THE
MACARONI
JOURNAL

Volume 49
No. 10

February, 1968

I




Sl Ol s st s e i i ] Kkl i th ot e e ekt A

e aar i e b A i St T rhddath oo Lo b et ataied S cihtes

& Lyt ok
Al alu

i i o S L Yo

AN e R LA R T

o S gy AT

_ acaroni
| . Journal

AL vUEtCATION

FEBRUARY, 1968

NOODLES HAS OODLES 5
OF FRIENDS ]

LHUIRL APl AL TURERY

(R TR AL

s e b

veoge v Lamts
fp ke AR




W AR Uiy 1D peod abogsid SSD)I.Pundag

HiAl ADpy aur WD D30 S0 S0 uoDn

My ERNDNUD, DDV [CUCHDN Sy A AJauow paytgng

D0 N0 § ) YT Pt S DN 0B Y]

Y2 00 1%
Y02 0015
w0ad avd 06 4§
1004 s 00 9%

KU1 AV

531009 420Q
sadngy 9buig
ubiiny

NsIw(]

€101 uondudsgNg

RITRN
Mt pasepdsp e ssegpaand-go-uod g e duope
S A e Fugued s ey v P g ey
SEANTTY LI AL O] BINLLINT PO LI SR Ut
A g ORI S PR AL O Aos e paang
A awandng vun g ooy suenepdins g Udn sayeu
W sadoar papaaaany g o gy UM par
U fy ox S SIPead o mese e (ues s g e
RTRTTATAIR TRRTT WYY TSI R R TTY BRI U TR IR DAL AN R UL RGN

oA A ' Snot

uuys Cy plop]
B0 o] ML

APOAN YL A D A TIuozUoy] danuru

PN P D
BSOY W] AN

ST DTS EITTEAYY

Ry 2oy
andnlng - o

OUIITANY MY
noepedg pasg

SSQUAPISALY 18]
[SIIANEY PUOt Sy

NIRRT
SARQL (MY

(i -'d800 HAVHIOHLIT ISIMOIN 11105504 3 "d¥03 Rd“ﬂﬂlﬂl‘l YVINMO4ITVI 11105508

NVNAr NYS o 3711V3S « SIATIONY SO « NOLSNOH o DONVIHO

HOHNBSLLId o VIHATIAVTIHd ¢ NOLSOH ¢ HILSIHIOH :383)j0 s3jeS

SIONITU ‘01 DIVIIHD * VINHOJIIY ‘b2 0ISIINVHS NYS

hi AISHIAM MAN ‘NIDYIE HLINON
. ' ise3YQ sAlndery " L

NOLLVHOJH0D HAYHOOHAI -

#4050

0)0 1/(./ .t.mag

R IR G HTITRTIN UMY QMg ‘nok seeu oamc; upl-&qﬂ“qo we
T A

8,840y} i5)139p o) kupoj sn SuM

N SRV MR =0mig SR sG] TUALA 1ONIDVNIVA HDNQUHL DNISIONVHOUIAW ¥ailas
1 Wy N Noany sy adinag saury  eauAoag] AN $10A1uP |1LOSSOY inq|'mbm1 Knunos oy
AT IR TR I TR R TU AR R MY IIASAN " 50408 519)0)I8W |UCIEIBW L1Bpow AYm s jey ) :
s ; ' HIREIN S A0 R R s ey ‘ » *skem: Buiuuym-uop ‘Bunyaxe 'uj eBesn 10]03 [] jonpoid inok ynoqe
1y AR RUA IR SN S | ILTAELR AN R R AN T G G B ‘ : |
ML WY ,?l i ifser o1 : : sBuiy oo Aes o) subysap yewapen [7] |eadde Aepoj-j-emsas. ‘mou-))-Ang
un A B d D : - (
i : UL ) SRR T ! AN (RNuR) * . yum sjensia Bupyojea-aka | 1yBis uo ||9s 0} ssauUMaeU jo yooj JyBug sy [
W JIE T —UOHUSARY Y SIS ALY W s, ’ -sainjdea | asneadbg '0anpoid ued sjeuoissajoid Ajuo Guibe
S ML R Bn L udtmisy ed - outdagRd el -youd jo pury oy} s esneoog ‘Buibeyoed SGEIGIPOId s, osnLaaq s jeyy
£ Uikt PRLAORIGY g, BRG DEIREERSRT suy, PR T PR o UL . A
% BN [y Uy Sy 10 uesang )y sy uane) | Hey
" i IR I i ALY WA
NI BT AN YW (LBITRY 1y | A\ YA B
: FJO’JJJ_JG
0l RULIT RUUAL AT v adog,|
savrergduns y dnagp pue peo o asine oo v
0l U Iy ﬁt|1(| pus UOBSUIIA, [ sawef aaeasay o SN BRIITY
PN PUE TS W] o] gL e . .y iy
SR TRTRITTAS WA TTAA R BRIV (L ooy [IERILS T AR ERN (A} | LI RV RRININATHIRRANS |
OAUAUOCIAC] WAL SR TR RN AITY
i AN u s ol -
1] NUSRETTTAAYEY A SRR AR T4 nsoy 1] “sf AEA S < ) A T
1 ¢ SPUDLE | ey sy R TR TR OUTIALY pamag ChIR] AN S|
el Mo | uaqey o uapsald
amRg™ FHY sasriffr)
-
LU00G ST M T QEE YOR (O] 01 ©°N
TR TTLR I TR A TED T AW F AL T [IUERI LT LU R AL SHIAILA A DI o1 4 1A
R TT R AT (R YR TUN TS 1 L RV T AL UL T R o puppys et oy 6§ | 8961
HONPTION |7 S LLDDINED LY BEan gy [onny gl jo uonvonpgnd  pprie) AI0NIGA 4

[bUINof  1U0IDID

Yl

.‘-'




Ry T Sy T

|

N IR S T TR I

Noodles Has Oodles of Friends

HREE mailing pieces have been de-

veloped by the National Macaroni
Institute and are scheduled to go to the
president, merchandiser, and macaroni
buyer of some 4,000 leading chains and
voluntary cooperatives on the “Chain
Store Age" mailing list.

The first plece was mailed in Decem-
ber. It is captioned: "Noodles Has
Oodles of Friends."”

The brochure points out that $1.00
worth of macaroni products seclls $7.31
in related items (based on the average
unit costs of three popular recipes, as
calculated by the National Macaroni In-
stitute). Here is one example: Noodle
Tuna Supreme, which starts with a 22
cent package of egg noodles (8 ounces),
requires $1.51 In related items o com-
plete the combination. On thal basis,
$1.00 worth of cgg noodles requires
$7.09 in related items. This is figured on
the unit cost, or the actual cost, of the
exacl amount of ingredients called for
in the recipe. If the shopper had to buy
every item from the supermarket shell,
a dollar's worth of egg noodles would
require $14.10 worth of related items.

Noodle Tuna Supreme

This recipe, to make six servings,
calls for the following:

1 tablespoon salt
3 quarts boiling water
8 ounces medium egg noodles

(about 4 cups)

2 cans (6% or 7 ounces each) tuna,
droined

3 cups Cheddar cheese sauce®

4 pound Cheddar cheese, sliced

4 cup spliced pimiento-stuffed olives

Add 1 tablespoon salt to rapidly boil-
ing water. Gradually add noodles so
that water continues to boil. Cook un-
covered, slirring occasionally, until
tender. Drain in colander.

Combine nood'es with tuna and
Cheddar cheese sauce®, turn into 1l4-
quart baking dish, arrange cheese slices
around edge. Bake in 350 degree (mod-
erale) oven 25 minutes. Remove and
top with sliced olives.

* For 3 Cups Cheddar Cheese Sauce:

Melt '4 cup buller in saucepan; blend
in 2¥4 cups milk; continue stirring until
sauce boils for 1 minute. Add 1 tea-
spoon dry mustard, 1 tablespoon pre-
pared horseradish, Y4 teaspoon salt and
dash white pepper; remove from heal
and stir in Y2 cup grated Cheddor
cheese.

4

Many Advaniages

What else do macaroni products have
going for them?

1. National public relations program
which spotlights macaroni in news-
papers, magazines and on radio-TV
coast to coast.

2, Constantly growing consumplion—
1,432,000,000 pounds ealen last year.

3. Macaroni products regularly outpac-
ing total store volume growth.

4. Total family acceptance from tots
and teenagers to senior citizens.
Then, the grocer is urged to feature

macaroni products for the Lenten Sea-

son or in early Spring promotion. The
suggestion is made that nn egg noodle
and tuna display be built, and the full-
color poster on the back of the brochure
used at point-of-purchase. These pieces
are being made avallable to members
of the National Macaroni Institute at
cost for distribution to their customers,
and participating firms in the National

Macaroni Institute are listed on the

back side of the brochure.

Macaroni Has Many Mates

About the first of April, a second
plece called "Macaroni Has Many
Mates" will go out, calling attention to
summer salad possibilities. Mecaroni
Salad Supper, making ecight servings,
calls for the following ingredients:

2 tablespoons salt
4 lo 6 quarts boiling water
4 cups elbow macaroni (1 pound)

1 can (12 ounces) luncheon meat,

diced

¥ cup sweet fresh cucumber pickles,
drained

% cup chopped green pepper

V3 teaspoon crushed tarragon

Salt and pepper to taste

% cup French dressing

Crisp lettuce

V4 cup shredded carrot

1 can (1 pound, 3 ounces) asparagus

spears
Green pepper ring

Add 2 tablespoons salt to rapidly
boiling water. Gradually add macaroni
so that water continues to beil. Cook,
uncovered, stirring occasionally, until
tender, Drain in colander. Rinse with
cold water; drain agaln.

Combine macaroni with luncheon
meat, pickles, chopped green pepper,
seasoning and French dressing; toss
lightly. Chill. Arrange on lettuce. Gar-
nish with carrol, asparagus and green
pepper ring. Serve with additional
dressing os desired.

A 26 cent package of elbow macaroni
(one pound) in this recipe requires $1.82
in related items to complete the com-
bination, On that basis, $1.00 worth of
elbow macaroni requires $7.10 in re-
loted items. This Is figured on a unit
cost or the actual cost of the exact
amount of ingredients called for in the
recipe. If the shopper had to buy every
item from the supermarket shelf, a dol-
lar's worth of macaroni would require
$12.39 of related items.

Again, the center of the brochure has
a full-color poster illustrating a maca-
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roni salad, with plenty of space at the
hottom of the point-of-purchase piece
for brand imprint.

Spagheitl Goes Steady

The third piece is captioned “Spa-
ghetti Goes Steady.” It will push Spa-
ghetti With Meat Balls for the Fall and
especlally for National Macaroni Week,
Oclober 17-26. It will be put in the mail
about July 1,

The recipe for moaking six servings of
Spaghetti With Meat Balls, is as fol-
lows:

1% pounds ground beef

¥4 pound ground pork

3 tablespoons olive or salad oil

1 clove garlie, finely chopped

2 cans (1 pound each) tomatoes

1 can (6 ounces) tomalo paste

3 cup water

1 teaspoon oregano
1 teaspoon monosodium glulamate
2 teaspoons sall
14 {easpoon pepper
2 tablespoons salt
4 to 6 quarts boiling waler
1 pound spaghetti
Combine beef and pork; mix well.

Shape into l-inch balls. Heat oil; add

meat balls and garlic and cook over low

heat until browned on all sides. Add

tomato paste, undrained tomatoes, 3

cup water, oregano, monosodium glu-

tamate, 2 teaspoons salt ond pepper,

mix well. Cover and cook over low

heat, stirring occaslonally, 1 hour and

30 minutes.

Meanwhile, add 2 tablespoons salt to

4 to 6 quarts rapidly boiling water.

Gradually add spaghetti so that water

continues to boil. Cuok uncovered, stir-

ring occaslonally, until tender. Drain in
colander. Serve spoaghetti with meatl
balls and sauce, Top with freshly grated

Parmesan cheese, | desired.

Prolit Bullder

A 25 cent package of spaghelti (one
pound) in this recipe requires $1.04 In
related items 1o complete the combina-
tlon. On that basis, $1.00 worth of spa-
ghettl requires $7.75 in relaled items.
This is figured on the unit cost or the
actual cost of the exact nmount of in-
gredients called for in the recipe. If the
shopper had Lo buy every item from the
supermarket shelf, a dollar's worth of
spaghetti would require $13.08 worth of
related items.

Beef Campaign

Spaghetti and Meat Balls and Round
Steak on n noodle platter are pictured
in point-of-sale materials being dis-
tributed by the Beef Industry Council
for a January-February campaign on
“Budget Taste Treats."

FEBRUARY, 1968

i '%ép"i-g-ujl..o..,-‘ g3 2

Homemukers will be encouraged to
treat their families 10 meals built
around beefl by the Council from Junu-
ary through March, because most con-
sumers, strapped with holiday expenses
and tax bills, are more dollar-conscious
during this period than in any other
time of the year. Even though they are
budget-conscious, they want to serve
hearty meals with both variety and
economy.

Relailers, manufacturers, puckers and
beef industry organizations have order-
ed more than 12,500 store kits in 43
states with orders still being received
by the Beef Industry Council. Many

retailers have made “Budget Taste
Treats" a store-wide promotion by
ordering additional posters, case strips
and shelf talkers to sell other beel cuts
and related items such as spaghetti and
noodles,

Food stores are encouraged to build
their newspaper advertising around the
“Budget Taste Treats" campaign. A
newspaper advertising service — ad
proof sheets or ad mals—is available
through the Beel Indusiry Council on
a complimentary basls.

American Dalry Association

As a follow-up to the successful Fall
premotion of the American Dairy As-

ADA ""Culinary Cues": Corned Beef Casterole




Noodles Has Oodles
Of Friends—

(Continued from page 5)
soclatlon on the “Parade of Vitality
Foods" ADA carries advertising with
Springtime suggestions in the January
issue of Family Circle. In the five-page
spread one of the main dishes shown
for Springtime ealing is a platter of
elbow macaroni and meat balls. The
Creamette Company ties in with the
promotion by carrying full-color adver-
tising on Creameltes Macaroni Cheese
Baoke. In the same issue, Che! Boy-Ar-
Dee promotes canned speghettl and
meat balls, and Kraft Dinners illus-
{rales its Spagheltl With Meat Sauce in
which the meat is already added.

