonderful food extender,"
John point out. “Many low-income
Latin-American families eat it regu-
larly. You can mix almost anything
with it and come up with an economi-
cal, nourishing and delicious dish."
While vermicelll is the Italian name,
the Mexicans call it fideos.

Devoted lo Business

The Laneri boyu are devoted to their
business. Carl is a graduate of Baylor
Law School, but would rather make
macaroni than practice law, He does
play the organ for rclaxation. John's
family is almost grown. They are his
major outside-the-business Interest
along with golf and photography.

0. B, Macaroni has long been a fa-
vorite with Texas housewives, and the
Laneris are proud of the fact that in
times of high-rising prices, a recent
price increase in the firm's products was
the first in ziv years.

Budget Stretcher

Lots of families are living on less,
but not many are doing a better job of
managing thelr money than this South
Minneapolis family, says the advertise-
ment.

Mr. N's work Is seasonal, but aver-
ages $720 the ten months he works.
Layoffs in winter months make it
especially important to live within a
tightly controlled budget year 'round.

They save $30 every month by having
the money {(ronsferred from their
checking account to savings. Complete-
1y automatic, this “off the top” savings
has built up to $3,262.86 in the past
elght years.

Food is the biggest item in the budg-
et. Stretching $160 a month to feed four
growing boys and a husband who
works hard on a construction crew, Is
quite a challenge. Buying in quantity
during sales and building menus
around seasonal bargains helps. Mrs. N.
has found that paying all houschold
bills—including grocerles—by checks,
helps keep costs in line, And the od ple-
tures a happy family cating a Spaghetti
Dinner for six: cost—$2.87,

Newsboy Steve knows the value of a
dollar. Getting up at six o'clock every
morning to deliver Tribunes to his cus-
tomers nets almost a dollar a day, and
that's learning the value of a buck the
hard way. His dad pays for his clothing
and school supplies; spending money
comes from the paper route. He's built
his Northwestern Bank savings account
up to $147.64.
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New Trends in Store Operations

and Merchandising

A talk by Richard W. Daspit, Director of Conventions,
Super Market Institute, before the Annual Meeting of
National Macaroni Manufacturers Association

H OW long has it been since you ob-
served to yoursell or lo your
friends that things just aren't the way
they used to be. When you read the
paper this morning, did you say to
yourself, “I don’t know what the world
is coming to,” or, if you have children
at home or observing your grand-
children, how often do you start a
conversation with “now when I was a
{7 R

Certainly we are all aware that
everything is in a constant state of
change. When you are fresh out of
school you don't think about it because
you are excited at being part of what
is going on about you, and you are un-
encumbered with a lot of memories. As
we grow older, we resist change be-
cause it upsets the patterns of life to
which we have become accustomed.
We tend 1o resist change in our person-
al lives, ond we resist change in our
business lives. Most of you can prob-
ably recall some event in your early
business carcer when your greal new
idea was rejected by management be-
cause “we know from experience it
won't work."

While change has been with us ever
since the world began and will be with
our children and our children's chil-
dren and the generations to come,
whether we like it or not . . . whether
it is easy or hard, we must all accept
the fact that we live in a changing
world. This acceplance of the fact of
change is the all important first slep
for businessmen in the food industry
to take. If your individual companies
are going to continue o be a factor in
this industry, you must capitalize on
the changes that are taking place. You
must become a true student of the in-
dustry, You must keep an open mind
and try to anticipate change. It may be
that the best thing you could do would
be to take bright young men in your
organization who are not tied 1o the
past or present and turn them loose on
developing plans for the future.

SMI, 30 Years Old

In some respects 30 years may seem
like a long time, but in terms of an in-
dustry, it is a very short span. Nexl
year Super Market Institute will be 30
years old. SMI came into being lo serve
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a new form of feod distribution. In the
mid-1930s the super market was born,
and in this shorl span of three decades
has captured the lion's share of grocery
store sales.

One might think that in an industry
that's only 30 years old, change would
be slow in coming. The contrary is true
—change is happening faster now than
at any other time in our history.

McNair's Theory

Malcolm McNair, the country's fore-
most authority on retailing, developed
a thesis of the life cycle of companies
in retailing. McNair said that the retail-
ing life cycle is like a wheel that began
when a true innovator came upon the
scene, such as the super market in the
mid-thirties. Typically, the innovator
features lower prices, he has little or
no investment in real estate and fix-
tures, and he promotes his bargain im-
nge. He operates from hand to mouth,
and if he is lucky and skillful, he
carves out a share of the market. Grad-
uanlly the innovator is able to produce
profits, increase his assets, add to his
services, and In so doing become an
accepted factor in the marketplace. As
the wheel turns further this newly ac-
cepted member of the retail fraternity
takes on the characteristics of his ma-
ture competitors from whom he has
carved his share of the business. His
costs rise, his bank account swells, his
headquarters swells, his waistline
swells, and in many cases his head does
the same.

Because he now has a larger slake in
his company and a large organization
to manage, he becomes more conserva-
tive—after all he has mare to lose than
he had when he first began. He no
longer takes the chances that account-
od for his success. So, as the wheel
turns, he becomes part of n maturing
industry—slow to change, concerned
with the balance sheet, P & L slate-
ment, and maintenance of the slalus
quo. The wheel has now turned a full
circle, and the industry is ripe for the
new innovator.

Evidence of McNuir's theory can be
found in recenl years wilth the great
expansion of general merchandise dis-
count stores. There is nothing new
about o discount store—it is really a

Mr, Daspit

bargain  basement of a department
slore moved up to the street level and
out of the central business districl. But,
at a time when traditional general mer-
chandise retailers were vulnerable, the
general  merchandise  discount  store
filled u vacuum and became the sensa-
tional success that it is.

In the retail food business we also
see change such as the so-called dis-
count food store. While there happens
to be no clear-cut definition of what
characterizes a discount food store, we
sce operators eliminating stamps, cut-
ting down variety, and reducing prices
to appeal to that segment of the market
that apparently was not being appealed
to by established super markets,

Innovators Come and Go

It is possible we will see other inno-
valors come on the scene with various
appeals nimed ot small segments of the
consuming public. I do not foresee that
any of these will replace supermarkets
as we know them today, because, with-
in our own industry, so many changes
are being made that we are not taking
on all of the characteristics of the ma-
turing and vulnerable industry.

Therefore, while no one can argue
with McNair's thesis, which applies as
well to your company as it does to re-
tailers, I see the current developments
in our industry working as relardants
to the turning of McNair's wheel. Many
companies in food retailing are. at the
same lime, both innovators and opera-
tors of conventional stores. The pres-
sure of compelition is so strong that
companies are forced to innovate if
they want to survive, This competitive
pressure, which holds prices down, puts
n tremendous squeeze on profits und
exerts great pressure to find ways to
reduce costs oand increase efliciency.
Expansion has increased cash flow
which needs investing. We see super
markat chains operating discount food
stores, bolh free standing and as part
of a general merchandise discount
house; sell-service cleaning and laun-
dry storer adjacent to their super mar-
kets; gas stations in their parking lots;
restaurants; drug stores; convenience

(Continued on page 28)
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Ambrette
Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneading, |
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER
Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dry
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 micrometer
adjustment with sight flow feed.

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

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

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

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER
High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
friction.
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TWIN DIE MODEL THCP (shown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:

AMBRETTE
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Store Trends—
(Continued from page 25)

stores and other retail and service
establishments.

SLIM System

At the same time super market op-
erators are looking for ways to increase
their profits and reduce their costs in
their conventional super markets. One
of the newest programs of keen inter-
est 1o retailers is the SLIM Bystem—
Store Labor and Inventory Manage-
ment. Applied to a typical super mar-
ket, the SLIM System can save as
much as $5,000 a year per store.

Under the SLIM System the weekly
movement of each item in the grocery
department Is determined. Shelf allo-
catlon is then adjusted to reflect the
weekly movement plus one case. A
tape indicating the product code num-
ber and the allocation is placed on the
shelf. Once the movement has bren de-
termined and shelves marked, the
clerks can easily order those products
which need replenishment by checking
the allocation tape and counting the
number of items on the shelf. With the
SLIM BSystem, practically all back
room inventories are eliminated since
the product s on the shelt in sufficient
quantity to handle the average de-
mand. When re-orders arrive in the
store, they can be price marked and
{mmediately put on the shell. Ordering
and delivery cycles are rescheduled to
fit the individual store. The time lag
between writing the order and receiv-
ing the merchandise is reduced, and as
o result there is a great savings in in-
ventory investment and labor costs.

