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Wherever the
sun shines
on durum wheat
you'll find the
Peavey symbol

Peavey s strategically loc ated inthe heartof North Dakota s
dutum wheat fields Selecting  lesting. processing the
finest durum wheat products for the macaron industry
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NATIONAL MACARONI WEEK |

THEME: MINI-MEALS WITH MACARONI

OCTOBER 12-21 A FOOD FOR MODS

Here are cxamples of photographs accempanying National Macarers Weck releases threugh the Sills organization

Above (upper left) Spoghetti with Crabmeat Sauce, fupper right! Oriental Pork and Noodles, lower Tt Spaghett Tung Cassercle
(lower right) Egg Noodles with Turkey Fricasse

On opposite poge (upper lett) Solmon Stecks with Creamed Macaroni, fupper night) Spaghetts with Eag Plant Sauce.  lower et
Macaroni and Cheese Salad; (lower right) California Macaroni Casserole

COUEP p/l Olﬂ

Linda Selander sets her sights on National Macaroni Week, October 12-21, at a distance she cant miss You wont m
either il you zero in on Nationaol Macarom Week by featuring elbow macarom, spaghetn, and egq nocdles i special doplay.
Here's what mocaroni products have going lor them. versatility, economy, convenience. and delicious flavor. plus a steardily m
creasing onnual per capita consumplion, ond they are tops os related item movers Take aim, and tie into Natiwnal Macarom
Weck this {fall

]
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ARGET for today is more sales of

macaroni, spaghetti, and egg

noodles, and related items for grocers,

building volume and profits, and offer-

| ing the consumer the latest in Mini-
| Meals,

Mini-Meals with macaroni are mini-
mal In cost, in number of ingredients,
ind in preparation time.

Most Mini-Meals are low in calories.
Some will display the convenience val-
ue of macaronl products for today's
fast-moving homemakers. Others will
{llustrate the contribution of macaroni
products to entertalning in today's
:nood of relaxed and Informal gather-
ngs.

Stories, recipes, and photographs are
being sent to syndicated food colum-
nists such as:

Gaynor Maddox of Newspaper En-
terprise Assoclation;

Cecily Brownstone, Associated Press;

Zolita Vincent Warren of Pacific
Coast Dailles;

Eleanor Ney of Wesichester Rock-
land Newspapers;

Joan O'Sullivan, King Features;

Alice Denhofl, King Features;

Ella Elvin, New York Dally News;

Opal Crandall, Copley News Service;

Jeanne Lesem, United Press Inter-
national;

Mary Meade, Chicago Tribune;

Sylvia Windle Humphrey, Bell-Mc-
Clure Syndicate;

Christlan Sclence Monitor;

and many others,

Marjor Markets

Major Market Newspapers ore re-

celving three releases, each with a new
black-and-white photograph, recipes
and storles, These are supplled on an
exclusive basis to newspaper food edi-
tors in 212 standard marketing areas.
* Newspapers and Wire SBervices and a
variely of columnists are recelving
stories, photos and an assortment of
items on macaronl products and the
week which spotlight them.

Color

Two new color photographs have
been taken, and are being placed with
food editors whose newspapers use
color transparencles,

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

MACARONI| WEEK-a national publicity effort for macaroni products

Consumer Magasines 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 compatlble with maca-
roni. They have been informed of Na-
tional Macaroni Week and urged to
participate. Recipes and product ere
supplied to these cooperating publicists
as needed throughout tle year.

To Television, two 1eleases—rach
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 Radio, to radio commentators of
850 stations nationwide, two releases—
each with a script and recipes for feed-
ing a crowd—are being supplied.

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

Sell National Macaroni Week. Nation-
al Macaroni Week will sell for you.

Macaroni—A Food For Mods

Advertising offering “MINI-MEALS
WITH MACARONI" will appear in the
Oclober Issue of Forecast, magazine for
home economists,

Offering recipes to home economic
teachers and students is only one facet
of the effort the National Macaroni In-
stitute is making to carry the macaroni
story to the youth of America.

Last year's Forecast ad was a piils
out wall chart on baslc cooking instruc-
tions for macaroni, Curiently, this is a
hot item with 4-H Cluos along with the
How-To-Do-It-Kit ‘Feeding » Crowd"
both offered In National 4-H News,

The recipe folder of two seasons ago,
“For Weight Con'rol . . . Use Your
Noodle,” with words of wisdom to
weight-watchers, has been most popu-
lar with thz requests exceeding a quar-
ter of a million copies. Many times
these Jaquiries bring requests for sup-
plemen!al information, and in those
cases the nrochure “Nutritive Values of
Macaroni, Spaghetti and Egg Noodle
Products” i1 sent.

Movies

In the audiovisual fleld, the half hour
sound-and-color film ‘“Durum . . .
Standard of Quality” distributed joint-
ly by the National Macaroni Institute,
Durum Wheat Institute, and the North
Dakota State Wheat Commission in
four and a half years has logged in
some 20,000 bookings viewed by a total
audience of almost a million. In public
service telecasts, some 700 showings
have reached an audlence of over
18,000,000.

Film 8irip

The filmstrip “Tricks and Treats With
Macaroni Foods" developed by the
Durum Wheat Institute and distributed
by the Natlonal Macaroni Institute has
over 10,000 prints In use and is cur-
rently offered in the Educutor's Guide
to Free Filmstrips.

The distribution of background ma-
terial of an educational nature on mac-
aroni, spagheltl, and egg noodle prod-
ucts has become a continuous, full-time
project of the National Macaroni Insti-
tute.

(3 Teash Mini-digg .‘;q, ;

[T I
_F oy s e St S 141

Advartising appearns in October
issue of Forecest Magezine,
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STATISTICAL COMPENDIUM

ACARONI firms in the United

States are largely farally-owned
and managed and they are not disposed
{o report statistics to any grent extent.
Thus, governmental reports become the
prime source of industry statistical in-
formation,

The last census of manufactures was
made in 1003, and it was a full year
before the final report was out. But
this is the starting point to learn about
the macaroni indusiry.

The industry has been relatively
stable in sixteen years: in 1063, the
Bureau of the Census counted 222
plants compared with 214 in 1858, 233
in 1954, 228 in 1847, and 328 In 1039.

The number of production workers
declined from 6,013 in 1858 to 4,830 in
1858 and 5,085 in 1963. Wages of plant
waorkers soared from a total of $5,383,-
421 In 1939 to $21,176,000 in 1063. In
that span of years pounds produced per
worker increased from 114,000 per an-
num to 236,95. Clearly it was automa-
tion that enabled production to increase
so dramatically and for wages to rise
proportlonately.

The value added In manufacturing
in 1939 was $10,224,000. By 1858 it had
risen to $67,130,000 and in 1903 was
$96,012,000,

Distribution of Macaronl Factories
From 1863 Census of Manufactures

Value of

Shipments % of
Reglon Plants 000's ‘iofal
New England 23 $ 16,576 74

Middle Atlantic 59 90,784 407
East North Central 43 32,200 145
West North Central 16 27,381 123

South 19 15,265 6.8
West 62 40,812 183
Total 222 $223,027 100.0

Most Plants Sraall

Most plants in the Industry are small.
Only 70 of the 222 employ as many os
20 employees. There are three plants in
New England that hire 20 or more em-
ployees. There are 21 such plants in the
Middle Atlantlc states: 12 in New York,
3 in New Jersey, and 6 in Pennsylvonla,
In the East North Central states the
count is 15 plants with 8 in I)linols and
3 In Michigan. Seven plants ia the West
North Central states employ 20 or more
workers. There are elght such plait: in
the South with three of the<e in Louisi-
ana. In the West, Califoinia accounts
for ten, Hawall for two in a total of 16.
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Production Climbs

Census data shows the following pro-
duction in pounds for the macaroni
products industry:

1089 inssnionan . 084,300,000

b1 [ R 818,375,000

1054 ......0..... B74,846,000

1958 ...vvvvienns £96,207,000

1903 ..ovviiinnnn 1,207,480,000
Per Caplia

Milling industry projections indicate
the following, going back to 1810,
showing the production figures in
e of pounds; population in millions:

Per
Year Product People Capita
1910 390 02.4 4.22
1819 470 104.5 4.50
1928 630 121.8 435
1939 G80 130.7 5.20
1047 830 143.1 5.80
1954 809 169.7 5.63
1958 1,028 172.2 5,96
1963 1,270 186.6 0.88
1064 1,302 189.5 6.88
1865 1,339 102.7 8.95
1066 1,378 186.0 7.02

Durum mill grind figures have been
gathered for the past year und one-hall
by the Department of Commerce. They
appear on page 14 with the Seml-An-
nual Durum Report.

Exports and Imporis

Exports and imports are added or
subtracted from domestic production
figures to arrive at the total amount of
product available for consumption. The
pattern in recent years has been as
folows (listed in pounds, 000's omitted):

Year Imporis Exports
1058 7,565 7,475
1858 8,620 7,329
1060 8,002 5,841
1061 7,806 4,220
b 9,325 2,216
.63 8,748 1,946
1984 9,325 2,603
1065 10,400 1,883
1006 13,671 1,708

Exporis have been in o sleady de-
cline because of high costs of raw ma-
terials and lobor. Imports come chiefly
fro: T+nada and Italy, wich a spectoc-
ula: invrease from Carada in recent
years, There are almost as many people
in New England and New York State
as there are in all of Canada, so maca-
ronl manufacturers in Ontario and
Quebec find the U. S. an aitractive
market. They are heavy macaroni con-
sumers, as well.

oms

Consumption Facts

In a consumer survey made for the
National Macaroni Institute by Marketl
Facts, Inc. in 1864, these facts stood out:

® About one family in six uses mac-
aronl weekly or more frequently.
® Just under half use macaroni two
or three times a month or more
often.
® The Eastern Seaboard, including
New York City area, produces
more regular users of macaroni
products,
Consumption is much higher in
urban areas; farm population in
the Midwest pulls this area down
when compared with others.
Macaroni products tend to be
viewed as economy foods. Heavier
usage has developed among large,
young, blue collar families resid-
ing in urban areas.
® Most homemakers regularly serve
macaroni products because of total
family acceptance. Younger chil-
dren and teen-ngers tend to prefer
macaroni more often than adults.
Families with some Italian back-
ground who use macaroni regular-
ly excced the general population
by about 50 per cent.

Reglonal Consumption Patterns
from Market Facts Survey, 1364

Per cent of families who are frequent
eaters of macaroni:

New England ........ 58
New York Area ...... 60
Midwest .......vveeuss 34
South, Southeast ...... 44
Southwest ............ 42
Northwest ............ 44

From the 7th DuPont Study of Con-
sumer Buying Habits (1966) comes this
information:

Incidence of Purchase by
Household Size

5 or
Persons 1-2 3 4 more
All Pasta 1.1 131 176 224
Canned 2.6 26 3.6 3.8

Dinners 1.8 1.0 23 23

Incidence of Purchase by Region

Din- Standard
Canned ners Products Total
National 31 22 107 160
North East 37 19 178 234
North Central 28 23 8.1 143

South 30 20 75 125
West 27 28 66 119
9
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Consumar Dynamics Study

by Progressive Grocer & Kroger Food Stores in Cleveland, 1868

Young
Weekly Sales Married
Dry Macaroni ...........$75.79
Dry Spaghett] ............ 4177
Dry Noodles ...... veveene 47,20

Canned w/Meat ,........ 36,01

Canned Meatless ........ 1637
Dinners ....covevesnssess 765,76
Sales Volume

Topics Publishing Company has pre-
pared an annual survey on what con-
sumers spend for grocery store prod-
ucts for some time, They observe that
68 per cent of macaronl products pro-
duced move through grocery channels;

1883 %
Total $382,180 +5.5
Spaghetti 151,500 +4.8
Macaroni 123,870 +5.7
Egg Noodles 104,810 +6.3

Sales Performance by Reglons
from Chain Store Age, mid-July, 1968

Cases
moved Maca- Bpa- Nood-Din-
weekly ronl ghetti les ners

New England 118 101 52 37
Mid-Atlantic 157 96 86 3.7

Southeast 77 107 32 62
Midwest 87 175 68 B8P
Southwest 77 63 23 b6
Paclfic 6.0 62 45 64

Ecunomic Study

In an economic study of the macaroni
industry, an important research organi-
zation observes: “Compared with other
major segments of the food industry,
the dry macaroni and spaghetti indus-
try is relatively small In size. Manufac-
turers' sales in 1863 tolaled about $205,-
000,000,

“During the years 1047 to 1863 the
rate of increase in sales of dry maca-
roni products considerably exceeded
the rate of increase of personal con-
sumption expenditures for all food.
During the period 1958 to 1863 sales in-
creased at an average rate of 4.4 per
cent, whereas total personal consump-
tlon expenditures for all food incrensed
at an annual rate of 24 per cent. It is
expected that during the period 1960
to 1870 the retail value !, constant dol-
lars for all food and beverages con-
sumed annually In the U, 8. will in-
crease at an average annual rate of
2.7 per cent. Macaroni should increase
at a higher rate.

“*The manufacture of macaroni prod-
ucts involves a relatively simple proc-
essing of matcrials that can be obtained
from well established sources of supply.

10

Blue High Small
Collar Income Negro Town
$77.97 $45.21 $53.87 $81.60

. 46.22 25.03 36.77 42.04

47.23 63.18 46.81 65,72

40.54 27.00 3226 37.04

12.60 17.81 24.54 10.30

62.24 45.23 20.34 45.58

the remaining 32 per cent goes to in-
dustrial and institutional outlets. Total
domestic consumption is given as fol-
lows with dollars quoted in thousands;
total per cent change from previous
year is also noted:

1864 % 1985 %
$305,450 +3.56 $411,870 +4.2
156,850 +3.6 163,540 +4.2
128,700 +3.9 134,360 +44
108,800 +2.8 113,070 +J.8

The major requirements for success in
this industry are efficiency in process-
ing operations, proficiency in market-
ing, and the ability to develop new
products and to introduce them to the
markels.