The American Dairy Association esti-
mates that about 15,000 food stores car-
ried point-of-sale material in the Fall
campaign, with the Noodle Alfredo
dangler a standard part of the display
kit recelved by all participating stores.

In addition, recipe booklets included
with the kits carried recipes for Spa-
gheiti and Meat Sauce, Macaroni and
Cheese, and Noodles Alfredo.

Culinary Cues

Reclpe releases sent out by ADA at
the first of the year in their edition of
“Culinary Cues” included Swedish Sur-
prise Croquettes, which binds cooked
macaroni together with coltage cheese
by means fo a smooth white sauce, and
Corned Beef Casserole, This is an eco-
nomical meal that will fit into almost
any budget and can be made with
either shell macaronl or regular elbow
macaronl. It combines the mellow
flavor of Cheddar cheese and the meaty
goodness of corned beef.

INETEEN sixty-seven was an ex-
citing year for macaroni produc-
tion—1968 will be equally challenging.
A ten-year upswing continued in
1066, according to the mid-year report
of the Supermarket Sales Manual by
Chain Store Age. “The category posted
an B% Increase aver 1065 In dollar vol-
ume (64% better than 1062) to reach an
all-time high of $172,600,000. Noodles
led department performance gains,
ralaing their share of total department
soles better than two points over 1865.
Pizza mix showed the sharpest drop—
2.1 points—between 1985 and 1966. Dol-
lar volume for dinners peaked at $39,-
200,000, n $21,100,000 gain over 1962."
Toples Publishing Company, In their
annual survey of what consumers spend
for grocery products, reported in Sep-
tember that the total domestic con-
sumption value for macaronl products
in 1868 was $432,250,000, up 4.9% from
1965. Movements through grocery

6

1967 Was an

stores continued constant at 68% of this
total,

Nineteen sixly-seven saw a strong
upward trend of sales and consumption
through the first eight months of the
year, Despite some reports that business
was off during Lent, miligrind total for
eight months stood at 4.8% ahead of
1888, But in the fall, production was
sharply under that of a year ago when
higher wheat costs boosted the price
level and heavy sales were made with
price protection, By the end of ten
months, the millgrind was only 23%
ahead of the previous year, and direc-
tions were slow during November and
December as millers and manufacturers
walted each other out in anticipation of
where durum prices would go.

Durum Ups and Downs

The year for durum was a series of
ups and downs. Winter in May delayed
planting, and though acreage was up
from 2,423,000 acres in 1966 to 2,754,000
in 1967, production was only slightly
higher at 63,013,000 bushels compared
with last year's 62,638,000, The late
planting was partially overcome by
plentiful molsture supplies. Then
drought hit, and the crop was buried a
couple of times before perfect harvest
weather brought In a good quantity of
high quality wheat.

Durum mills booked heavily in Sep-
tember at $6.90 per cwt. Minneapolis,
in anticipation of $2 wheat. Orderly
marketing by farmers and just enough
export interest kept the cash durum
market at or slightly above $2, up until
year's end. Desplte the fact that exports
of durum were off by almost 60% for
the first four months of the new crop
year, flurries like the late December
authorization of 12,670,000 tons of dur-
um for Tunisia kept prices irm. More
bookings were made in December at a
$6.70 per cwt. level, but macaronl man-
ufacturers were unwilling to go beyond
60 to 90 days with only a few users re-
ported taking requirements for 120
days.

Egas Were Plentiful

Egg products were plentiful In 1067,
with current receipts at 23-27¢ in Chi-
cago during the last week of the year,
about two-thirds of the level of a year
prior. The Government supported eggs
through purchases and layer culling
progrems. For the first eleven months
of 1937, production was 6% over the
previous period and the rate of lay up
1% from a year earlier.

Exciting Year

Manufacturers’ Problems

Problems of macaroni manufacturers
were listed at the Durum Show by the
Executive Director of the National
Macaroni Manufacturers Association as
follows:

(1) Rising costs—for labor, for trans-
portation, for taxes, for almost ev-
ery cost of doing business except
for flour;

(2) Government regulation, such as the
Fair Packaging Act with its impact
on costs;

(3) Rising competition, with plentiful
supplies of potatoes and rice;

(4) Being in the middle as a “middle-
man,"

Business Week magazine made the
statement that the American farmer
and the American housewife were on a
collision course—but probably not with
each other. They were both taking
swings at the historic “middleman";
food processors and wholesalers, and
especially chain retailers, were the tar-
get.

At the Grocery Manufacturers of
America convention in November, Con-
gressman Graham Purcell said the food
industry must tell the siory of rising
costs—retailers caved in last year. Con-
gressman Clarence Brown noted that
being a public defender was good poli-
ties; whether or not the facts are nl-
ways right Is beside the point. Harold
Williams, president of Hunt-Wesson
Foods, summarized that “industry Is on
trial, Present public relatlons are in-
adequate. The free enterprise system
has been taken for granted, and we are
in a legislative battle to protect it. We
must act aggressively.”"

Packaging Law

There was much talk about the Fair
Packaging Act which took effect July 1,
but much of the {alk come after the
passage of the law rather thon before
when it might have been more fruitful.
Now, as GMA Counsel Frank Dierson
recommended ot a New York Reglonal
meeting in September, "we must live
with the law." Fcod and Drug Adminis-
tration has issuer: regulations requiring
the revamping «f packages to put the
net contents siatement In the lower
third of the package. The Department
of Commerce Is going to require “vol-
untary standards to eliminate prolifera-
tion of package sizes” The Federal
Trade Commission is cracking down
on cenis-off offers, deals, and adver-

(Continued on page 8)
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GIVE YOUR
PRODUCTION
SCHEDULE
A LIFT WITH
MALDARI
DIES

D. MaLpAarl & Sons, InC.

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

Amarica’s Larges! Macaroni Die Makers Since 1903 - With Managemen! Continuously Retained In Same Family
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1967 An Exciting Year!
(Continued from page 6)

tising that relates to unfair packaging.
The Paperboard Packaging Council in
Washington, D. C. announced that a
new reference service was being made
available in the form of a loose-lear
manual, where additional regulations
and rulings would be kept eutcciil as
they became avallable. The manual is
avallable at o cost of $15.

Wages Rise

A Wage & Policy Survey of the mac-
aroni industry just made by the Na-
tional Association showed a sharp in-
crease in wage rates around the coun-
try. These will go higher as the mini-
mum rate under the Wage & Hour Law
increases from $1.40 to $1.60 an hour
beginning February 1, 1068.

The pressures put several firms into
new relationships. Charbonneau in
Montreal discontinued manufacturing
macaroni, as did Taormina Brothers in
New Orleans, Louisiana, Crescent Mac-
aroni & Cracker Company of Daven-
port, JTowa was merged into Formel
Baking Company of Chicago. Viva Mac-
aroni in Lawrence, Mass. was acquired
by Bay State Milling Company, while
Doughboy Industries quit the durum
milling industry in December.

Consumption Climbs

On the positive side, consumption
still continues to climb, ably abetted by
the industry's product promotional pro-
gram. Nol only did releases from Theo-
dore R. Sills, Inc. maintain high ac-
ceplance from food editors of news-
papers, magazines and other media, but
educational materinls advertised to
home economists and schools reached
new records in volume distributed. The
filmstrip “Tricks and Treats with Maca-
roni Foods,” the films “Durum-—Stand-
ard of Quality” and “How to Cook
Macaroni Foods" for hotels, restaiants,
and institutions, reached inercasing
audiences with accumulzative effect.

A new approach in jolving eforts
with other Associations rome in the
American Dairy Association Parade of
Vitality Foods with magazine adverlis-
ing in September in Family Circle and
point-of-sale materinl distributed to
some 20,000 superinarkets. This will
bring future dividends in increased
publicity and advertising from ADA.
In January antd February, the Beel In-
dustry Council was promoling Spa-
ghetti and Meat Balls and Round Steak
on Noodles in their Budgel Taste Treats
camprign.

N.M.I. Mallings

The National Macaroni Institute
made a mailing in December to the
president, merchandiser, and macaroni
buyer of some 4,000 chains and leading
voluntary cooperatives with a brochure
emphasizing the related ilem possibili-
tles, traffic stimulant, and profit pro-
ducer in the fact that “Noodles Has
Qodles of Friends." Similar mailings
will be made in the Spring for n Sum-
mer Salad promotion and for Macaroni
Week next fall with Spaghetti and
Meal Balls.

As reported by Chain Store Age, “di-
versification of the macaroni depart-
ment has not affected sales of standard
pasta offerings. Instead, enirees have
built greater acceptance of the total
macaroni product family.”

World's Largest Pasta Plant

The Austin Company, Cleveland-
based international engineering and
construction firm, is moving into 1968
with the widesl geographical range and
assortment of major food industry jobs
in its 90-year history.

Austin has just been awarded a
$10,000,000 contract for the world's
largest pasta plant, to be ecrected for
Barilla S.p.A. in Parma, Italy, Located
on a new 100-acre site along the Auto-
stradn, opproximately 75 miles south-
cast of Milan, this project Incorporates
recommendations made in an Austin
englneering survey of Barilla’s existing
operations and anticipates broad ex-
pansion of product lines which have
made the company a pacemaker in
quality production and marketing of
Italy's favorite foods.

Other food industry projects being
handled by Auslin’s international or-
ganization include a huge biscull and
cracker plant underway for the Terra-
busi organization in Buenos Aires; a
cookie faclory for Lefevre-Utlile in
Nantes, France; a petl food faclory for
Duquesne-Purina  at Sorcy, Meuse,
France, and a rice processing plant for
Uncle Ben's Rice at Wodonga, Victoria,
Australia. Also, in the kindred field of
pharmaceuticals, there is Abbott Labo-
ratories' $15,000,000 antibiotic manufac-
turing plant in Puerto Rico.

Nearer home, Austin will be putting
finishing touches on the Stouffer Foods
Corporation's large automaled frozen
food processing plant and warehouse in
Solon, Ohio.

Pizxo Pies

Franco-American Pizzo Pies, Pizzo
Pies with ground beef and Plzzo Pics
with pepperoni, are being introduced
by Campbell Soup Co. in eastern Penn-
sylvania, Maryland and Washington.

The bite-size pasta products have
approximale retail prices of 2/45 cents
for Pizzo Pies, 2/67 cents for Pizzo Ples
with ground beef and 2/60 cents for
Pizzo Pies with pepperoni. They come
in 15%-ounce cans,

Full-color Sunday comics advertise-
ments and television commercials on
daytime, evening prime time and local
Saturday morning children’s shows
will be used to promote the products.

A refund offer of $1 for trying all
three Pizzo Pies will be made in ad-
vertising and point-of-sale materials.
This ofler also includes a refund of 50
cents for trying two different kinds or
25 cents for trying one kind.

This preliminary model gives some idea of the character and projected scope of the
world's largest pasta plant wheih is tu be erected by Austin Italia 5.p.A., In Parna, Italy for

Barillo S.p.A.

Located on o new 100-acre site along the Autostrada, shown in the foreground, the
project incorporates recommendations made by The Austin Company, Cleveland-bosed
engineering and construction firm, in an engineering survey of Barilla‘s existing operations.
The new plant onticipates brood expansion of product lines which have made Barilla o
pacemaker in quality production and marketing of Italy's favorite foods.
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JACORS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitomins and Minarols Enrichment Assays.

2—Egg Solids and Color Score in Eggs and
oodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extraneous matter.
5—Sanitary Plant Surveys.

&—Pesticides Analysis.

7—Bacteriological Tests for Salmonella, ete.

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

Eggs Like
Grandma

Egg S}Iﬂs Frozen Eggs
Dark Yolks a Specialty

MILTON G.WALDBAUM

INFORMATION AND IDEAS
are regular dividends for
membership in

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION

Now is the time to join.
Write P.O. Box 336
Palatine, 1il. 60067

j

FOR PROGRESS

through trade and profu:*ional associations

FEBRUARY, 1968

Write or Call Wakelield, Nebrasks

Den Gardner, Bob Berns Cable. Waldtaum (Wsekataid)

402.207-2211

Manufacturers of Quality Egg Products
Du Pont General Electric

TEFLON SILICOHE

COATINGS

New Protective Finishes for Sticky Environments
WE OFFER

® ONE DAY SERVICE

® |0 YEARS EXPERIENCE
Our Company First American
Applicator of Teflon Finishes
For Cookware 1961

@ MOST REASONABLE PRICES FOR
HIGHEST QUALITY WORK.

Ceil B16-B42-3620
MARION A. TROZZOLO

" PLASTICS CORPORATION

{ B g18 WYANDOTTE BTREET
KANSAS CITY, MISSOURI B410B

INTERNATIONALLY KNOWN FOR THE
FINEST CRAFTSMANSHIP IN PLASTIC.
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Report of the Eleventh Annual Conference of
the Food Law Institute and Food & Drug Administration

by James J. Winston, Director of Research, N.M.M.A.

N November 27, 1867, the Eleventh

Annual Educational Conference
sponsored by the Food and Drug Law
Institute and the Food and Drug Ad-
ministration was held in Washinglon,
D.C. The theme of this conference was
“Communlicating in the Public Inter-
est.”” As in the past, this meeting was
very well attended by representatives
of companies in the Food and Drug in-
dustries as well as Federal and State
Regulatory officials.

The speakers on the agenda included
the following persons: F.D.A. Partici-
pants—Winton B, Rankin, Fred J. Del-
more, Commissioner James L. Goddard,
William W. Goodrich, Kenneth R. Len-
nington, John A. Kedzior. The Law
Food Institute was represented by
Franklin M. Depew. Industry and the
legal profession were represented by
Alexander N, McFarlane of Corn Prod-
ucts Company; H. Thomas Austern and
Peter Hutt of the legal firm of Coving-
ton and Burling,

Topics on the agenda of interest to
the macaroni industry were (a) F.D.A.'s
Voluntary Compliance Program; (b)
Status and Review of the Salmonella
Program.

