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ABBE LAZARO SPALLANZANI

Eighteenth century Italian priest and
biologist whose early experiments
with microscopic organisms In 1785
disproved the theory of spontancous
generation of bacteria and led to
bolling and sealing as preventive
measures In the preserving of food-
stuffs. It was a first step In the
direction of food packaging.

SYSTEM The good Abbé followed a systematic program of research

and experimentation, System has its important place within the Rossotti
organization, too. Systematic research, development and production methods
enable us to offer you a unique packaging service tailored especially to fit
your individual requirements. The flexibility of this service now makes it
economically possible for you to achieve space-and-money-saving inventory
control, react immediately to marketing situations, conduct limited as well as
extensive market tests, carry out special on-the-package promotions, and
even set up a packaging machinery system of your own if you like. It's worth

looking into. Why not do it today ?

FOR BETTER MERCHANDISING THROUGH PACKAGING

ROSSOTTI LITHOGRAPH CORPORATION
Executive Offices: North Bergen, N. J. 07047

ROSSOTTI CALIFORNIA PACKAGING CORP.
San Leandro, Callfornia 94577

ROSSOTTI MIDWEST PACKAGING CORP.
Evanston, lllinols 6060_2

AT R B T o

OLITICAL party bosses are shrewd

judges of what attracts voters. They
pick candidates for their warmth and
appeal to the people. They know that
a colorless, lackluster individual is not
likely to capture many ballots,

Occasionally something comes along
{o upset the applecart but mostly it is
the candidate with personal appeal who
wins elections.

There is an application here for sales-
men. The more personality and color
you bring to your work the higher your
earnings will go. Make a real effort to
spruce up your siyle if you want to get
the prospect’s vote.

In our mass production society your
merchandise Is competing with hun-
dreds of other products that look and
perform the same. Even prices are
standard.

So the determining factor could very
well be YOU, The Impression you make
together with your company's reputa-
tion Is the factor that often insures an
order.

Be Different Each Time

Salesmen are prone to be salisfled
with their method, particularly if it got
them an order. The idea of adding new
sparkle or color to their approach does
not occur to them.

They don't realize that the next time
they call the buyer might not think
they are as interesting. In fact, he may
be bored to the point of saving his busl-
ness for a competitor,

A salesman courts trouble by coming
around with the same old story told In
the same old manner. In becoming stale
he loses orders that go to men who vir-
tually sell themselves.

Your reply to this may be:

“Well, what can I do? I can't change
my face, the way I talk or my product.”

MarcH, 1968

SMOOTH

SELLING*

by George N. Kahn

PUT COLOR IN YOUR CALL

This is No. 39 of 48 sales training articles

That's true but you can vary your
presentation. You can contribute new
Jdeas that will help the customer with
his advertising or merchandising. You
can give him Industry and trade news
that will be of interest to him,

You can even alter your appearance
by showing up with a new tle or sult.
I know a salesman, Joe Fasher, who
wears only Countess Mara ties because
they excite so much attention among
his customers.

Have you ever felt yourself getting
into a slump? It happens to all of us.
When this happens there are two routes
open to you:

1. You can continue doing things in
the same old way.

2, You can make some changes.

The second choice may not always
produce results but what have you got
to lose? There is no hope in the first.

If a company's product flops on the
market it Is withdrawn and improved
or changed. Engineers and production
experis study it and try to figure out
what went wrong.

Why shouldn't a salesman change his
technique if it isn't pulling in orders?

Say It Differently

One of the simplest ways to vary
your approach s to find a new way to
soy the same thing. There is nothing
deceptive about this; it's just good sales
practice. And there’s on extra dividend
in that it will keep you from becoming
bored with yourself.

The maonagement of a New York
sightseeing bus line decided to check
up on their drivers. Company men,
posing as tourists, rode the busses to
hear the drivers' spiel to the passengers.

Afler one of the inspectors had taken
tiwo trips with one driver he went up
to the man and Introduced himself.

“There's one thing I'm wondering
about,” he told the driver. “Each time
you gave a different presentation even
though you had a different group of
tourists.”

“Well,” the driver responded, “I
could give the same speech all year and
no one would know the difference—-

except me, I keep my interest in this
job by experimenting with different
talks. I get a kick cut of trying to see
the changes I can make in my style and
delivery.”

New Angles

Salesmen, that's your cue. You'll add
more zest to your living and more mon-
ey to your bank account by working on
new angles for your presentatoins.

How dull and uninspiring it is to say
to a customer:

“Our line is essentially the same as it
was last year."

That's enough to kill whatever fond-
ness or loyalty he had for you. Dress up
your sales talkl Glve it a new coat of
paint, Find something that hasn't been
sold before and make that your opener.

Even If there's nothing really new,
juggle the uld until it sounds different.
Art Locke, o meat salesman, can trans-
form a plece of beef into a rhapsody
and it's the same beef that customers
have been getting for years.

Even the man who sells me gasoline
tries to perk me up each time with a
joke, bit of news or a comment on
politics.

My office is In the Empire State
Building, the tallest structure in the
world. It was built more than 30 years
ago yel writers and phliotographers still
find it a fertile source of stories and
pletures. Perhaps tomorrow some
writer will find yet another untapped
facet of that remarkable building.

The point is that if you keep looking
for new ways of expression and ap-
proach, you'll find them.

Helping the Process

I know a man who speaks and writes
six languages fluently yet he never fin-
ished high school, He is almost entirely
self taught. ’

Another acquaintance became a top
commercial illustrator without having
had an art lesson,

Both these men had the drive and
initiative to better themsclves, to be-
come richer in knowledge and skill.

(Continued on page 4)
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Put Color In Your Call—
(Continued from page 3)

The salesman, too, must go beyond
the somewhat narrow boundaries of his
job to acquire qualities that will make
him attractive to prospects and cus-
tomers.

He can, for example, become highly
versed in International diplomacy sim-
ply by reading. This would make him a
man a customer would want to listen to,
Or he could make himself an expert in
finance and the stock market. This
takes time but it's not impossible, And
customers would welcome that kind of
knowledge,

The world is full of possibilities for
increasing one's knowledge,

The success of some top salesmen in
this country rests almost solely on thelr
abllity to fascinate buyers by thelr
erudition,

There are others who command
orders because of their knack of mak-
ing a customer feel good, These sales-
men brighten a person's day just by
belng around.