Information Bystems

Another area where super market
operalors are developing more sophis-
ticatlon 1s in information systems.
Originally, data processing equipment
was used primarily for inventory rec-
ords and the handling of routine ac-
counting procedures such as parables
and receivables. In recent months the
more advanced companles have been
using their computers to help them in
sales forecasting, long range planning,
and site selection. We even see small
chalns of five or six stores expanding
their information systems, either with
their own equipment, using service bu-
reaus, or the systems of thelr whole-
salers.

In another effort to reduce the costs

involved in the processing of orders
from headquarters to the manufacturer,
we see computers talking to computers
—the distributor’s information sysiem
in direct communication with the in-
formation system of the manufacturer's
headquariers or distribution center.
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This is a relatively new experiment
and there are still many problems that
will have to be worked out before it
can be fully utilized by more of the
industry.

Store Control Center

At our Annual Convention in Chi-
rago last April we had an exhibit of
the Store Control Center of the future.
Some people felt that perhaps this was
a “way out” dream of what the store
maonager's office might look like in
1085, The fact is that every plece of
equipment built into this control cenler
is available today, and many compan-
ies are using one or more pleces of this
equipment in thelr operations, The im-
portant point that we are trying to
make was that, given advanced tech-
nology and the capability of electronic
devices, the store manager would be
freed from routine chores and would
begin to manage by exception. With a
centralized control board to report all
the mechanical workings of the store,
he would not have to personally check
freezer cases, coolers, and other paris
of the store each day, but could rely on
{he electronic controls to tell him when
there was an exceptlon 1o standard
performance. By tying the store to the
headquarters computer, the store man-
ager will be able to call on the central
information system for analysis of the
effect on sales of promoted Items,
weather, and the competitlon's specials.
This would determine such factors as
the scheduling of store personnel and
the amount of perishables o prepare
each day for specific hours. The man-
ager then becomes a more effective
merchandiser of products rather than
keeper of records. We envision the
store manager of the future spending
considerably more of his time on the
sales floor working with his employees,
merchandising products more effective-
ly, and getting to know his customers
beiter.

Meat Operations Control

Last year SMI began phase 1 of &
Meat Operations Control Study to de-
termine if it was feasible to develop
computer programs and simulation
models for the meat department, Be-
cause the meat department is so Im-
portont to the super market company,
and because of the perishable nature of
the products, the processing problems
and the fluctusting supply and demand,
we felt that this department would be
the logical place to find out if its oper-
ation could be computerized, The re-
sults of the $100,000 phuse 1 convinced
the MOCS Committee to enter phase 2
which is now in progress. When phase
2 is completed, we hope to have the
tools to more efficiently operate the

meat department by programming the
flow of the product from the feedlot
through the time that the customer
leaves the store with her purchase. It
should be possible for a retailer to
have simulation models so that he can
enter into the computer such variables
as day of the week results of previous
sales of various cuts, competitors’ pro-
motions and prices, other items belng
promoled in the store and in the com-
pany's advertising, productivity of the
butchers, and a myriad of other varl-
ables. The computer will tell him the
quantity and kinds of meat to order,
the Individual cuts and size of cuts to
package, the production schedule, the
effect on traffic and sales, the possible
need for additional help at the check-
outs, and other factors to ald in reduc-
ing costs, improving service and in-
creasing store profitability.

We feel that this $200,000 investment
will be returned many times over to
the retailer in reduced costs and im-
proved profits. One large chain In-
volved in the study estimates that the
savings could amount to $10,000 per
store per year. In other words, almost
double their after-tax profits.

Once the program for the meat de-
partment has been accomplished the
principles developed can be applied to
other perishable departments os well
as the grocery department. In the years
to come each store’s profits could be
ma:.imized from merchandising the en-
tire store using a greal number of com-
binations of special items, pricing and
promotion.

Meaning to Manufacturer

These are a few of the things that
are now happening in the retail food
industry. What do they mean to you,
the manufacturer? It seems to me that
the starting point for you to be a part
of the exciting years ahead is to know
all you can about your customer’s busi-
ness. You should understand and be
able to converse in the distributor's
language. You should know the eco-
nomics of the retail business s well as
you know the economics of your own
business. You should understand his
problems as well as you know your
own problems. Only then can there be
effective communication between buy-
er and seller. With more and more of
the routine re-ordering being taken
over by information systems, your
salesman or sales representative should
become less and less an order taker
and more and more a marketling man.
He should become the expert on the
market he sells.

The recent Progressive Grocer Con-
sumer Dynamics Study dramatically
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points out the individual differences
between stores. The attitude of thought-
ful retailers Is expressed by Don Per-
kins, President of Jewel Tea Company
as follows: “The great operating chal-
lenge of any multi-store operator is to
make certain that each operating unit
is run primarily as a special service for
the customers in its own neighborhood
and only secondarily as one more link
in the chain. We think this is terribly
imporiant. We don't want to be de-
scribed as a chain of stores. We operate
a lot of individual stores and the re-
lationship of your product to these lo-
cal situations is going to be an impos-
sible task for the merchandisers and
buyers at retail headquarters,” This Is
where the special knowledge of your
sales representative, backed up by your
company's research, can be the all im-
poriant factor that sees your products

moving off the shelves Instead of
competitor’s, P

Change in Attitude

In many manufacturing companies
this approach is going to require a com-
plete change of corporate attitude,
Companies will have to reexamine
their recruiting and training programs,
their research and information operu-'
tions, and their personnel promotion
programs. You may have to look for a
different type of person to fill the role
of the sales-marketer because the re-
quirements of the job will be different,
The relative importance of market re-
search may change considerably from
what it is today. The Increased em-
phasis on research may also benefit you
in terms of new product development.

Besides knowing as much, or more,
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his problems may also lead you to un-
cover new display techniques, new de-
velopments in handling of merchan-
dise and inventory control, new labor
saving methods, or other recommenda-
tions that will make you a more valu-
able part of the distribution pipeline.

New Products

As for new products, I don't have to
tell you this has been a very important
aren for food distributors and manu-
facturers alike. One study claims that
80 per cent of super murket sales are
from products new in the last 10 years,
and over 40 per cent from products new
in the last five years, According to Pro-
gresslve Grocer, one large chain is of-
fered 125 new or improved items each
week, or about 6500 a year. Of these
800 were added to the inventory, and
in the course of a year's time 600 items
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by job counselors and placement of-
ficlals. In the past we may have set our
sights In the wrong direction. Recent
research done by our education divi-

sion shows that we should
to provide the public with good prod- trating on junlor eulln:: gr;]l;:mca:;.mig-

ucts at reasonable cost, made available stead
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Defense from Delractors

Service to the consumer is paramount
to manufacturer and distributor alike.
If we all are motivated by the desire
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Store Trends—
(Continued from page 29)

the distributive education programs in
high schools and junior colleges, that
we should stop looking for presidential
calibre in everyone we hire and realize
that many individuals will, and should,
remain in the same job for many years.
More and more retailers are becom-
ing aware of the necessity to match
the individual to the job. Those with
physical handicaps, and in some cases,
retarded indlviduals, can be produc-
tively employed. The industry has a
new awareness that a greater effort
must be made to attract people to the
industry, especlally if internal growth
is the only way that a company can
expand.
We have talked about a number of
:w developments taking place in food
stribution today and some of the
changes that will take place in the
years to come. We are surrounded by
change. The company which accepts
the fact that change is inevitable and
makes the most of this challenge will
be the company that survives ond
grows.

Supermarket Sales Manual

HAIN Store Age in their Mid-

July issue presents its annual mer-
chandising study. The statement is
made: "Macaroni products chalk up
tenth straight year of sales growth, as
volume hits $158,000,000, more than
double 1955 figure,

“Plain macaroni and spaghettl vol-
ume continues to accelerale despite
booming sales of pasta dinners.

“Chains boost related item move-
ment with strong tie-in promotlons.”"

Dramaiic Growth

One of the most dramatic chapters in
the story of chain supermarket growth
last year—in fact, over the past ten
years—was chalked up by the maca-
roni products department, The main
strength of this category has been ils
ability to maintain steady—and some
times spectacular — volume growth,
year In and year out. And If there was
any lingering thought that this was a
natlonality food category, sales results
of the past two years have certainly
dispelled it, as macaroni products have
become a bona fide food staple across
the country.