Voluntary Compliance

According to John A. Kedzior of the
F.D.A,, the main reason for a strong
voluntary compliance program is to
provide better protection for the con-
sumer through a mutusl commitment
between industry and the F.D.A. At
the dedication of the F.D.A. building—
Secretary Gardner of HEW, stressed
the following:

“The protection of the public calls
for a vast colloborative effort. We intend
to play our role in that collaboration,
And we are going to expect others to
play their role. Democracy puts a great
burden of responsibility on the industry
ernment institutions. We expect the in-
dividuals and institutions of a free so-
ciety to behave responsibly. In short,
regulation In a free soclely puts a heavy
burden of responsibility on the industry
or enterprise which is regulated. Only
when that vesponsibility is neglected
does enforcement in a punitive sense
become necessary. Make no mislake
about it—we will not hesitate to use
the authority given to us to prolect the
publie health. However, every time this
becomes necessary, it represents a fail-
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ure of the cooperative enterprise we
value so highly.”

The Administration, botiz at head-
quarters and at the District jevel, car-
rles on programs intended to help mem-
bers of the food Industry understand
what is expected ¢i them under the
Act, and to provide assistance In solv-
ing any problems they encounter in ful-
filling these obligations,

FDA is stressing voluntary compli-
ance more than It has ever done before
and this requires cooperation with in-
dustry, le., meeting on a common
ground and working toward a common
goal of product integrity and quality as-
surance. The door is always open for
frank and open discussions with indus-
try on their problems.

"We don't know all the answers—
you don't know all the answers (an old
cliche out very much a fact), but pos-
sibly together we can attack, and work
out solutions to most of the compliance
problems. We must come 1o grips with
these problems for they will not vanish
or go away of their own accord. We are
rendy, and we are confident that you
are ready also, Now let us turn to
FDA's voluniary compllance program
and discuss how it assists you."

Bureau Established

During the 1864 reorganization of
FDA, the Bureau of Education and Vol-
untary Couapliance was established on
recommendation of the 1862 Citizen's

Advisory Commitlee. It was given
equal status with the other five Burcaus
of the Food and Drug Administrstinn,
The end result of this was the s&thiig
up in FDA of a Voluntary Com| Nancs:
Program aimed at effectively pividing
industry with facts and techniquce thut
will give industiry the greatest oppor-
tunity to comply with FDA regulations
and standards,

Each of FDA's 17 Field Districts and
all FDA units partlcipate in this volun-
tary compliance program. Translated
into terms of practical acticn, this
means;

(1) That FDA will do everything it
can to provide advisory assist-
ance and information to Industry;

(2) That FDA will endeavor to reach
each regulated industry with an
explanation of how the laws and
regulations affect it;

(3) That FDA will make available to
industry results of our sclentific
research and improved analytical
methodology;

(4) That FDA will make recommen-
dations to industry for controll-
ing bacterial or chemlcal contam-
ination and for good sanitation
practices.

Workshop Program

To accomplish this requires good
communications. Among the most ef-
fective communication tools, we find
workshops and seminars with industry
to offer the greatest incentive for ex-
changing views and solving problems.

In 1067 industry participated in 70
workshops involving bacterial and
chemical contamination and sanitation.
These were sponsored by our 17 Field
Districts in cooperation with Industry
associations. An estimated 2,000 food
firms were represented among the 6,200
industry attendees.

The workshop program is only the
beginning of our efforis to provide In-
dustry with additional tools to ald them
on the road to voluntary compliance.

In the near future we plan to develop
industry training programs dealing
with inspectional techniques, analytical
procedures and instrumentatlon. In this
effort we will look to Indusiry to assist
us [n Identifying areas of greatest need
in developing training guldes, We
would very much prefer that industry
through their assoclations, and working
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in close harmony with FDA, develop
programs along these lines wherever
they can. In addition we plan to ex-
plore the academic curricula for courses
which will benefit industry personnel
in inspectional or analytical expertise.
Through these training aids we en-
vision that plants will then be on a
firmer footing to undertake meaningful
and effective self inspection and quality
assurance programs.

FDA is also preparing "Umbrella”
good manufacturing practice guldelines.
These will contaln basle sanitation re-
quirements and will lssue In the form
of regulations. However, It Is recom-
mended that you do not walt until they
become available for it may take some
time. Instead, it is highly recommended
that you take the initiative and prepare
your own.

Salmonella Problem

According to K. R. Lennington, Sal-
monella Project Oficer of the FDA, the
Salmonella problem still remains to be
resolved. Since December 1, 1068 there
have been B5 recalls of Salmonella con-
taminated foods and drugs from the
market. These recalls have involved a
wide variety of items including choco-
late, coconut products, dried yeast, anl-
mal glandular materials and finished
dosage form, frozen ples, cggs, dried
milk, dog candy, enzymes, and drled
mixes.

The National CDC Annual Summary
for 1068 indicates that the Infectlonal
and mortality rate continues about the
same as for the two previous years,
with over 20,000 human isolations re-
ported. Sixty-nine deaths nssociated
with Salmonella infections were report-
ed last year. But, as recognized by pub-
lic health authorities, these data repre-
sent only a fraction of the sctual num-
ber of cases and the true mortalily rate
would be higher were it not for de-
ficlencles in reporting.

Animal Orlgin

In general, foods of animal origin,
poultry, eggs and egg products, milk
and mcat products continue to be the
most common vectors. One of the major
outbreaks of the past year Implicated
a frozen dessert made from unpasteur-
jzed egg yolks. The product was pre-
pared by a processor who supplied ca-
terers for banquets, The egg yolks were
from a local source, not pasteurized In
accordance with the Standards. Four-
teen outbreaks involved an estimated
1800 persons. The same serotypes were
isolated from stools of patients ns from
the frozen dessert. All of the Ingredi-
ents used in the dessert were negative
for Salmonellae except the frozen egg
yolks, from which two of the three
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serotypes involved in the ilnesses were
isolated. Based upon the total number
of servings of the dessert produced by
the monufacturer, and the attack rate
of the known outbreaks, it is extra-
polated that between 0,000 and 21,000
persons were made ill by the desserl.
We see in this episode how the product
of a single plant may cause wholesale
outbreaks affecting & large number of
consumers over a wide geographic area.

Experlence in the past year points to
chocolate candy as a possible new prob-
lem area. At least three major pro-
ducers have encountered Salmonellae
contamination in finished products. The
vector, or vectors of conlamination are
as yet uncertain. The low moisture con-
tent of the Ingredients, in the process-
ing, and in the finished product would
not seem sufficient to support prolifera-
tion, yet we find finished candy contain-
ing a level of contamination that cannot
be explained by present day knowledge.
Here again Industry has shown concern
and a determination to ferret out and
remedy the contaminating factors. At
least iwo research projects and pilot
plant studies have been arranged by in-
dustry with Food Science Departments
of State unlversitles.

The most Important reservolrs of
Salmonellae and sources of human sal-
monellosis have been identified as live-
stock and poultry. It has been repeated-
ly demonstrated that our animal feeds,
especlally those of animal by-product
origin, frequently contain Salmonellae.
The USDA-ARS-ANHD recently com-
pleted aa extensive study which indi-
cated a high incidence of contamination
in these basic protein feeds. While the
feeding of contaminated material to our
animals and poultry constitutes but
one step in the chain of Infection, it is
apparent that we cannot feed Sal-
monella containing feeds and have non-
contaminated livestock and poultry.

Hesearch

The Food and Drug Administration,
and other Departmenis and Agencles of
Government are sponsoring important
research and study of the Salmonella
problem. The National Academy of Sci-
ences, under joint sponsorship of the
U.S. Department of Agriculture, Agri-
culture Research Service and the Con-
sumer and Marketing Service, and of
the FDA, is undertaking a broad study
of Salmonella and its impact on human
health, food technology, and animal
agriculture in the U.S. This study will
require at least 18 months for comple-
tion and will be under the guidance of
the Food Microblology Subcomniittee
of the Academy's Natlonal Rescarch
Council Food Protection Committee and
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Animal Health Committee of the Agri-
cultural Commitlee.

Among other things, the Committee

will seek answers lo:

—What changes are occurring in the
incidence of salmonellosis and what
factors underlie the changes?

—At what point in the chain of trans-
mission of Salmonella infection can
control methods be most effective?

—How can the combined resources of
Government, the academic world,
and indsutry be ulilized most effec-
tively to reduce the potential Sal-
monella threat to public health and
animal health?

Industry Cooperation

Industry has been encouraged, and
has responded to a material degree, to
meet the Selmonella challenge through
a voluntary compliance approach. FDA
has welcomed the opportunity to con-
tribute to workshops, seminars and
similar educational approaches. Stale
agencles, various Federnl depariments
and agencles, and Universities have
likewise participated and contributed
in these aclivities. The numerous re-
gional NFDM Workshops, Smoked Fish
Seminar, Salmonella in Drugs of ani-
mal origin, the recent Workshops for
Convenience Food Manufacturers are
cxamples of this co-operative effort that
we belleve 1s more likely to achieve
success than a purely punitive enforce-
ment policy, But when voluntary com-
pliance fails, the clvil and criminal pru-
vislons of the law are available and
ready.

Our basic enforcement and regula-
tory policy has been to notify the man-
ufacturer or distributor when Salmo-
nella contamination is found in a fin-
ished food product. Simultaneously, we
evaluate the public health significance
of the situation and when a potential
threat to the public health is deter-
mined, the processor or distribulor is
so inforn ad. It should be noted that
when o question arises in an assess-
meat of the potential health hazard, it
must be resolved in the interest of the
public. The voluntary recall has been
shown to be the most expeditious pro-
cedure for removal of distributed stocks
of contaminated or suspect foods, or
drugs from the market.

Maintain SBanitation

While there arc many unanswered
questions on the routes and mechanics
of Salmonella contamination, one of
the most important control measures to
prevent contamination and infection is
a high standard of sanitation. The basic
principles of food hygiene must be ob-
served if we are to have a safe clean

(Continued on page 22)
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: m]@ mﬂ]ﬂ] —an unautomated interval between processing and packaging. A H

gap now cluttered with tote boxes, cans, racks, drums and handtrucks, creating
unnecessary rehandling and confused scheduling, A gap with inherent ineffi-
ciency, costly breakage and degraded products.

Now you can'eliminate expensive unneeded labor and recover valuable floor
space with the;

- ASEECO accumaveyor

: . The Accumaveyor is a Fully Automatic Surge. Storage Unit for fragile, non-free
" flowing items. Product from processing is Accumulated into an electrically pro- ¢

- grammed moving storage that automatically compensates for surges and distrib-
_utes to single or multiples of packaging lines ‘'on demand,”

PROCESSING
to PACKAGING

Lo ST,

e A'sdeéo'o[fur_é,‘ without obligation,

} PROCESSING

! . engineering services to aid in design and :
i s tﬂ P | 1 : K
: L ABI(AGING - layout of conveying and storage ASEECO corr. 3
: & Sbuatpy -, — systems, as well as installation service. ¥
§ & § 15 ; Automated Systems & 3
, ' S8 Find out what the Accumaveyor Equipment Engineering b
[ RS can do for you, Write or call for your
! . . BT 7 | . nearest representative,
! SR At : . 1830 W, OLYMPIC BOULEVARD

;' LOS ANGELES, CALIF, 0006 o

TELEPHONE (213) 0385-808091 0
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2500 LBS.
PER HOUR

DEMACO

2 SCREW LONG GOODS
CONTINUOUS
LINE
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The Big Machine Intended For Big Production.

The DEMACO Long Goods Continuous Line that Pro-
vides the Biggest Production with Greater Engineering
Design than Ever Before.

The Simple Machine with the Famous DEMACO “Trade
Approved” Single Mixer Feeding Two (2) Feed Screws.

See the Press and Continuous Dryer with the Big Differ-
ence that Pays Off in Years of Profitable Reliable Serv-

- Call or write for details.

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn,
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N.Y. 11237, US.A. * Cable: DEMACOMAC * Phone: 212-386-9880
Western Rep.: HOSKINS CO. P.O. Box 112, Libertyville, lllinois, U.S.A. ® Phone: 312-362-1031
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A “Do It Yourself” Food & Drug Compliance
Program for the Macaroni Plant

by T. L. Huge, President, The Huge Company, Inc. and
American Sanitation Institute, St. Louis, Missouri,

The F & D Act—As It Applies to
Macaroni & Noodle Processors

Essentially there are two sections of
the law that apply: First, the macaroni
or noodle product itself must be free of
filth as examined microscopically. What
is true filth? It is anything that is truly
repugnant to the consumer. This is not
necessarily dirt or soot or fly ash, but
instead s such truly repugnant or nau-
seating filth as insect fragments, rodent
hairs, bird excreta, fingernail polish,
peeled paint, ete. Some food processors
caught with such flith in their product
have argued that these items, while ad-
mittedly repugnant or unpleasant, are
not necessarily true health hazards. The
government while agreeing has taken
the position that they are, however, an
excellent Index of poor understanding
and poor sanitatlon. In other words, If
the macaronl processor will allow a
heavy rodent population to frequent
the plant more or less unmolested and
sometimes complelely undetected, then
this has to be a plant very lax in sani-
tation, which could similarly harbor
much more serious conditions because
of this laxity.

Secondly, the plant in which the
product is processed, stored or held
must be free of conditions that could
even remotely contaminate the product.
For example, a bird nest overhead
might seem a remote avenue of con-
tamination into the product, but bliis
are not house-broken and therefore it
is simply inevitable that sooner or later
some of the feathers, the excreta, the
urine can fall into food, onto food sur-
faces or food packages, and hence the
existence of the birds overhead are a
real Infraction and the plant is con-
sidered actionable or in violation.

This means then that the plant must
be free of filthy conditions and addi-
tionally there can be no filth in the
product itself, Usually the government
will collect as evidence both objection-
able conditions in developing thelr case,

If the F & D Inspector, in making
factory or establishment inspection of
the premises, should find poor em-
ployee practices, lack of raw ingredient
inspection, insects, rodents, birds, poor
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employee practices, they will contend
that these conditions have contrbiuted
filth into the product. They will then
collect interstate shipments of the prod-
uct for analyses, and should they find
filthy conditions in the macaronl, egg
noodles or macaroni products, then the
plant will be nctionable under both sec-
tions of the law.