Plant Efficlencies

“Manufacturers of macaroni products
are glving considerable rttention to
attaining greater efficiency 1. plant op-
erations in order to lower production
costs. The problem of keeping products
moving continuously with the mini-
mum of labor is being alleviated by
progressive companies through the use
of materials handling systems and
equipment oand advanced processing
and packaging equipment. These sys-
tems and equipment include pneumatic
unloading of bulk flour from rail cars,
alr movement of flour from bins to
press hoppers, and continuous dryers
of advanced, ranitary design that pro-
vide good humidity and temperature
control,

Commodity Items

“The bulk of the sales of dry maca-
ronl products consists of commodity
items. The average gross margins of
these products in grocery stores is only
slightly higher than the average for
products of all types sold by these
stores. Dry macaroni products account
for only 041 per cent of food chain
stores’ sales of all products and 0.45
per cent of total gross profit. In view
of the nature of the standard products
and the characteristics of the industry,
it would appear that the most success-
ful manufacturers in the future will be
those who maintain or develop high

consumer acceptance for thelr brands,
market the products aggressively, and
develop and introduce new products,
The new products may include items
based on materials other than pasta
products, such as packaged combina-
tion dinners.”

Macaroni Preducts Again
Outpace Total Store
Volume Growth

From Chain Store Age, mid-July, 1967,
Supermarket Sales Manual,

® Macaroni and noodles show sharp-
est sales galns, as department vol-
ume hits record $172.6 million.

e Item count remains level with
1965, with Individual item assort-
mentis also steady.

® Gross profils are up on higher vol-
ume, despite lower average gross
margins.

Suppliets expect flood of new va-
riaties to counteract leveling-off in
dii ner boom.

Macaroni products continued a ten-
year upward swing in 1966. The cate-
gory posted an 8% increase over 1965
in dollar volume (54% better than 1962)
to reach an all-time high of $172,600,-
000, Though average gross margins
were down slightly (1.3 polnts), gross
profit dollar figures continued to climb
to $40,000,000...%$14,000,000 more than
1062,

Noodles led department performance
gains, raising their share of total de-
partment sales better than 2 points
over 1065, Pizza mix showed the sharp-
est drop—2.1 polnis—betlween 1965 and
1986. Dollar volume for dinners penked
at $39,200,000, n $21,100,000 gain over
1862. Dinners also jumped In gross
proflt dollars. 1066's total, $0,300,000 vs.
1962's $3,800,000, Assortments remained
level with 1965, with macaroni up two
brands and sizes . . . noodles down two.

Macaroni Marketing Trends

Main courses, or dinners, are the cen-
ter of activity in the macaroni depart-
ment. New entries include Turkey Pri-
mavera, Chickeny LaScala, Chicken
Bironet and Beef Stroganoff, all with
noodle bases.

The success of such entrees should
trigger additional offerings in the near
future, say suppliers. Dishes with ham,
veal and flsh are all ready for test
markets.

Dinner growth has not adversely af-
fected sales of standard pasta offerings.
Instead, entrees have built greater nc-
ceptance of the total macaroni product
family.
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Cheess Comboa Silll Blg

Macaroni and cheese combinations
are still basic to the main dish or side
dish market. The latest rew offering is
one which requires only the addition of
hot water to prepare. The supplier
claims that the new item will not stick
1o the pan, But, most macaronl-cheese
combinations still require the addition
of milk.

One frm has expanded its noodle
casseroles from Romanoff and Par-
mesan io Include chicken, almond and
stroganoff eatrees in sizes ranging from
6 oz. to TV oz.

Demand for High-Protein Pasta

There is a steady market for high-
protein pastas among shoppers who use
pasta as o mealtime staple. While pasta
sales are highest in winter months,
macaroni product promotions high-
lighting salads .and other cold dish
usage have tended to even out season-
ally.

Regional sales differences are still
fairly pronounced. Pasta is a strong
mover in the northern states but in the
south, pasta has yet to catch hold.

Major growth is in three pound mac-
aronl and one pound noodles.

Assortmenis Vary by Neighborhood

A major supplier estimates that there
are 200 shapes and sizes of pasta on the
market, with 13 of them controlling
85% of volume. This means a wide
variation in stock assortment from
store to store. In Italian neighborhoods,
fuller assortments are needed to attract
shoppers. In other areas, three maca-
roni shapes (elbow is the big one) and
standard, thin and extra-thin noodles
supply the nzeds of the vast majority
of customers.

Suppliers are now shipping three
pound posta packs in B8's for greater
case in handling . . . smaller packs also
prevent breakage of this delicate com-
modity. Small packs continue to be
shipped In 24's,

New dinner offerings come in a va-
riety of packege shapes. One reason:
packs needed to hold combinations like
long fat noodles and packets of sauces
and chenses.

Mostaccioli Dinner

Highwood, Illinois is a busy little
community in the North Shore subur-
ban section of Chicago. Just south of
Fort Sheridan and west of Highland
Park, the community boasts of a large
group of Itallans, who have made the
area flower with their landscape gar-
dening.

OcToBER, 1967
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Macaron! Products: Natlonal Parformance 1088 Plus a Five-Year Comparison

% of

Dept.  Dollar Volume®
Sales Trends Sales 1968 1062
Macaroni 28.9 $ 489 $ 304
Spaghetti 23.1 309 30.4
Dinners 22.7 30.2 18.1
Noodles 17.9 30.9 20.3
Pizza Mix 74 127 12,5
Total 100.0 $1728 $112.0

Assortment Trends—Brands/Sizes
1966 1962

Macaroni 27 17
Spaghetti 17 15
Dinners 17 7
Noodles 15 13
Pizza Mix 5 4
Total 81 50

Per cent of total store volume ....082

Canned Spagheiti & Meacaronl
Sales volume in 1966
was
Ravioli, Lasagna

$43,100,000
12,800,000
Total $55,000,000
Sales volume in 1962
was
Ravioli, Lasagna

$45,200,000
11,200,000

Total $50,400,000
Frozen Itallan Dishes
Sales volume in 1966 $38,100,000
Sales volume in 1962 $16,800,000
L] L]

% of Dept.
Grom Proiit § *
Profit Trends Profit 1966 1962
Macaroni 28.1 $11.2 $71
Spaghetti 22.8 8.2 7.0
Dinners 233 8.3 38
Noodles 18.1 7.6 4.0
Pizza Mix 6.7 2.1 20
Total 100.0 $40.0 $26.0
Gross Margin Trends—Average
1968 1982
Macaroni 228 243
Spaghetti 228 26.2
Dinners 23.8 21.5
Noodles 248 25.5
Plzza Mix 212 220
Total 23.2 244

* Dollar figures In millions.

Soup Department:

Canned chicken noodle, dry noodle mix
show biggest volume growth for indi-
vidual varietles. Gourmet entries
dominate.

Sales volume in 1968

Canned chicken noodle
soup

All soup mixes

Noodle soup mixes

was $41,900,000
32,800,000
16,300,000

Sales volume in 1862

Canned chicken noodle
soup

All soup mixes

Noodle soup mixes

was $31,700,000
26,700,000
9,200,000

Five ycars ago the energetie Cham-
ber of Commerce started an Italian
flesta during the last week in July
colled “Highwood Days." Features of
this event are parades, beauly queens,
carnival rides and displays, and, most
imporiant of all, a Mostaccioli Dinner
served to the strongly ethnic Italian
nelghborhood.

Originally the promoters of High-
wood Days, one Leo Contri, who isa
grocer and restauranteur, and Bobby
Turelli, undertook the massive feeding
operation, Now they have turned the
duties over 1o a group called El Coloro
Corlate, although Mrs. Vittorio Viacen-
za supervises the making of the home-
made sauce.

Some 3,000 people are served in an
outdoor picnic grove with a generous
portion of mostaccioll and sauce, a
dixie cup full of combination salad, and
a slice or two of Italian hearth bread.
There is plenty of parmesan cheese to
go on the mostaccioll. Rese' or Chianti
wine are available for purchase, as
well.

The flesta now draws crowds in ex-
cess of 10,000 people.

An extra attraction this year was op-
erettas put on by Gloria Lynn, a singer
who is a native of Highwood.

Deer Festival

“Bromo" Johns, general chairman of
the Pope County Deer Festival, Gol-
conda, Illinols, announces festivities
preceding the Southern Illinols shotgun
deer season will be held November 8-
11,

The town goes all out to attract hunt-
ers with a parade and huge Spaghetti
Cookout arranged by Sonny Marlin of
the John B. Canepa Company. All col-
lege, high school, and service club
bands along with their cheerleaders,
color guards, and homeroming queens
are fed at the huge cockout.

Full of local color, the event gets live
TV ond radio coverage in the area. And
hunters who come from great distances
have a large time.

The National Macaroni Institute has
coples of a fund-raising kit “How to
Feed a Crowd” available for the asking.
Packed 800 to the case, they are avail-
able on request 1f you pay the freight.
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Macaroni Consumption Rises Around the World

RECENT bulletin issued by M. G.

Braibanti and Company in Milan,
Italy, notes that macaroni products are
known as a baslc food of the Italian
people. At present, annual consumption
there runs about 30 kilograms per cap-
ita, or 66 pounds, It is noted however
that consumption in the south of Italy
is considerably higher than in the
north, not only because of economic
conditions but because of cooking
habits of the respective populations.

In recent decades, ma.:ronl products
have crossed over the Itallan boundar-
ies and are rapldly spreading through-
out the world to countries with differ-
ent climates and different cooking
habits,

For example, in France consumption
has reached 6 kilograms per capita per
annum (a kilogram is 2.2 pounds); in
the Un'ied States, It is 3.5 kilograms;
in Argentinn, about 12; in Tunls about
10, and in Australia, 3.3.

In Japan there has been a rapid rise
from the 0,000 tons produced in 1957
to more than 70,000 tons manufactured
in 1068. The latter figure is equivalent
to about 0,7 kilograms per capita.

Bralbantl states that there has been
an increase In macaroni consumption in
almost every country in the past flve
years. In thelr opinion, the reasons for
this interesting phenomenon may be
listed as technical, economic, taste and
nutritional contributions.

Weather Factors

The production of macaroni origi-
nated and developed in the coastal
areas of Italy where the partlcularly
mild and windy climate made it pos-
sible to produce this food.

Until the carly part of the twentieth
century, production was, in fact, strict-
ly bound to weather factors. Flour was
kneaded with water in a mixer, dough
was passed to an amalgamating mixer,
then the dough was passed to an amal-
gamating trough, and finally the dough
was lifted by hand into a press which
compressed the dough mass against o
die. Subsequently, the product was
dried in the open air.

Drying was possible in coastal Italien
regions where the temperature and hu-
midity did not undergo any appreciable
variation during the 24 hours of the
day. Of course, it was always necessary
to have the assistance of the “Masters"
who, in the cose of bad weather (rain,
slrong winds, etc.) arranged for the
product to be carried to closed rooms
from which it was again picked up and
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brought to the open spaces as soon as
the weather improved.

The advent of artificlal drying, at the
beginning made with rather elemental
apparatuses, unchained the production
of macaroni products from the limita-
tions of weather and made it possible
to produce them even in regions having
less favorable climatic conditions.

Between the two world wars, instal-
lations of macaroni factories in foreign
countries took place, especially where
Italian communities were more numer-
ous. Such communities represented a
steady market for the product which
came to be known and appreciated
even by the foreigners.

Automated Process

The Invention of the first automatlc
press made by the brothers Mario and
Giuseppe Braibantl in 1033, as well as
the subsequent creation on the part of
the Bralbanti Company of automatic
continuous lines, brought the macaroni
industry to a sophisticated state of In-
dustrialization.

The automating of the process with
safe and efficient operations made it
possible and economical to produce
macaroni in any climatic zone on the
globe. The perfect quality of the foods
produced has brought to a rapid in-
crease macaronl consumption in most
countries of the world.

The Bralbantli Company has inatalled
foctories in cold regions such as Fin-
land, Sweden and Norway, as well as
in equatorial zones such as Ecuador,
Colombla and Kenya; iy highly humid
areas like Central and South America,
as well as in dry weather territories
like Mexico, Egypt and Bolivia.

Economic Advantages

The economic reasons that are con-
tributing to an ever-increasing con-
sumption of macaroni products include
these: An important fact is that the raw
material from which macaroni products
are produced is wheat flour, and wheat,
unlike any other cereal, Is widely
spread throughout the world and can
be cultivated in almost all latitudes and
under very different conditions. The
availlability of this cereal is great, and
its unit cost is generally among the
lowest.

In addition, the cost of manufactur-
ing this food item, thanks to modern
plants and equipment, is very low. In
fact, in Italy the cost of manufacture
does not exceed 30 per cent of the raw
materlal cost, including taxes and other
burdens.

Another Importent element is the
keeping quality of the dry product.
While bread must be consumed within
a short period of time, theoretically
macaron! products will last for decades
if well preserved in well aired rooms
and not infested by parasites. This is a
very important point for both pro-
ducers, distributors and consumers.

A further economic advantage is that
this food can be prepared very quickly.
Its cooking time ranges between 7 and
18 minutes according to the shape, This
means a considerable saving of time
and fuel in comparison with the prepa-
ration of meat and other foods.

An important aesthelic quality is the
taste of a food product. It must be well
accepted by the palate of the people
who eat it. The good taste of macaroni
meets the requirements of greatly di-
versified peoples accustomed to quite
different foads. The possibility of adap-
tation is made possible by the great
number of different shapes which will
confer different tastes. It is easy to
ascertain this by tasting two macaroni
dishes with the same seasoning but of
different shapes, such as a dish of spa-
ghetti compared with a dish of rigateni,

Versatillty

Another Important element, perhaps
the most Important one to the quality
of its adaptability to different palates,
is the possibility of preparing macaroni
with a great varlety of condiments,
Bralbanti claims to have about 10,000
recipes for the preparation of macaronl
dishes in their files and reports having
seen macaroni served in Japan with lo-
cal sauces made with flsh; In Mexico
with sauce prepared with chill; in
Great Britain, macaroni has even been
eaten with a jam seasoning. In other
words, each population adapts the sea-
soning or accompaniment and thus the
macaroni dish is udapted to its peculiar
taste, although it is recognized that the
Italian ways of preparing this food are
very tasteful and are generally well
accepted by everyone.