Chain Store Age declares that the
macaroni depariment had scored vol-
ume gains for ten consecuilve years,
increasing by nearly four per cent In
the slowest growth year during this
period, and ranyiing ns high as 18.3 per
cent in 1964 and 11.3 per centl In 1865,
These were tha two best growth years
in the depariment's history, enabling

OCTOBER, 1968

711 200 4 Ay ot e s ks el S A LS

sales performance to more than double
1955 volume.

Gross profit increases were even
more extensive during the period. Total
eross profit in chain supers last year hit
$28,000,000, up 13.5 per cent over 1964;
35.2 per cent higher than 1863; and
60.7 pur cent over the 1061 level.

New Products

Within the overall volume and profit
gains are several product sales patterns
that highlight the self-sustaining sales
power of the macaroni depa. tment.
New product breakthroughs have in-
variably led 1o new volume, rather
than taking sales away from existing
products. This has been true in both the
case of new products introduced in the
dry grocery shelf lines and where new
items have been introduced in frozen
and refrigerated form.

As the proliferation of pasta dinners
found their way into the section, sales
of macaroni and spaghetti began to slip
only fractionnlly, but when dinners
reached their period of most rapid
growth, the macaroni and spuchetti
categories soared with them. During
the 1061-1083 period, for example, din-
ners volume went from $17,800,000 to
$25,200,000, a gain of $7,400.000. At the
same time, macaroni and spaghelti de-
clined from $31,800,000 and $31,300,000,
respectively, 1o $31.300 .00 and $29,900,-
000. The combined drop was only $2,-
900,000, ond the other two department
categories—noodles and pizza mix—
gained $4,500,000. In other words, the
$7,400,000 volume increase scored by
dinners netted an over-all increase of
$0,000,000 during this two-year period.

Then, during the next two years,
dinners shot ahead by another $13,200,-
000, to $38,400,000. At the same time,
macaroni and spaghetti caught on again
for a combined $18,600,000 increase, to
$42,700,000 and $37.100,000 respeclively,
in 1965. Noodles and pizza mix were up
$4,500,000 and $2,700,000, to $24,800,000
and $15,000,000.

Pizza’s Part

Another indication of the ability ef
the macaroni products depariment to
sustain ils own growth patlern in spite
of “competitive” new products, is pro-
vided by the pizza mix category. This
section has grown steadily 1o $12,600,-
000 in total volume by 1062, when
cooler and freezer cases began o be
fooded with a host of new frozen and
refrigerated pizzas and pizza mix prod-
ucts.

In 1063, dry pizza mixes slipped
slightly to $12,300,000, and then started
to surge ahead once maore, hitting $13,-
600,000 in 1904 and a high of $15,000,000
in 1865, even though the popularity of

the compeling lines continued to grow
as well.

Thus, the evolution of pasta products
from an Italian-American specially to a
national favorite has affected the whole
range of products, in all forms in which
they are processed and marketed,

Merchandising

Macaroni  produets  departments,
states Chain Store Age, are almost al-
ways centralized in one gondola section
of the grocery area, occupying an aver-
age of two to four per cent of total
grocery shelf space. The most frequent-
ly employed product positioning strat-
egy, say chain merchandisers, is verti-
cal shelf grouping of brands with simi-
lar products, ribboned horizontally as
much as possible,

Promolion is about average for gro-
cery categories with in-shell specials
running aboul once a month or less in
the average chain, and end-fealures
running about every three to four
weeks in the typical super. Related
item tie-ins are used extensively by
most store managers.

Related ilem promotions ore a natu-
ral in this department, say chain mer-
chandisers, because pasta products are
olmost always used along with other
food items. Besides the opportunities
provided by such standby dishes as
macaroni and cheese, spaghetti and
meat bails, and buttered noodles, there
is also a broad markel for promotion
ideas like meat casseroles, fish and sea-
food dishes, summer salads and even
desserts.

Convenience Popularity

One factor that has kept the entire
macaroni products department boom-
ing is the growing popularity of con-
venience foods. The newer dinner ilems
provide the ultimate in convenience,
bul aggressive chains emphasize in
their promotions that the traditional
macaroni, spaghelti and egg noodles
are in the convenience calegory too,
requiring little time to prepare.

Macaroni Week

Natlonal Macaroni Week. a ten-day
promolion sponsored by the Nalional
Macaroni Institute every Oclober, is a
good opportunity for chains to plan and
carry out a broad-based campaign be-
hind the whole department, declares
Chain Store Age.

In the Canned
Meat Department

Chain Store Age's Supermarkel Sales
Manunl stntes that spaghetti and maca-
roni rate as best sellers in the canned
meat depariment ncross the country by
pacing volume in New England, Mid-

(Continued on page 32)
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Canned Spaghetti—
(Continued from page 31)

Atlantic states, and the Midwest, Sau-
sage and franks top the list in the
South-East; chill and Mexican foods
lead in the South-West and on the
Pacific Coast.

Nevertheless, chains are trimming
item count after several years of as-
sortment growth, spaghetti and maca-
ronl getting the sharpest axe, off three
items

Canned meat merchandising s fairly
uniform, with centralized departments
split up only when some lines are spun
off into natlonality food sections in a
number of chalns.

Nationally, canned spaghetti and
macaroni account for 15.1 per cent of
canned meat department sales in 1965,
Ravioli and lasagne were listed at 3.9
per cent,

e

Pizza Pusher

Kraft Foods Diviison of National
Dairy Products is introducing a new
sausage plzza to accompany its cheese
pizza on store shelves across the coun-
try. Each package includes an envelope
of pizza flour, grated cheese, spices and
a can of sauce—plus sausage for the
new version,

The plzzas join Kraft's large line of
packaged ‘dinners such as macarani and
cheese, noodle with chicken, noodles
Romanofl, The 25-year-old dinner line
is a part of National Dairy Products’
processed packaged foods group — a
category which now accounts for about
a third of the sales for the company.
Milk and icecream bring in another
third, and the remaining third is de-
rived from manufactured dairy prod-
ucts.

National Dairy welcomes growing
business from institutional customers
for whom it provides bulk quantities
of its major products plus ketchup,
pickles, mustard, puddings, canned
fruits and vegetables, freeze-dried crab,
shrimp and chicken, as well as portion-
control servings of, for instance, jellies.
A company spokesman says institution-
al business is “substantial with us. And
with two billion dollars total sales, to
be substantlal it's got to be very sub-
stantial. We are among the leaders In
the institutional business.”

Larger than its runner-up, General
Foods, by 30 per cent, National Dairy
last year topped $2 billion by £17,000,-
000 as sales rose five per cent from 1964,
Earnings in 1965 equaled $2.42 a share
versus $2.20, adjusted for a 2-for-1 split
this April. About ten per cent of sales
and a higher per cent of profits come
from abroad.
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Soup Sixxzles

Chain Store Age reports soup depart-
ment volume growth—hottest in five
years—is paced by canned soups and
bouillons; single strength lines, special
soups for children, and instant bouillon
all contribute,

Item counts inch upward in canned
soup but remain level in the bouillon
section, They dropped sharply in dry
soup mixes as chain merchandisers
view sales decline in dry volume with
caution.

Top performer in the canned soup
department s chicken noodle. Then
comes tomato, cream of tomato, and
cream of mushroom. Eighth on the list
is turkey noodle and twelfth is beef
noodle varieties.

In the soup mix department, noodle
mix is the top seller followed by onion
mix and then cream style.

Chain Store Age notes that a number
of dry soups contain freeze dried in-
gredients such as chicken, beef and
mushooms. All three basic soup cate-
gories — canned, drled bouillon — have
strong promotlonal value for other uses
than just as soup, Numerous varieties,
for example, serve as excellent sauce
bases or casserole Ingredients, offering
a wide range of potential related item
promotions.

Campbell Drops Red Kettle

Business Week reports Campbell Soup
Company has given up on its Red Kettle
dehydrated soups after four years effort,

The company won't comment on its
decision, but industry sources maintain
that dry soups simply cannot compete
against canned condensed 80UpS, & mar-
ket segment dominated by Campbell
itself. The Red Keltle soups take longer
to prepare, and are higher in price, than
either condensed soups or competitive
dry mixes, estimated at about $60,000,-
000 annually, have shown little growth

*In recent years. Lipton's holds nearly

two-thirds of the market, Corn Products’
Knorr brand, with an estimated 12 per-
cent share, will supply its U.S. custo-
mers from Switzerland, where Knorr
started.