Why Is F & D So Active in
Industry Today?

First, it is simply because they have
more money and more Inspectors and
are therefore able to do more, As re-
cently as 1058, the Food and Drug budg-
el was $0,300,000 with 347 fleld inspec-
tors. In 1867 their budget is $68,000,000
with well over 1,000 fleld inspectors.
Naturally, with more money and more
inspectors they can become active in
segments of the food industry not visit-
ed In the past or make more frequent
inspections in all divisions of the food
Industry.

Then, too, Food & Drug concentrated
on certain types of food plants where
they thought the sanitation hazards
were more acute, and some of these
Industries, as a result of Food & Drug
pressure, have cleaned up very signifi-
cantly, and now the administration can
turn its attention to other type food
plants.

For example, the macaroni Industry
today because of egg noodles is part of
a Food & Drug Salmonella investiga-
tion project. F & D Is Inspecting those
plants subject to Salmonella, Macaroni

plants are because of the use of eggs.
Accordingly, the macaroni industry
right now Is recelving undue attention
from Food & Drug, just as some years
ago they did because of an egg content
project by F & D,

Whether we like to admit it or not,
the largest single motivating factor in
the Food industry for the sharp im-
provement in sanitation over the last
ten years has been the Federal Food &
Drug Administration.

Result of Regulatory Criticlsm

When Federal Food & Drug finds a
plan! in violation, seizure of their prod-
uct can result, a citation can occur and
possibly this might lead into a criminal
prosecution. Furthermore, if the situa-
tion warrants it, there might be an in-
junction against future interstate ship-
ments. Whereas all of these penalties
are certainly undesirable, undoubtedly
the most severe is the frequent result-
ant damaging publicity.

The Food & Drug Administration
does not necessarily (with the possible
recent exception of the significant Sal-
monella press releases) promote this
type of damaging publicity. However,
enterprising court reporters will learn
of a certain prominent food plant in the
area being prosecuted for such dra-
matic evidence as rats, cockroaches, etc.
and they might well play this up big
with very damaging sales results to the
food processing plant involved.

Such publicity has been known to
cost literally millions of dollars in lost
sales to prominent food processors, sim-
ply because the reading public will no
longer buy that product, because of its
supposed filth content.

The Inspection Report Card

When a Federal Food & Drug Inaner-
tion is conducted in a macaroni & 1.
facturing plant, the inspector, after the
conclusion of the inspection, if he has
encountered Infractions or actionable
sanitat.on hazards, will leave on the
premises o Federal Form 483 on which
he cimply denotes, usually in hand-
wriling, the objectionable conditions. A
prosecution does not always result
when a Form 483 is involved, but at
least it is the first step in that direction,

(Continued on page 18)
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TO INSURE THE QUALITY ‘w IN ANY MACARONI
ALWAYS SPECIFY

PRODUCT
WHETHER YOU'RE MANUFACTURING LONG GOODS

S = OR SHORT @@@D.EGG

noobLes [ F_T ] OR OTHER SPECIALTY SHAPES,
ESINYOU'LL FIND4 IS ALWAYS UNIFORM

IN COLOR AND GRANULATION.

we

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

GROWING AREA,\MM WE CAN SUPPLY THE

ODUCTS AVAI LABE.

——

FINEST DURUM fWHEAT PR

¢T9 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINALPAE‘;SSiCIA';';?ol\‘:
inn, — G | Offices: St. Pau nn,
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FDA Compliance Program—
(Continued from page 18)

and should be considered highly signifi-
cant and a sort of “red flag" situation.

Another clue is whether the govern-
ment begins picking up interstate sam-
ples of product from that particular
plant, wheih obviously they intend to
microanalyze in their laboratory for
filth content,

A fairly typical Form 483 in a maca-
roni and noodle monufacturing plant
will include some of the following type
“infractions":

. Dead cockroaches observed in
- southwest corner of boiler room.
2. Dead cockroaches observed behind
No. 2 press.

3. Three live German Cockroaches
observed in northwest corner of
cellophane storage room.

4. Live German Cockroaches ob-
served in groups of 1-3 in four
different places along the wall of
flour storage room, which is west
of long goods dryer area,

5. Two large American Cockroaches

observed behind water heater in

raw material storage room on sec-
ond floor, which is next to the
mixing room.

Over 100 flies noted inside pack-

ing room,

7. Confused flour beetles numbering
several dozen alive adult and lar-
vae along one ledge inside short
goods dryer.

8. Girl on packing line observed to
handle product with colored fin-
lger'null polish and no head cover-
ng.

8, Male employee handling frozen
eggs into press, allowing hands
and arms o contact egg product
without washing hands in be-
tween.

10. Sawtoothed grain beetles, too nu-
merous {o count, clustered in
false bottom of overhead screw
conveyor on third floor, packed
with old dormant floor and food
dust,

11. Birds nesting overhead in garage
area,

12, Rodent excreta pellets in north-

west of Semolina storage room,

too numerous to count.

Rear entrance door in need of ro-

dent proofing.

14. Intermediate egg contalners rest-
ing on floor with possibllity of
floor filth entering product.

15. Paint flaking from ceiling directly
over packing line and exposed
product,

16. Egg mixing equipment on dis-
mantling omitted foul odor with

—
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heavy egg stone and egg deposit
build-up in jolnts, ete.

In the ahove you will see the Intensi-
ty of a Food & Drug inspection and the
thoroughness.

The dead insects, while indicating a
good control program, also indicates
lack of good housekeeping. The ex-
creta pellets would indicate an active
rodent infestation, plus lack of self-
Inspection, plus lack of housekeeping.
Perhaps it is safe to assume that there
would be a good chance In such an
ill-maintained plant that filth would be
in the product as well. Such an inspec-
tion might eventually result, therefore,
in a prosecution with the charge under
section 402 (A) (3) would read “con-
talned insects, insect fragments, rodent
hairs, bird excreta; “and 402 (A) (4)—
“portions of the article have been pre-
pared under insanitary conditions.”

There is a typical reaction when food
processors are confronted with an actual
court prosecution example like this to
react that this “couldn't happen to
them,” and must definitely be their
competitor down the street, Unfortu-
nately, such Insanitary conditions are
found in macaroni processing plants to-
day, both by thorough inspections of
Federal Food & Drug as well as the
type sanitation audits reputable sanita-
tion consultants conduct.

Do not, then, assume that your plant
is a "Palace of Cleanliness." These type
conditions are not found by the casual
observer, but they can exist In hidden
inaccessible areas.

Major Sanitation Hazards in
Macaron! Plants

Follows a list of what we consider to
be the major sanitation problems in this
industry based on statistcls from Food
& Drug inspections and our own ex-
perlence in iInspecting macaroni type
plants. Each is a subject in itself and
we can only touch on the hazards and
a brief discussion of control methods:

a. Stored Product Insects (Beetles,
“weevils") — including confused
flour beetles, saw-toothed graln
beetles, carpet and other dermestid
beetles, indian meal moth, medi-
terranean flour moth, cadelles, etc,
Originally brought in with the
flour and Semolina but allowed o
develop inside the plant In static
accumulations of flour dust or
Semolina dust, or just plain maca-
roni and noodle particles. Wher-
ever such is allowed to build up
and not be removed by thorough
housekeeping, this type beetle pest
will develop. In macaronl plants
they can exist in hidden pockets of
flour or Semolina inside the con-

veying equipment, in ledges and
Inaccessible spots inside dryers, in-
side switchboxes, and on horizon-
tal surfaces such as ledges of pack-
ing machinery, overhead beams,
ete. Such iInsect infestations are
controlled by meticulous house-
keeping, and possibly through
vacuuming, plus residual insecti-
cidal applications coupled with In-
sectlcidal space spraying or fog-
ging. Spot fumigation of the mac-
aronl plant is also essential inside
conveylng equipment and small
slorage bins.

. Rodents

Including rats and mice, although
mice seem to outnumber rats about
20 to 1 in the industry caused by
lack of rodent proofing, hidden
harborages, poor housekeeping,
improper trapping and polsoning
technlques. Trapping should be
used in processing areas and anti-
coagulant bait type poisoning only
in bait boxes in non-processing
areas. For trapping the Ketch-All
Mouse Trap is recommended,
along with Metal Extended Trig-
ger Traps. The latter involves an
enlarged trigger where baiting is
not absolutely necessary and the
mouse is almost forced to contact
and trip the bait because of the
enlarged treadle,

Crawling Insects

This involves cockroaches, usually
around wet mixing areas, die
washing rooms, boiler or furnace
rooms, and sometimes in a cello-
phane or paper storage areas. Do
not depend on space spraying or
fogging for cockroaches. Instead
depend on residual application
where such combinations as Dia-
zinon and Vapona or Malathion
and Pyrethrins or Entex and Pyre-
thrins, which Is wetted down or
applied in a paint-like application
to continue the kill of these crawl-
ing insects for long periods of time
through the lethal residual deposit.

. Lack of Good Housekeeping

Pest control is about 80% good
housekeeping. “Pester the Pests"
is a motto we have developed to
encourages nltention to pests, who
simply will not stay on the prem-
ises if they are denled the things
they llke. In Macaronl plants, good
housekeeping must be extended
to hidden, out-of-the-way places.

. Inaccessible Equipment

Literally every square inch on the
interior of conveying or storage
food equipment must be accessible
to sight or feel. Much of even mod-
ern doy macaronl equipment and

THE MACARONI JOURNAL

certainly old time equipment is not
accessible, or even readily access-
ible, It must be made so, There are
no shortcuts. Otherwise, such hid-
den places accommodate build-up
of insect population. Port holes
have to be cut into equipment.
“Gingerbread” frequently must be
removed. False bottoms elimi-
nated, doorways provided, etc. etc.

{. Salmonella
In addition to a raw Ingredient
checking program, the employees
should be tested by a doctor an-
nually and should follow good em-
ployee practices in the plant. Hand
sanitizing s also importiant; how-
ever, of utmost importance is a
laboratory checking program, par-
ticularly of egg raw ingredients
and secondly of finished products
for possible positive Salmonella.

g. Poor Sanitizing of Equipment
This is usually because equipment
is either not accessible, cannot be
dissembled or the food zone is not
complelely avallable to sight and
feel.

h. Mold
Mold develops on equipment and
walls through improper circulation
and ventilation, and sometimes
just through lack of housekeeping.

Overall Ingredient Checking Pro-
gram

Today with so much emphasis on
Salmonella it would behoove this
industry to not only demand from
their suppliers a Food & Drug
guaraniee, but in addition on each
invoice the supplier should attest
that that lot number was analyzed
for Salmonella and found to be
negative, Bagged materials should
be checked over with an ultra vio-
let lamp for rodent urine detection
and other Inspecting techniques
should be employed. Of utmost im-
portance In the macaroni plants is
both a spot sift check program of
incoming flour and Semolina so
that infested merchandise can be
rejected before being unloaded in-
to the plants, plus a micro-analysis
program of both raw ingredients
and finished products, for invisible
filth to serve as an Index as to
where to purchase such supplies
from the cleanest source.

. Storage

All food processors understand-
ably dislike the basic sound pre-
ventive sanitation recommenda-
tions that storage simply must be
kept away from the wall and up
off the floor, However, there is sim-
ply no shoricut to this basic prin-
ciple of sanitation. Storage flush
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with the wall creates innumerable
sanitation problems, such as hin-
dering Inspection, balt placement,
trapping, elc.

k. Birds
Usually in garage and storage areas
and they can be controlled by re-
volving amber colored lights, bird
repellent, poison perches, removal
of nests, denying them entry, etc.

. Unprotected Ingredient Containers
This is particularly true of this In-
dustry. Typleally Intermediate In-
gredlent containers are left un-
protected overnight or come In
contact with the floor, whereby
floor filth Is later introduced into
the product when the contalners
are nested,

m. Use of Dangerous Pesticides

This Is usually by pest control op-
erators or exterminators. The plant
should demand to know what
chemicals are being used and then
should check to see their danger
potential.

. Houseflies
Emphasis on fly control should be
placed on the outside brecding
sites to control as many flies on the
outside so that the pressure for
entry would be less.

. Drosophila Gnats
These tiny vinegar flies or fruit
Mies are an excellent index of poor
sanitation because they invarlably
breed and develop in damp, stag-
nant, food matter such as the wet
doughy malerial underneath a
macaron! press.

—_—
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Causes of a Weak Sanitation Program

In our work as Sanitation Consultants
in the food industry, we are frequently
called upon by prominent, reputable,
well-run food companies to attend them
when they first experience Food & Drug
criticlsm. It Is fairly common to find
top management shocked and surprised
by what Food and Drug or a reputable
Sanitation Consultant has revealed
present in their plant. Owners and op-
erators who make a profit and who
have a good reputation in the commun-
ity are naturally shocked when the gov-
ernment will reveal, as an example, lit-
erally thousands of alive beetles right
in their produ! stream, and evidence of
such microscoplically also right in their
packaged product. In all sincerity they
will admit they simply didn't realize
these existed, and of course, this is true.
This doesn't divorce them from the re-
sponsibility.

In turn, what Is the cause for this
type complacency? Why it is that food
operators assume their plant is clean?
What mokes them reach certain con-

clusions about their own operations
that is false and misleading? We have
learned that there are certain definite
reasons for such complacency:

1. Perfunclory or cursory inspections
There would be much less Food &
Drug prosecutions in the food in-
dustry for insanitary conditions if
state and city and Army regula-
tory agencies had found these con-
ditions first, Instead many inspec-
tions are weak, and actually en-
gender complacency, They do more
harm than good when they are
merely perfunctory. They give a
false sense of security. How can a
food plant really know whether
they have been inspected properly?
There are some clues: In an aver-
age macaroni plant, if the inspec-
tion does not require 8, 12 or 10
hours it might be misleading. If the
inspector himself does not get out
of street clothes and into a work-
Ing uniform, and end up the day
fairly well soiled, it might be a
perfunctory inspection. If he does
not take equipment apart, if he
does not use an ultra violet lamp,
if he merely strolls down the main
aisles of the plant using a check
list—don't necessarily believe you
have been inspected. If he doesn't
climb and crawl Into places you
haven't been before, his findings
might be misleading. If he does
not dismantle flour and other raw
ingredient conveying equipment
and doesn't enter into large storage
bins, he hasn't really made a Food
& Drug type inspection.