Calorle Considerations

As we eat In order to nourish our
bodies, one must take into considera-
tion the following: A normal man age
25 or more and welghing 70 kilograms
needs 2600 to 2800 calories and 70
grams of protein per day. The content
of calories and protein in a dish of spa-
ghetti with Itallan sauce made with
fresh tomatoes, butter and cheese,
would represent 200 grams of pasto—
520 calories; 200 grams of fresh toma-
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toes, 20 grams of butter or oil, 15 grams
of cheese—280 to 300 calories; 3 grams
of salt and onion. The total content of
proteln Is 30 grams.

Therefore, such a dish would provide
28 per cent of the dally requirements of
the man for calories and 42 per cent of
his 1¢rjuirement for proteln.

In countries having cold climates,
more calories are required. So this an-
alysis irrefutably confirms the fact that
macaroni products are not only tasteful
but economical and highly nutritivus
as well.

Not Fattening

The idea that macaroni products are
fattening is incorrect. Nutritionists es-
tablished long ago that the amount of
calories required by an individual are
in accordance with the type of activity
he carries on) Too many calories will
be converted into fat. But to avoid the
fattening problem, one has simply to
follow a diet In accordance with the
type of work he performs and watch
his consumption of liquids and fats.

In regulating one's diet, it Is im-
portant to take Into consideration that
with an equal weight fats will supply
an amount of calories which are three
to four times greater than those of

macaroni products, and therefore they
are to be used in very limited quanti-
tles by people who are subject to over-
welght.

Macaroni in the
Common Market

Mr. A. R. Bueno, Secretary of the
Nederlandse Vereniging Van Fabri-
kanten Van Vermicellli en Macaroni,
reporis that unification of food laws in
the Common Market ls underway, but
only about half completrd. The trade
negotiations in Geneva have resulled
in .a reduction from 30 per cent ad
valorem to 12 per cent plus a variable
element, which is imposed to remove
the difference between the prices in the
European Economic Community for

Macaronl Production in the

1964

HAlY civesesconsanonsrssnanss 1,630,000
France ... 208,500
Germany 181,000
Holland 28,000
Belgium 18,000
Luxembourg 2,400

2,158,800

macaronl products and the prices of
goods Imported from oulside countries.

Production of macaroni has been
keeping pace with increasing popula-
tion.

To Pay Uncle Sam

The average American will spend
two hours and 25 minutes of each cight-
hour working day this year to carn the
money to pay his 1967 taxes, according
to the Tax Foundation, a private re-
search organization.

The Foundation sald that the dme
spent to earn enough lo cover lax costs
is greater than any other item In the
household budget. Housing and house-
hold operation, for example, cosis only
one hour and 26 minutes In working
time,

Common Market {in tons)

% 1965 %
76.5 1,630,000 75.0
13.8 301,300 13.9

B4 160,300 8.7

14 30,100 14

08 10,380 0.9

0.1 2,400 0.1

100.0 2,173,480 100.0

Finest Quality

DURUM
SEMOLINA
GRANULAR
FLOURS

Call Ray Wentzel
MILLING DIVISION

OcrosER, 1967

Phone 246-6511 .
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USDA Semi-Annual
Durum Report

Early In the year durum growers
planned to expand their 1867 acreage,
and in March Intentions were to seed
3,287,000 acres, 31 per cent above last
yeur and the largest acreage since 1849,
North Dakota growers with 83 per cent
of the U. B, total planned a 28 per cent
increase. A late season snowfall and
below-normal temperatures extended
the planting season through the month
of May with some of the last flelds
planted In the first week in June. Crop
conditions were reported generally fa-
vorable through June, but by early July
a molsture shortage developed in North
Dakota which was described as the
worst since 1061, While rain was badly
needed, temperatures were not high
enough to cause widespread deteriora-
tion by early July, and based on July 1
conditions, a near record crop of 78
million bushels was expected. Since
July 1, drouth conditions have con-
tinued in North Dakota, The extent of
damage to the durum crop shown in
the August estimate of production.

Stocks

Durum wheat stocks on July 1 were
the smallest in flve years and were
estimated at 28.8 millions bushels in
all storage positions. Farm stocks were
23 per cent under last year and amount-
ed to 18,5 milllon. Disappearance from
farms during the April-June quarter
tota': 1 10.4 million bushels, 59 per cent
below a year earlier. Mill stocks were
not available but mills, elevators and
warehouses held about 10 million bush-
els July 1,

CCC Activity

The CCC sold 1.8 million bushels
during January-June 1867, and the
Agency sold 14,025,800 bushels during
the 1866-67 crop season. On July 1, 1987
the CCC owned 4,318,000 bushels of
durum. 1966 crop takeover not avail-
able but was reported negligible.

Cwis,
First Semo- Bushels
Half lina of
1968 Flour Durum
Jan. 1,000 2,476
Feb. 1,086 2,571
Mar. 1,163 2762 .
Apr., 835 1,004
May 841 1,043
June 260 2,282

5,084 14,028

14

Yeoar

1946-47
1047-48
1848-49
1848-50
1050-51
1951-52
1952-53
1052-54
1954-55
1955-56
1956-57
1957-58
1858-59
18598-60
1960-61
1061-62
1062-63
1083-64
1064-65
1065-66
1966-67
1067-68

Yoar

1946-47
1947-48
18¢8-49
1949-50
1050-51
1951-52
1852-53
1053-54
1954-55
1955-56
1956-57
1957-58
1958-59
1959-60
1860-61
1661-62
1962-63
1p63-64
1064-65
1n65-60
1066-67

Durum Supply from U.8.D.A. Bemi.Annual Durum Reporis

(In thousands of bushels)

July 1
Stocks
4,823
8,807
10,200
18,038
24,058
23,624
15,014
0,842
4,852

1,500

7,000
14,000
27,000
22,000
17,500
20,000

5,168
45,874
40,069
617,768
54,417
28,650

Production
36,308
44,912
45,820
39,503
37,948
35,475
23,056
13,820

4,088
19,501
38,708
39,942
21,876
20,192
34,141
21,188
69,732
51,427
68,146
60,866
63,248
78,308

Imports
350
0
0
0
214
398
158

- 3
oo

o
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Durum Distribution (in thousands of bushels)

Ml
Grind
21,365
28,179
21,684
21,630
23,337
25,633
23,668
11,015

5,862

8,500
14,084
21,483
22,713
21,844
23,438
14,272
21,465
26,504
27,305
28,848
20,173

Feed and
Other Use
6,226
2,319
8,608
5,741
2,029
2,023
1,703
1,613

835
2,372
3,133
3,030
2,295

585

504
2,508
1416

140
1,370

17,052
8,853

Beed
4,162
4,681
5,265
4,085
3,610
3,249
2,040
2,287
1,803
2,080
3,101
1,300
1,670
2,263
2,363
3,358
2,724
3477
3,281
3,465
4,045

Durum Mill Grind reported by -
U.S. Department of Commerce (000’s omitted)

1868
July
Aug.
Sept.
Oct.
Nov.
Dec.

Bemo-
lina
Flour
765
1,103
1,175
1,350
1,003

981
6,457

Bushels
of
Durum
1,768
2,593
2,867
3,146
2,555
2,283

15,010

it v il v

First
Half
1887 -
Jan.
Feb.
Mar.
Apr,
May
June

Exports
021
8,441
2,537
1,126
9,020
13,678
3,075
41
0
239
10,680
293

5,256
15,878
3,314
26,211
8,301
33,852
47,144

Cwris,
Bemo-
lina
Flour
1,161
1,111
1,178

785
1,013
564

6,202

Supply
41,581
53,819
56,128
57,639
63,120
59,407
38,228
20,008

9,852
21,001
45,708
53,980
48,678
42,102
51,041
41,185
74,900
87,301

109,115

137,634

117,865

107,048

Total

Dis-
appear.

ance
32,674
43,520
38,002
32,581
38,498
44,483
31,386
15,856
8,500
14,001
31,708
26,086
26,678
24,602
31,641
36,017
28,019
56,332
41,347
83,217
89,015
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Here is the
semolina
you've wanted

from AMBER

by Gene Kuhn
Manager:
AMBER MILLING DIVISION

These macaroni manufac-

Yes, the finest of the big )
durum crop is delivered to our turers tell us the consistent
affiliated elevators. Amber color, uniform qual-

S ity and granulation improve

iy And only the finest durum  quality and cut production
goes into Amber Venezia No.  costs at the same time. Am-
1 Semolina and Imperia Du-  ber’s “on time" delivery of
rum Granular, every order helps too!

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

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

Be sure . . . specify Amber!

79 AMBER MILLING DIVISION

F FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn.—General Offices: St. Paul, Minn, 55101
TELEPHONE: (612) 646-9433

OctoBer, 1967
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Durum Yields Increasing

D. E. Anderson, assistant professor in
Agricultural Economics at North Da-
kota State University, writes In the
North Dakota Farm Research Bimonth-
ly Bulletin that compared with hard
red spring wheat durum ylelds are in-
creasing,

Pant Breeding Does It

Traditionally, North Dakota has pro-
duced from 80 to 80 per cent of the
total United States production of dur-
um wheat. During the past several
decades, durum production has varled
to a considerable extent due to the
vagaries of weather and susceptibility
of durum to plant diseases. Primary
problems of durum production in the
state during the 1950's were disease
oriented and, more specifically, assocl-
ated with serious rust damage, substan-
tially reducing ylelds during this pe-
riod. Plant breeding programs, coopera-
tively sponsored by the North Dakota
State University Experiment Station
and the U.8.D.A, have successfully de-
veloped durum varieties that have re-
duced the disease problems and thus
ralsed durum ylelds throughout the
state.

Durum is hard red spring wheat's
chlef competitor for wheat land In all
of North Dakota except for a very
small acreage of hard red winter wheat
grown in the extreme southwestern
part of the state. Durum wheat acreage
in North Dakota increased from just
over three-fourths million acres in 1858
to slightly over two milllon acres in
1965, or from 12 per cent of the state's
total wheat acreage in 1958 up to 29 per
cent of the total acreage in 1065.

From 1865 through 1065, durum wheat
yields increased relative to hard red
spring wheat, In the beginning of this
period, hard red spring whents were
outylelding durum wheat; but at the
end of the period, durum yields were
six to seven bushels higher per acre.
The higher durum ylelds are to some
extent associated with the development
of new varieties of durum wheat that
have had excellent disease resistance
and yleld potential. Notable among the
new varieties In this period were Wells
and Lakota, both of which have per-
formed well throughout the state in
recent years.

Better Returns

Gross returns per acre from durum
wheat were higher than HRS gross re-
turns for all years except 1857, Compu-
tatlons were based on state average
ylelds times average prices recelved by
North Dakota farmers for the years in-
cluded in the analysis. Data for the past
10 years Indicate an increasing differ-
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ence in gross returns favoring durum,
due to the increasing relative ylelds of
durum wheat.

Yield data from all geographic areas
of North Dakota suggest that durum
wheat has consistently yielded higher
than hard red spring since 1861, This
would indicate that the several new
varieties introduced during this period,
particularly Wells and Lakota, are well
adapted to production conditions in a
wide area of the state. Of particular
interest is the apparent yield advantage
that durum has in the west and central
areas of the state, which have histori-
cally not produced large acreages of
durum,

Gross returns data computed for sep-
arate regions of the state indicate that
durum wheat returns were higher in
most areas of the state since 1860,

Westward Movement

Durum wheat is produced in all re-
gions of North Dakota; however, the
largest acreages are found in the north-
east and north central regions of the
state, In 19865, 55 per cent of the total
wheat acreage was seeded to durum
wheat In these two areas. Substantial
increases in the acrcage of durum have
been noted in recent years in the west-
ern part of the state.

Increases In durum acreage also have
taken place during recent years In all
other areas of the state, with acreage
more than doubling in all areas except
the northeastern area from 1858 to 1865.

North Dakota solls and climatle con-
ditions are well suited to producing
high-quality durum wheat. The in-
creases In the acreage of durum in re-
cent years have been largely a result of
the introduction of new disease resis-
tant varieties that have been generally
higher yielding throughout the state.

Slightly Higher Costs

Cost of producing durum wheat are
similar to hard red spring wheat pro-
duction costs, except that seed and har-
vest costs are slightly higher for durum.
It would appear that North Dakota
producers will continue to be depend-
able suppliers of durum wheat as long
as domestic and export demand are
great enough to maintain prices rela-
tively close to those paid for hard red
spring wheat. If durum market prices

were to rise relative to hard red spring
wheat price, many areas in the state
could shift considerable wheat acreage
to the production of durum, thus ex-
panding the available market supply,
particularly in those areas where rela-
tively small proportions of total wheat
acreage are devoted to durum produc-
tion at present. All regions of the state
show a tendency toward higher yield
capacity for durum wheat.

New Varlety

Leeds, a new varlety of durum re-
leased this year, has better rust resls-
tance than present varieties and is of
higher quality, This new varlety is of
particular Importance to the develop-
ment of greater export market outlets
for North Dakota durum because it has
about 25 per cent larger kernels than
present varieties.