In each case the salesman helped his
cause by taking pains to give himself
that exira polish.

Don't sell yourseif short by ziving a
buyer a dry rec'tal of facts he cuvld
read in a brochire, Turn your call into
an experience for him, Make him re-
member you. Interesting people are
welcome people.

I know a doctor who was such a com-
nelling raconteur that his friends gladly
~ave up Important engagements just to
hear him talk. One night my wife and
I were preparing to go to a hit play to
which we had been looking forward for
weeks. The phone rang and a friend
said he was having the doctor and a
few others 1o his home that night and
we were invited. Without a moment's
hesitation we gave up the theater to
listen to that physiclan talk. He was
great.

Plan for the day when a customer
will anxiously look at his watch, wait-
ing for you to show up.

Give Instead of Get

No salesman can be interesting to a
buyer unless he adopts a philosophy
that it is better to glve than get. After
all ,that is the whole point of selling,
But you must be prepared to give that
prospect something before he glves you
his business. You cannot become a big
producer If you continually put your-
self before the customer. Successful
salesmen don't operate that way.

Before you start your calls in the
moming you should conslider each cus-

tomer and prospect individuslly and
say to yourself:

'What can I do for this man today?"

If you make this a regular practice
you will find that he will be doing more
for you.

Bill Carter, a bank equipment sales-
man, keeps a special list of his custom-
ers and their speclal needs. From time
to time he jots down ideas for helping
them. Before each call he usually has
one or two things in mind that he can
do for the buyer.

Said Bill:

“I Jook forward to telling a customer
that I have thought about his problem
or situation and that I've come up with
something that might help him. And
they really appreciate it

Their appreciation has made Bill one
of the highest earnets in his fleld.

Only the weak salesman will flourish
on order pad and expect to be served
without making a contribution of his
own.

Be A Good Listener

Jim Moffett, a machine tool salesman,
once walked out of a customer's office
with a $70,000 order because he was a
good listener.

“Some buyers wan! to talk rather
than listen to me,” Jim explained. “In
fome cases .i's a plain matter of ego.
For others it's a form of therapy; they
want to unload their troubles on some-
one and I have a big shoulder. In that
$70,000 sale, the purchasing agent want-
ed to tell me about his victory in a dis-
pute with company engineers over the
ordering of certain parts. My outft
wasn't involved but I listened anyway.
When he had finished his account he
sald quite casually that he was golng
to glve me that big order.

“1 had been working on the man for
some tlme and I'm sure my previous
presentation remained in his mind. But
I also know that my being a good listen-
er had disposed him favorably toward
me."

Carry Good Tidings
You will not make yourself interest-

ing or informative by stepping on your
competitor every time you see a cus-

tomer. That isn't the kind of informa-.

tion he wants to hear,

If you carry news, carry good news,
something that will give him a lift for
the day. If someone is golng to hang
crepe, let the buyer hang it. A salesman
should radiate strength and confidence.

And If you have had a bad day don't
Inflict It on the prospect or customer.
He is not there to share your burdens,
He has plenty of hiz own, At night you
can go home and pour out your woes to

your wife but keep them out of sight
while you are working. The old adage
that a smile will go a long way is true,
Selling can sometimes be frusirating
but don't forget that you have good
days, too, Don't let one miserable cne
possibly ruin your chances of snaring a
big order from the last prospect you
call on,

Once, after being turned down cold
by elghteen prospects all day, I got a
whopper of an order from the nine-
teenth, an elderly gentleman who told
me:

“Young man, you're the first person
to walk Into my office all day with a
smile on his face. You must have had o
good day and I'm going to make it a
better one for you.”

Be pleasant, courteous and cheerful
with receptionists and secretarles as
well, You never know when they will
be helpful to you. A receptlonist once
went to bat for me with a tough buyer,
who had refused to see all the other
salesmen who had appeared that day.

Well, do you think you have the idea
of putting color and excitement into
your presentation? Do you see the
necessity of making yourself interest-
ing? Here's a measuring device to tell
you how you are doing at this point of
your career. If you can answer “yes"
to at least seven questions, you are
indeed sparkling:

Yes No
1. Do you try to make your-
self interesting to the buy-
er? i - i
2. Do you feel it Is as im-
portant to give as to get? — —
3. Do you try to put some-
thing different into each
call? —_ -
4. Do you try and educate
yourself to be interesting
to buvers? —_ -
5. Are you a good listener? — —
6. Do you make it a point to
listen when a buyer ob-
viously wants to talk? —_ -
" 7. Do you work at changing
around a presentation so it

sounds new? —_——
8. Do you keep your problems
from the buyer? _——

8. Do buyers remember you
when you call the second

time? _——
10. Are you asked back by
buyers? —_— -

{Copyright 1064—George N. Kahn)
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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 frum 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.”

Aseeco offers, without obligation,
engineering services 1o aid in design and
layout of conveying and storage
systems, as well as installation service.

ASEECO corr.
Equipment Engineering

1830 W, OLYMPIC BOULEVARD
LOS ANGELES, CALIF, 900086
TELEPHONE 1_213) 283-9001

Find out what tke Accumaveyor
can do for you. Write or call for your
nearest representative,




COMMUNIC

OMMUNICATING to Under-
stand” was the theme of the
Winter Meeting of the National Maca-
ronl Manufacturers Assoclation at
Hollywood, Floride, January 22-23.24.
Our record attendance for the Winter
Meeting heard reports from committees
on the opening day's Industry Business
Sesslon. Detalls appear on reports on
following pages.

Legislatlve developments were dis-
cussed by Harold T. Halfpenny, general
counsel, and one of the highlights of
the first session was a presentation by
Eric Vadelund of the National Bureau
of Standards, urging the development
of voluntary programs by the industry
in complying with the new Packaging
and Labeling regulations.

Round Tables

On Tuesday and Wednesday, man-
agement seminars on “Communicating
to Understand" were moderated by
Robert C. Sampson, Chlcago behavioral
sclences counselor.

In setting the stage for round-table
discussions of Communications within
Management, with Employees, and
with the Trade, Mr. Sampson scught
definitions of the meaning of communi-
cations. Among the comments were the
following: “Convey ideas and thoughts
to one another”; “putting a clear pic-
ture in another man's mind"; “ability to
listen"; “understanding other people's
positions and/or ideas”; “asking the
right questions for information”; “fo-
cusing attention on matters of mutual
interest.”