Lipton Promotion

Lipton Soup Mixes advertising In
Chain Store Age tells grocers how to
make gravy with soup and crackers.
The answer: Tie in with Lipton's Soup
and Crackers promotion through Octo-
ber. They have display material, in-
cluding a spectacular motorized pole
display unit, window banners, and
shelt pads. Free crackers are offered
Just by returning the box front from
Lipton Soup Mix and the price spot
from any one pound box of saltine
crackers,

Lipton’s Main Dishes

Thomas J, Lipton, Inc., Englewood,
N.J.,, is expanding distribution of its
four Main Dishes, a convenience food
line requiring no refrigeration.

The dehydrated products, complete
with meat, Include Chicken Baronet;
Chicken La Scala; Beef Stroganoff; and
Turkey Primavera, along with sauces,
egg noodles, vegetables and topping for
garnish,

Ingredients are packaged in three
color-coded pouches, enclosed in a
“truncated prism" package, with angled
sided panels. Package is designed by
Frank Gianninoto & Assoclates, New
York.

Minestrone Soup

A new lItallan specialty, Minestrone
Soup (meatless), has been Introduced
by Buitoni Foods in stores throughout
the New York metropolitan area. It is
packed In a 17-V4-ounce can (two gen-
erous servings) with an attractive blue
and yellow label which carried a color
photograph of the product. Suggested
retail price is 27 to 29 cents.

Soup Mix in Hawaii

Dehydrated soup mix brands found
in Honolulu homes during the last half
of 1865 by the Honolulu Star-Bulletin
& Advertiser were Lipton in 78.4 per
cent, Knorr 8.3, Campbell's 8.9, Golden
Grain 2.8, and other brands 4.1 per cent.

Chicken in Soup

The U. S. Department of Agriculture
has announced that it will enforce its
regulations requiring at least two per
cent poultry meat in all poultry soups.
Enforcement had been postponed from
month to month since January 1, 1065,
pending a Court decision on a restrain-
ing order. A Federal Court in New Jer-
sey has now upheld the regulation, and
the Department has indicated it will
begin to enforce this regulation Janu-
ary 1, 1967,
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Here is the
semolina
you've wanted
from AMBER

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

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

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

79 AMBER MILLING DIVISION

T e S o 7

by Gene Kuhn
Manager:
AMBER MILLING DIVISION

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

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

Be sure . . . specify Amber!

FARMERS UNION GRAIN TERMINAL ASSOCIATION

,—General Offices: St. Paul 1, Minn,
Mills at Rush CIty' Wi TELEPHONE| Midway 8-8433

OctoBER, 1966




-

RN TP TS Jrewe P VRS RN BT

AGRICULTURE ENTERS A NEW ERA

from the Economic Research Division, The Chase Manhattan Bank, New York City

HAT long time invalid, U.S. agri-

culture, is sitting up and taking
nourishment. Both average farm in-
comes and the value of farm assets
have climbed 80 per cent since 1050.
And even government stockpiles, after
in 1860, have begun moving in the right
direction, falling to ahout $3.5 billion
reaching an all-time high of $6 billion
now,

What lles behind these encouraging
signs? Two developments stand out:
Giant strides in technology have trans-
formed agriculture into one of the na-
tion's most efficient industries; and rap-
idly rising demands for farm products,
primarily from overseas, have nudged
the government into taking n fresh
look at its agricultural policies.

The Mechanized Farm

Sometime ago the word “farm” sug-
gested a garden, a fev: cuws, a rock of
chickens and a plg or two. But the
small self-sufficiznt farm is rapldly dis-
appearing Ieavy capitalization now
typifies the modern farm, with the as-
sets used In agricultural production on
the average farm soaring from $6,000
in 1840 to $60,000 today.

Investment has gone into new and
blgger tractors (average horsepower of
new fractors doubled over the last 15
years) and into auxiliary equipment
like planters, sprayers and pickers,
with investment in such equipment
now runing about $5 billion a year,
And helping the machinery do a better
job are improved sceds, more produc-
tive fertilizers and, perhaps most im-
portant of all, a generation of farmers
that keeps on top of its job and puts jts
know-how into operation.

This heavy investment and new
knowledge have led to a most dramatic
development: Agriculture needs fewer
and fewer workers to produce an ever-
expanding output. Although farm em-
ployment plummeted from 10 million
in 1945 to less than six million last
year, farm output jumped almost 50
per cent,

Take the case of corn. During the
years 1945-49 about 53 man-hours were
required fo produce 100 bushels of
corn. But in the 1080-85 period it took
only 11 hours. :

The following figures help show how
these productlvity gains have reshaped
American agriculture:
® In 1810 the number of individual
farms totaled 6.5 million and averaged
150 acres. Last year there were 3.4 mil-
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lion averaging 340 acres, By 1975 there
will be about 2 million averaging 450
acres.

® In 1010 the farm population amount-
ed to 31.5 million or over 30 per cent
of the population, Last year it amount-
ed to little more than 12 milllon or
6.4 per cent of the total, By 1875 it will
tumble to 10 million or a mere five per
cent of the total,

® In 1810 one farm worker produced
enough to feed seven people. Last year
one worker produced enough for 30
people, By 1875 he may produce enough
for 40,

And, of course, technological ad-
vances will continue. Tomato strains
are being developed to bring 80 per
cent of the fruit to maturity at the
same time, thereby facilitating harvest-
ing. Mechanical tree shakers with can-
vas fruit catchers are already in use.
And turbine-powered tractors, with
electronic controls and furrow-sensing
guides, are a real possibility.

Growing Demand From Overseas

Along with the technical gains have
come gains in the forelgn demand for
U.8. farm products—gains that recent-
ly prompted Secretary of Agriculture
Orville Freeman to announce a 15 per
cent boost in acrcage allotments for the
1067 wheat crop.

Farm exports have more than
doubled over the past decade, and may
double ngain over the decade nhead:
® Comniercial exports will grow as the
advanced countries of Western Europe
and Japan eat more and better food be-
cause of rising incomes.
® Exports under our foreign-aid pro-
grams will also grow but perhaps at a
slower pace, largely because the U.S.
is going all out to help underdeveloped
countrles increase their agricultural
production.

Fallure of Price Supports

The great technological gains, cou-
pled with the burgeoning demands
from overseas, have encouraged many
observers to begin rethinking our agri-
cultural policies—especially our price-
support policlies.

Although we've subsidized agricul-
ture in one way or another for more
than a century, and despite the admon-
itions of Populist Mary Elizabeth
Lease, who, during the elections of
1880, advised farmers “to raise less
corn and more hell,” it was not until
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the 19208 that pressures built up for
price supports. By 1033 these pressures
reached fruitlon: The Commodity
Credit Corporation was set up to sup-
port market prices by making crop
loans that need not be repald when
markels are depressed. Thus did we
establish the mechanism for acquiring
the unwlieldy stockpiles that have
plagued us almost ever since,

Most of the agricultural programs
we've tried have maintained artificially
high prices while trying to hold down
output through acreage limitations. But
such limitations have proved only par-
tially effective. Farmers quite naturally
plow their best efforts and knowledge
into whatever land the government
allows them to cultivate, with the re-
sult that output has jumped more than
50 per cent since 1840 even though cul-
tivated acreage has fallen 12 per cent.
Meanwhile, supports have spelled high-
er consumer prices, costly export sub-
sidies, and forelgn-trade restrictions
that hobble the U.8. in the pursuit of
one of its major goals—the razing of
foreign-trade barriers.

The Act of 1085

But at long last we may be approach-
ing a policy breakthrough. Official pro-
nouncements in the past have often
generated the impression that our farm
policles promote Yyeomanry, reward the
ploneer spirit and preserve the famlily
farm as a way of life, But such pro-
nouncements are grossly misleading—
as shown by the sharp decline in the
number of farms, the emergence of

(Continued on page 36)
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's a new excitement about spaghetti/The addition of
5 ?;;’6 M.w.\rl.ex" Concentrated Glyceryl Monostearate to
the spaghetti you make keeps its appearance, flavor, and
1 texture just as inviting in the steam table as when it comes
' fresh out of hoiling water at home, Food service managers
will want to serve it more often. You can look forward to a

ning mirket.
H hrﬁ%uf}zx Concentrate does not affect flavor, It meets
the requireraents of U.S. Food and Drug Definitions and

Ocroser, 1966

Standards of Identity for Macuroni and Noodle Products,
as amended. Learn more about its advantages by getting in
touch with Distillation Products Industries, Rochester, N Y,
14603. Sales offices: New York and Chicago. West Coast
distributors: W, M. Gillies, Inc,

= | Distillation Producls Industries
E@.‘ Is a division of Eastman Kodak Company
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Agriculture Enters
A New Era—

(Continued from page 34)

large corporate farms and the payment
¢! 60 per cent of our agricultural sub-
sidies to less than 15 per cent of our
farmers,

Some of our recent policles suggest
the government may be recognizing the
new developments down on the farm,
For example, some r.:'nor federal pro-
grams, instead of s'tempting to pre-
serve hardscrabble operations, now
provide loans and other ald designed
to help rural families siove to urban
Jobs.