Because of the larger kernel size the
amount of cleanout should be reduced
considerably, thus alleviating a major
complaint against U, 8. produced dur-
um In foreign markets. This variety
also has shown up well in quality tests,
with the color being as good or better
than Wells or Lakota in all cases. Leeds
durum should be much more acceptable
to milllers in the European and Far
East markets and thus place the North
Dakota producer in a much more favor-
able market position,

Durum Prices

Average monthly cash price for a
bushel of No. 1 Hard Amber Durum in
Minneapolis is reported as follows by
the U. S. Department of Agriculture;

1966 1967
Jan, $181 $2.09
Feb. 1.85 2.03
Mar, 1.85 2.07
Apr. 177 2.04
May 1.70 210
June 1.80 202
July 2,07
Aug. 2,00
Sept. 2.23
Oct. 2.16
Nov. 211
" Dec. 2.13

U.S. DURUM SHOW
. Langdon, N.D. — Oct, 23-25

Crop Estimates by States, August 1, 1967
Indicated  Production Avernge Yield Yield

1967 1966 1861-6% 1987 1966

North Dakota ,,......45,040 55,120 47,658 19.0 26.5
South Dakota ....... 3,901 2,556 2,038 23.5 18.0
Montana ........,... 4,590 3,760 3,831 17.0 235
Minnesota ........... 1,674 1,512 2,170 270 270
Californla ........... 360 300 511 60.0 60.0
U8, tvvvveneess. 55574 63,248 56,208 103 25.0

THE MACARONI JOURNAL

Maldari Dies

(keeps blood pressure down)

D. MaLpar! & Sons. InC.

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

America's Largest Macaroni Die Makers Since 1903 - With Management Continvously Retained In Same Family

OcrtoBEer, 1967
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Durum in Caneada

The 1866 durum crop in Canada was
expected to total 30.3 million bushels
on the basis of the November estimate
and compared with a 1985 crop of 16.9
milllon bushels. Commercial disappear-
ance during the current season tr dafe
August 1, 1966 through June 30, 1867
amounted to 28,261,000 bushels, some-
what less than the 32,783,000 bushel
disappearance the same period a year
ago. Overseas exports accounted for
24,793,000 bushels while 3,885,000 bush-
els were used domestically or were
milled for export. Visible supply of
Canadlen durum at the end of June
totaled 12,182,000 bushels against 21,-
205,000 bushels a year ago. Based on
March plans, Canadian growers intend-
ed to increase acreage of durum by
80,000 acres this season with planned
acreage of 920,000 acres in the Prairie
Provinces.

Acreage 187 18 Up
Manitoba 53,000 43,000 23%
Saskatchewan 1,132,000 903,000 25
Alberta 130,000 116,000 20
Total 1,324,000 1,064,000 24

Crop Better than Expected

Despite serious and continued
drought since mid-May in central and
northwestern North Dakota, spring
bread wheat and durum ylelds are
better than expected, according to Eu-
gene B, Hayden, Executive Vice Presi-
;!‘enl. Crop Quality Council, Minneapo-

s,

Spring bread wheat stands, thinned
and forced by drought, have filled sur-
prisingly well. Yields of 15-18 bushels
are still expected in central and north-
western North Dakota and northeast-
ern Montana, Spring wheat ylelds In
southern Saskatchewan, although sub-
stantlally below last year's bumper
crop because of drought, are likely to
be about 12 to 15 bushels in many
flelds.

More adequate molsture has resulted
in above average small grain yields in
southeastern and southwestern North
Dakota. Many heavy Red Rlver Valley
bread wheat and durum stands are
llkely to yleld 35 to 40 bushels, Hayden
sald.

Durum Below Average

North Dakota durum wheat yield
prospects are below average. However,
in the heavy durum producing area of
northeastern North Dakota, where the
crop is still about two weeks later than
normal, most flelds are expected to
yleld about 20-25 bushels,

In Montana, a bumper winter wheat
crop s being harvested. Yields In
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“Roskie of the Yeer,” Bill Brexden, left,
durum senior account executive for Inter-
national Milling, receives a ploque 30 In-

scribed from his boss, Sol Maritato, durum
products sales manoger. Bill has in
durum sales for 30 years, but joined Inter-
national just over o year ogo. The plaque
was presented to Bill with mingled humor
and sincerity, Sal said, in recognition of an
oumnndll? sales job, The action took place
recently during o national conference of
International’s Industrial products sales ex-
ecutives, i

southern and central areas range from
35 to 40 bushels. In the Trlangle north
of Great Falls, ylelds average about 35
bushels, and 30-35 bushels are common
in the Judith Basin, Drought in the
northeastern portion of the Triangle
forced maturity somewhat, reducing
winter wheat ylelds In this area to
about 25 bushels,

Italians to Require
% Durum

The rumored requirement that Ital-
ian millers must use 100 per cent dur-
um in their milling grist recently be-
came law and will go into effect on
January 1, 1068, according to Paul
Abrahamson, Blsmarck, Administrator
of the North Dakota State Wheat Com-
misslon.

He said that a recent report from the
Rotterdam office of Great Plains Wheat,
Inc., stated that Germany and France
previously required 100 per cent durum
usage and with the new requirement
for Italy, the prospects for increased
exports of U, 8. durum to European
Economle Community were favorable.

The report also indicated that If the
existing European crop reaches the bin
in its present condition, it Is antici-
pated exports of quality Canadian
wheat to the EEC could decline. How-
ever, exports of U. S. wheats to that
market would probably be maintained
at current levels because of the present
price advantage over Manitoba wheats.

Great Plains Wheat
Elects President

Mearl Gifford of Gardner, North Da-
kota, was elected President of Great
Plains Wheat, Inc., at the organization’s
Board of Directors meeting in Kansas
City, Kansas, Executive Vice President
C. W. Pence announced.

Gifford succeeds Ralph Ball of Ster-
ling, Kansas, as President of the mar-
ket development assoclation which is
supported by the state wheat commis-
slons of Colorado, Kansas, North Da-
kota, Oklahoma and South Dakota.

Gifford has been a member of the
North Dakota State Wheat Commission
since its inception in 1858, He served as
Commission Chairman for one year and
was on the Transportation Committee
for seven years.

Beginning his fifth year on the Great
Plains Wheat Board, Gifford s current-
ly serving as Chalrman of the organi-
zatlon's Forelgn Marketing Committee,
and as a member of the Transportation
Committee.

Originally from lowa, Gifford oper-
ates a 1,400 acre grain farm in the Red
River Valley of North Dakota. In addi-
tion to serving on the Commission, Gif-
ford is also active in the Farm Bureau,
Cass County Crop Improvement Asso-
clation, Northwest Farm Managers, and
U. S, Durum Growers Assoclation,

Jopanese to Buy More Wheat

Exports of hard red spring wheat
and durum to Japan will show a con-
siderable Increase during the coming
months if the United States can posi-
tion adequate supplies on the West
Coast at a competitive price according
to Mearl Gifford, Gardner, N. Dak.,
President of Great Plains Wheat, Inc.

At a recent policy meeting the Japa-
nese Food Agency arrived at a declsion
to purchase an additional three to five
cargoes of hard red spring wheat per
month beginning with August tenders
for October shipments. This would be
an increase of 1,517,000 to 2,680,000
bushels over the present monthly ten-
der of 518,000 bushels. The potential
sales would be equivalent to more than
one-fourth of the ten year average an-
nua’ wheat production in North Da-
kota.

Demand for spring wheats among
Jopanese millers has strengthened due
to its favorable resale price based on
the revised Japanese Food Agency sell-
ing price of imported wheats that be-
came effective July 1, 1967. The Food
Agency more recently has been en-
couraged to accelerate their use of U. 8.
hard red spring wheat over that of
Manitoba wheats.
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Store Promotion

Jurgensen's Markets, a 16-unit spe-
cialty store chain based in Pasadena,
California held a two week Italian
wine, liquor and gourmet food fesitval.

For the duration of the promotion all
stores were decorated with Itallan flags,
bunting and pletorial posters, while the
stores' personnel wore Italian colors
and emblems, a company spokesman
noted.

Imported food speclalties, ranging
__}hroush pasta, cheeses, tomato sauces,
antipastos, candles, "espresso coffee,”
Itallan wines and liquors were display-
ed throughout the store on speclal ends.

The festival was organized by Jur-
gensen's in cooperation with the Italian
Trade Commissioner in Los Angeles,
the Italian Government Travel Office
and Alitalia Airlines.

To stimulate competition among the
stores’ personnel, a contest was con-
ducted for the best over-all store pro-
motion with an employee of the win-
ning unit to be awarded a 1067 Fiat 850
sports coupe. The first and second run-
ners-up will recelve an Olivetti-Under-
wood portable typewriter and a set of
slx Marano glass goblets.

Kraft Gravy and Sauce Mixes

As part of Kraft Food's promotlonal
program for thelr recently introduced
line of nine Sauce and Gravy Mixes, a
teflon-coated copper-finish sauce pan
with a three-cup capacity ls being of-
fered to consumers as a premium for
$3.05 and the package front from any
Kraft Sauce and Gravy Mix.

The premlum offer is carried on back
panels of packages of Brown Gravy,
Spaghettl, Cheese, and Hollandalse
Sauce Mix packages. A blurb on the
front of the package flags the offer.

Advertising support for the sauce
pan offer is half-page, full-color ads in
September Family Circle and October
Good Housekeeping, plus a commercial
on the NBC network television pro-
gram “Kraft Music Hall"

Business, the Great Consumer

“The problem is not to unite business
and consumers; we're united whether
we like it or not, Business is the great-
est consumer. But we must have a so-
ciety that works. Schools must teach a
sense of values. We need people who
understand economics and who under-
stand politics. Most of all we need peo-
ple with enough money to consume all
of our goods."

Dr. Herbert Levine
Director, Labor Education Center,
Rutgers University

Octoner, 1967
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Egg Marketing Conference

Do quotations on eggs reflect true
values? Are there better ways than
those now being used to discover that
eggs are really worth?

Pros and cons of these hotly debated
questions were to be alred at the Na-
tional Poultry and Egg Marketing Con-
ference in Chicago, September 14-17.
The Conference is sponsored by the In-
stitute of American Poultry Industries.

Shell Egg Quotations

A session on shell egg quotations was
to be led by George Rabinoff, Dairy
Fresh Products Company, Los Angeles.
Four men representing major factors in
the egg industry presented their ideas.
They were Jerry Faulkner, general
manager of National Company; Atlan-
ta, Georgia; A. W, Bortz, South Western
Egg Producers SWEP), Riverside, Cal-
ifornia; Karl Helmke, vice-president of
the Chicago Mercantile Exchange; and
Frank Urner, Urner-Barry Company,
New York City.

Representing the independent com-
pany that publishes the quotations on
which most eggs are sold, Frank Urner
has repeatedly sald they will adjust
their reporls as trading practices
change.

In Helmke's opinion they are chang-
ing. He belleves the futures market,
which in the past was only one of
many factors considered in establishing
a price, must now be given a dominant
role in pricing.

Producer Organizations

According to Bortz, SWEP repre-
sents '70-75% of all eggs produced in
southern California, making it an in-
fluential factor in the egg market.

SWEP was organized, Bortz says,
"o bring our production in line with
the markets available to us and to se-
cure o voice in the marketplace for the
egg producer.”

Essentially the same reasons were be-
hind the organization of egg producers
in the Southeast a year ago.

Faulkner, who speaks for the south-
eastern group, says one of the major
reasons for their organizing was to try
to “up-grade and possibly change the
present system of price discovery."

“The producers want to have some-
thing to say about what eggs are
worth," he says, “and to be represented
somehow In the making and quoting
of the market from day to day.

“Many people will argue that the
present system Is best,” Faulkner says.
“Yet they concede that small errors oz-
cur in the quotations. They say thi.
corrects Itself over the long haul. But
it's the day-to-day fluctuations caused
by those errors which hurt the pro-
ducer.

“The value of eggs today is deter-
mined by the surplus that gets into
New York City,”" he says. "The prices
for the enormous volume of cartoned
eggs handled through the chain stores
are determined on the minute quantity
of so-called surplus loose eggs traded
on the New York Mercantile Exchange.

“Sometimes no eggs—or as few as 50
cases—change the value of 83-44/100%
of the eggs in the country. I've seen a
declining market in New York with
several of the major producing areas
tremendously short.

“No individual or group should be
allowed to hold a market too high or
drive it too low," Faulkner says. “If
that is what is happening, then there is
something wrong with the entire sys-
tem. And we all had better get behind
some reforms, If they are in order, this
industry has a big hurdle to overcome

—tradition.”

1t is certaln that Faulkner's views
will not be shared by all the other
speakers.

“But the purpose of this discussion,”
says Frank Wollney, Institute programs
director, “is to bring this question into
the open. It's a national question that
concerns everyone who buys and sells
eggs. A natlonal meeting is the best
place to explore possible solutions."”

Egg Products Discussion

At another round-table processors of
egg products were to hear Dr. Hans
Lineweaver of the USDA's Western Re-
glonal Research Laboratory in Albany,
Californin, discuss a manual recently
developed on pasteurization.

Carl Piowaty, The Emulsol Egg Prod-
ucts Corporation, will be the chairman.
One of the questions he expects to come
up with Is what can be done about local
ordinances which are not always con-
sistent with state and federal regula-
tions.

Dried Whole Egg Purchases

The government has purchased 2,-
133,000 pounds of dried whole egg
solids in its current price support oper-
atlons. Recent purchases at the end of
August ranged from $1.32 to $1.3235
per pound with $2,705,000 spe.’ '- date.
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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

fl;ll.u'cé: production screw with low speed. Anti-frictional metal liner in screw housing for long wear and low
on,
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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:




Pallet Patterns

Kraft Foods has added a new conven-
ience to shipping cartons for its prod-
ucts by printing “pallet patterns" on
the boxes.

Kraft is the first company to begin a
program of pallet patterns for its com-
plete line of products. Patterns are con-
veniently printed on the upper right
hand corner of the carton tops.

Pallet patterns show the customer
the best way to stack cartons of a par-
ticular product on the industry's stand-
ard 48" by 40" shipping pallet. Every
size carton requires an individual pat-
tern. Therefore, several hundred differ-
ent patterns are required for the com-
plete line of products.