A checklist on barriers to communl-
cation was developed. Among the sug-
gestions: poor atmosphere—place not
right, time not right; the problem of
semantics; the Inclination to assump-
tions; stubbornness, prejudice, resent-
ment, lack of interest. Other barrlers
included inariiculation, inability to
listen, fallure to be precise, lack of
background, fear of error.

Mr. Sampson noted that the win-lose
complex, so important to achievers, was
also an impediment, just as the Puritan
ethies so Impossible to live up to creates
anxieties from feelings of guilt,

Good Communications

He enumerated a series of steps for
good communlcations:

(1) A person has to be normal and
competent In his fleld. :

(2) There must be compatibility—this
was denied In business until World
War II.

(3) You must be open with other peo-
ple with feelings of trust and under-
standing to communicate well,

Discussion Leaders

Round-table discussion leaders In-
cluded Denby Allen, Melvin Golbert,
Joseph P, Pellegrino, and Joseph Vivi-
ano for communications with the trade;
Paul Vermylen and Alvin Karlin for
communications with employees; Vin-
cent F. La Rosa, C. Fred Mueller and
Walter Villaume for communicetions
within management.

After the discussions around the
tables on Tuesday, the discussion lead-
ers presented ideas for audience dlscus-
sion on Wednesday. In the area of trade
communications there was a centering
of problems around price, service, and
quality. It was observed by Mel Golbert
that salesmen must sell the company
image as well as the quality and service
of the product to give the buyer an
accurate image of value. To do this,
Denby Allen noted that the representa-
tive must have full product knowledge.
He must also understand the grocer's
problems {n order to have the grocer
understand him.

Joseph Viviano commented that price
was only one aspect of selling total
value and was nat a problem with pop-
ular products. The observation was
made that quality relates to the specific
use—it means movement for the grocer;
it may mean taste angd texture for the
consumer,

To overcome lacrk of communication.

to the trade, theie were suggestions for
attractive company mallings, proofs of
consumer advertising, trade magazine
advertising.

Employee Communications

In the discussion on communlcations
with employees, the management-
union-employee {riangle was discussed,
It was concluded that management
should not lean on the union but should

UND

ERSTAND

have a good working relatlonship with
shop stewards and personnel.

Paul Vermylen reported on the prob-
lem of a language custom barrier,
where bilingual foremen are necessary
to carry out communications from man-
agement to workers. These foremen
must be carefully instructed in toler-
ance and understanding.

The problem of diminishing pride In
workmanshlp was discussed, It was
noted that foremen and employeces
must understand management's stand-
ards of quality and that management
frequently fails to pass on customer
compliments when satisfaction is re-
ported.

In disciplinary matters, reprimands
should be made In private, but compli-
ments should be made in public, pre-
ferably by the immediate superior.

To develop loyally to the company,
working conditions should be such as
to achleve a congenial atmosphere. This
is better displayed by deed than by
conversation. An example of creating
a good company Identification was hav-
ing a clean plant with good housekeep-
ing and orderly working areas. A sense
of belonging must be developed as loy-
ally is earned. “Teamwork” and “iden-
tifying with a company" were suggest-
ed as better terms than “loyalty.”

Within Menagement

In the discussion of communications
within management, the area of re-
siricted Interest was considered. De-
partmental managers, quality control
personnel, and section foremen must be
given a broader view of company prob-
lems and spheres of interest, The de-
velopment of economic understanding
is vital. One way to do this is to take
your people on a plant tour on your
time,

The reluctance of people to take on
responsibilily comes about because of
their fear of reprimand. They must
have sufficient capabilities and authori-

.tles to handle responsibility given to

tiem. Employee evaluation of himsell
and of his job periodically is recom-
mended.

Coordinating corimunlcations is a
highly necessary finctlon in a large
organization where divisions of labor
may be created In sales, office manage-
ment, credit depurtment, legal depart-
ment, and trafllc. Management must
exercise control in bringing communi-
cations together between the depart-
ments,

In the wrap-up by Mr. Sampson, he
observed that the problems of com-

THE MACARONI JOURNAL

Round Table Discussion Leaders (left to right, top to bottom): Joseph P, Viviano, Denby Allen, Melvin Golbert, Vincent F. La Rosa,
Joseph P, Pellegrino, Poul Vermylen, C. Fred Mueller, Walter Villoume,




™

Communicating to

Understand—

(Continued from page 6)
munications are the same as those in
how to manage. They center chiefly
around decision-making, and there !4
no substitute for face-to-face communi-
cation. This is being lost as the old
community disappears and work rela-
tionships change., People in superior
positions are suspect, because they tend
to be Impersonal about the people be-
low them. The achiever creates prob-
lems for himself and must develop co-
operation and understanding In others.
Bureaucracy also develops mediocrity
where the indlvidual becomes a num-
ber and poor performance is accepled.

The more you know a person, the
more critical you become of him, and
there will always be differences and
conflicts between individuals. But peo-
ple want to work, and competence and
compatibility are essential needs. It
these are recognized and there Is open-
ness and trust, there will be good com-
municatlons.

Outstanding Socials

Noteworthy at all conventions of the
National Macaroni Manufacturers As-
sociation is the presence of the ladles,
and the great majority of the men at
the Winter Meeting were accompanled
by thelr wives,

The first soclal event was the “Ice
Breakers Party and Reception” held on
the patio of Diplomat West. Weathar
was delightful and good cheer and ap-
petizing hors d'oeuvres added to the
gay party.

The new Regency Room was the site
of both the Italian Dinner on Tuesday
and the Dinner Dance held Wetnesday
evening.

Following the reception and cochtall
party, antipasto was served at tables
family-style for the Itallan Dinner.
Then hot pasta dishes such nr spaghettl
with sauce and manicotti als Diplomat
were served with stuffed egyplant Par-
miglana buffet style. Rossottl Litho pro-
vided an accordianist.

Menu for the Diniier Dance featured
Roast of Beef served with Fetuccini
Alfredo. Biscuit Tortoui was the des-
sert. Music was provided by Van
Smith's Orchestra.

Thank: to Hosts

President Robrrt 1. Cowen expressed
the tharks of the Assoclation to the
hosts of the Suppliers’ Socials. They
were: e

Jumber Milling Division, G.T.A.

Jymbrette Machinery Corporation

Airher-Daniels-Midland Durum Dept.