The Agricultural Act of 1065 eves
takes a small step toward acknowledg-
ing this basic fact of economlc life:
Rigid and artificially high prices on
foodstuffs direct too many men and
machines Into food production; flexible,
free-market prices lead men and ma-
chines in the directions consumers
want them to go.

Specifically, the 1085 Act provides a
shift away from support prices above
world-market prices, Average price-
supporting loans will stay near antici-
pated world prices; then, to bolster the
incomes of farmers who cooperate in
limiting output, the government will
make direct payments equaling the
difference between loan rates and sup-
port rates. While direct payments
aren't new, extending their use to cot-
ton, feed grains and wheat constitutes
a major change since these crops ac-
counted for the bulk of the roughly
$15 billion In price-support subsidies
the government pald out during the
years 1054-64,

The Outlook

Technological gains plus the resur-
gence of foreign demand promise hap-
pler days ahead for the nation's farm-
ers. They promise higher incomes, less
backbreaking labor and greater inde-
pendence of action,

They also open up the opportunity
for a major attack against what is com-
monly called “the farm problem.”
Sharp declines in the farm population
and rapid growth in average farm size
should explode once and for all the
myth that price supports can preserve
the family farm as a way of life for any
more than a small part of the popula-
tion, The explosion should clear the air
and permit more common-sense discus-
sion of farm policies. .

At the same time, booming demand
for U.S. farm products is pushing up
the prices of some farm products to-
ward the level of support prices, which
presents a golden opportunity to re-
move price supports and acreage liml-
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tations from these products altogether.
To be sure, our farm problems are not
fully solved. It will take years fo
whittle down surpluses In cotton, to-
bacco and feed grains to manageable
proportions. So we will doubtlessly con-
tinue some farm subsidies for a long
time to come.

But surely, now that farm prices are
soaring, the time is ripe to start dis-
mantling the tangled complex of price
supports and acreage limitations that
have proved so burdensome to rural
and urban dwellers alike,

Europa Verde
At dawn on Sunday, July 24, “Green
Europe” was born,

On that day the six governments of
the European Economic Community
brought Into thalr Common Market on
reciprocally-agreed terms 80 per cent
of everything produced by their 6,500,-
000 farms, small and large.

From that day, sugar, milk, fruit and
vegetables, rice, beef, and fats went on
sale at identical prices and under iden-
tical sales regulations for all six coun-
tries, with certain reservations and
transition periods. Mutton, hops, fish,
potatoes, flowers, and tobacco remaln
outside the arrangement, however,

The step follows the key agricultural
agreement for cereals reached May 11,

Tremendous Achievement

The latest agreement was halled on
the continent of Europe as a tremend-
ous, if not always welcome, achleve-
ment. It has confounded all of the
observers who, in June, 1865, thought
France had ruined the future of the
community by insisting on integrating
farm produce in the Common Market
without further procrastination or po-
litical conditions proposed by per-
manent officlals in Brussels,

All is not finally completed in the
new farm kingdom of the European
Economic Community. But this time
the virtually unanimous opinlon on the
continent of Europe is that the vital
turning point has been reached,

Even Common Market President,
Prof, Walter Hallstein, has declared:
“This agreement constitutes the most
important step In the history of build-
ing the community,”

Backed by Cash

The six member countries have
shown their faith in the institution of
a united Europe and have backed up
their faith with cash payments,

Agreement on most of the farm
prices was only possible by accepling
the higher price instead of the lower
among the six. This has affected France
particularly, because its farm prices are
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generally lower than those of West
Germany, Belgium, and Italy.

Other E.E.C. members are the Neth-
erlands and Luxemburg.

The French foreign minister said at
the time of the signature of the agree-
ment” "From a strictly economic view-
point, the agreement is not wholly de-
fendable, but the chief thing s that the
agreement exists,”

One immediate result is that the
fears which the French had four years
ago that it Britain entered the Com-
mon Market, hope of bringing in agri-
culture would vanish, have now been
dissipated. Green Europe has really
come into being—with Britain still
outside.

Realy for Kennedy Round

After fixing their Internal farm
prices, the Common Market settled a
joint farm-tarift policy with which to
confornt the United States In Kennedy
Round sessions of tariff talks at Gen-
eva, At first, five of the members were
fully prepared to negotiate cuts on all
farm products. But then the French put
forth reservations and the others, not to
let France get something for nothing,
added theirs.

Exceptions or no exceplions, the
Kennedy Round can now pick up again
seriously. Chances are that a peneral
tariff reduction, not the desired 50 per
cent, but maybe around 30 per cent,
will be achieved before the U, S. dele-
gation's authority from Congress to
make tariff cuts expires on July 1, 10867.
A successful Kennedy Round will
boost U. 8. exports, but the Eurofarm
agreement will have the opposite effect.
European agriculture, expaniing be-
hind a common tariff, is expected to
cut deeply into U, 8. farm exports {o
the Common Market nations, currently
worth $1,600,000,000 annually,

Unit Load Is on the Road

The first national palletization pro-
gram based on truck dellvery has been
kicked off by Lever Brothers—to the
delight of grocery distributors, Unitized
truck loads (they can be unloaded in
75 per cent less time than floor loaded
trucks) and a pallet exchange program
comprise the Lever system., Cases are
stacked on 48’ x 40 four-way hardwood
pallets as they come off the plant pro-
duction lines. These palletized loads re-
main intact to (and in some Instances,
through) the grocery distributor's ware-
house. Wholesalers and chains using
the program order in truckload quanti-
ties, consisting of 20 pallet units, , . .,
They like the cost savings and are
looking for more suppliers to come up
with similar programs.
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NEW FIN SEAL BAG MACHINE
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Triangle’s
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It's not only fast, but Triangle's new FIN SEAL Bag Machine can change over in minutes to dlfferenc:

sizes without cha’nglng parts. It produces a four-sided fin seal pouch from any heatdsealabia :u:pso:;h
hes.®One FIN SEAL unit produces package

material, and can be converted to produce pillow pouc ‘ R mpRAD
. ion at speeds of 150 or 300 a minute. Another

a maximum size of 514"x 9" in a 2 or 4-up operat ; gl
750r 150 a minute. MTriangle's FIN SEAL Bag

Isalso available for pouches to 6'4"x 9" at speeds of e s
d back panels of the pouch, Suitable

isters a single web and slits it to form the front an ‘
Ln:a r:\‘vsailabla to h:ndlo both liquids and dry solids, To see a demonstration, write or call Triangle.
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TRIANGLE
PACKAGE MACHINERY COMPANY
665. W, Divarssy Avenue, Chicago, lllinols 80838