Kraft offers a compete palletized pro-
gram to its customers, however, many
warehouses of both food wholesalers
and retailers still receive quantities of
product that are not on pallets and
have to be palletized.

Tells How 1o Btack

With the pallet patterns, the cus-
tomer no longer needs to worry about
how to stack the product. The patterns
graphically illustrate the correct man-
ner of placing each carton in the layer.
Printed copy next to the pattern tells
how many layers can be stacked on a
pallet without damaging the cartons.
The patterns have been engineered to
utilize the best system of stacking car-
tons of the same size to make best use
of the complete area of the pallets and
1o place the least stress on the cartons
. . . preventing damaged or crushed
cases and preventing cartons from be-
ing stacked too high.

The pallet patterns are printed in re-
verse. Each block represents a carton,
This pattern design was thoroughly
tested and researched to arrive at a
graphic design easily and quickly un-
derstood.

Kraft has begun the pallet pattern
program on its cartons for glass goods
and murgarines and will have all car-
tons in every line patterned within six
months.

Palletized Shipping System

A fust, economical method for the
rail delivery and unloading of its prod-
ucts has been instituted by the Indus-
trial Division, Corn Products Company.
Customers particlpating in the com-
pany’s new palletizing program will ‘be
able to receive lnade of bagged prod-
ucts, pre-stacked on pallets ond de-
livered to their rall spurs in special
Load Divider freight cars,

The sysiem permits rapld unloading
of the cars' contenis with fork lift
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Kraft Palist Patterns

trucks. An eight to twelve man-hour
time saving, estimated at $25 or more
per load, is claimed for this process
over the customary bag-by-bag han-
dling method.

Reduction of in-transit damage, bet-
ter use of unloading facllitles and
equipment, simplifled ordering by
pallet-load unit and less paperwork are
also credited to this program, Corn
Products predicts that this efficient
distribution technique will quilckly
gain industry-wide popularity.

Key 1o System

Key to the system s a fleet of insu-
lated and cushion underframe fifty-foot
boxcars which have extendable sides
and load dlviders to protect the load in
transit. Door areas are free for ready
access to thelr pre-palletized contents.
The cooperating customer is required
only to return the same number of
standard hardwood pallets as he has
removed with his delivery, in order
that they may be re-stacked for his
subsequent order,

The company's palletizing program Is
now fully operative throughout the
continental U.S,

Write for Palletizing Porifolio from
the Industrial Divislon, Corn Products
Company, 10 East 66th Street, New
York, N.Y, 10022,

Predicting Packaging
Performance

Seymour Smith, president
Seymour Smith Assoclates,
New York City

Many brand managers fail to realize
the very limited time In which their
packages have to function. Yet the evl-
dence®is palufully obvious.'

The typical shopper spends about 20
minutes inside a supermarket. Of that,

she spends 3 minutes checking out, and
7 minutes with non-branded items
(meats, produce, etc.). This leaves her
about 10 minutes to make her various
purchases. She buys perhaps 10 to 20
branded items in that time (not count-
ing duplicates).

That's only hall a minute per brand
she buys. But she also scans at least
five times as many items as she buys,
which means an average of 6 seconds
per item scanned.

However, she does not sit down and
have these items pass in review. She
moves aout. This means that scanning
time is affected by her bodily move-
ments.

The nsult is that we are dealing in
fractions of a second per package, per
customer. Any brand manager that falls
to realiz: this concept is just not with
it,

And any package testing technlque
that falls to recognize this situation is
certainly not with it. Its findings can-
not be accurate and certainly not pre-
dictive.

It is with some pride that I can now
postulate that some testing techniques
do conslder these problems of time and
communication, The pride I express is
in the fact that our company ploneered
in such techniques and the fact that not
only do many major clients engage our
technlques, but other research compan-
jes have emulated our approach.

Tachistoscope

Our approach was to apply the tachi-
stocope to packaging research, If pack-
ages must function in fractions of a
second, then they should be tested un-
der such conditions. The tachistocope
can do this.

By the way, to make certaln 1 am
communicating, the tachistoscope is
a device for making very brief, con-
trolled exposures. Ours is a projective
device that uses 35mm slides of the
material being tested.

Our approach also recognizes that the
function of communication is all im-
portant to the performance of a package
and our experience with academic dis-
ciplines tell us that brief stimulus are
likely 1o produce more basle, more
truthful, less controlled and less ve-
neered responses,

Others had applied the tachistoscope
to packeging before we did. But our
contribution, starting 10 years ago, was
experimental work that combined both
the need for brief exposures and the
need to measure the communications
function. Plus the development of port-
able equipment that made the tachisto-
scope into a facile fleld tool instead of a
laboratory monster.

(Continued on page 24)
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Swing-Oul Panels provide easy access
for inspection and cleaning. Requires less
than a minute to remove.

S-Elament Aluminum Dryling Belt.
Stronger, more rigld than any screen
conveyor. Stays clean for there's no wire
mesh in which dirt can lodge. No bells to
loosen, no screens to mend.

Shaking Distiibutor prevents product
from adhering when It first enfers the
Dryer. Spreads goods evenly over the
belts for more uniform drying.

Modern Automatic Dryer gives yov
stronger, better-looking short goods

Inside this efficient, modern Dryer, temper-
ature, humidity, and air circulation are
precisely regulated to produce short goods
of finest quality.

By matching temperature to the product’s
capacity 1o release moisture, BUHLER Dryers
tre able to use higher temperatures, thus
cutting drying time to as little as 4 hours
for certain products,

Saniary. From entry to discharge, the
product touches non-corrosive materials
only. BUHLER swing-out panels make clean-
ing an easy tosk, and off-the-floor construc-
tion likewise simplifies sanitation,
Pre-dryer. You can also improve your
present drying operation by installing a
BusLer Preliminary Dryer in your present
production line,

More than 200 ButiLER Dryers arc now
operating In the United States and other

countries. 1t will pay to investigate how you,:
too, will profit by drying the BUHLER way.

+ Spacially-designed swing-out pansls

-

Super-afficient insulation stops both
heat and vapor

Sanitary off-the-floar design prevents
condensation on floor underneath

Patented aluminum alloy conveyor

Takes less floor space than any other
short goods dryer ¢* similar capacity

Positive alr circulation dries uniformly
over the entire width of belt

Needs practically no attendance

Economlical, Requires ralatively little
powaer, heat, or mainienance

Complete Macaroni
e (| BUTHLER

THE BUHLER CORPORATION, 8925 Wayzoin Blvd,, Minneapolis, Minnesola 55426 Phone (612) 545.1401

BUHLER BROTHERS (Conadao) LTD., 1925 Leslie Stres), Don Mills, Ontario
Sales Office; NEW YORK CITY, Naw York 10017, 230 Patk Avenue

Phone (418) 443.5910
Phone (212) 689.5446

s T Y Y . S TS g e T TP TR T




»
i

P Ty e

1

&

DS A R T AN et B RS el S S B LA

Predicting Packaging
(Contlnued from page 22)

Like any new technlique, that dis-
turbed or distressed the status quo, our
efforts were first greeted with mainly
hoots and few supporters. Today, the
balance of dissenters and supporters is
much more profitable to us.

Realistic Stimull

Our technique has evolved over a pe-
riod of elght years, and as I have indi-
cated. I present it td"you, not as a be-
gll and end-all of packaging research,
but as one example of research applica-
tions that can produce predictive data,
because it utilizes stimull that are
realistic,

Stimuli that are realistic. There's the
rub. If you are tc research and predict
accurately, you must test with reason-
able realism. .

To be reasonably realistic, you must
show the package under competitive
conditions and as a single entity, and to
be reasonably realistic, you must meas-
ure under conditions of controlled ex-
posure.

There were two other important de-
velopments contributed by our com-
pany to the use of the tachistoscope in
package testing.

One was the development of a per-
ceptual test for respondents. Because
people have different perceptual abili-
ties, it is unfair and inaccurate to use a
constant exposure time when testing.
Before tesling package designs, you
must test respondents to delermine
thelr perceptual ability. Then you can
test designs at o speed that is realistic
for each respondent. Later in this talk
1 will give you the opportunity to take
this test yourselves.

The second development we con-
tributed, we call the elemental series.
This is on examination of the com-
ponent paris of the design as well as
the design as an entity. I will also ex-
plain this procedure in detail later.

The measurements we obtain fall in-
to three categories. Two deal with the
abilily of the packange to stand out
under competitive conditions. Title
these “Altraction” and “Recognition”.
The third dcais with the elements of
the design and the design as an entity,
and is entitled "Communication".

Communication Measurements

The Communication measurements
break down into four areas:

Perception—What can respondents
see of your design—many times they
see something else other than what
you Intend.

Product Assoclation — Does the
package successfully communicate
the product category?
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Brand Association—Does the prod-
uct successfully communicate the
brand?

Impression—What kind of feeling
about the product and brand is gen-
erated by the design?

Tool As Good As Crafisman

1 would like to leave you with one
final point. What I have shown you is
a tool or a device for researching pack-
ages that we have developed into a
technique.

But a tool is only as good as the
craftsman that uses it, And the crafis-
man is the sum of his skills and ex-
perience.

That is why we approach each prob-
lem and each client as a new under-
taking, bringing to bear our skills and
experience, but making certaln that we
are adaptive to his needs, and not that
he bends to our technique.

Using such a philosophy and the tools
I have described, it Is possible for us or
anyone else to do valld research that
can predict packaging performance.

Why Follow Tradition?

Alfred Slatin, Marketing Manager,
Extrudo Fiim Corp, New York City

We inhibit our creativity by cate-
gorizing flexible materials as transpar-
ent and by thinking that the only
shapes possible are the traditional ones.
1 say why don't we instead stop com-
parimentalizing our minds? Why don't
we try harder to tackle mass markets
by talloring packages to fit a specific
kind of product need and consumer de-
mand? Why don't we go after the pro-
fessional package designers instead of
waiting for them to come to us since,
based on their past history with this
industry, we will either have a very
long wait or one that will go on for-
ever? Why don't we try to initiate joint
technological efforts between ourselves
and food processors which could be
mutually advantageous?

In my opinlon, some new thinking
and some concentrated aggressiveness
In the areas I just mentloned could do
much to alter upward the experts' pro-
jected growth curves for the flexible
film industry.

Diverse Properties

Plastic films offer an incredible diver-
sity of properties—films which are wa-
ter soluble, films which are impervious
even to moisture vapor, films with high
grease resistance, films with high chem-
ical resistance, films with long shelf
life, films with short shelf life, crisp
films, soft fllms, colored films, clear
films, fllms that sell for as low at 25¢ a
pound, films that sell for as high as
$7.00 or $8.00 a pound. In other words,

our industry truly has something to fit
everyone's need and pocketbook.

Infinite Varlety
Plastic films offer packagers infinite
variety. If we not only employ this fact
intelligently, but work at exploiting it
to the maximum, the future for these
materials can be very dazzling indeed.
We look for films to make, in the very
near future, significant invasions of
markets which today are held by paper,
and even tin, steel and glass. The battle
won't be easy because those materials
will fight as hard to hold their position
as we will be fighting o destroy it, They
will make every etfort to be innovative
and imaginative, but I think our indus-
try has the products which can meet
both the requirements of the package

and the consumer as well.

Packaging Machinary
Display Center

A new facility where customers and
potential customers can thoroughly
evaluate packaging equipment per-
formance without tylng up thelr own
production lines and without disrupting
normal plant operations has been open-
ed here by Reynolds Metals Company.

“As far as we can determine, this is
the only such facility in existence
where a packoging customer can find
out for himself how a new packaging
technique, concept or machine will
perform,” Paul Murphy, vice president
end general manager, Reynolds pack-
aging markets, sald.

Called the Packaging Machinery Dis-
play Center, the one-story building of-
fers both technical and sales assistance
to customers or potential customers.

Besides evaluating Reynolds stand-
ard packaging specifications on various
types of packaging machinery for cus-
tomers, Reynolds is now able to check
out research and development specifica-
tions on production equipment. Pre-
viously, research had to ask sales to
check out packaging specifications on
customer equipment, a method that
was sometimes slow, and generally In-
convenient to customers.

The center also serves as an ald to
manufacturing because It can make
final evaluation of materials produced
on production equipment. Previously
pilot plant equipment was used for one
avaluation, and then findings had to be
double-checked against performance on
regular production equipment in cus-
tomers' plants,

“Thus, when a customer asks: ‘The
package looks fine, but is there ma-
chinery avallable on which to run it?’
Reynolds is able to answer in the affir-
mative,”
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Conveyor Buckets
that will not..
LOOSEN,

FALL OUT or

JAM...wherever

free-flowing bulk
materials are moved.

= Don't swing or tilt to spill contents.

« Handle contents gently without
breakage or separation.

« Have sanitary, single-piece, die-cast
aluminum construction,

AVAILABLE IN 3 STANDARD SIZES
PHONE or WRITE [feron

MACHINE CO,, INC.
EVergreen 7-7540 - 280 WALLABOUT ST. BROOKLYN 6, N.Y.

OctoBER, 1967
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Growing Markets for
Frozen Foods

The market for frozen foods in the
United States Is expected to Incrense
from 11.1 billion pounds in 1865 to 24.8
billion pounds by 1976, members of the
Californla Freezers Assoclation were
told at their 23rd annual convention,

Daniel A. Pichulo, a supervisor in
Du Pont's “Freon” Products Division,
told the group that California freezers
are expected to maintain their leader-
ship in the freezing of fruits and vege-
tables during the next decade, in which
the total frozen food market will more
than double,

Btatistical Projection

Mr. Pichulo's projections, the result
of a detailed study belleved to be the
first of its kind in the industry, indl-
cated that California Treezers packed
28 per cent of the frozen fruit produced
in the United States in 1865, and that
they will pack 34 per cent of the frozen
fruit expected to be produced in 1876.
The study also revealed that Californla
freezers produced 24 per cent of the
frozen vegetables, not Including pota-
toes, packed in 1965, and that they will
pack 27 per cent of the United States
total In 1876,

The Du Pont study on which the
flgures were based involved varlous
computer technlques with linear and
semilogarithmic projections of histori-
cal data, and exponentlal curves.