Balias Egg Products Company

V. Jas, Benlncasa Company

Braibainti-Lehara Corporation
The Buhler Corporation

Burd & Fletcher Company
Clermont Machine Company
DeFranciszi Machine Cerporation
Diamond National Corporation
DuPont Film Depariment
Faust Patkaging Corporation
Henningeen Foods, Inc.

Hoskins Company

International Milling Co.

D. Maldari & Sons, Inc.

North Dakota Mill & Elsvalor
Wm. H. Oldach, Inc.

Paramount Packaging Corp,
Peavey Company Flour Mills
Rossotti Lithograph Corporation
Schnelder Brothers, Inc.
Triangle Package Machinery Co.
Vitamins, Inc.

Milton G. Waldbaum Co.

MAT

Robart . Cowen, Sr.

The President’s Report
by Robert I. Cowen, Sr. at the N.M.M.A. Winter Meeting

INETEEN sixty-seven was a good

year, Production was up some two
per cent over 1966 to make estimated
output some 1,403,520,000 pounds.

It was a busy year for the National
Macaroni Manufacturers Assoclation
and the National Macaroni Institute.

You will recall that a year ago when
we met here, we heard reports on pub-
licity placements stemming from the
Food Editors' Conference, National
Macaronl Weck, and the Personal Ap-
pearance Tour of Shelagh Hackett.

At last year's Winter Meeting, Dr.
Kenneth Gilles and Len Sibbittt of the
North Dakota State University reported
on the new varlety of durum wheat
called Leeds.

Clifford Pulvermacher of the Depart-
ment of Agriculture and Paul Johnson,
Chief of the Operations Branch for the
Agency for International Development
in the State Department, discussed the
special foods developed for the Food for
Pence program.

Among the other speakers, Ed Toner,
president of the C. F. Mueller Com-

pany, gave that organizatlon's sales
philosophy.

Plant Operations Seminar

We discussed the feasibility of hold-
ing a Plant Operations Seminar, and
this was held In Chicago on April 12
and 13. Some 75 representatives were
in attendance, and the idea was success-
ful enough to lead to plans for a semi-
nar on wheat in Minneapolis this com-
ing April, a seminar on eggs in Chicago
next year, a seminar on packaging to
coincide with the Packaging Machinery
exhibit In following years, and so on.

Counsel to Officers

Our general counsel, Harold Hali-
penny, prepared many bulletings of in-
terest to the membership for distribu-
tion during the year and kept us ad-
vised of the Fair Packeging Law that
went into effect in July of 1967, He
spoke on this matter at the Colorado
convention, which was a record breaker
for attendance and led to the decislon
to return to The Broadmoor !n 1871.
Your Board of Directors work hard on
industry matters at these national
meetings.

Officers elected at the Colorado
Springs Convention included myself as
president, Peter J. Viviano, first vice-
president, Vincent F. La Rosa, second
vice-president, and Vincent DeDomeni-
co, third vice-pre::lent.

AD.A. Campalgn

The American Dairy Assoclation
campaign was discussed at convention,
along with promotional idens heard
from the American Lan.b Council, plus
ideas on opporiunitles in the School
Lunch Program and the institutional
fleld.

' George Gobel was the focal point of
the American Dairy Association adver-
tising In the September issue of Family
Circle and In point-of-sale material,
billboards, and spot announcements on
radio and television. The Puarade of
Vitality Foods included macuroni prod-
ucts as well as dairy foods,

Concern for Durum

There was concern about the durum
crop because of the lateness of planting
and a long, hot summer; but perfect

(Continued on page 12)
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expenditvres of time and
money, We bring you...

The World's Finest
Durum Produdts

NO. 1 SEMGUNA DURUM. GRANULAR

EXCELLO FANCY
DURUM PATENT FLOUR

JJor;th CDalEotar__

A few folks think North Dakota is somewhere
south of Alaska with plenty of Indians {fairly
peaceable) and very little indoor plumbing.

Truth is, North Dokota’s in the heart of the
world's finest durum-growing country. And
wheat Is our number one product .This Is what
we grow best — and mill best.

Everyone has to be proud of something. We're
proud that so many outstanding macaronl manu-
facturers select North Dakota durum products
(from our Mill) for the best possible uniform
color, quality, flavor and service.

The best way to avold an ambush is call us
with your order. We'll see that your shipment
gets o you — exactly when you asked for it

PERFECTO

DURUM BIVIBIBN
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2500 LBS.
PER HOUR

i

The Big Machine Intended For Big Production.

D E M Aco 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
2 SCREW LONG GOO'DS Approved” Single Mixer Feeding Two (2) Feed Screws.
| . See the Press and Continuous Dryer with the Big Differ- {

co NFINUOUS | ence that Pays Off in Years of Profitable Reliable Serv-
I ice, . {.
LINE . iCall o write for details.

_DE FRANCISCI MACHINE CORPORATION

i |t
|
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The President’s Report—
(Continued from page 8)

harvest weather brought in a good crop
of excellent quality, The Macaroni
Journal pictured a team of experts ex-
amining the crop on the cover of the
November lssue.

At the Durum Show held at Langdon,
North Dakota, the Assoclation present-
ed a Sweepstakes Award to the best
eniry and sent a delegation of repre-
sentatives to meet with the growers.

Our Secretary appeared at the Wheat
Utilization Research Conference in
Fargo to report on “The Potential for
Growth in the Durum Industry.”

We continue !n support research ac-
tivities at the Cereal Technology De-
partment of the North Dakota State
University, The head of the depart-
ment, Dr. Kenneth A. Gilles, is here

Technical Lialson

Our Director of Research, James J.
Winston, maintained contact with Gov-
ernmental officials in the Department
of Agriculture, the Federal Food &
Drug Administration, the Quartermas-
ter Corps, and the like, for technical
liaison. He Issued periodic bulletins
ranging from hygroscopic weight loss
in macaroni products to analytical data
on flours and egg solids,

Product Publiclty

Our product publiclty during the
year was excellent, and you will hear
a more complete report following this
presentation,

Fall promotions were several in
number! first came the American Dairy
Association campeign on the Parade of
Vitality Foods.

In September, a New York Press
Party was held for magazine editors
and columnists in the Metropolitan
New York area at the Rifle Club (Tiro
A Scgno) Steward Antonio Manfredi
did an excellent job with our macaroni
products, and the panelists performed
competently as they had done the year
before at the Newspaper Editors' Food
Conference in Boston,

A meeling of New York manufac-
turers and suppliers was held the fol-
lowing day, when we heard Frank
Dierson, general counsel of the Grocery
Manufacturers of America, discuss the
Packaging Law.