Telephone (312) 889-0200

s

s

=

e ———




e

Large Durum c“,p Uxpected while exports of durum wheat ac-
Another large crop of durum s counted for the balance. Farmers in-
creased the acreage planted to durum
Pected if prospects continue favorable in each of Canada's Prairie Provinces
in the prime durum producing areas last spring, and preliminary estimates
reports the Consumer & Marketing Ser- show 1'135:000 acres seeded, This rep-
:’::: f: ::Eﬁi;ggﬁ:&mﬁ;xﬂfﬁgﬂ’ resents an overall Increase of thirty-five
' percent over the previous Yyear but the
The crop got a lnte start as wet soil  Jeye) 4 son.e twenty-elght percent be-
delayed planting in the Red River Val- 15, the ten-year average of 1,584,000
ley, but early growth was favorable and acres.
based on July 1 conditions, production
was estimated at 62,702,000 bushels, This
Is nine jercent below 1965 but twenty-
nine percent above average. The ex- Durum Prices
pected yield per acre is 268 bushels  Average monthly cash price for No. 1
from an estimated 2,300,000 acres, and Hard Amber Durum in Minneapolis is
compares with the record high yleld of reported as follows by the U.S, Depart-
30.8 bushels last year. Low moisture ment of Agriculture:

levels in part of Montana and South Da- 1988 1985

kota reduced yleld prospects in those Jan. 174 1.81

states five bushels per acre as compared Feb. L7 1.85

with last season, Mar, 172 1,85

Apr, 170 177

Btocks May 1.68 176

Carryover stocks of durum July | June 1.68 1.80
totaled 54,885,000 bushels, and if the Jul¥ 167
indicated crop based on July 1 condi- AUE. 1.64
tlons materializes, it will provide a gen- Sept. L7
erous supply for the trade during the Oct. 1,78
1066-67 crop year, Average disappear- NOV. 1.80
ance of durum during the past five years ec: 1.79

amounted to 38,501,000 bushels, so rela- Semolina prices started moving up in
tive to past demand, the supply should July and by the end of August were
be adequate, Farm stocks totaled 23,- $1.20 higher between the high and low
805,000 bushels, twenty-four percent IN the range. Semolina was quoted in
above holdings a year earlier and rep- Minneapolis at $5.80 to‘SB.OO during Au-
resented thirty-five percent of the 1985 8’:’“5!6 1965'.’ ;Ig‘i’ year e price reached
crop, Off-farm stocks amounted 1o 30,- $7-50 to $7.60,

890,000 bushels on July 1,

CCC Activities High Prices for ggs

Egg prices were front page news
along with milk and bread with hear-
ings going on In New York City and

Washington to ascertain why the sharp
000,000 bushels from January 1 through advances. Housewlves had genuine con-

June, Nearly all of these sales were for cern and politicians were making hay
export. Total sales by CCC during the out of rising food prices.

crop year are nol available. Producers  while it had been anticipated that
delivered 6,447,000 bushels of 1965.crop shell egg prices would advance In the
durum as of June 39, 1966. This was simmer months, no one could foretell

down considerably from the amount the flock damage created by the record
delivered to the agency the year beforn heat spell, As a consequence fall prices
when deliveries amounted to 17,270,555 may be firmer than expected,

bushels, On June 30, 1966 CCC owned Tight supplies have made shorlages

30,883,331 bushels of durum, and the of processed products as well, August
year belore the amount was 44,950,550, ranges are contrasted with those of a

year ago,
CHICAGO EGG PRICES

Durum in Canoda from USDA Consumer and Marketing

The visible supply of durum In Cana- Service and the Wall Street Journal:
da at the end of June, 1006 was 21,205 - 1965 1968
000 bushels. Commercial disappearance Shell Eggs 31 -36 24 -285
of durum (domestic and export) August Frozen Whole 29.5 -32 25.5 -26.5
1, 1065 through June 30, 1866 amountéd  Frozen Whites 145 -155 14 -15
to 32,783,000 bushels, slightly below Frozen Yolks 40 .53 63 -64
the 33,813,000 for the comparable period and foo few to report
the year prior. Canadian domestic dis- Dried Whole 1.30- 1.35 1.05- 1.16
appearance, including that milled for Dried Yolks 1.35- 140 1,05- 1.21
export, accounted for 3, 575,000 bushels

38

The Minneapolis Branch of the Com-
modity Credit Corporation reported
sales of durum wheat totaling about 10,-

- S
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Processed Eggs

Production of liquid egg and liquid
€gg products (ingredients added) during
July was 60,240,000 pounds, down 28
percent from the preceding month and
down 9 percent from July last year, Ag-
gregate production of liquid eggs Jan-
uary through July 1968 totaled 398,-
847,000 pounds or 10 percent less than
the same months of 1965,

Liquid egg produced for immediate
consumption during July was 3,013,000
pounds, 55 percent more than July last
year. The quantity used for drying was
21,716,000 pounds compared with 20,-
086,000 pounds for July 1965, The quan-
tity used for freezing was 34,511,000
pounds, down 18 percent from July last
year,

Egg solids production during July

1066 totaled 5,192,000 pounds, down 15
percent from the preceding month but
up 7 percent from July of last year, Egg
solids production from January through
July was 32,657,000 pounds, 3 percent
less than the same period of 1065, Pro-
duction of whole egg solids during July
was 1,630,000 pounds or more than
double the production the same month
a year earlier, Output of albumen solids
during July was 1,258,000 pounds com-
pared with 1,310,000 pounds the same
month last year. Production of yolk
solids was 700,000 pounds, down 48 per-
cent from July 1965 production. Produc-
tion of “other solids" was 1,605,000
pounds, up 16 percent from July pro-
duction last year.

Wentzal Honored. James H, Buell, president
and chief executive officer of hboy In-
dustries, Inc,, New Richmond, Wisconsin,
center, pins a 20-year service pin on Roy-
mond R, Wentzel, vice president of the com-
pany's Milling Division, at the recent Dough-
boy Service Awards Dinner, A pin for the
same number of years of service went to:
Robert E. Ahlin, vice president of the For-
mula Feeds Division, Mr, Wentzel, o veteran
of 37 years experience in milling, come to
Doughboy in 1946, and In addition to run-
ning the mill he was at one time heod of
the Feeds Division, Mr. Ahlin was formerly
director of nutrition and research for the
Feeds Division and wos named a vice presi-
dent three years ago. Mr. Wentzel has been
a vice president since 1952,
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ON'T bother reading this if you
are selling gasoline to service sta-
tions. It won't interest you,

The driver of a gasoline tank truck
has a rather uncompllcated arrange-
ment with his customers. He simply
rolls up to a station, replenishes the
pumps and Is on his way. There is no
salesmanship—no problems. It's strictly
a maintenance operation.

But for the rest of us, selling is a
great deal more complex, Between the
salesman and the buyer there must be
trust, confidence, rapport and, above
all, empathy—the ability to put one-
self into the other guy's shoes,

Hit and run selling won't do. If you
want to get more from your customers,
you've got to give more,

The Unselfish Attitude

More unselfishness is needed in sell-
ing today. By this I mean the knack of
seeing the buyer as a human being
with problems, not merely a way stop
on your journey through life,

You must se~ him as a men with
staff and tax problems, budget troubles
and perhaps even domestic irritations.
If he is to meke a decision in your
favor, you should know what makes
him tick.

To accomplish this you must put
yourself totally In his place. Imagine
yourself behind his desk. What would
you do if confronted by his problems?

These are things you must think
about in addition to writing up orders.
You just can't sell and run and expect
to succeed In this business,

Volunieer “Office Boy"”
One of the highest paid “office boys"

I ever knew was Art Wall, salesman

for a drug manufacturer.

SMOOTH

SELLING®

by George N. Kahn

You Must Give More To Get More

This is No, 23 of 24 sales troining articles

Most of his customers were drug
wholesalers and Art was always ready
and willing to help them with their
problems. This extended well beyond
the usual assistance a salesman gives a
buyer in displays, merchandising ideas,
etc. Art would actually perform physi-
cal labor for the customer if the latter
needed ft.

As n joke, Art had cards printed
which read:

“The world's highest priced office
boy.ll

But there was nothing funny about
his sincerity. On one occaslon a cus-
tomer's stock boy had quit suddenly,
leaving the stock room in a mess.

Art took off his coat and went to
work. In a couple of hours he had the
place straightened out.

While in the stockroom, Art noticed
that the customer was out of a com-
petitors' pruduct. He pointed this out to
the man and advised him to restock.
That was really empathy! But that was
Art's method and he was known for it.
The appreciation of his  customers
eventually made him a rich man. His
success came because he thought of his
customer's problems the way they
thought of them. In short, Art put him-
self in thelr place.

There was an added dividend. Art
spent s0o much time In wholesaler's
stockrooms that he became an expert
an the inside part of the business. In
several instances he served as a con-
sultant {o the industry.

Wait For Reward

Several years ago a YOuUng man
found an expensive walch on the
street. The next day he read the want-
ads and saw the watch listed in the
Lost and Found denartment. But there
was no reward offered.

However, the finder called the phone
number anyway ond was asked to
bring the waich io a certain address,

The house was o huge manslon in
the excluslve part of town. “Surely,”
the fellow thought, “I'll get a fat re-
ward here.”

The elderly man who answered the
door identified himself as the owner of

the timepliece. He thanked the finder
and put the watch in his pocket.

“Don't I get a reward?” the caller
asked.