Explaining Du Pont's interest in the
frozen food market, Mr. Pichulo said,
“Du Pont was the commercial develop-
er of fluorocarbon refrigerants—which
we sell under the trademark, "Freon"
—back in the early 1030's, These safe,
economical and effective refrigerants
were the basis on which today's re-
{rigeration and alr conditioning Indus-
treis were founded. . , ." He added that
Du Pont has a continuing interest in
learning more about the future of the
markets for the company's products.

Types fo Food Change

An interesting sidelight to the study,
it was pointed out, was the fact that
the pounds of all food consumed yearly
per capita have remalned almost con-
stant since 1008, the only variation be-
ing In the types of food consumed.
Frozen foods have not added to the
total, but have merely replaced other
foods which normally would have been
consumed. ;

The following chart indicates produc-
tion of frozen foods In the years 1948,
when the industry is generally recog-
nized as having matured, to 1865, and
the projection for 1076. Percentages
shown represent the California Freezers
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Frosen Food Production
(In Millions of Pounds)

1949
CFA US. %CFA
Fruit 38 364 1%
Vegetables 148 563 26%

(No Potatoes)

1865 1978
CFA US. %CFA CFA US. %CFA
182 654 28% 276 810 34%
431 1800 24% 630 2370 27%

(CFA) share of the total market in the
category listed.

Total frozen food production genzral-
ly Includes the following categories:
frult and vegetables, Including pota-
toes; seafoods, including both fish and
shell food varieties; meat and poultry;
prepared foods; bakery goods; and julce
concentrates, Compared with the 11.1
billion puunds in 1965 and the 24.6 bil-
lion poundy projected for 1876, produc-
tion of frozen foods for the first record
year of 1049 was only 1.5 billion pounds,

Gourmet Frozen Foods

Contirental Coffee Company, Chi-
cago, is introducing an entirely new
line of gourmet-recipe frozen foods,
Called “WB Convenlence Foods," the
new products form a series distinct
from Continental's 28-item existing
line. WB foods are priced in the 50¢-
per-portion bracket, about double the
cost of the regular line,

All nine WB Convenlence Foods are
distributed in cases of 4/4 1b. packages.
The five entrees in the new line are:
breast of chicken with mushrooms,
breast of chicken cacclatore, chicken
tetrazzini, beef tips bordelaise, and
beef burgundy. The other four items
are a departure for Continental, whose
frozen food line has consisted entirely
of entrees, because they are specially-
prepared vegetables: creamed spinach,
pease with onion sauce, asparagus hol-
landaise, and pearl onlons with cream
sauce,

Discussing the new line, Sheldon
Stillman, Continental's frozen food
manager, sald: “Initial reports from
taste panels and test markets have
been excellent.” He added that the
new WB line is specifically geared for
clubs, hotels and resorts, and for other
institutions requiring outstanding qual-
ity foods.

Test Kitchens

Clementine Paddleford, noted food
editor, writes that the food industry has
o love affair cooking with the American
housewife. Big business has equipped
kitchens and staffed them with trained
home economists, who devote every
hour of the working day to making life
easler for the homemaker, Their aim is
to cut hours in meal preparation, to

make the daily menus better tasting
and better nutritionally.

The first of these commercial kitchens
started over forly years ago. Today
these company kitchens are equipped
with the latest in working tools, stoves,
freezers, cabinets, refrigerators. They
are staffed by the most experlenced
home economists, whose job above all
else is to make cooking faillure-proof
and to give new ways and flavor-pleas-
ure for mealtime.

Over 11,000 home economists are
graduated each year from colleges and
universities. Some 80,000 work for a
living. The breakdown is about 50,000
teachers, 30,000 dieticlans, 5,000 exten-
slon workers—>5,000 or so go to private
business firms or organizatlons,

The home economists in business
have varied work, from developing new
products, through formulation, con-
sumer testing, labeling, market testing,
advertising, and all the rest. They su-
pervise food photography, write cook-
books, maintain a school service, do
films and lectures. They are consumer
oriented to handle direct contact with
homes by correspondence and tele-
phone.

General Mills—Kraft

Mlas Paddleford recently went kitch-
en hopplag to some of the fabulous es-
tablishmenis in the food industry, At
General Mills' Betty Crocker Kltchens
in Golden Valley, Minneapolis, there
were recently opened seven around-
the-world kitchens, Here 53 women
give their skills to the task of repre-
senting the homemaker's Interest to
management and In turn Interpreting
the firm's products for their best use in
the home. The seven kitchens include
New England, Scandinavian, New
Orleans, Latin American, Mediter-
ranean, Japanese and Californlan. This
attests to the fact that their products
have gone international.

in Chicago, the Kraft Kitchens occu-
py a 16-room center. Here 15 home eco-
nomics graduates work on product de-
velopment and specialize to the extent
that one kitchen features up to date lay-
out for barbecue grills and terrace
equipment for outdoor living. The
kitchens at Kraft represent more than
300 products and are divided into four
product areas.

(Continued on page 28)
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Test Kitchens—
(Continued from page 26)

General Foods—Campbells

In White Plains, New York, General
Foods staffs six test kitchens with 05
women In the department. Forty mem-
bers are home economists, dieticians, or
nutritionists, and the staff answers over
140,000 consumer letters a year, These
get top drawer treatment, with the
cardinal rule being to answer every
plece of mail within a five day period,

The Campbell Soup Company in
Camden, New Jersey, has four kitchens,
equipped with a wide variety of ranges,
refrigerators and freezers, set up to do
testing which provides service, infor-
matlon, recipes, and menus for con-
sumers. Two of these kitchens are for
basic home-type testing. Condensed
soups have become a major conveni-
ence food to women around the coun-
try, so great numbers of reclpes are
developed, Twelve home economists
make up the staff. Thousands of reclpes
make up the file.

Homemaker Calls It

All products are decided on, actually,
by th¢ homemaker's demand. What
pleases her iz back of every brand
package on the grocer's shelves. Even
so, cnly two out of ten new foods are
slated for success. ‘What Lola wanls,
Lola gets, What Lola doesn't want, Lola
doesn't get."

Consumer Education

“The goals of consumer education
are to enable people to function more
efficlently in the market place. Buying
skills are imporiant, but far too limited
an objective. Consumer protection In
the form of a kind of mercantile judo
does disservice o the program. Con-
sumers are more naive than they ought
to be about the elements of price, They
need to know more about the laws and
the agencies which administer them. ...

“The fact that no sirong consumer
group has emerged should not be Inter-
preted as a sign that consumers are not
concerned. One of the findings of the
President's Committee (on Consumer
Interests) is the need for sound con-
sumer cducation, The poor are an im-
portant sector only recently discovered
by many educators. Materials are not
geared to them, and educators need
more research on how to help the
poor.”

Dr. Gwen J,. Bymers

National Chalrman, Committee on
Consumer Interests, American
Home Economics Assoclation

“One cannot depend on woman's
friendship, for she gives everything to
love." quoted by Hildegarde
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Lesson in Swedish Diet Study

“Evidence Is piling up that we should
increase wheat-based foods in our diet
for better health,” G. C. Fowler, ad-
minisirator of the Kansas Wheat Com-
mission, sald in a recent statement.

Mr. Fowler particularly cited the re-
sults of a recent study made by the
Institute of Medical Chemistry at the
University of Uppsala in Sweden, and
the National Institute of Public Health
in that country.

“Swedish researchers have become
80 concerned at the high intake of fats,
oils and sugar in the diet of their coun-
trymen that they have called for a 25
per cent Increase in per caplta con-
sumption of wheat foods,” he observed.
Results of the study In BSweden,
prompled by increases in heart disease
and deaths among men 40 to 50 years
of age, are very simlilar to studies made
recently in the United States, Mr. Fow-
ler noted. “And if they are concerned
about the health of the people of Swe-
den, we should be alarmed about the
diet of Americans, which contains a
much higher intake of fats, oils and
sugar."

Fat Increases Cholesterol

In the Swedish study, experimenis
were cited which shows that a diet with
a high content of saturated fat in-
creases serum cholesterol. “At present,
Sweden's consumption of cereals is the
lowest In Europe,” the report says.
“With regerd to bread, the sweetened
products widespread in Sweden should
be replaced by unsweelaned types. In-
creased use of flour with relatively high
extraction rate in the baking of bread
is also recommended. The impoverish-
ment of the Swedish brenkfast, reflect-
ed in the falling direct consumpticn of
rye and oatmeal, should be countered.”

The Swedish study, which analyzes
present-day diet versus past diets In
terms of public health benefits, was
prepared for a Swedish governmental
committee planning national farming
policy.

“We might take a lesson from the
Swedish study when we are considering
the physical fitness of Americans,” Mr.
Fowler said. The study calls for an In-
crease in the consumption of flour,
meal, macaronl, crispbread, and soft
bread for public health benefits, he sald.
This increase is offset by a decrease in
foods rich in fats, oils, and sugar.

Btudles at Iowa

“Studies at the University of lowa,”
he added, “have shown that we would
benefit from replacing carbohydrates
from saturated fats and sugar with
carbohydrates from cereal products.”

S R AN R

A move in this country toward great-
er consumption of wheat-based foods
and cereal products could have far-
reaching effects, Mr. Fowler sald. In
addition to better health for our people,
he pointed out, an Increase in con-
sumption of wheat foods would be an
economic boon to the wheat producer,
the miller, and the baker, as well as all
the Industries which are associated with
them.

Fat Chance of Losing Waeight

Complete fasting may be less effec-
tive for reducing obesity than a 1,000-
calorie, 80 per cent-fat diet. In a recent
study, a 10-day period of fasting pro-
duced greater over-all welght loss in
seven chubby sallors than did an equal
period on the low-calorie, high-fat diet,
but the loss was derived largely (65 per
cent) from a reduction of lean body
mass, The fat-contalning limited diet,
on the other hand, produced a greater
loss of body fat, with no significant
effect upon the lean body mass.

Chain Cuts Costs
With Computer

A Long Island food chain is demon-
strating how prices can be kept down
through the use of modern technology.

The chain, Big Apple Foods, has re-
duced lts operating expenses—a savings
reflected In food costs—by installing an
IBM computer In its new warehouse in
Central Islip.

“Until recently," sald Ardie Zucker-
man, Big Apple president and board
chairman, “we recelved half our mer-
chandise from outside distributors and
jobbers. Now, because of the up-to-
date, detailed Information avallable
from the computer, 80 per cent will be
handled from the new warehouse—at a
considerable saving."

IBM 1440

The warehouse itself was designed
with the computer, an IBM 1440, In
mind, Big Apple needed a warehouse
compact enough for economy, yet ade-
quate to handle the 100 supermarkets
it envisions. The computer solves the
problem by keeping a perpetual inven-
tory, thereby enabling the chaln to
stock only a small supply of each item.

“Another sdvantage for our custom-
ers,”" Mr, Zuckerman said, “is that they
will get the savings on specials right
away, The computer will keep up-to-
the-minute records and allow us to get
the lower prices on the shelves at the
earllest possible moment."

In its “spare time,” the computer will
make out bills, prepare the payroll, and
perform a number of other accounting
and merchandising functions.
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Need a scale system
for critical weighing
of small amounts?

tell Triangle

Triangle's All New Miniature Flexi-
tron Net Welighing System now lets
you weigh products in small quanti-
ties that were never before practical.
This new miniature scale produces
higher operating speeds—yet
achleves the close tolerances neces-
sary for accurate, profitable net
welghing.

The compactness of Triangle's Flex-
Itron System Is the reason why It Is
fastand sensitive. It s the first scale
system to combine a short balanced
mass beam, flexures, and adifferen.
tial transformer to Insure greater
speed, accuracy and repeatabllity,

The short balanced mass beam
greatly Improves the response time
and signal sensing accuracy. There
are no moving parts In the new scale
to cause friction or distortion. In
addition, Improvements In modular
design and material flow control
through the use of product accumu-
lators, enabla the system to perform
with the same consistent efficiency
and accuracy year after year.

OctobER, 1967

Production rate

of this Dual Tube Bag
Machine with six miniature Flexitron
scales Is 150 packages per minute

A

Packages Difficult Items More Ac-
curately A major advantage of Tri-
angle's compact Flexitron scales Is
its ability to package many items
more accuratelyand faster than ever
before possible, Such items as 3.2
ounces of instant milk—6 ounces of
Instant potato flakes—B ounces of
coffee—1% ounces of tobacco—%
ounce of breakfast cereals—all can
be welghed accurately and rapidly
on this new scale system, There Is
no need to give away even hun-
dredths of an ounce of your product.

Exclusive Space Savers Using 7"
centers the scales can be grouped
to match the performance of your
packaging equipment and yet utilize
no more space than your existing
filler, There Is no excess here—just
efficlent, reliable performance re-
qulring @ minimum of space.

S T A1 -
Production rate of this Bartelt pouch ma-
chine with three Flexitron scales is 72
packages per minute

The minlature Flexitron Is avallable
for use within a fully Independent
automatic line, with bag machines,
with a semiautomatic system, with
your existing equipment, or with
other packaging equipment, If you
wish more information an this prod-
uct saving, space saving miniature
Flexitron Net Welghing System, write
or call Triangle.

TRIANGLE

PACKAGE MACHINERY COMPANY
@454 W, Diversay Ave,, Chicago, Iil, 60635
Telephone: (312) 889-0200
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NEW, natlon-wide, in-depth “Main-

tenance Productivity Survey” is re-
vealing fascinating new facts about an
oft-overlooked subject—the rising cost
of cleaning and maintaining space In
today's buildings, plants, offices, stores,
schools, hospitals, institutions, and
other places of business.