After reports on prodvet promotion
from representatives of Sills, John Hus-
ton of the Beef Industry Council told
of their Budget Taste Treats campalgn
which includes Spaghettl and Meat
Balls and Round Steak and Noodles in
thelr current efforis.

Advertising of recipe ideas and menu
suggestions to home economists has
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been most successful, and more than
175,000 coples of “Mini-Meals With
Macaronl” have gone out, We continue
to distribute educational materials and
recipes, menus, nutritional information,
background pleces, and the like, to edi-
tors, home economists, students, service
clubs, and housewives.

Our efforts through the mass media
have been eminently successful, and de-
tails are forthcoming in Al Ravarino's

report,
Seminars

Now we are about to have a two-day
seminar on Communications, which
slhould sharpen our managerial abili-
tles.

Coming up in April there will be a
Plant Operations Seminar on wheat,
held in Minneapolis, and 1868 should
see A continuance of our progress
through a hard-hitting Association and
Institute program.

Thank you,

Chelrman Albert Ravarine

National Macaroni Institute Report

HE National Macaroni Institute as

mosi of you know is the educatonal
and informational arm of the National
Macaroni Manufacturers Association.

It is my job as chairman of the Insti-
tute committee o give you a report on
our activities. From what I have seen
close up, the NMI program has done an
outstanding job of educating and In-
forming the consumer about macaroni
products. I think you all will agree
with me at the conclusion of this round-
up report of the 1967 public relations
campaign.

Listen for a few moments to these
comments about spaghetti, macaroni
and egg noodles:

“Serve Macaroni Products, Enriched
Energy Foods"

“Egg Noodle and Meat Loaf Econom-
ical Dish"

“Popularity of Spaghetti Stretches
Year-Round"

“Macaroni Salads Are Nifty Summer
Dishes"

“Wonderful Good Are These Noodles”

“Tasty Macaronl Salads Will Win
You New Laurels”

“It's o Spaghetti Special to Spice Up
Your Supper Party"

“Spaghettl For the Calorie-Conscious"

“Spaghetti, Macaronl Provide De-
liclous Nutritious Fall Meals"

“Ent Spaghett! and Stay on Your
Diet"

“Noodle Recipes Universal Treals"

“Macaroni Chicken Salad Is Ideal For
Busy Day"

“Simple and Appetizing Is this Maca-
ronl Dish"

“Noodle Meals Offer Templing Va-
riety and Economy”

“Inexpensive Macaroni Casserole
Fine For Halloween Party Crowd"

"Spaghelti, Macaronl Low Calorle
Foods"

“Macaroni and Cheese Dishes Are
Very Low in Calorles: Ideal For People
on Diets"

“Egg Noodles Versatile Dish, Often
Delight to Epicures”

“Believe It or Not—Spaghetti Can Be
Food For Dieters”

“Macaronil Versatllity Plus Ease"

“Toss Up a Deliclous Refreshing
Salad and Call It Macaroni"

“Macaroni Boasts Gourmet Qualitles”

“Noodle Stuffed Eggplant Economical
and Tempting”

“Noodle Cheese Ring Fine Seasonal
Dish"

What Are These Statements?

- Are these comments from a conven-
tion of macaroni makers engaged In a
“love-In" over macaroni products?

It this a tape recording of a group
of macaroni manufaclurers' wives in a
glorified coffee klatsch, chatlering over
papa's pasta products?

Is this a braln-storming session In a
macaroni plant advertising manager's
office, or at an ad agency going over a
group of themes that will sell maca-
roni?

No, it is none of these. The comments
I have recited, all 24 of them, are taken
directly from newspaper headlines top-
ping stories on macaroni products.
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These are the statements of food edi-
tors of newspapers all over the United
States. Solicited statements, to be sure,
since they are sparked and nuriured by
our Institute public relations program,
but as far as the consumer Is concerned,
these are the opinions of the editors
themselves, the so-called third party
who really has no personal axe to grind
but is merely a communications Instru-
ment that informs the homemaker on
how she can better serve her family at
the dining table.

How Important?

How Important s this food editor as
a communicator? Just check the special
pre-weekend sections of many of the
metropolitan newspapers to see the
space devoted to storles, recipes and
photos by these publications to lure
Mrs. Shopper Into the big chaln stores.

One Midwest newspaper, the Chicago
Tribune, reports 1,600 phone calls per
month just on its food Items.

To give you another idea of how
closely readers follow these pages, the
editors of these sections will occasion-
ally—thank God, it's only occasionally
~Ilet a typographical error slip through,
or will accidentally omit a step or in-
gredient in a recipe. The readers’ com-
ments and objections to the mistake
will come in by the bushel.

Looking Back

Now, let's look back a littla and put
the cold light of history on our efforts
as an industry to excite and stimulate
public interest In our products,

The National Macaroni Institute hos
been engaged in a program of public
education and information since 19490
This is our 20th year, and our public
relations activity is a familiar one to
me and to many of us here today. So
familiar, in fact, that I think we may
tend to take it for granted now and
then. We have to remind ourselves that
this is a needed selling tool—a cam-
paign of activity that Is constantly ham-
mering away at the consumer to make
him more macaronl conscious, and
when that consciousness Is awakened,
to then further nudge the consumer
into buying more macaroni products
more oflen.

1 like to think of our Natlonal Maca-
roni Institute program as the Green
Bay Packers' line which does the ter-
rific day-in, doy-out job of paving the
way for the flashier brand macaronl
items.

The public relations activities open
the holes and do the downfleld block-
ing. Then it Is up to us to take advan-
tage of these crented opportunities with
our follow-up of brand advertising,
merchandising and promotional activi-
tles to score our own sales touchdowns.
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Virtues of Macaroni

The publicity themes we are hitting,
which are illustrated so graphically in
the headlines I cited above, spotlight
the virtues of macaroni products. We
all will agree that these virtues are
numerous. Macaroni producls are con-
venient and easy to prepare, macaroni
products are economical, macaroni
products are versatile, macaroni prod-
ucts are nutritious, deliclous, and can
be made into low calorie meals.

Our public relations program says
these things over and over again in
many ways and in many outlets.