“Of course,” the owner replied and
handed the young man a dollar bill.

As the latter gazed in disappoint-
ment at the dollar, the owner said:

“If you had not asked for a reward
and had returned the watch as a good
deed, I would have given you $50."

There is a moral here for the sales-
man. Offer your help sincerely to a
customer without thought of iminediate
reward. Your buyer will show his ap-
preciation but don't grab him by the
shirt front so to speak. This places you
in the same category as a dog whe ex-
pects a bone after performing a trick.

Cal Billings, an air conditioning
salesman, had majored in accounting
in college. As a result, he quite often
alded customers with their more diffi-
cult bookkeeping problems.

Once he gave up an entire day fo
nssist a buyer with his figures. As he
was about to leave that evening, the
buyer asked:

“Aren't you going to ask me for an
order?"

Cal had been so absorbed in his work
that he had completely forgotten the
original purpose of his call, It didn't
matter; he got the biggest order in ten
years of selling.

‘The more you do for your customers,
the more they will reach'out to show
their gratitude,

Sometimes you may be disappointed
by a small order aflter having gone out
of your way to be helpful. Did you
ever think that the buyer may have
bought three times more than his
budget allowed just because you were
a friend to him?

Inner Needs

All of us have inner needs which
appearances often mask. The big exec-
utive with the jutting jaw and for-
bidding manner may be seeking ap-
proval of his underlings. The laconic
prospect may need only a yord or'two
to open up (o a'salesman—providing
they are the right words.

(Continued on page 42)
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Smooth Selling—
(Continued from page 41)

The successful salesman tries to dis-
cern these needs and turn them to his
advantage. This requires a close study
of buyers—thelr habits, likes, dislikes,
moods and eccentricities. This also in-
volves empathy,

Clint Selmers studled psychology in
college and after, He learned a great
deal of what motivated human beings
and how their emotions sometimes
governed them,

As a food machinery salesman, Clint
observed prospects and customers with
an almost professional eye.

If a buyer's desk was neat and tidy,
he would tallor his pressntation so that
there was no excess baggage. Clint's
reasoning went like this:

“If 1 were a buyer with a neat order-
ly desk, I would probably want to hear
a neat, orderly sales talk.”

Clint used a different approach with
a customer who might have a sloppy
or littered desk. This indicated to him
that the talk could ramble & bit or that
anecdotes could be tossed in,

With a prospect who wore a $250
sult, Clint stressed quality over price
and kept his presentation on a very
high level,

“I knew there would be no point in
getting into a price cutting contest with
the competition as far as this man was
concerned,” Clint said.

Clint didn't guess right all the time,
but he was on the nose enough to make
him one of the largest producers in his
industry. He did it by placing himself
in the other man's role and then figur-
Ing out what he would do under the
clrcumstances.

Scoring Points

These courtesies are not lost on the
buyer. He is usually quick to recognize
the fact that you are taking special
pains to cater to his whims, habits,
fears or fancles.

I once interviewed a prospect whose
office contained an unusual number of
clocks. There were two clocks on his
desk, two on the walls, another on a
window ledge and still another on a
small refrigerator, And they werv all
running and showed the same time. To
top this off, the man had a wrist watch.

“Here," I thought to myself, “Is a
man who is preoccupled with time—
perhaps to the point of mania.” £

I suddenly removed my wrist watch
and laid it on the desk In front of me.

“My presentation,” I told him, “will
last 30 minutes. If you aren't entirely
convinced after that period, I will leave
at once.”
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T hit the time right on the button, and
three minutes later I was writing one
of the grandest orders of my life.

“You know,” the buyer sald, “I really
appreclated your keeping your talk
within that time limit. Perhops I'm
kind of a nut on time, but I time every-
thing I do. I even know to the second
how long it takes me to walk to lunch
and back.”

Obviously I had scored many points
with this Individual. And it cost me
nothing. I was merely showing him a
deference,

Perception Pays Off

A salesman who lacks perception is
risking a career on a treadmill.

There are many opoortunities to be
perceptive In selling but many sales-
men miss them. This is not a matter of
education or even intelligence. It sim-
ply is a question of using your senses—
particularly your eyes und ears.

If you're smoking and the buyer
flicks on the air conditioning or opens
a window, that should be a warning
signal for you.

If you mentlon politics and he at-
tempts to change the subject, you
should realize that the topic is not to
his liking,

If you tell him you ran into an
acquaintance of his in Cleveland and
he seems indifferent to the news, you
can be assured the acquaintance Is not
impcitant to him. To spend more time
talking about the man would only bore
your customer and take away valuable
selling time from you.

Perception requires awareness. You
can't leave part of your brain at home
and expect to meet the demands of
selling. Keep awake; keep alert,

Len Baskett, who sells marine engl-
neering equipment, made some Inter-
esting observations while waiting to
see a certain buyer,

He noticed first that the receptionist
used a very low tone of voice when she
phoned into the buyer. Also, when she
went into her boss' office, she closed
the door softly.

When he was admitted into the pros-
pect's office, Len noted another detall.
The room was entirely soundproofed.

Automatlcally, Len pitched his volce
low and tried not to make too much
noise in opening demonstration ma-
terials. He got along well with the man
and left with a sizeable order.

Len's instincts had been correct. He
learned later that the buyer had inner
ear trouble and could not stand even
ordinary sounds.

This was another example of the
importance of perception in personal
relations with buyers. I daresay that
in every first meeting with a prospect
you can learn something about him

that will make selling easler. But don't
expect him to wear a sign proclaiming
his pecullarity or preferences. You
must go into the interview with shar-
pened senses.

You can train yourself to notice de-
tails. When you're walking along a
street, for example, really look around
you. You will see things you never saw
before because you weren't paying at-
tention to your surroundings.

The next time you are talking to
someone, study him carefully—dres;,
voice, grooming, gestures, ete. You wiil
be surprised at how much your brain
can absorb If you give it a chance.

Do you give enough of yourself i
your relations with customers? Do you
see his point of view and act accord-
ingly? Here is a 10-point quiz to help
you answer these questions. If you can
answer “yes" to al least seven, you arr;
giving as well as getting,

Yes No
L. Does it occur to you that
the buyer has problems
which may affect his buy-
ing decisions? —_——
Do you try to put yourself
in the buyer's place? - —
3. Do you serve the customer

in the spirit of service

rather than in expectation

of a reward? — —_-
4. Do you notice habits or pe-

culiarities in buyers that

may give you a clue to

L

their preferences? — -
5. Do you act on these obser-
vations? —_—

6. Do you ever volunteer your

services to a buyer even

though it delays or incon-

venlences you? —_——
7. Do you notice the furnish-

ings or decor of a buyer's

office? —_—
8. Would this give you a clue

to his personality or pref-

erences? w— s
8. Do you practice observa-

tion while off the job? —_ -
10. Do you think you know
what empathy means? —_——

(Copyright 1984—George N. Kahn)

COMING NEXT MONTH

Running into the
Rude Buyer . . .

George N. Kahn tells how
to handle the indifferent
buyer and how to handle
insults,
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At

Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

Phone 246-6511 .

DOUGHRBOY INDUSTRIES. INC.

SINCE 1836
NEW RICHMOND, WIS, e

Creftsmen in Plastics — Packaging Machinery — Farm Feeds — Electronics — Printing

Quality Since 1856

JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

Consulting and Analytical Chemigﬂ, .apec:’ulin‘ng
in all matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg

Products.

1—VYitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs, Yolks and
Egg Noodles.
3—Semolina and Flour Analysis.

4—Redent and Insect Infestation Investigations,
Microscopic Analyses.

5—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

OctoBER, 1966

Packers and Suppliers

FROZEN DARK EGG YOLKS
DRIED DARK EGG YOLKS
FROZEN DARK WHOLE EGGS
DRIED DARK WHOLE EGGS

ALL AMERICA POULTRY & EGG
PRODUCTS CORP.
P.0. BOX 226
DREXEL HILL, PA, 19026

Call Jim Siegel
Phones: Area Code 215
MA, 2-1800 and HO. 7-7766

Suppliers of Egg Products Since 1934

e o ey

B s T ———

e




Pt S DR L5 W Rl T T

i

'i
|
.

;

.