2. “Passing the Buck”

There is a tendency for manage-
ment, realizing the importance of
sanitation and Food & Drug com-
pliance, to “pass the buck" to a
supervisor or foreman for sanita-
tion responsibility. Basically, this
is as it should be in the area of
delegation of authority, but the
point is that with sanitation, top
management must play an active
role. They must participate per-
sonally not only to demonstrate
the employees' inlerest, but since
they are the ones that might be
personally hald criminally respon-
sible, Therefore, they are the ones
that should really ascertain the
true level of sanitation in their
plant.

o

Dependence on one or iwo pet

“gimmicks"

Sometimes the food plant opera'. r

will literally develop a “love a-

fair" with an insecticldal fogger, o

mouse trap, a new type of insecti-
(Continued on page 22)
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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. 42

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
Pri’gtli‘ 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 (ghown)
2000 Ibs. per hour

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

T e

For detailed information write to:
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FDA Compliance Program—
(Continued from page 19)
cide, or something of that nature,
which he considers a panacea for
all of his troubles. A well organ-
ized preventive sanitation program
Is an Integrated schedule and sys-
tem. No one gimmick will do the
job. Bomelimes dependence on
these toys will lead to complacency.

4. Dependence on outside pest con-
trol operator or exterminator
There is a tendency, quite under-
standably, for a macaroni plant
operator, in knowing that he must
control pests, to realize that he
doesn't know much about this fair-
ly technlcal subject and finding it
repugnant anyway turns the re-
sponsibility over to what he con-
siders to be an expert—the outside
exterminator, This is probably
true of about 60% or 70% of the
food processing industry, and there
is nothing wrong with it so long
as management does not divest
themselves of this responsibility.
Sometimes the exterminator really
doesn't control the pests, and
sometimes he might use dangerous
chemicals or dangerous practices
in attempting to do so. Manage-
ment can become complacent be-
cause they have such outside serv-
lces, whereas instead they should
first ascertnin the safety of the
materials belng used, and whether
true control is being achleved. All
too often they merely recognize
that someone comes in once a
month, sprinkles some chemical
around, gets them to sign a ticket
and Is gone. This is not really a
pest control program at all. Instead
it might be another step toward
complacency.

Do not, then be made complacent by
any of these faclors. Ask yourself hon-
estly whether you really know the trus
sanitatlon level of your plant, or are
you just assuming it Is clean, because
you have been made complacent?

Proper Conduct During an F & D
Inspection—What to Do and What
Not to Do

1t Is fairly typlcal that food plants
under the emotion of being inspected
by Food & Drug will actually mire
themselves in deeper trouble by im-
proper conduct, There are things that

should be done during the inspection &

and things that should not in our.
opinlon:
a. Accompany Inspector During Ev-
every Moment on Premises
Top management should be with
the inspector all during the inspec.

tion. There are several reasons for
this, It creates a favorable impres-
sion with the outsider of manage-
ment's interest. It places the man-
ager in the position of immediately
effacting corrections of any of the
Insyector's criticlsm, Perhaps this
is window dressing or showman-
ship, but the Inspector will make
note of the fact that management
personally corrected many of the
Infractions noted and seemed vi-
tally interested in the Inspectlons
findings. Then, too, this insulates
the inspector from indiscreet or
improper comments or remarks
from elements of plant personnel,
who do not recognize the conse-
quences, Top management is the
one that should answer these ques-
tions rather than irresponsible or
ill-informed employees,

. Effect Immediate Correction of

Criticlsm—

If there s a door in need of rodent
proofing, make it a point to get
one or more maintenance people
on the job and get this corrected
before the inspeclor leaves the
premises. This will be much to
your credit. Should he encounter
dead insects or rodent excreta
have these removed immediately,
ond make him observe the correc-
tion.

. Destroy Infested, Adulterated or

Contaminated Merchandise

If the inspector points out some
bad product and it is obvious to
you that this should be destroyed
do not promise to do so in the
immediate future. Do it Immedi-
ately: The Food & Drug inspector
cannot make you destroy mer-
chandise but he will fill out an
afdavit of voluntary destruction
if he observes this, and this again
Is to your credit and obviously
should be done anyway.

. Collect Duplicate Samples

It is not a bad idea to request the
Inspector to glve you duplicate
samples of anything he collects. It
might be well for you to have these
analysed Immedlately to ascertain
what F & D might also be discov-
ering when they look into the sam-
ples. This allows you to begin a
course of corrective action before
regulatory actlon.

Realize the Significance of A Form
483

As mentioned before, 483 Is a clue
as to whether the plant has passed
or failed the Inspection. When a
Form 483 Is left, and particularly
where obviously it denotes a low
level of sanitation this might well

be the first step toward a prosecu-
tion. It is our philosophy that posi-
tive action should be taken. Food
& Drug should be advised of the
plant’s attitude, concern, correc-
tions effected, program for the fu-
ture to clrcumvent a recurrence,
ete,

Davelopment of a Preventive
Sanitation Program

A well organlzed scheduled sanita-
tion program in a macaroni plant should
embrace raw ingredient inspection, ap-
pointment of a Plant Sanitarian, a sani-
tation schedule, use of an outside sani-
tation consultant, top management's
active participation, a sanitation com-
mittee, employee education, ete.

This is not as complicated as it
sounds. It can be done quite simply and
quite inexpensively. Frequently such a
program will cost less than a typical
corrective sanitation program, where
action is taken only when sanltatlon
problems become mountainous or easily
recognizable.

Benafits of a Well Organized
Sanitation Program

Many prominent multiple plant food
organizations admit that their current
well orgenized preventive sanitation
program v7as molivated by Food & Drug
prosecutions within their organization.
They developed crash sanitation pro-
gram {o overcome this situation, but
years later are usually surprised to
admit that!. all kinds of other benefits
have developed. A good sanitation pro-
gram means higher employee morals,
better quality usually results, safety
records are helped by good sanitation
and housekeeping costs are frequently
reduced.

Do not then accelerate your sanita-
tion program only because of fear of
Food and Drug. Recognize the benefits
of complying with the Federal Food,
Drug and Cosmetic Act. Understand
what the law demands. Appreciate the
dangers of complacency. Recognize that
a sanitation program embraces several
factors, and is based on the very prin-
ciple of simple organization.

Food Law Institute
Conference—

(Continued from page 11)
food supply, As a step In this direction,
we have worked with the food industry,
particularly the Grocery Manufacturers
Association and developed a series of
slides directed at the food plant em-
ployee and supervisory levels, seiting
forth the basic principles of good hy-
glene and sanitation. Much more re-
mains to be done in this area.
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For your best investment in
speed-accuracy-reliability

ask Triangle

Fast acourate reliable
welghing—Flexitron scales
now offer for the first time Solid
State Controls. Eliminates usual
maintenance problems and down-
time, Provides a matched control
for the fast responding Flexitron
scale, It's short balanced mass
beam, flexures, and differential
transformer assure greater speeds
and accuracies. Available in vari-
ous automatic models to match
your packaging requirements,

Doubles packaging speeis—
Triangle's Dual Tuhe Bag Machine gives

ou the speed of & Twin Tube Unlt in
Lll the space, Oparates in elther single
or twin frame, Twin frame Dual Tube
equals speed and capacity of two twin
units, Interchangeable Jaws for using
cellophane, poly or both, Will take varlety
of filling heads including new miniature
Flexitron scales,

Fast flexibility—Triangle's Twin
Tube Bag Machine can bag different
products, at different speeds, at the
same time. Rugged construction protects
product and machine, Insures peak per-
formance day aller day. Sclid state con-
trols eliminate circull repairs, Operates
with wide variety of filling heads, includ-
ing Flexitron, Volumetricand Auger fillers.

80 cups a minuta—Triangle's DR-1
Rotary Cup Filler handles both plasiic
and paper nesling containers, and lids,
at up to BO cups a minute for dairy and
salad products, Fully automatic, Sanitary
design s unequaled. Also available wilh
Flexitron or other fillers to handle dry
food products.
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For information or a
demonstration of these
units that defy downtime
call or write Triangle.
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TRIANGLE

PACKAGE MACHINERY COMPANY
ess4 W, Diversey Avanue, Chicago, IIl. 80838
Telephone (312) 8898-0200
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What Ws Expect When We Buy Egg Products

by Alvin M. Karlin, president, I. J. Gross Noodle Company,
at the Quality Control Seminar, Institute of American Poultry Industries.

HE 1. J. Grass Noodle Company has

been producing Mrs. Grass Egg
Noodles since 19811, Our reputation and
vast consumer acceptance has been
bullt through the malntenance of high
quality standards and continuing raw
materials control. We have been pro-
ducing dry soup mixes since 1839, to-
day having distribution from coast to
coast.

A noodle Is not a noodle without its
eggs!

The Federal government has set
down standards of identity relating to
noodles. A product cannot be labeled
such unless it conforms with these
standards which apply to the raw ma-
terials used in the fabrication of a
noodle product, as well as the general
composition of the product. Our major
concern today with regard to the raw
materials used, will relate to the eggs
specified by our company in the fabri-
cation of our finished product,

The Federal standards require that
an alimentary paste product cut in rib-
bon shape must contain 5.5 per cent
egg sollds on a molsture free basis, in
order to be labeled “noodle.” Thsee sol-
ids may be obtalned by using liquid,
frozen or dried whole egg—or egg yolk
in the form of liquid, frozen or dried,
and/or any combination thereof.

Under no condition may any artificial
coloring agent be used in the manufac-
turing of an egg noodle product. Fin-
ished product color may only be gener-
ated through the natural raw materials
used.

Birict Bpecifications

Our specificatiors set forth by the
Grass Noodle Conipany are carefully
monitored and religiously adhered to.
We manufacture all of our packaged
egg noodles utilizing frozen egg yolk,
containing 44 per cent egg solids with
a color standard of NEPA 4. Naturally
all egg products consumed by our com-
pany must be pasteurized and certified
salmonelln negative.

Why these specification levels?

Solids—In the preparation of our
product, you can surely understand
that the control of egg solids In the
finished product is imperative. Any
downward deviation would affect the
finished resulting product to a below
Federal standard level and yielding it
illegal, Our manufacturing process s a

24
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continuous system rather than a batch
method and consistency of egg solid
level s critical,

Color—Our experience has indicated
that the deeper color yolk ylelds a fin-
ished product with a higher color level
and with greater consumer acceptance.
The American housewife buys noodles
based on its golden color, It is also our
belief that a deeper color yolk gener-
ates better flavor in the resulting end
product. A NEPA 2 yolk will not have
the same flavor as a NEPA 4 yolk. I am
sure you will agree.

The requirement of pasteurizing egg
products has been enforced by our
company for over four years and we
have required certification indicating
salmonella negative on all products
commencing January 1, 1068, I am sure
the rensons are clear as to these pre-
requisites and there is no need for me
to elaborate on them.

You as suppliers to our industry,
musi understand that our customers re-
quest salmonella negative certification
on finished product delivered to them.
Therefore the monitoring of eggs with
respect o this element, Is vitally essen-
tial,

Critical Factor

I am sure the egg Industry is aware
that they are an extremely Important
factor in the noodle business, Today one
must consider that the gross noodle
sales volume in this country amounts
to $125,000,000 annually and is growing.
This amounis to 600,000,000 pounds of
noodles requiring 30 to 35,000,000

pounds of egg solids on a dry weight
basis. The American consuming public
has become aware of egg noodles and
they have accepted them. It is our
responsibllity therefore, to produce the
highest possible quality prcduct to fos-
ter and improve this overnll business.

Progressive egg suppliers with fore-
sight, will not overlook thia growing
market. Sources of high color shell eggs
must be promoted and increased. It is
essentlal that your in-plant quality con-
trol be tightened to yield uniformity of
product.

You are a critical factor in the make-
up of our food industry. Maintain high
standards with quality, and together
we will grow.

fAore Laysrs

Number of potential layers on farms,
including hens and pullets of laying age
plus pullets three months old and older
not of laying age, on Dec. 1 was up
slightly from a year ago and 6% more
than the 1981-85 average for the date,
the Department of Agriculture said.

The potential layer total at the start
of December was 376,619,000, against
372,691,000 on the same 1986 and the
five-year average of 354,005,000,

Hens and pullets of laying age on
Dec. 1 numbered 328,404,000, com-
pared with 323,263,000 a year earlier
and the 1861-65 average of 310,687,000,
Pullets not of laying age amounted to
48,215,000, down 2% from the aggregate
of 49,428,000 a year ago, but above the
flve-year average of 44,063,000,

Egg production in November ‘aggre-
gated 5,700,000,000 against 5,845,000,000
in the previous month and 5,544,000,000
a year ago. The 1061-65 average output
for November was 5,133,000,000. For the
first 11 months of 10687, production was
64,227,000,000, against 60,611,000,000 in
the piavious year, an increase of 6%.

Rate of lay contlnued at a record rate
in November, averaging 17.42 eggs per
layer, up 1% from a year earlier and
5% above the 1081-65 average. The rate
of lay per 100 birds on Dec. 1 was 58,0,
compared with 57.9 a year earlier,

Agri-Business

More farmers now use business let-
terheads on farm statlonery. “We don't
:oll;{e:pond nbotli.ll a 15.00 deal with
ablet paper and pencil any more, says
an Iowan. And a Call!orrtl';’{nn pr{nuya
map showing roads to his farm on the
backside of his letterhead statlonery.
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Write
For Reservations,

The National Macaroni Manufacturers Association
P.O. Box 336, Palatine, lllinois 60067

SEMINAR
on
WHEAT

Visit the
Grain Exchange

Go through a Mill

See a Quality Control
Laboratory

Discuss what you see

April 22-23-24, 1968
in Minneapolis.

Carbohydrates in Diet

Findings and Indications of vital im-
portance to those concerned with wheat
flour foods were published In the Feb-
ruary, 1067 issue of the “American
Journal of Clinical Nutrition,” in a
special “Symposium on Dietary Carbo-
hydrate in Man" issue. Twenty reports
of experiments and analyses of data,
written by some 40 nutritionlsts and
medical-diet authoritles from all over
the world were presented, including
well known American nutritionists,
such as Drs. Fredrick J, Stare of Har-
vard, and R, E. Hodges and W. A.
Krehl of the University of Iowa.