1967 Good Year

The year we have just wrapped up
has been a good one for us . .. in 1067,
our first full year of the expanded pro-
gram, the full color appearances of
macaroni produclts in newspapers
jumped from 32 in 1968 to 60.

In the area of magazines, which cov-
ers national publications as well as eth-
nic and farm periodicals, we saw a 37
per cent increase over 1966, by logging
168 magazine appearances in 1067, with
a tolal circulation of 512,919,840,

A total of 101 syndicated food column
placements was chalked up in 1967.

In addition, 180 Negro newspapers,
800 labor publications and 1,500 small
town dailies and weeklies were serv-
jced with macaroni product publicity.

Under the heading of special projects,
our impact was dramatic and powerful.
In the latter part of 1966, we reinsti-
tuted the Macaroni of the Month Club,
and it carried through 1087. As you
may remember, we put together a kit
including a macaroni product and two
related items supplied by other food
people and dispaiched it to food editors
with a kit of stories, recipes and photos.
We have three more such mailings
planned for this year, with exclusive
material in each.

1067 saw the conclusion of our per-
sonal appearance tours on behlall of
macaroni. A total of 13 cities was cov-
ered by the Sills home economics travel
team, which appeared on a total of 27
radio and TV shows across the country,
Thirteen of the appearances were on
radio shows, 14 on TV, for a total time
of 300% minutes of legends, hislory,
recipe preparations, cooking tips, and
other facts and figures about macaroni
products which were beamed to mil-
lions of consumers on the radio and
video waves,

One of these shows was taped for
release this Spring, when it will be
syndicated to 500 radio stations from
const to coast.

Accent on Youth

Along with our accent on youth and
the teenager in the regular public rela-

tions program, we again fired a salvo of
information at the teens through Fore-
cast for Home Economists, a magazine
distributed to roughly 60,000 home
economists. The majorily of this circu-
lation is centered on home economics
teachers in the schools.

Last October we developed a full
page ad for this magazine on the theme
of “Macaroni—A Food for Mods." Ac-
companying the ad was a coupon
whereby o teacher could order “Mini-
Meals with Macaroni” booklets for
classroom distribution to her students.
So far, a total of 175,000 has been sent
out by the NMI office In response to
this promotion. This has been our great-
est response o date and is a good
example of the cumulative effect of a
particular progrum. We have been pro-
moting macaroni products in this man-
ner for several years and I fully believe
this growing response lo our activities
makes it mandatory for us to continue
with another theme, another home eco-
nomics ad and another booklet this
coming Fall.

Rifle Club

Also this Fall, a pasta panel appeared
al a special press luncheon at the Tiro
A Segno in New York City. Fifly of the
top magazine editors and waiters, news-
paper syndicated columnists and rndio-
TV people who did not attend the
Pasta Panel at the 1006 Food Editors
Conference were on hand for a spa-
ghetti luncheon, and to quiz the panel
about macaroni products. Each editor
received o kit of releases, We have al-
rendy had some concrete results from
this party, and we'll be recelving bene-
fits for months to come. House Beauti-
ful, for instance, has a feature in this
month’s issue which is an outgrowth of
the Tiro A Segno affair.

In just a very few minutes, we'll see
a number of slides which will illustrate
more specifically the Tiro A Segno
event, as well as some of the highlights
of our public relations results since our
last national meeting at the Rroadmoor
in June.

Program Is Growing

Our public relations program is
growing, the pcpulation is increasing,
overall per caplta consumption of food
is on the Increase, and the value of our
total domestic consumption of maca-
roni products continues to rise, accord-
ing to Food Topics' annual consumer
study. This same publication reports
thot in the past two decades total gro-
cery store expenditures have increased
more than 2V times.

In this same period, total macaroni
poundage const 1 has increased 68
per cent, and capita consumption
has climbed 24 per cent.

(Continued on page 168)
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Source of America’s
finest durum wheat
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National Macaroni Institute—
(Continued from page 13)

Preliminary figures indicate that con-
sumption of macaron! products for 1867
will reach a record 1,394,823,000 pounds
for a per capita consumption of 7.08
poungs.

This upward trend in macaroni con-
sumption is certainly one that we are
vitally interested In contlnuing. It
hasn't been easy to record these con-
sumption Increases every year. It has
taken a lot of savvy and it has taken
a lot of work., For the future, an even
greater effort will be needed to meet
rising costs and the competitive situa-
tion In the supermarket.

A Lot Going For Us

We have a lot of things going for us.
Let me repeat: Macaronl producls are
convenient, easy to prepare, deliclous,
nutritious and constantly growing in
popularity. Our GI's in Viet Nam, as an
example, are served macaroni products
ten times during each standard 28-day
menu cycle.

Youngsters love to eat macaroni. One
reason for its increasing popularity is
that it's a great party food, and its ver-
satility of shape and preparation make
it a real fun food.

Our public relations plans for 1968
will be to continue this theme of “Mac-
aronl—A Food for Mods," with under-
lying themes that macaroni products
are as modern as tomorrow, are great
for entertalning, and are the proud
possessors of all the virtues heretofore
stated.

As a further addition to our 1968 pro-
gram, I would strongly recommend that
we make the Editors' Luncheon, such
as our Tiro A Segno affair, an annual
event. This luncheon provides us with
a platform to tell our story of macaroni
to a captive audience of opinion-mold-
ers that cannot be matched anywhere.
The Macaroni Institute Committee will
be discussing the possibility of continu-
ing this project at a meeting later to-
day.

Three Merchandisers

At the merchandising level for 1988,
you all have been sent copies of three
promotional brochures on egg noodles,
macaroni and spaghettl, On the back of
these brochures are two full-color post-
ers for use at the point of purchase.

Coples of the first brochure, “Noodles
Hos Oodles of Friends," have already
been dispaiched to the macaroni buyer,
merchandising manager, and top execu-
tive officer of about 1,300 chains and
voluntaries and co-ops.

About the end of March, the second
booklet, called “Macaroni has Many
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Mates,” will go to the trade. Around
July Ist, the third one, “Spaghetti Goes
Steady,” will be mailed in plenty of
time for National Macaroni Week.

Coples of these brochures are still
available from Bob Green at the Insti-
tute office.

The fact that the sale of macaronl
products will help the retailer to also
sell more related items at a profit is a
good story for us, These brochures tell
that story, so we hope you will all use
them for your salesmen and your cus-
tomers.

Now, let's switch off the lights and
watch the last six months of macaroni
publicity results pass In review. , ..
Slide commentary followed.