“Maintenance problems,” reports Ed-
ward H. Steinberg, Executive Director
of the Kex Natlonal Association, “are
fast becoming critical for many com-
panles. Increases In the Minimum Wage
laws, plus the growing scarcity of re-
liable maintenance personnel put main-
tenance in the minor crisis stage for
many companies.”

No company, regardless ol size or
product, Is immune from maintenance
problems, Stelnberg reports. Mainte-
nance headaches, the Kex Association
says, have three primary causes:

¢ Soaring Labor Costs, Increased
Minimum Wages: Increased minimum
wages will increase maintenance costis.
Even for workers well over the mini-
mums, “raising the floor” will undoubt-
edly cause other wage rises all along the
line. “This puts a premium on labor-
saving In the mointenance field as
never before," the Kex National Asso-
clation points out,

® Acufe Bhortage of Maintenance
Personnel: Good maintenance helpers

. . regardless of higher wages ., . are
becoming ever-harder to find and hold,
the Kex Association's Productivity Sur-
vey shows. “It can be summed up,”
Steinberg says, “by asking a question—
whatever happened to Good OI' Joe,
the maintenance helper who was so
stendy and reliable that you could sel
your watch by the time of his arrival
at work?"

In too many companies, Good Ol
Joe's gone, that's what. Multiply his
disappearance by several hundred
thousand times all across the United
States and you have an accurate picture
of the kind of problems many profes-
sional maintenance executives are hav-
ing In trying to find and traln com-
petent help. At a time when more
maintenance helpers are needed, fewer
are in supply and those obtuinable are
less eMcient.

e Dust Removal Costs $500 a Pound:
Every building has dust problems. Dust
hitch-hikes in on shoes and clothes, is
fed by smoke, auto exhaust, billions of
tons of salt spray from the world's
oceans. Every gust of wind everywhere
brings dust, plant spores, microscople
rock particles into a building. Cost stud-
ies show that dust removal costs $500 a
pound—and is geing upl
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Maintenance Productivity Survey

“If management were really aware
of the high cost of dust removal,” the
Kex Natlonal Assoclation sald, "it
might well decide that more attention
should be given to the maintenance
fleld"”

How to overcome these problems?
The Kex Natlonal Association's Pro-
ductlvity Survey is sending expert ob-
servers to plants and businesses of all
kinds and slzes In all sections of the
United States to confer with top main-
tenance executives about labor-saving
methods. As the work progresses, de-
tailed case histories of labor-saving in
the maintenance field are being pre-
pared,

Pattern Established

Preliminary findings already estab-
lish a pattern. The Kex National Asso-
ciation notes:

1. Accent on Labor Saving: Figures
complled In the Maintenance Produc-
tivity Survey show an eye-opening fact.
Ninety-three per cent of the mainte-
nance dollar is spent on labor.

2. Use » Stop Watch—Learn What's
Taking Maintenance Time: What main-
tenance operations are taking how much
time? Do you :ieally know? How can
you save costly man-hours by using im-
pregnated mats, treated dust mops and
other equipment? Time studies have
been adapted to many operations, but
have been slow to come to the mainte-
nance fleld. Meanwhile, witiout solid
facts, you're operating in the dark.

3. The Righ Tools With Which to
Work: Using only 7¢ of the mainte-
nance dollar, the right equipment Is
far less costly than consuming un-
needed man-hours. Darrell Spencer,
Assistant Business Manager, Raleigh
(N.C.) Public Schools, for instance, re-
ported: "Classrooms are swept in two-
thirds the time" using rented treated
mops, compared with conventional
methods, and “material supervision
problems have been eleminated.”

The Kex National Association points
out that time savings equal significant
money savings. Giving your mainte-
nance staff the tools with which to
work: treated dust control devices and
treated mats to save floor maintenance
time is an investment that pays for
itself many times over in saving labor
costs in your maintenance staff,

4, Combining Two Operations Into
One: The use of chemically and germi-
cidally treated dust mops and cloths
has the advantage of combining the
two conventional operations of broom-
sweeping and wet-mopping Into one,
thereby reducing labor time.

5. Don't Forget Safetyl: Dr. Martha
Sager, head of the Blology Department
of the American University, Washing-
ton, D, C,, has been conducting epochal
tests with germicldals in maintenance
cquipment. Almed against the deadly
“gtaph” and other bacteria, Dr. Sager
has this to say:

“Results of hundreds of laboratory
tests conducted at the Blology Depart-
ment of the American Unlversity in
Washington, D. C,, has indlcated that
treated dust cloths, niops and tool cov-
ers provide substantial anti-microblal
activity and reduce the hazards of
transmission usually encountered when
untreated mops and dust cloths are
used by maintenance people.

Write Kex

Firms wishing a copy of the Mainte-
nance Productivity Survey Report,
when completed, are Invited to write
the Kex National Association, 7100
Baltimore Ave., College Park, Mary-
land 20740, It will be available without
charge.

Sanitation Is People

In an article entitled, “Salmonella,
the Ubiquitous Bug,” in the new maga-
zine, FDA Papers, the statement Is
made: “As increasing evidence of mas-
sive salmonella infestation of food and
drugs comes in, industry, henlth au-
thorities, the general public, and the
Food & Drug Administration have de-
cided that more intense control of this
problem Is necessary.

“In the past, when foods rarely trav-
eled farther than to the local market,
and drugs were far less sophisticated
than they are today, salmonella was a
local problem, rarely recognized and
rarely affecting more than a relatively
small group of people at any one time.

“Today, in an era of nationally mar-
keted foods, the spectre of national sal.
monellosis epidemics has become a dis-
tinct possibility.”

American Sanitation Institute of St.
Louls suggests that poor sanitation can
cause salmonella and recommends that
plant managers insist on good sanita-
tion in the plant checked periodically
by unannounced sanitation audits. Such
inspections will help eliminate possible
sources of salmonella contamination,
such as!

1, Infected Raw Ingredients

2. Environmental Alr Brought Into

Plant
. Drying Operation
. Filters
. Pasteurization
, Clean Up Procedures
7. Employee Practices and Hyglene
8. Inaccessible Equipment
9. Insect pests, rodent and birds.
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BRONZE DIES
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HE Macaronl Industry must be

classed as made up of smaller busi-
nesses, Except for a few millers even
the related businesses must be classed
as small busalnesses.

Basic and classic weaknesses of
smaller businesses is generally that of
lack of forward or long term planning.
Most small businesses because of a
built-in advantage of ability to be flex-
ible in products, schedules, costs and
prices have sometimes let this advan-
tage be an excuse for lack of the need
for longer time planning toward poten-
tial growth in volume and profits, True,
the flexibility to fast reaction to condl-
tions of the economy and market needs
helps small business to keep their heads
above water, on the other hand it can
and has been a deterrent to sustained
growth,

Most growih consclous companies,
and certainly all the very large ones,
plan on a yearly basis over five to ten
year periods for programming their
needs in capacity, finance, manpower,
equipment, and bullding facilities and
the like, including estimated sales
volume.

Statistics have shown how large cor-
porations have outpaced others in sales
growth, Certainly, short and long terin
planning is definitely a factor, although
not the total reason for this result.
Recent statistics show that corporations
with assets of one billion dollars had a
112 per cent Increase in sales volume
between 1061 and 1966—the boom
years, compared with smaller busi-
nesses of five million nssets or under
increasing sales volume 42 per cent in
the same period.

A Bimple Process

A simple process that management
in our industry can do is one that
should prove interesting end helpful.
It may also prove to be a rude awaken-
ing to facts not heretofore even thought
about,

Estimate a sales volume increase
based on per capita consumption with
increased population growth for each
year of a period of 6 to 10 years, Or
project your figure on the increase yau
deslre to handle in the period.

Relate the sales dollars of increase
into units of pounds or tons for each
vear based on your product percentage
ratios, taking Into consideration changes
{o be expected or desired,
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by H. Geddes Stanway

H. Geddes Stanwey

Estimate the type an cost of equip-
ment, and/or building facilities neces-
sary to produce the volume needs. Al-
low for equipment obsolescence and
figure the new capacily needs. Estimate
the yearly cost of adding the new ca-
pacity based on the best prices avail-
able plus 10% increase In cost per year
for each year installation is delayed.

Calculate, using present ratlos of in-
ventories, receivables, etc, to sales, by
figuring the added costs of maintaining
these same ratlos for each year’s sales
growth. Doing this will provide a rough
estimate of the amount of capital tie-
up. Added to the annual cost of adding
new capacity as noted in the preceding
paragraph this will show the amount of
new money that is needed.

Manpower analysis and organization
structure building is perhaps one of
small business management’s weakest
links in preparing or planning growth.
Many instances where planning detail
has been relatively good, organization
manpower development has been lag-
ging. This develops a gap or vacuum
which too often resulls in gross in-
efficlency and confusion, It Is equally
essentlnl to plan organization in terms
of skills required, plant supervisors,
field salesmen and territory supervision
as it Is to plan facilities and for annual
needs. In fact one is not complete
without the other, Too often small busi-
ness management rely on just “promot-
ing" help at hand to take on new re-
sponsibllities without reasoning given
to abllity, accountability, training,
awareness of responsibility and author-
ity, customer and employee relations,

Planning Growth and Profit

systems and policy. Adding ten men to
a small fleld force can be a heavy fi-
nanciel drain on a company especlally
if the sales volume to cover thelr cost
is a 2-3 year investment, But organized
and timely additions of 2-3 men a year
commensurate with territory potential
volume growth will result in the first
additions paying a profit to provide for
the second or third addition’s invest-
ment cost,

If after analyzing the factors of
needed new facilitles, needed cash,
necessary manpower, Investment In
organizational growth, etc, you find
you cannot raise the needed cash or
afford the other factors, then scale
down your sales volume growth esti-
mate to flgures that will be more repre-
sentative of what can be supported
financially.

In preparatory planning of the na-
ture outlined in the foregoing, one will
learn the relative amount of cash flow
needed to support growth as well as
illuminating detalls In other factors of
your business not readily discernable
otherwise. The total systematic plan-
ning program integrating and calculat-
ing individual essential factors will also
emphasize the importance of each and
all of the factors to the total operation
and profits,

Buhler Brothers Incorporate

The Swiss machine manufacturing
and engineering works Buhley Brothers
at Uzwll (8t, Gall) announce the trans-
formation of the former partnership
into a corporation under the name of
Buhler Brothers Ltd. The capital stock
amounts to Swiss Francs 20'000'000.
Messrs. Rene, Adolf and Rolf Buhler
form the Executive Committee of the
new corporation, Headquarters will re-
main at Uzwil.

There will be no changes in owner-
ship and management and business
will be conducted as before.

It was decided to take this step be-
cause of the steady growth of the firm
and Its expanding world-wide opera-
tions. With its prseent size, it is felt
that the new form of the corporation
will assure the best service in the years
to come and enlarge the platform for
further developments.

The manufacturing program remalns
unchanged.
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sale can hang on a single word.

The right word may tip the scales
for your benefit. The wrong word may
send you out of the buyer's office with-
out an order and little future chance of
getting one.

Perhaps you doubt the importance of
“mere" words, If so, think for a mo-
ment of the Impact words have had on
history. Such memorable phrases as
“I regret that I have but one life to
glve my couniry,” “Damn the tor-
pedoes, full steam ahead,” and “I will
return” have caught the imagination of
millions of people. These were words
which stirred emotions and Inspired
pride.

What has this to do with salesman-
ship? Just about everything. Words are
power, The salesman who uses the
right word at the right time has a clear
field to success. He can manipulate the
buyer. If he's adroit enough with
words, the salesman can trigger a de-
sired response almost any time he
wants to.

Clyde Underman, a mutual fund
salesman, has a closing technique that
is phenomenal. He can predict almost
to the moment when a prospect will
say ‘“‘yes".

“If he's going to buy, one senience
will bring him over,” Clyde said, “It's
not nlways the same sentence, since
each prospect has different problems.

“I try to tell from the prospect's re-’
sponses and arguments what will moti-
vate him. If he's a college man and
wants his children to go to college, 1
inform him that tuition costs will prob-
ably be up 50 per cent by the time
they are ready for college,”
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SMOOTH

SELLING®

by George N. Kahn

Word Bullding

In the old days 2 persuasive salesman
was sald to have a “gift of gab” But
times have changed, and today's seller
must have more then that. He must
present sound, convinucing srguments in
language calculated to move the buyer
in his direction.

For this task {"»e salesman needs an
extensive vocabulary. He must have a
ready supply of words to serve him in
any selling situation. By this I do not
mean that he should concentrate on
learning only long “two-dollar words.”
The use ~f alongated words is some-
times mei 2 pretentiousness on the part
of an ind.vidual, Ofter a short word
will do just as well or better, It's the
meaning that Is Important. It is the
right word; that's what counts,

A salesman with a poor vocabulary
lacks a basic tool, Unless he has the
right words at his command, he will be
halting and ineffective before a buyer,
He will take too long to say twhat he
wants to say and it won't come out
right.

A sales manager for a blg textile
firm told me one day over lunch:

“As a young man, I lost a substantial
order because I couldn't find the right

words to expres myself. I hadn't learn-
ed enough or read enough. I knew the
information the buyer wanted, but I

could not convey it. I was not com-
municating,

Overcoms the Word Problem

Here are some rules on the use of
words for both speaking and writing:

1. Learn as many words as you can.

2, Use each word correctly.

3. Rely on direct, concrete words,
rather than vague, general ones. Ii's
better to say “our garden hose is guar-
anteed for 10 years" rather than “we
carry a pretty strong hose."