1

-

i |

g

o "

2

)

J I s ‘IL‘C‘ ¥

ﬂTl'F
. — 2 o ‘
H 7 el ,"__-—“ sfur
4 ) .
E JJM T
IJ R%/I';JZ'/II‘IICIIQ'\\} ====== ’-‘ i I
' ——— sl [ | ]|
(
® g
. " i 2500
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1914 DEMACO

Western Representative: HOSKINS COMPANY
P.0.BOX 112 ® LIBERTYVILLE, ILLINOIS, US.A. ® TELEPHONE: 312.362.1031

!
DE FraNcIsclt MACHINE CORPORATION
46.4% METROPOLITAN AVENUE. BROOKLYN, N.Y. 11237, US.A

CABLE: DEMACOMAC PHONE: 212--386.9880
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WAY BACK WHEN

40 Years Ago

® “Read your trade journal," said the
lssue of October, 1026. “The prime rea-
son for existence of this trade magazine
is the betterment of the macaronl and
noodle manufacturing industry.”

® What price deals? L. M. Skinner,
president of the Skinner Manufactur-
ing Company in Omaha, declared that
a free deal or deal on any basis serves
only to create sales resistance of the
wholesale trade.

® Cuba was reported as a good maca-
ronl market, with the United States its
principal source of supply. It was re-
ported that factories would be estab-
lished in Havana and Sanitago.

® The Editor pointed to the need for
accurate’ consumption data of maca-
roni, spaghetti and egg noodles, and de-
clared that “only lack of interest and
cooperation stands In the way."

30 Years Ago
® The need for consumer education
was cited as a macaronl recipe cam-
paign under the Betty Barclay service
was renewed.
® Group action was called for to re-
cover refunds of processing taxes paid
under the defunct Agricultural Adjust-
ment Act. It appeared that legal coun-
sel would be necessary to support the
effort.
® Impulse buying was revealed to be a
big factor in food sales, according fo a
survey by the DuPont Company, "Six-
teen per cent of the consumers bought
one-half or more products on decisions
made at the store counter.”
® Spaghettl helps win the World's
Series, "Take the Itallan ball players
out of the Giant's and Yankee's teams,
and there would be little left for the
Subway Series. Spaghetti-lovers In-
cluded Tony Lazzari, Joe Dimaggio,
Frank Crossetti and Gus Mancuso.

20 Years Ago
® Business showed a definite swing
from a buyer's market to a seller's
market and called for more merchan-
dising rather than cutthroat competi-
tion with substandard products.

® Secretary M, J. Donna held meetings
with members in Seattle, San Fran-
cisco, and Los Angeles.

® The durum crop was estimated at
37,600,000 bushels, A boost of 29 cents
a sack and price cellings on semolina
spurred orders.

® George P, Martin of Chicago, who
had spent three and a half years in
Brazil in the American Embassy at
Rio, pointed to the possibilities of de-
veloping Brazillan imports of maca-
ronl. He observed thut manufacture
there was on a small, unorganized
scale, mainly by individual restaurants,
food shops, and pastry people,

10 Years Ago
® “Nothing happens until someone sells
something,” says Arthur “Red” Motley,
president of Parade Publications. The
Natlonal Macaroni Institute proposed
to promote macaroni, spaghetti and egg
noodles during National Macaroni
Week October 18-27,
® Wally Cox, Reynolds Metals' “Mr.
Peepers,” prepared a macaroni cas-
serole on a nationwide telecast in pro-
moting National Macaroni Week.
® A low calorie quickie dinner—a com-
plete and satisfying meal with less than
550 calories per serving—consisted of
spaghetti garnished with a rich tomato
and meat sauce, a tossed green salad,
with a canned peach half for dessert
served with a cup of black coffee.
® The comeback of durum was hailed
as a remarkable achlevement. The de-
velopment of varieties of durum wheat
resistant to stem rust 15B resulting In a
prospective crop for 1856 almost equal
to normal was looked upon as a tri-
umph for wheat breeding and research.

CLASSIFIED
ADVIRTISING RATES
Display Advertislng ... Retes on Applicatien
Want Ads ................ .75 Conts per lime
Minimues $2.00

FOR SALE—1 Ambrette gutomatic press for
long and short s complete with vacuum
system and all necessary switches, 1000
pounds per hour, hos two speeds; 2 Pack Rite
polrlhvlcm heat sealers with conveyors; 1
preliminary dryer for short goods and one
finish dryer: 1 Clermont noodle machine
with cut..¢ and moruu,?q? egg apparatus
complete with plpes, pumps, valves; 2 45.
gallon stainless steel mixing tanks; 1 24
gollon stainless steel tunk;ng flour iumdllng
outfit consisting of dumping bin, bucket
conveyors, sifter and hopper. Box 2
Macaroni Journal, Palatine, 1ll. 60067,
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WANTED — Italian Macaronl Production
Man with ample knowledge and experience
on production and drying for o factory
equipped with one short cut macaroni line
cuntinuous drying, one pastina line rotating
units drying two Vermicelli lines continuous
drying, one semi-automatic Vermicelli line
rooms drying and one macaroni line auto-
matic roomsd rying, Good opportunity for
Permanent or temporary connection, as de-
sired by applicant, In Monterrey, Mexico,
Give full information both personal and
about qualificotions. Box 238, Macaroni
Journal, Palatine, I1l, 60067.
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Heinz Report—
(Continued from page 19)

kets into the northeastern section of
the country, Great American Soups, a
premium ready-to-serve line, met en-
couraging consur r acceptance in test
markets. Califtenia  Tomato  Soup
moved into natlinal distribution, arid
two new varietie )—Chicken with Stars
and Tomato Vegelable—were success-
fully introduced on a broad scale,
Restaurant Pack Soups, a line of 24
condensed varietles especially pre-

46

pared for volume-feeding kitchens,
achieved nationwide distribution. The
year saw the introduction of Menu-Ald
freeze-dry entrees and sauces for insti-
tutional use, including such items as
chicken a la king, chicken tetrazzini
and meat loaf.

In Britain, the company expanded
its baby line with the introduction of
five new strained foods and 18 junior
foods. It also test-marketed spaghetti
with meat balls, ravioll, and a new
ready-to-serve Spring vegetable soup,

5% 2 o 8 P e R

In Canads, the company lsted 15
new varietles and sizes in flscal 1966,
Of these, the most important were the
new 16- and 20-ounce sizes of Italian-
style spaghett! and meat balls with to-
mato sauce, which were supported by
a strong advertising effort and followed
up by in-store promotions.

Nichiro Heinz Company, Ltd, with
headquarters in Tokyo has successfully
introduced spaghetti sauce and has
made good progress in establishing
Heinz baby foods In the Japanese
market.
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ING PRODUCTS DIVISION
Dmmggm“:snmn CORPORATION

733 THIRD AVENUE
: £% OIS NEW YORK,N, Y, 10017 -
R 2 120741700

Fl:om now on, this one
will do the job
of these three!

S

FORagg ;
A ... "Oivigg,

UNITED BTATES BRINTING
AN LITHOGRARH DIVISION

3 THRD AVENUE, NEW YORK 17, 4.V,

We've shortened our name...
and brouadened our services.

You may have known us as United States Printing & Litho-
raph. Or Forbes. Or Brooks.

: N%w. we're one. The Diamond Packeging Products Divisicr.

of Diamond National Corporation. But, we offer multiple ad

vartages, broader services.

Thag resources, production and know-how of the three
organizations have been welded together and strengthened
to provide a highly Integrated, guast-lo—coasl source for your

ackaging and promolion needs,

2 Golga t?reatlve'? quality, price, or delivery problem? Ask the
man from Diamond Packaging Products Divislon to show you
his solution. Color printing is stlll our baby.

N
DIAMOND PACKAGING PROUCTS DIVISIO
NEW YORK, NEW YORR
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Whars the crop Siluation?

‘Wial about (e larm progeam?

The answers to these and other questions regarding
durum products are vital to your business, Yet, you
are busy with the many other problems involved in
the production and marketing of macaroni products.
Too busy really to devote the necessary time to
properly answer them, That’s where our marketing
knowledge ean be of real assistance to you,
International’s tenm of murketing and milling ex-
perts studies the crops, the market and information
from various sources to furnish you with data of
particular significance, Their appraisal of the total
marketing situation is based on years of experience
and is your assurance of up-to-date, factual analyses,
This is yet another service from International , pro-

ducer of the finest quality durum produets, At your
service . . , 100,

Wiar’ (he outlook?

DURUM DIVISION

y/

MHUNG COMPANY INC.
General Offices: Minneapolis, Minnesota 55415
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