Lenten Fare
With An ltalian Air
—From the American Dairy Association

HROUGHOUT the year, American

homemakers turn to Italy for de-
lightful recipes, seasonings, and menu
ideas. Now that Lent Is here, thers's
even more reason to lock to Italy.
That's because there are so many Ilal-
jan pasta dishes which can make your
meatless Lenten meals different and
delicious.

Take Cheese-Tuna Tetrazzini for ex-
ample. It's a flavorful casserole remi-
niscent of dishes from the northern
parts of Italy. In the north, Italian
cooks toss their spaghettl with a butter
and cheese sauce while their neighbors
to the south favor a garlic-flavored to-
mato sauce.

In Cheese-Tuna Tetrazzini, the tuna
is stirred into a protein-rich white

B2l L L st i R b

sauce made more nutritious and lasly
with sharp Cheddar cheese. Then spa-
ghetti is the pasta complement, with
buttery bread crumbs as topping.
Coarse homemade crumbs are preferred
because they add more lexture and are
more economical too.

Cheese-Tuna Tetrazzini

1 package (B oz) spaghetti, or egg

noodles

2 tablespoons butter
¥4 cup finely chopped parsley
4 cup mined onion

2 tablespoons flour
14 teaspoon salt

Dash of pepper
1¥4 cups milk
¥ cup (3 oz.) Cheddar cheese
can (2 oz) mushroom stems and
pleces with liquid
can (7 oz) tuna, undrained

2 tablespoons butter, melted
1% cup coarse bread crumbs

Cook spaghettl according to package
directions. Meanwhile, in a saucepan
melt 2 tablespoons butter; add parsley
and onion and saute until onion is
transparent. Blend in flour, salt and
peper; gradually add milk. Cook over
medium heat, stirring constantly, until
mixture thickens. Remove from heat;
add cheese and stir until melted. Add
mushrooms, tuna and spaghetti.

Turn into shallow 2-quart casserole.
Mix together 2 tablespoons melted but-
ter and bread crumbs; sprinkle on top
of casserole. Bake in a preheated 426
degree oven 15-20 minutes. Makes 4-5
servings.

Good Friday Is April 12

-
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OMMUNICATIONS is the theme of

your meeting. And as anyone who
has ever been married knows, or any-
one who has ever tried to talk with a
teen-ager realizes—communication Is a
difficult art. Yet communication Is the
essence of an operation like the Durum
Wheat Institute or the Natlonal Maca-
roni Institute. While we can with con-
siderable success communicate with
the publle and professional groups,
sometimes I despair of ever trying to
explain what we do, why we do it ...
and why it is important or even essen-
tial to the durum producers, millers and
manufacturers of macaroni products.
You can reach all the people some of
the time, and some of the people all of
the time . . . but

It's a big “but.”

But let me try. Let's start with a
vignette of the evolution of the Durum
Wheat Institute. It was started some-
time immediately before, during or
after World War ILI. The exact date is
something I have never been able to
determine.

The durum millers of that time (and
scarcely a man s now alive) looked at
the Wheat Flour Institute and asked
themselves why they couldn't rent or
lease those facilities in equipment, ex-
perience and talent to help promote
durum-based macaroni foods. They
could and did.

Started With Two Activities

The beginning program involved two
activities: product publicity or food
page stories and photographs, and a
home economies bulletin “Durum
Wheat Notes.” The facilitles Included a
test kitchen for recipe development and
food photography; an editorial staff for
the writing of food copy; specialists in
the production of school materials; and,
at a later date, staff to maintain com-
munication and the exchange of ideas
with the medical profession, educators,
government and retailers who might be
concerned with merchandising.

In the early 1950's, after the National
Macaronl Institute program got under-
way, it sppeared that NMI and DWI
were competing for newspaper space.
The durum millers wisely, I think, de-
cided to concentrate their efforts in the
field of home economics—leaving the
area of food publicity as the domain of
your National Macaroni Institute. The
durum millers chose to work on a
project basis to produce recipe leaflets
and booklets, films and filmstrips, edu-
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Report of the Durum Wheat Institute

Howard Lampman, Executive Director

cational materials and bulletins of im-
mediate or long term benefit In their
action or reaction to the macaroni in-
dustry. These materials and this effort
were beamed primarily at schools or
to the restaurant market.

In this division of labor, the Natlonal
Macaroni Institute took as its target the
consumer, reaching her through news-
papers, radio, television and national
magazine media. The Durum Wheat In-
stitute devoted the bulk of its efforts to
those women who work as home econo-
mists—the professionals.

The Professionals

In 1964, there were 80,000 home econ-
omists employed, about 50,000 of them
as teachers:

35,000 in public secondary schools;

500 in parochial or private schools;
3,500 in colleges and universities;

13,000 in adult education;

250 as specialists in child develop-
ment;

26,000 as dieticlans;

5,000 as extension workers;

From 5,000 to 6,000 in business in-
cluding about 2,000 by food manufac-
turers;

2,000 by gas and electric companles;
400 exclusively in journalism;
250 in advertising and public rela-

tions.

Now 00,000 professional home econo-
mists may not seem much of a market
for the goods and services of the Durum
Wheat Institute, especlally when com-
pared to 200,000,000 American consum-
ers. But In one way or another, the
80,000 home economists can touch and
influence—usually at the most impres-
sionable age and susceptible moment—
nearly everyone of the 200,000,000
Americans,

Virtues of Macaronl

In our communications through the
0,000 professional home economists we
told the story of the taste appeal of
macaroni products; thelr speed, ease
and convenlence In food preparation
and service; their versatility and their
cconomy. We told the story of thelr
attributes In simplified gourmet cook-
ery on the one hand and as popular
foods universally well-liked on the
other. We featured macaroni products
for breakfast, lunch and dinner—as
part of appetizers, main courses, side
dishes and desserts. We told the ro-
mance, the history and the facts about
macaroni foods—the facts of their nu-
tritional value, how they were made,

what they were made of, and how to
use them to the best advantage.

Project Approach

In the project approach to our as-
signment, we used the regular bulletin
“Durum Wheal Notes, published five
times n year, This might be the only
Durum Wheat Institute activity dupli-
cating to a slight extent the food pub-
licity program of the National Macaroni
Institute because a few food editors are
listed umong the 44,000 professional
home economists receiving it. The bul-
letin is sent on request to them, to
teachers, dieticians, school lunch cooks
and supervisors, extension agents, pub-
lic utility home economists and many
others who exert influence on public
and professional acceptance of and atti-
tudes toward your products.