Low Cholesterol

Of particular Interest is the article
by J. J. Groen, M.D., Hebrew Unlver-
sity and Medical School, Jerusalem,
entitled, “Effect of Brend in the Diet
on Serum Cholesterol,” The article re-
ported on population groups with a
conspicuously low prevalence and mor-
tality from coronary heart disease, to-
gether with a very low level of serum
cholesterol. These groups subsist on n
diet relatively low in fat and cholester-
ol, low In sugar, and high in bread, In
recent experiments on human volun-
teers, duplicating the diets of these
groups, the volunteers obtained the
same low levels of serum cholesterol.
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Highlights of tha other studies In
the symposium include:

® In the developed nations of the
world, contumptlon of complex
carbohydrates, as found In bread-
stuffs, has dropped, while the inci-
dence of coronary heart disease
has increased.

® In developed nations, consumption
of simple carbohydraies, In the
form of sugar, has Increased; inci-
dence of coronary heart disease
has also increased.

® There is a relationship between
coronary mortality and sugar con-
sumptlon, as well as with fat con-
sumption,

® Sugar is o most potent cause of
dental carles.

® Experiments with the recently
popular low-carbohydrate diets
have demonstrated dangerous
health hazards,

® Type of carbohydrate In dlet af-
fects type and amounts of liplds
(fats) in blood,

No Teenage Diet Problem

The rather widespread belief that
American teenagers have atrocious
food habits has no valid basis, Dr. Ruth
M. Leverton of the Agricultural Re-
search Service told the 59th annual

meeting of the American Dietetic Asso-
clation in Chicago.

"“The statement that half of all teen-
agers are malnourished is simply not
true,” Dr, Leverton stated. She cited
the slze, physical prowess, mental at-
tainments and vitality of today's youth
as proof that their food cholces and
eating habits are not so bad. “Any other
conclusion indicates that the facts are
not known or have been 'misinter-
preted, or that there is no connection
between food and fitness,” she sald.

Noting that nutritionists themselves
often moke false generalizations about
teenrge diets, Dr. Leverton attributed
this to rellance on dietary allowances
recommended by the National Re-
search Colincil prior to 1965 before the
allowances for several nutrients were
revised downward for teenogers. As an
example, she ciled a study made 17
years ago which concluded that half of
the girls 13 to 15 years old had signifi-
cantly low Intokes of the B vitamins,
thlamine and riboflavin, By today's
standards, many more of the girls
would have sufficient intakes of these
nutrients, she said,

She urged recognition of teenagers'
“special needs,” and urged that whole-
some food should be made avallable at
times and places where it will be eaten
and enjoyed.
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Famous
for its
durum
wheat

You might well expect Peavey to be a
major factor in the milling and distribu.-
tion of durumJJroducl.n. The reason?
North Dakota's durum whieat fields where
virtually all the nation's durum crop is
grown—are in the heart of Peavey Coun-
try (see map). This is a broad, wheat-rich
Jand that supﬁliea the Peavey mills that
specialize in the milling of Semolina and
urum flour,

Durum is an irportant product of
Peavey, along with a multitude of other
unt.erpr[seu related to the growing, stor-

age, transporlation, merchandising and
rocessing of cereal grains. Peavey is a
ighly efficient operator in this complex
business because its operations are
streamlined and coordinated to the nth
degree.
Durum mills operated by Peavey are
located at Superior, Wisconsin, Grand
Forks, North Dakota and Buffalo, New
‘York, Peavey Flour Mills process wheat
received from 700 grain elevators located
in the areas producing the finest wheat
in the world, Peavey has total milling

PEAVEY COMPANY
Flour Mills
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capacity of 60,000 hundred-weights n day,
much of it, of course, in durum.

No wonder macaroni and spaghetti
manufacturers have come to rely most
heavily on Peavey for their quality dur-
um products. And it all starls ‘way out
in Peavey Country’'.

Merchandising and commodity futures olfices; @ Terminals;
Flour mills and mix plants; sFlour sales offices and ware-
houses; [} Counlry elevatar, feed and service lacilities; )
Home offices of Peavey Company and Nalional Grain Co, Lid.

-mm DURUM PRODUCTS
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At the Brokers’ Convention

A panel discussion on the future of
the brokerage business involved the
following participants: Edward Gels-
thorpe, Ocean Spray Cranberries; Rob-
ert Siler, Ralston Purina; Gordon
Swaney, Beatrice Foods; Marsh H.
Blackburn, Seavey & Flarsheim Bro-
kerage Co., Oak Brook, Ill.; Frank
Flavin, Geo. R. Benneit Co., Buffalo,
N. Y.; Clayton Hartman, A. R. Staley
Co., Phoenlx, Ariz,

“The future will see greatler concen-
tration and amalgamation in all arear
of the business community,” said the
first manufacturer, “There will be more
large brokerage firms, more adminls-
trative aclivily by top broker manage-
ment and more participation in man-
agement by the broker's key men.”
The second said, “The future must see
greater conscluusness of profit by both
principal and broker and less emphasis
on cost." The brokers saw more sophis-
tication in future brokerage operations
with intensified competition with man-
ufacturers direct sales forces. “Better
food broker salesmen will emerge
through this competitive struggle,” they
said,

Communicetions Gap

The audience of food brokers and
guest principals wanted the panel to
fell what s the biggest problem in
broker-principal relations today. Over-
whelmingly the answer was communi-
cation—especlally between top man-
agement of the respective firms. “Too
often ideas conceived at the top do not
reach to the man on the action line and
vice versa,” was one m. nber's reply.
“This is true not only in broker-princi-
pal communications but within indi-
vidual company ranks as well.” All the
panel members acknowledged the diffi-
culties involved. Several panel mem-
bers mentioned the potential of im-
proved relationships through the use of
the GMA-NFBA publication “Guide-
lines for Food Brokers and Their Prin-
cipals" published just a year ago. “Tre-
mendous progress has been made in this
Joint effort but it will nol improve re-
lationships between brokers and prin-
cipals until it is read by both partles
and their subordinate personnel and
then put into action.”

One principal said his irm uses a
three point plan to’try to bridge the
communication gap. It consists of In-
volvement of the food broker.in the
planning stoges of product marketing,
formal evaluation of the promotional
element and talking back and forth
with brokers to clarify and solidify the
marketing approach.
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Selection Requirements

The principals were asked what they
look for in selecting broker representa-
tives. “We look at his present per-
formance,” sald one manufacturer. “We
look at the size of his retail staff but
we do not consider size as an essential.
We look for quality and try to project
our product into his present lines to see
how it will effectively fit in." Another
principal mentloned three elements he
desired In broker representatives.
“First,” he said, “I look for personal
excellence, a sort of sixth sense that I

all the proper chemistry—that certain

something that makes this broker out-
standing. Second, I'm interested In his
management philosophy and the pro-
gressiveness of his supervisory staff.
Third, we desire continuity—a continu-
ing and self-perpetuating organization
is best equipped to build continually
increasing sales.”

Chairman Calls for
Stronger Communications

“Qur role is clearly mapped — we
must continue to bridge the gap be-
tween manufacturer and customer with
reliable counsel—with stronger com-
munication.” D. V. Brown, 1087 Na-
tional Chairmen of the National Food
Brokers Ascoclation, made this state-
ment as he spoke at NFBA's 64th An-
nual Convention. "We have knowledge
and experlence that is vital to the plan-
ning and marketing programs of our
principals and our customers,"” he con-
tinued, “and it Is our respousibility to
communicate constantly to these two
segments we serve.

Mr. Brown sald that food brokers
must share the responsibility for the
success of the sales campalgns of their
principals and their customers. “We
must re-examine their methods when
either products or programs fail. We
must sell methodology as well as prod-
ucts—sell concepts—approaches—ideas
—all for one objective: increased sales
at lower costs and for a fair return. . ..

Key to Efficlent Marketing

“The communication we have or
should have between the customers in
our market and the suppliers is the key
to efficient and economical marketing
for all involved. We are not solely in
business to simply execute a sales func-
tion, though we can do this at a very
low cost. When our principals design
programs or products that do not suc-
ceed, when our customers design pro-
mniions or lay out tables or cases of
our products that prove ineffective and
costly, either we have not been com-
municating effectively or else we have

been merely executing blindly and au-
tomatically.

Association Activitles

Mr. Brown reminded his fellow asso-
ciation members of the role every bro-
ker plays in the overall industry esti-
mation of the food brokerage profes-
slon. “NFBA," he sald, “is the rallying
point for working together to improve
our profession and our method" To
illustrate the Interest of food brokers
in the overall improvmeent of their
profession he repoited that “over one-
half of the 2100 member firms in NFBA
are directly represented by people
serving on mutual service projects,
committees, or positlons every single
year,” "This,”" he sald, “is an envlable
record in any group and is certainly a
significant reason why the food broker-
age profession Is growing at the rate
it is.”

In addition to NFBA's specialized
committees, field organization, and of-
ficlals, Mr. Brown mentioned that last
year over 800 NFBA members partlci-
pated in 16 regional seminars on super-
vision. NFBA also held a summer Man-
agement Conference which attracted
the largest number of top management
personnel since the conference program
was begun In 1860,

The Squeexze Is On

In a talk entitled “The Squeeze Is
On,"” Watson Rogers, NFBA President,
told food brokers attending NFBA's
Annual Conventlon that they can “no
longer afford 1o represent a principal
whose account shows a loss. . . . You,
like your customers, must streamline
your operations. Every possible cost-
cutting device must be found. Proper
training programs, continuous plans for
upgrading your organizations must be
carried on. Most of all, re-evaluate ev-
ery principal you have on your books,"
he said.

“What do you think of a customer
who continues to operate retail units
for sentimental or other reasons if he
is losing money? You call him stupid.
I am sure some would call brokers stu-
pld who keep accounts in their offices
which show them a loss, T am speaking
of accounts that may be the largest
accounts you have In your office or they
may be the smallest, Size has no bear-
ing on this decision. I have heard of
brokers who have cither resigned or
lost an account, which at the time was
most damaging. But repeatedly they re-
port that by putting this effort on the
other lines they represeni, they come
out in the long run with greater sales
and greater profits.”
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Developing Trends

Looking at developing trends, Mr,
Rogers said: “There is every indication
that if the food broker is going to con-
tinue his steady growth pattern, more
and more services will be required.
Better and better marketing programs
must be developed. This can only be
done if all of your principalc are paying
their proportionate share of your cost
of doing business. You are not being
honest with those of your principals
who are being fair with you by per-
mitting other principals to remain in
your shop who are making unreason-
able demands,” Rogers concluded.

In his remarks, Mr. Rogers drama-
tized the price squeeze on all segments
of the food industry. He pointed out
that there is a trend In supermarkets
toward operating at a lowered margin.
The squeeze is on, he said, between in-
flatlonary pressures affecting the na-
tion's entire economy and the backlash
developing against higher prices. Dis-
count supermarketing has emerged in
an effort to cope with the squeeze, He
warned: “This tremendous pressure
facing your customers could encourage
them to seek even greater bargains
which could encourage more discrimin-
atory prices.”

Keep It Legal

He urged NFBA members to look out
for and report possible *olations of the
law In food price deals. "With the low
margins and intense competition, your
good, loyal customers cannot compele
if they are discriminated against in
price. It could be very damaging to you
if you participate in these illegal deals.
Your customers who are playing it
square would have every reason to be
mad at you," saild Rogers.

Sounding the call for ccnstant sell-
appraisal by members of the National
Food Brokers Associntion, Mr. Rogeri
sald: “Re-evaluate your own operations.
Be sure you are keeping pace with the
other segments of the industry. Be sure
the people you represent are being fair
with you. And most of all, be sure you
are being fair with not only your prin-
cipals but your customers. Continue the
upgrading of your operations and the
brokerage business of this nation will
continue to go forward just as it has in
the past few years."

Effective Presentation

Effectlve presentation to new princl-
pals when seeking an account was dis-
cussed by the following panel at the
National Food Brokers Association con
vention: William E. Fuller, Fuller Bro-
kerage, Indianapolis; George D. Hardy,
Harry B, Cook Co., Washington, D, C.;
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W. J. Jones, W. J. Jones & Co., Okla-
homa City; William Neal, Neal-Steck-
man-Smart, Inc., Los Angeles; Bert B.
Rosen, Reichardt-Rosen Brokerage Co,,
St. Louis.

“A food broker should not be so
eager to get a new account that he
overlooks whether or not he can handle
the account to both his own and the
principal's advantage, said one panelist.
“He should survey his market to deter-
mine the potentinl for this account first.
Then he should tell the prospective
principal what he intends to try to do
for him iIn sales and service. He should
tell the principal how he can solve his
problems in this local market.”

Emphasize Quality

When asked whether or not princi-
pals were concerned with the size of
prospective brokerage firms the panel
concluded, “Emphasize the quality of
your sales performance irregardless of
size—base your solicitation on your
sales record. Size is not necessarily a
factor in doing a good job for a princi-
pal.”

Most of the brokers agreed that pros-
pective principals should be given some
type of writlen prospectus of the bro-
kernge firm's operations. This should
include all vital local market informa-
tlon plus o personalized approach to the
principal's particular product sales.

Panel members reminded all mem-
ber brokers of their responsibility to
the entire brokerage fraternity when it
comes to seeking accounts, “Each mem-
ber builds prestige for the whole sys-
tem of broker representation when he
impressively sells himsell to a new
principal,” they concluded.

Finally, each of the flve were asked
to tell why they felt their firms were
selected by their respective principals.
Several answered that according to
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their principals the presentation itself
was the key lo acceptance. Other rea-
sons given included strength of retail
coverage, management philosophy,
ability to analyze and suggest solutions
to the local market problems and en-
thusiasm for the product and for selling,
itself.

Institutional Seminar
For Brokers

A seminar on institutional sales will
be held carly in 1068 by the National
Food Brokers Association. This was an-
nounced following the meeting of
NFBA's Institutional Sales Commitice
held during the @4th Annual NFBA
Convention.