4. When you've made your point,
stop. Talking for its own sake will do
little or nothing to impress a buyer.

5. Avold words that are known only
1o a few people, Employ words that are
part of our every day language.

WORDS ARE POWER

This is No. 34 of 36 sales treining erticles

How can you acquire a good vocabu-
lary? Read, If you read widely you will
meet new words, Then look them up in
a good dictionary,

But the words will not be yours until
you use them. Once you have, they will
become ycurs for life.

I would also advise you read outside
your fleld as much as you can. Dooks
on science, philosophy or politics will
add to your word power in addition to
increasing your knowledge.

It's also a good idem to bring your
grammar up to a fine point of perfec-
tion, Many salesmen are judged on the
basis of thelr command of English. An
otherwise good presentation might fail
because the salesman simply used bad
grammar,

The Big “You"

Many salesmen in the course of a
presentation forget to use a three-letter
word that can spell volume. That word
is “YOU." Make sure that the buyer
knows that you are talking about him.
A sales talk should be on the most per-
sonal level possible. Inject frequently
the terms “you" and “your.” Talk to
him about “benefits to you” and under-
standing "your problems.” Say to him,
for example:

“I had you in mind, Mr, Smith, when
I worked up this point-of sale idea.”

Oor:

““This is the best thing you could do
for your self, Mr, Brown."

The salesman should also use the
same approach when he speaks of his
own company. For example, you might
tell a customer;

"Our people will be glad to help you
with this problem.”

Or:

“I think you'll like the way we do
business.”

This gets away from the “soulless
corporation” idea. This is an important
factor when calling on small firms who
may be suspiclous of giant corpora-
tlons. Public relations practitioners
know the value of referring to their
clients as personal entitles, eg., "your
telephone company.”
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Hot Words

Some words are better than others.
Hot words are those that elicit a favor-
able reaction from a buyer. They touch
some nerve that brings Instant re-
sponse. Knowing the prospect or cus-
lomer helps the salesman in this re-
gard, but if you plan ahead you can
bring forth these words, even with
strange buyers.

Supposing you ore selling a tough
palr of work clothes. Your prospect's
store Is in a mining area, You say to
him:

wThese work clothes are especlally
suited for mining."

The prospect perks up immedlately.
Many of his customers are miners and
they want durable work clothing.

Let's say that you carry a line of
hardware materials. In talking to a
dealer you casually mention the fact
that you read about a new surge in do-
it-yourself carpentry. The prospect will
make an Instant connectlon.

Some salesmen make a practice of
flattering the buyer, catering to his
whims, caprices, ete, This is all right
it you don't lay it on too thick. The
praspect may be susceptible to a little
buttering up, but the salesman should
not overdo it.

There's the story about the umbrella
salesman who let fly praise like a show-
er of arrows. He pralsed the buyer's
store, his community, his cutomerz and
even the road leading into town.

“Thank you very much,” the cus-
{omer said, “but if I were you, I would
say a kind word about my product.”

The hot words are those which are
linked with profits in the buyer's mind.
If you can tell him how to make profits
with your product, he will listen.

P.ct.on Words

There is nothing sadder than the
salesman who runs out of gas after five
minutes with a prospect. This kind of
man Is not geared to sustain a sales
talk, a most vital technique,

The interest of a buyer must be
kept at a high pitch or he will soon
lose interest. You can avold this by
filling your vocabulary with vigorous
action words. Use words llke “now,"
“buy,” and “order.” Fire off such
phrases as “this s the best deal you'll
ever make,” or “our line s practically
made for your business"

Nothing will kill a sale faster than to
hesitate, stall or dawdle over your
presentation. And don’t let doubt creep
into your conversation, Exude confi-
dence In both speech and manner.
There's somthing catching about hesi-
tancy or lack of drive. If the prospect
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notices that the salesman Is faint of
heart, he will show little enthusiasm
for buying.

It's also a sound idea to probe the
buyer for indications of his weaknesses
or preferences. Make the questions
loud and clear as if you're ready to
meet any challenge o your product.

Jerry Keltner, a crude oil salesman,
often finishes his sales talk with this
siatement:

“That's the story unless you have
any questlons.”"

Jerry, like other successful pro-
ducers, always manuevers the sales
talk to the actual order. He has learned
that the shortest distance between buy-
er and seller is a straight line, to para-
phrase a geometric truth.

The Right Plich

In addition to using the right words
at tha rieht time, the smart salesman
also pitches his tone to that of the
buyer. For example, if thu prospect Is
a soft spoken, quiet individual, you will
not help your cause by bellowing in his
face. He will resent what he believes
is an attempt to intimidate him.

By the sume token, a buyer who Is
all hustle and bustle, speaks rapidly
and has a forceful manner, will require
onother approach, He will be impatient
to a slow, drawling sales talk. He not
only wants you to get to the point, but
he'll probably dismiss yo if you don't.
The idea here is to match him in tone
and tempo.

And then there s the buyer who has
an analytical mind. He will give short
shrift to anv statement not backed by
facts. He will take your sales talk apart
plece by piece. With this individual,
you must be logical. He wlil reject any
presentation that is not structurally
sound.

There also are buyers who want
speed above all else. With this type the
salesman should have a serviceable
vocabulary that gets his message across
in the quickest possible time. Long-
winded stories and narratives will hurt
your cause with this kind of buyer.

To sum up: With any kind of buyer a
broad vocabulary and the ability to use
it Iy of great importance, The power of
words has produced millions of dollars
in business for salesmen. It's a little
like knowing the right combination to
a safe. If you do, it opens immediately.
In selling, if you can use words intelli-
gently, you will open the buyer's purse
strings.

How well do you use words? Well
enough to add substantially to your
volume? Here's a little exercise to see
how you do in this department. If you
can answer “yes” to at leost six ques-
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tions, you have found the key to word
power.
Yes No
1. Do you believe the “right
word" can make a sale? - —
2. Do you spend time build-
ing your vocabulary? R —
3. Are you using words cor-
rectly? —_——
4, Do you use direct, concrete
words in your sales talk? — —
5. Do you try to find the “hot”
words with prospects? —_ -
6. Do you emiloy the “you"
in your sales talk? —_ -
7. Does your sales talk move
with action words and
phrases? =) =
8, Do you malch your tone to
that of the buyer? _——
9. Do you use words that are
part of everyday speech? — —
(Copyright 19864—George N. Kahn)

REPRINTS FOR
YOUR SALESMEN

Reprints of this series come In a four

age format, printed In 2 colors and
hree-hole punched to it any standard
BV?N 1» three ring binder, each re-
print Includes a self-evaluation quiz.

Prices aret
1 1o ¥ coples (of ench ariicis) ..30c each
10 to 4% coples

{of ench arlicle) ..... vos e 34C anch
80 1o 99 coples (of each arlicle) 30c sach
100 or more :n;ln

(of ench arilcle) ..ioviveness.396 sach

You may pre-order the entire series, or,
If you wish, indlvidual articles. Each
artlcle In the series is numbered. Please
specity your wishes by number.

When ordering the various articles of
this series, address orders to the George
N. Kahn Company, Marketing Consuit-
anls, Sales Training Division—Services
Department, Empire State Bullding,
New York, N.Y, 10001,

1 fo 14 lisied in earlier issues.
15. The Automated Salssman
18. Bamples Can't Talk
17. The Unsxpecied Leiler
18. Prospect or Perish
18, How To Dislodge A Prospect From
An Exisiing Supplier
20, ::kl.nl Salesmen of Your Cusiom-

21, Repeat Orders Are Nol Accldental
11, Room At The Top

23, You Must Glve More To Gel More
24. Running Inio The Ruds Buyer

2, Use More Than One Baskel

28, Clise The Deal And Exit Quickly
17. Beli'ng Bincerily

18. Re-Ciinrairg Your Ballery

29. Beyond Tha Lins of Duly

20, Don't Lend Monay To Buyers

11, Analyaing The Turndown

31. The Bingle Item Sale

33, Calling On The Naw Account

3. Words Are Powar

25, A Customer Has A Name, Know Ii
3, Use Your Allles

When ordering, please mention the
name of this publication,
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See the DeMaco Equipment in actual operation now ... write or call

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. ¢ Cable: DEMACOMAC *® Phone: 212-386-9880
Western Rep.: HOSKINS CO. P.0. Box 112, Libertyviile, lllinois, U.S.A. ® Phone: 312-362-1031

% Maintenance needs are few and simple.

the rugged continuous line

*DEMACO IS THE NAME OF THE
| COMPANY THAT DESIGNS AND
INSTALLS THE WORLD'S MOST
RUGGED, TROUBLE-FREE CON-
TINUOUS LINES.

Precision controlled Quality Drying at
lowest cost per pound.

Each zone of the drying cycle has Indi-
vidual Temperature and Humidity Con-
trols to insure Uniform Drying.

Complete Accessibility of the Dryer In-
terior allows fast and thorough cleaning.

The revolutionary patented Stick Return.
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JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

Consulting and Analytical Chemists, specializing in
all matters involving ie examination, production
and labeling of Macaroni, Noodle and Egg Products,
1—Vitamins and Minerals Enrichment Assays.

2—-&:“ ?::Hs and Color Score in Eggs and

3—Semolina and Flour Analysis.
&4—Micro-analysis for extransous matter,
S5—Sanitary Plent Surveys.

6—Pesticides Analysis.

7—Bacteriological Tests for Salmonelle, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007

Dark Yolks a Specialty

MILTQN G.WALDBAUM

Woakodbohd, Nobsaska
2'.;' f'u'-‘z'm w Cable: Waldbaum (Wekeheld)
Manufacturers of Quality Egg Products

Cimino Named

Frank Cimino has been appointed
sales manager of the Kansas City and
Dallas divisions of the American Beau-
ty Macaroni Company according to an
announcement made by Ralph Sarli,
vice president of the firm.

Cimino has been associated with
American Beauty since 1940. He has
served as assistant sales manager for
the past 9 years.

In his new position, Cimino will su-
pervise the sales efforts of a 70-man
force which operates throughout an
elght-state area. He will direct sales
for all products in the company's line,
which includes a wide varlety of spa-
ghettl, macaroni and packaged dinner
items.

Cimino is a member of the board of

CLASSIFIED

ADVERTISING RATES

Display Advartising ... Rates on Application
Woant Ads ..............co......T5 Cants par line

Minimum $2.00

INDEX TO
ADVERTISERS
Page
Amber Milling Divislon ........ccoeeoeeeeee.. 13

Ambrette Machinery Corporetion ......20-21
A DM Durum Department ................

A © P 1 .
Braibanti & Compeny, M. & G.
Buhler Corporetion, The ....
Cl t Machine Company, Inc, ... 23

directors of the Missouri Valley Food
Distributors' association and a vice
president of the Allied Food Club of
Kansas City.

GTA Dirum Merchandiser
Herbert N. Hankinson has been ap-
pointed durum merchandiser for Farm-
ers' Unlon Grain Terminal Assoclation,
it was announced by Royce Ramsland,
vice-president. Mr. Hankinson has as-
sumed his duties on the trading floor of

40

Frank Cimino

the Minneapolis exchange. Until his re-
cent resignation, Mr. Hankinson was
manager of wheat and durum merchan-
dising for the Minneapolis and Duluth
terminals of Archer Danlels Midland
Co.

NMI Press Party at the Rifle Club
and New York Regional Meeting at the
Bllimore Hotel will be reported In next
month’s Macaron! Journal,

DeFranciici Machine Corporation ......38-39
‘Diamond Packeging Products Div, ... 41

Doughboy Industries, Inc. 13
International Milling Compeny .......... 42
Jacehs-Winston Laborstories, Inc. ... 40
Malderi & Soms, D, Ime, ... - 17
Montoni, P, and G, ... ... N
Peavey Compeny Flour Millg ... 4.5
Rossotti Lithogreph Corporation ... 2
Triangle Package Machinery Co. ........ 29
Waldbaum Company, Miken G. ... 40
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Macaron! Quiz

1. What famous movie star sald, "Every-
thing I've got | got from eating spe-
ghatti"7{a) Qlna Lollobriglda (b) Sophia
Loren (c) Shirley Temple.

2. The Chinese anjoyed macaroni prod-
ucts In various forms as early as? (8)
5000 B.C. (b) 1500 A.D. (c) just alter the
egg roll.

3. According to law, egg noodies musi
contaln—in addition 1o semolina, flour
and water? (8) 10% egg solids (b) 5.5%
egg solids {c) one mealball,

4. The Depariment of Agriculture reports
a record world wheat crop for 1968,
How many bushels will thal be? (a) 840
thousand (b) 9.4 million (c) 8.4 billion.

%P
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5. The Dk d Packaging P Di-
vislon provides lop quallty packaging lo
the Macaronl | which

ndustry by printing
method? (a) Offsst Lithography (b) Lel-
lerpress (c) Qravure,

Answers fo Quia:
"Wad inokexwjig'otp'qIg ‘eIz 'q

i ,'J“’\‘,

IS SHE
MADE OF
SPAGHETTI?

Next to the hot dog, macarenl producls
such as spaghetll and noodles (with
hamburger) are meallime favorites of
milllons of Americans of all ayaa.
How much do you know about
macaroni? Try this Diamond
Packaging Products Divi-
slon Quick Quiz and see.

DIAMOND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION
732 1RO AVENUE, NEW TORK, NEW YORK 10017 12121€87 1700
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We decided our symbol should
be as up-to-date as we are.

We're 75 years young. And we thought it time we had
a symbol that pictured our years of service to the
baking and macaroni industry.

That head of wheat in the T indicates we are pretty
big in the flour milling business. Actually we are the
largest flour miller in North America.

The globe that dots the I says our business is world
wide. We have mills and plants in 5 countries. We
export to over 70 foreign markets. The sturdy lettering
suggests the permanence that comes from 75 years
in business.

But there are some things our symbol cannot say. Far
more important than size or number of plants is the
quality we strive to put into our products, the service
we try to render our customers.

We believe that this quality and service
is expressed as well as we know how
in International’s Bakery Proved
Flours, Mixes and Durum Products.

INTERNATIONAL MILLING