The seminar will be held to enable
brokers to sharpen their techniques in
gelling producls for use in the institu-
tional fleld. Suggestions for the subject
matter and procedures for the seminar
are being developed for the Associalion
by the commitice. The date and loca-
tion of the seminar wil be announced
later by NFBA.

Many food brokers have special per-
sonnel for institutional selling. The
seminar will provide additional train-
ing and know-how for these men, Spe-
cial problems and procedures particu-
larly related to selling in the institu-
tional feld will be studied and dis-
cussed. The brokers themselves will
provide much of the educational ma-
terial for the seminar based on their
own backgrounds and institutional
sales experience.

$28 Billlon Potential

Sales polential of food and grocery
products used by institutions in Ameri-
ca todoy is estimated at $28 billion,
Presently, 1385 NFBA member firms
have special personnel expressly quali-
fled to sell the channels reaching insti-
tutional outlets. Nearly two-thirds of
NFBA's members can provide end-user
service as necessary. In less than ten
years, the number of NFBA food bro-
kers providing these services has in-
creased by 400% Institutional manu-
facturers, distributors, and institutions
are be~nming increasingly aware of the
tfreme  as savings and sales advan-
tages v nich are made possible through
the use of the food broker's sales activi-
ties, The continued growth of food
broker activity in the institutional sales
field Is a dramatic illustration of this
fact.

NFBA's Institutional Sales Commit-
tee also plans lo prepare a new booklet
during 1008. The aim of the booklet
will be to make the advantoges and
possibilities of using food broker repre-
sentatives known to all manufacturers
and processors of institutional products.
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The C. F. Mueller Company has given
itself a new package for its 100th birth-
day.

Evolutlon, Not Revolution

The red, white and blue Mueller's
carton familiar to generations of house-
wives, and one of the earliest brand-
name packages to ieke its place on the
grocery shelves, has ncquired a new
look, But many shoppers may be only
subliminally aware of the change to a
brighter, more streamlined package—
and that is as it should be, in the opin-
ion of C. Frederick Mueller, executive
vice president of the Jersey Cily, N. J.
firm.

Mueller's grandfather, Christian F.

Mueller, started the business in 1867

in the kitchen of his home in Newark,
N. J. The original packaging has gone
through only a few subtle modificationg
in the course of the company’s phe-
nomenal growth over the century, As a
third-generation member of the firm,
C. Frederick Mueller was not interested
in departing from tradition with a radi-
cal packaging switch. In packaging
“ayolution, not revolution" is his motto.
And the new package—des'gned by
Irv Koons Assoclates, Inc., New York
packoge design Arm—corries out this
concept.

The recognition value of the design,
build up through decades of advertising
in which the package always appeared
prominently, was an asset not io be
tampered with lightly. It was Koons'
assignment to transform the traditional
carton—blue on top and bottom, red
lettering on the white center, with a
cellophane window—and to give it a
contemporary look without jarring the
customer's recognition of an old friend.

From the designer’s drawing boards
came the new look: “A brighter, hap-
pler package,” as Mueller comments.
The dark blue was made several shades
lighter, the red “Mueller's” and other
lettering a bit slimmer and graciously
proportioned, superfluous promotional
“flags” eliminated, and the cellophane
window enlarged, with a cleaner-lined
frame around it

Designer Koons, who s chairman of
the Package Designers Council and
whose clients range from cigar manu-
facturers to distillers, says he chose to
enlarge the window to enhance the
“natural esthetic appeal” formed by the
product itself. The narrow egg noodles
or the twists, sea-shells or elbow maca-
roni are not only visible but highlighted
behind the simplified cellophane win-
dow.
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C. F. Mueller raviews packege with designar Irv Koons.

Original Package Was Improvised

The original Mueller's packoge was
an hinprovisation. In the late 19th cen-
tury, spagheitl makers traditionally
wrapped their goods in an inexpensive
grade of blue wrapping paper, which
also was used for the imported Italian
products. Jobbers distributed the anon-
ymous packages {o grocery stores, and
somelimes private labels were attached
by the retallers, But Christian Mueller
was proud of his product, and refused
to follow this practice; he wanted the
buyer to know he was getting the genu-
ine Mueller products.

To give his own blue-wrapped pack-
age the desired product identity, Muel-
ler picked up a sheet of white writing
paper one day and wrapped it around
the outside, leaving the blue ends ex-
posed—the basic color scheme which
survives today. Then the recent immi-
grant from Germany thought it would
be a good idea lo express his patriotism
by completing the package with the
third color in the American flag—and
the name “Mueller's” was neatly letter-
ed with red crayon on the white paper.

Carton In 1907

A few years later, in 1007, the firm
became the first in its field to drop the
paper wrapper in favor of the machine-
formed-ond-closed carton—still  with
the blue ends and red-on-while brand
name. (The window, the only major
change in the package after that, was
introduced in 1850.)

Mueller's investment in the new box-
forming machinery in 1907 was risky.
The molsture protection provided by
the new boxes was not really needed

for macaroni products. But Mueller
liked the efficiency and speed of the
new method, and above all he recog-
nized the importance of the package as
a form of advertising—at a time when
most macaroni products were still sold
in bulk, without brand identification.
The “new” 1807 package was a hit in
the stores, and as a result of its ploneer-
ing venture the firm was soon expand-
ing north, south and west from its ear-
lier distribution area limited to New
York and New Jersey.

In the early 1920's Mueller's became
one of the first staple food manufac-
turers to advertise substantially—with
car cards and posters, a medium
brought to the fore by the patriotic
posters of World War I—and was one
of the first to advertise on radio and
TV.

Part of Pdarketing Mix

Mr. Mueller reports that although it's
too early to gauge the full effect of the
package ou iales, there's no doubt of
the new look's acceptance by sales per-
sonnel and market-tested consumers.
For Mueller, the changeover represenis
a part of the company's “total market-
ing mix"” which conserves the elements
of “familiarity, quality and confidence”
inspired by the former package.

The switch on the shelves from “old"
to “new” packages should be complete
within a few weeks. Four 60-second,
full-color TV commercials featuring the
new look have been completed and will
run on 47 stations in 38 major markets
east of the Mississippi.

“This evolutionary improvement has
been exciting and rewarding,”" Mueller
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said. “It has to a large degree eliminated
the risk inherent in a complete de-
parture from the company's traditional
package design.”

Quiet Celebration

The Mueller's firm has kept its 100th
anniversary celebration within the con-
fines of its own employees and distribu-
tors at both wholesale and retail, It has
been a “quiet celebration,” Mueller
notes, but the new package is the icing
on the cake.

It founder Christian F. Mueller could
return today (he died in 1928), he would
find the basic product little changed,
although the company he began in his
home now produces as much as 3 mil-
lion pounds of macaroni, spaghetti and
egg noodles per week at its spotless,
highly automated four-acre plant in
Jersey City.

The founder came to the U.S. from
Germany in 1866 at the age of 27 to
ply his trade as a baker. From his
Newark kitchen he went forth first with
a wicker basket, then a push-cart, and
later with horse and wagon, selling egg
noodles to the many German and Ital-
jan immigrants who lived in Newark.
By 18980 a factory on Kent St. in New-
ark had been outgrown and the first
Jersey City plant was established.
Mueller was buying flour now by the
carlond instead of by the barrel, and
was meeting and creating a wider de-
mand for macaronl. New York's Ger-
man restaurants were among the carly
customers.

“A Change From Potatoes”

Mueller and his sons Fred, Henry and
Samuel went on to establish macaroni
products as a basic staple of the Ameri-
can diet. Then as now, the two wheat
products used by Mueller's—farina and
semolina—came from North Dakota and
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other states where soil and climate are
considered by Mueller's as perfect for
macaroni wheat. The Mueller's slogan
which in the early days helped maca-
roni products gain popularity was “As
a change from potatoes."

Quality Control

Each morning, Mueller's secretary
brings him a selection of samples from
the latest output, both cooked and un-
cooked. In his daily quality control
ritual, he has occasionally delected
slight variations in the shape of the
various products—but he has never
been disappointed by the flavor, After
100 years, Mueller's tastes as good or
better than ever.

Cellophane Reseal

Buitoni Foods Corp., South Hacken-
sack, N. J. has introduced a cellophane
overwrapped box with a rescalable end
for its pasta line.

A new logo appears on the left side
of the package. The company name is
on all sides of the package so that the
box may be displayed in any position.

Packaging Machinery Guide

The 1868 Official Packaging Ma-
chinery Directory, a uniform and com-
prehensive guide to the products and
capabilities of 106 member companles
of Packaging Machinery Manufacturers
Institute (PMMI), is off the press and Is
being distributed on a world-wide
basis, according to Leil Oxaal, Execu-
tive Director, Washington, D.C.

The 256-page directory contains a
description of PMMI's purposes and
programs, a classified index of packag-
ing machinery in more than 400 cate-
gories, two poges of information o~
each PMMI member company—includ-
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ing the names and titles of company
exccutives—and information on (rade
names ond related subjects.

More than 18,000 copies of the new
directory were distributed at the
PMMI-produced Packaging Machinery
Show 67, held in Atlantic Cily, N.J.,
and complimentary copies are available
from PMMI, 2000 K Street, N.W., Wash-
ington, D.C. 20000, USA. Business or-
gonizations are asked to send $1 lo
cover handling and postage.

Jenny Lee Officers

At the annual meeting of Jenny Lee,
Ine., St, Paul macaroni manufacturer
since 1882, Harold Koppinger was ap-
pointed Vice President and Treasurer.
Mrs. Lucille Kermkamp was named
Vice President and Secretary replacing
Frank Janasek who is retiring Febru-
ary 1 after 30 years of service with the
company.

Walter Villaume is the third genera-
tion serving as president of Jenny Lee,
Inc.

Also announced at the meeting was
the appointment of Marketing Services,
Inc. as the agency lo handle the com-
plete markeling program for the full
line of Jenny Lee macaroni products,
Mr. Villaume commented that Jenny
Lee, Inc. is embarking on an aggressive
total marketing program for its full line
of spaghelti, macaroni and egg noodle
products. He further staled that there
were several new producls to be an-
nounced soon that would require the
services of a full marketing service
agency.

Marketing Services, Inc., a Minncap-
olis based agency, is currently prepar-
ing the basic marketing program with
a schedule of ads planned to break in
January.
Coupon Deal

In the Chicago aren when you buy
Lawry's Spaghelti Sauce Mix you have
a deliclous spaghetli dinner and get a
95¢ refund. Lawry's Foods of Los An-
geles, California will send a quarler
towards the purchase of a packnge of
Fould's Spaghettl if the customer will
send an empty package of the mix, plus
the front panel from the spaghetti pack-
age to them. Offer is limited to one per
fomily and Is void where prohibited by
law.

Grocery Volume a Minor
Part of Income

Although Total Disposable Income
incrensed B.4% In 10686, Per Capita Dis-
posable Increase incrensed only 7.4%.
Even so, this was o figure substantially
ahend of 1005, with the increase in
population during the year accounting
for the smaller gain. Data from Nielsen
Retuil Index, Sales Managemenl.
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%mmf Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

) Chnlm F.muded Noodlo Dm.lgh ‘sheeler _\{MP -3

Clrnmmt Su H S Noedle Cutter, Type NA-4 working | :
junction willgm ' 3 for continuous lﬁogpfx per ha‘::r :p'e::ti?n!:

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

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

TAILOR-MADE FOR THE NOODLE TRADE

lhdl- . . .
bt oo Available with or without vacuum process

' T d motor affords flexibility for 1600 Ib 1000
C OPCICIty range — lb:mp:‘:.t‘:w:n;r :n.y :wn. lc::ﬂ m:ytpu‘:: can be :'rr::uod
Qrge screw for slow extrusion for better quality.
ngineered for simplicity of operation.

]{ UQQEd Construction to withstand heavy duty, round-the-clock usage,

ntrols, Automatic proportioning of water with flour,
atchless :Tntmpcumn control for water chamber,
I one plece housing. Easy to remove screw, sasy to clun.
( ) NIY  No separation batween screw chamber and hsad.
EWIY designed dle gives smooth, silky-finish, uniform sheet.
” . enclosed In stes! frame. Compact, nsat design.
ota Y Moets all sanitary requiremants.

%ww,z()/é/mqﬂ/

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

QUALITY IS ALWAYS IN STYLE

but with an added ingredient
such as DEPENDABILITY
you have the best!

CHAINLESS CLEAT CONVEYOR

For the best

in Material Handling
call —

Clermont machine company, inc.

280 Wallabout St., Brooklyn, N.Y. 11206 /Tel. EVergreen 7-7540
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EFORE our vacation trip I stopped
In a hardware store to get a ther-
mos bottle we usually carry in the car.

As it happened, the customer ahead
of me was looking for the same thinp.
The dealer showed him one of the %est
bottles made, a container thar would
keep anything hot or cold fur days.

The customer nodded his heal favor-
ably until the price wos mentioned.

“That's too much," he said. “Have
you got anything cheaper?”

The man eventually walked out with
a bottle that probably cracked inside
afler brief usage.

“Nobody Is interesled in quality any
more,” the hardware store owner la-
mented to me. “All they think about is
the price.”

He was, of course, referring to the
consumer, but 1 began thinking of his
remark in relation to salesmen.

One of the reasons the public is so
price-minded and quality-indifferent is
that salesmen are not selling quality.

The Unmentionable Word

Today a salesman Is frequently afraid
to mention quality to a buyer. It has
become un almost unmentionable word.
Instead he climbs on the price band
wagon, ignoring the top features of his
product. And when he can't compete
in rice he's lost. The sale goes by de-
faull because he couldn't muster up an
intelligent argument for his line.

Many times the salesman lets himsell
be scared into harping on price by the
prospect, who starts tossing competijtive
offers at him. Here is a case of igno-
rance feeding on ignorance. Just be-
cause a buyer gous into the price rou-
tine does not mean that you have lo
follow suit, If price s not your strong
point, brush his objections aside and
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SELLING®

by George N. Kahn

THERE'S MORE TO SELLING THAN PRICE

This is No, 38 of 42 sales training articles.

concentrate on the quality aspects of
your product,

Frank Lorrimer, a phenomenal earn-
er In an expensive gear line, once told
me:

“When a prospect starts talking price
1 give him my deaf ear. I pretend I
didn't hear him and continue with my
sales talk. 1 have found that if I'm a
good enough salesman he Is going to
forget about the price angle and listen
o my pitch for quality.”

You have a duty to both your com-
pany and yourself to talk quality, The
degree of excellence contained in your
product is a major, not a minor part
of your presentation.

what Is Quality?

Quality is simply the superiority your
product enjoys over another. Both the
Cadillac and Ford cars can rightly claim
quality, but Cadillac has more of it.

Compare two pairs of sh «z, Jne sell-
ing for $25 and the other, $.90. " he more
expensive shoe will have b= !¢t lining,
leather and sewing.

Approximately the same amount of
material is needed to make a $150 suit
and one selling for $49.50. However,
you get your $150 worth of suit in the
quality of the material and tailoring.

Prestige Is o faclor oiten associoled
with quality. Don't carry the analogy
too far. True, some persons, buy an
item only for its prestige value, but
most people want their money's worth
in 1ecognizable quality. They want to
see featurce t%at set the item apart
from other procucts. Your buyers are
interested in the important differsnces
in your product,

Who Buys Quality?

More people than you think. If cheap-
ness were the only factor in selling,
everyone would own the lowest priced
automobile, dress in shoddy clothes and
buy the least expensive furniture, jew-
elry, sporting equipment and education.

The prospect you call on may be a
tough bargainer but look around his
plant, You'll readily sce that he didn't
buy the chenpest equipment he could
find.

There are many buyers today who
have stuck with high quality merchan-
dise for years and would not think of
changing despite all the price blandish-
ments in the world, They have built
their reputation on quality and would
do nothing to jeopardize that good
name.

A few years ago the advertising
agency for an established cereal firm
suggesled to the president that the
package design be changed to make it
more modern.

“You can make all the equipment
changes you want in the plant,” he told
his staff, “but the package strys the
same. Thal package means quality and
is 50 recognized by the consumer.”

The American buyer Is a funny ani-
mal. He'll display a flerce loyally to a
product that has given him satisfaction,

Backdrop for Quality

Backdrop Is a theatrical term. It is
the artificial background against which
a production is staged. The backdrop is
important in creating the right mood or
atmosphere for the scene. If the hero
and herolne are supposed to be enjoy-
ing a circus, the backdrop wlil show
wild animals and calliopes.

The appropriate backdrop Is im-
portant in selling also—particularly in
selling quality, Just as Tiffany would
not put a diamond necklace in a cheap
looking box, so you must not cheapen
or degrade your product by skimping
on the props.

This includes more than your sample
cases, display kits, literature or audio-
visual materials, These are necessary
but even more important Is that you

_yoursell act like quality. If you are

trying to convince a buyer of the qual-
ity of your product you must meke him
see the quality in you. Dress right, talk
correctly and demonstrate complete
sincerily and conviction, Reek of class
and quality.

A big West Coast aircraft factory
needed a small engine part it found
cheaper to buy than to make. Several
salesmen from small firms came run-
ning for the order.
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The airplane plant's purchasing agent
gave the business to a young salesman
who had been sixth in line.

Over lunch one day, the purchasing
agent explalned how he arrived at the
decision.

“Well, in the first place,” he sald
“the guy's product was first class, Our
engineers gave it a thorough golng over
and it met every test.

“But this salesman impressed me
more than any of the others with his
manner, refinement and his general ap-
pearance. He was selling a good product
and he acled like it. Another thing:
Even though his outfit was small and
we were big, he didn't grovel or beg.
He kept his independence all through
the interview and I respected him for
it. So many salesmen even with a good
product, are servile and mealy-mouth-
ed, Those kinds embarrass me or make
me nervous.”

Point Out Features

Some salesmen flgure that if they
hang a sign saying “Quality” on their
product there Is nothing more to do.
They don't actually put a sign on, but
they try to accomplish the same thing
by repeating the word “quality.”

You must do more than merely men-
tion the word quality In connection
with your merchandise or service. You
must point out and comment on its su-
perior features. Make the buyer see for
himself why your product should be
bought. If it has some feature or design
that no one else has, call it t¢ the pros-
pect's attention. Don't expect to get by
on reputation alone. Even Cadillac and
Rolls Royce spend millions of dollars
advertising and promoting their auto-
mobiles.

Also emphasize features the buyer
may be especially inlerested in. A tail-
ored presentation is always more suc-
cessful than a hit or miss one.

Hidden Value

Some quality features stand out like
a lighthouse beam on a dark night but
others must be revealed by the sales-
man. Certain products have hidden val-
ues which are not readily apparent. For
example, you may be selling an electric
generator that looks and operates like
most other generators on the market.
But if you can show reports from an
Independent testing company or an en-
dorsement from well-known users, you
can sell the motor even if it does cost
more than others. This is the hidden
value in your product.

A prospect will buy a more expensive
item but he needs a good excuse to do
it. You must plant in hls mind the idea
that it is sound judgment to choose
your product even though it costs more.
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Varlous persons living In different
parts of the world pay as high as $700
o year o have the New York Times
shipped to them. They are willing to
pay the price because the Times is one
of the world's great newspapers. No
puper in the United States can dupli-
cate Its coverage of the news.

Certain individuals will buy only
Swedish glass because of its intler-
national reputation for high quality. It
is also very high priced.

A father I know went lo five stores
before he found a sled of a particular
make for his son. The sled he bought
cost more than others, but he was only
too happy to pay the price.

If you can prove that your product
is of superior quality, the price tag need
not worry you.

Quality in the Service

You may have the same product as
your competitor, but your firm offers

, better service. Hit that point hard as a

quality feature of your company.

The loyally of a firm toward a cus-
tomer means a great deal to the latter.
He wants assurance that the seller will
stand behind the product and live up
to its commitments. This you must im-
press on the buyer. Bring in recommen-
dations from olher customers; empha-
size the goodwill your outfit has created
as much as you do the product.

If possible, bring along a manage-
ment exccutive from the home office to
underscore your promise.

Lon Hiller, a computer salesman, sold
his firm on the idea of occasionally
sending along a headquarters man with
the salesman. Sales increased 30 per
cenl as a result.

Quality comes in many forms, and
the ambitious salesman will toke ad-
vantage of ils selling power. Don't be
shy about pushing qualily over price.
This tokes real salesmanship, but the
payofl will make it more than worth-
while.

The price merry-go-round has gone
far enough. It's time salesmen got out
and sold on merit.

Are you emphasizing quality enough?
Here's a means to help you tell, If you
can score ol least seven times with a
“yes" answer you are on the right track.

Yes No
1. Do you siress the quality
fentures of your preduct? — —
2. Do you show your product
in an atmosphere of qual-
ity? —,
3. Are you convinced that
price is not always the
most important part of sell-
ing? —_——
4, Do you feel at ease in talk-
ing obout qualily? —_ -

5. Do you emphasize the serv-

fce your firm can provide

the buyer? —
6. Do you research the prod-

uct for hidden value? —
7. Do you manage o override

the buyer's concentration

on price? —
8. Does your appearance and

manner suggest qualily? —_
9. Do you know why people

pay more than they have to

for products? —
10. 1f so, do you use this lesson

n your selling? —_

(Copyright 1084—George N. Kahn)
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FOR SALE—One Ambrette Automatic Press
for the production of short cut macaron|
with round die head and cutter attached to
press, Cutput 1,000 pounds, press in ex-
tremely good condition, also equipped with
vocuum pump. Box 249, Macaronl Journal,
Palatine, 1lI, 40067,

FOR SALE—One Broibanti Stamping Ma-
chine for the production of fancy items such
os bow ties, midget bows, etc. Output per
hour based on dry product equal to 500 to
600 pounds. Stomping machine in excellent
condition, Box 250, Mocaroni Journal, Pala-
tine, Ill. 60067,

A Bevy of Beauties

“The Golden Girls from Golden
Grain"—a float boasting eight beauti-
ful 1067 Miss California World finalists
was one of the key attractions at the
Hollywood Santa Claus Lane Parade
on Wednesday, Nov. 22, Thanksgiving
Eve.

The Golden Grain Macaroni Co,, San
Francisco-based manufacturer of “Rice-
A-Roni" among other national brand-
ed products, headed by its vice-presi-
dent and director of sales—Tom De
Domenico, sponsored the en'ry.

The float depicted grair. flelds and
the bounty of the Califorria soil with
a cut out of the state enrol.ed with gold
aluminum foil. At the head of the float
were the words, “Miss Californin
World" with the labeling “Golden
Grain Macaroni Company presents the
Golden Girls of the Golden State" em-
blazed prominently.
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The Gelden Girls from Golden Grein

Immediately to the front of the float
was “Miss Golden Grain,” Johnine Lee,

dressed in a skin-tight golden sheath. .

The “Miss Washington World" and first
runnerup In the “Miss World USA"
Pageant, boasts of blonde hair and cha-
meleon eyes that she claims change col-
ors according to her mood or the clothes
she wears,

The five-foot-six-inch beauty Is also
native Californian and has an aclive
Interest in sports while holding down a
165 per game average in bowling.

At the head of the float on the high-
est level, was “Miss California World"
—Joy Bush. Joy, another golden blonde,
is blue-eyed and stands flve-foot-six.
She is a graduate of Ramona High
School in Riverside, Calif., and ls cur-
rently a senior ot the University of
California at Riverside.

Ladies-in-Waiting

The six ladles-in-waiting, who were
dressed in white formals, include:

Teri Barna, five-foot-six-inch brown-
eyed brunette and vivacious full-blood-
ed Hungarlan who came to the United
States seven years ago. The 1B-year-
old beauty was Miss Congeniality in
the Miss California World Pageant and
was one of the 15 finalists.

Another lady-in-waiting was Shery
Bain, a 19-year-old brown hair and
brown-eyed beauty who is relgning as
Miss New Mexico World. She stands a
pert four-feet-five inches tall.

Tonia Powell was another in the
court of elegant golden beautles, Her
brown hair and brown eyes help set off
a five-foot-elght inch curvaceous fig-
ure, The UCLA sophomore was third
runnerup in ‘he Miss Callfornia World
Pageant.

The fourth lady-in-waiting was Suzie
Glickman, Miss Los Angeles World. The
Granada High School graduate and

Valley College student features bru-
nette hair and blue eyes. She stands
five-foot-elght inches,

Another member of the court was
Sandy Neilson, 20-year-old Miss Photo-
genlc in the California World Pageant.
She is a lovely blonde hair and blue-
eyed beauty who stands five-foot-seven
inches tall.

The final member of the Miss Golden
Grain court was Peggy McNeill, third
runnerup in the Miss USA World Pag-
eant. The flve-foot-six inch brown-
haired and blue-eyed beauty hails from
Corona, Callf, She is currently a senlor
at Corona High School.

Float Staff

Beside Tom De Domenlco, the bal-
ance of the foat staff included Paul
De Domenico, vice president and di-
rector of advertising for Golden Grain;
Nita Bain, State Coordinator, and Em-
ery Fried, executive director, Miss
World Beautly Pagearis and Henry von
Morpurgo, public relations and market-
ing consultant,

At Prince Macaroni

Sam Panessitl has been named as-
sistant treasurer of the Prince Macaroni
Mfg. Company.

In a second administrative change,
Frank Morelli has succeeded Tom
Boudreau as head of the company's
data processing department, He had
been associated with Honeywell.

Panessiti, formerly controller at Cleg-
horn Folding Box Co., a Prirce sub-
sidiary, will direct accounting and data
processing procedures for all Prince
branches, He will also take over the
credit department currently adminis-
istered by Pat Giovinco who has re-
tired after 26 years with the Prince
Company.

Creamette Broker

Continental Food Brokerage Co., De-
troit, are representing Creamette Com-
pany products in the Detroit Metropoli-
tan area beginning January 1, 1968. The
announcement was made by Creamelte
vice president A. J. Weslerberg.

. Creamette produces both dry and fro-
zen macaroni products,

Headquartered in Detroit, Continen-
‘tal has offices in Grand Raplds and
Flint, Michigan; Toledo, Ohio and Fort
Wayne, Indiana.

Soup Mix in Nashville

In a consumer survey of the Nash-
ville, Tennessee market, TV station
WSM reports the following shares of
market for soup mix: Lipton 68%;
Knorr 18%; Wyler's 3% and McCor-
mick 3%.
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Macaroni Quiz

1. What famous movie star sald, “Every-
thing I've got | gol from eating spa-
ghetti"?(a) Gina Lollobrigida (b) Sophia
Loren (c) Shirley Temple.

2. The Chineses enjoyed macaronl prod-
ucts In various forms as early aa? (a)
5000 B.C. (b) 1500 A.D. (c) just after the
egp roll,

3, According 1o law, epg noodies must
contain—in addition to semolina, flour
and waler? (8) 10% egg solids (b) 5.5%
egg solids (c) one meaiball.

® %
MUY
‘f;‘f

4. The Depariment of Agriculture reports
a record world wheat crop for 1988.
How many bushels will that be? (a) 940
thousand (b) B.4 million (c) 8.4 billien.

8. The Diamond Packaging Products Di-

print
mathod? (a) Olfsel Lithegraphy (b) L:\‘!
terpress (c) Gravure.

Answers to Quia:
‘Wayd snoA exmyig ‘o ty'Qie Iz 'q L

IN SHE
MADE OF
SPAGHETTI?

Next to the hot dog, macaronl products
such as spaghetll and noodles (with
hamburger) are meallime favorites of
milllons of Americans of all ages.
How much do you know about
macaroni? Try this DiamoM
Packaging Prcducts Divi-

slon Quick Quiz and see.

DIAMOND PACKAGING PRODUCTS DIVISION

DIAMOND NATIONAL CORPORATION
723 TR0 AVENUL, NEW YOAK, NI W YORK 10017 121216871700
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we would remind youw....

our durum products are milled to exacting

standards from the finest, selected wheats, And,
in addition, we provide
specialized service unmatched in the industry.

DURUM DIVISION
nternational

MILLING COMPANY INC.
GENERAL OFFICES: MINNEAPOLIS, MINNESOTA S5415
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