In other Durum Wheat Institute
projects, the wheat producers, members
of the National Macaroni Institute and
durum millers combined to produce and
distribute a small library of materials
useful to you and your market develop-
ment work in many different ways.
These include the filmstrip “Tricks and
Treats with Macaroni Foods"; the large
quantity recipe book produced with the
National Restaurant Association, “Eco-
nomical Gourmet Entrees”; a family-
slze version of the restaurant dishes,
“Speclalties of the House"; a classroom
wall chart, “Durum Macaroni Foods—
{from Farm to Table"”; a home econom-
les class demonsiration outline and ac-
companying recipe folder; and finally a
movie and film strip for training food
service workers in how to prepare and
serve pasia products, “Macaroni Menu
Magic” These hard working materials
are largely in full color. All of them
are available to you to help you in your
communications.

Incidentally, as you perhaps know,
there are iwo ways to make a movie
or film, both equally successful in terms
of their goal or what you want to ac-
complish, The first way is the product
glorification flm, “Durum, Standard of
Quality" Is literally a beautiful example
of product glorification,

The second approach is “how-to-do-
it" exemplified by the new film, “Maca-
roni Menu Maglc It is actually de-
signed to teach, and in this case was
produced by an educatior . institution
which makes It more aceptable in the
classroom. And because a movie by its
very nature is a slice of action, a tran-

(Conlinued on page 22)
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...

continuous mixing, xneading,

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER
Flour and water are completely mixed with each particle receiving proper amount of water, Eliminates dry
lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM

Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed.

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

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

NEW CUTTING DEVICE SYSTEM
Independent direct motor drive to cutting shaft. Wide range of cutting speeds through electronic control.

Elimination of pulleys, belts and varidrive motors.

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

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

SINGLE DIE MODEL BHCP
1500 Ibs. per hour

SINGLE DIE MODEL SHCP
1000 Ibs. per hour

For detailed information write to:
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Durum Wheat Institute—
(Continued from page 19)

slent record of action that cannol be
stopped, your “Macaroni Menu Magic"
film is backed by a filmstrip presenting
gelected frames of the movie for step-
by-step instruction.

Nutritional Pointers

Finally, I should like to tell you of n
by-product of the close association of
the Durum Wheat Institule and the
Wheat Flour Institute supported by the
millers of bakery and family flour.
Since you can't discuss the nutritional
merit of one wheat product without
discussing the merit of all wheat prod-
ucls, we present quite a case for maca-
roni foods. Last summer at Colorado
Springs, Horace P, Gioia gave me a
number of ads taken from medical
magazines. One of them was a Wheat
Flour Institute ad discussing the merit
of wheat-based foods in pediatric diet.
Our current series of advertisements
point out to the physician the fact that
diets high in complex carbohydrates
such as bread and macaronl, have dem-
onstrated thelr value in lowering levels
of blood serum cholesterol—an index to
a person's susceplibility to heart dis-
ease,

Thank you.

URING o session of the North Da-

kota State Legislature some eight
years ago, a law was passed creating
the Norith Dakota State Wheat Commis-
sion. It Is funded by a two-mill per
bushel levy, pald by the producer and
collected at the first point of sale. These
funds enable the Commission to carry
on o program of market development,
promotion and education. After one
year, the Commission affiliated with the
regional organization — Great Plains
Wheat, Inc—then composed of Ne-
braska, Colorado, and Kansas., North
Dakotans quickly realized that, to ex-
pand the market for North Dakota and
U.S.-grown wheat, the emphasis should
be directed toward the export markets.
Working on a cooperative basis has
proved successful since the wheat ex-
port markets have exceeded our domes-
tle markels for the past seven years.

Trade Impediments

For North Dakota's two classes of
wheat—Hard Red Spring and Durum—
to reach forelgn markets, transportation
cost was revealed as an impediment.
Persistent and cooperative efforls were
initiated early, resulting in reduction of
frelght rates to Pacific Northwest ports
for exports in 1865.

Other oreas regarded as trade im-
pediments, and which the Commission
aclively supported changes, were the
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The North Dakota State Wheat

Commission is Eight Years Old

from The Great Plainsman

ettlement of CCC debit-credits, exten-
sion of Public Law 480, establishment
of "bid subsidy" on Durum wheat,
changes in International Wheat Agree-
ment, encourage Investigation of auto-
matic grain sampling, seek more com-
petitive commerclal credit for cash-
paying export customers, and the re-
moval of the 50 per cent U.S. bottoms
shipplng requirement for cash wheat
sales to the Eastern Bloc countries.

.. Quality Information

Forelgn market development of the
state's wheat soon revealed the need
for factual information concerning its
quality. To meet this challenge, the
Commission initlated and sponsored,
with the cooperation of the North Da-
kota Agricultural Experiment Station
and Extension Service, and annual
Hard Red Spring Wheat and Durum
quality survey. This survey includes
both the physical and blochemical fac-
tors considered in measuring quality.
The printed report is distributed in the
United States and to potential foreign
customers.

Hybrid wheat, physical and biochem-
jcal properties which influence quality,
and factors affecting the marketing of
Hard Red Spring Wheat and Durum are
research projects supporied by the
Commission.

Domestic Promotion

In domestic market promotion, the
Commission has sponsored three excel-
lent color movies. “Durum—Standard
of Quality" in beautiful color describes
North Dakota's great specialty crop
from the time the seeds are planted to
the placing of the macaronl and spa-
ghetti foods on the dinner table. It is
cooperatively distributed by the Com-
mission, National Macaroni Institute,
and the Durum Wheat Institute. To
date, total showings of 21,175 have
reached an audience of 1,040,221 with
769 telecasts reaching an additional es-
timated audience of 19,056,202, This has
been a very creditable cooperative in-
dustry-producer promotion effort.

Another film, “"Macaroni Menu Mag-
ic," deliberately plctures and explains
correctly how to prepare and serve
macaronl, spaghettl, and noodles for a
serving of one or one hundred. Also
cooperatively distributed, it hos gained
in popularity.

The colorful and factual “Hard Red
Spring Wheat” film pictures and nar-
rates the production, harvesting, mill-

ing and processing and concludes with
appetizingly tasty, high-protein loaves
of bread, rolls, and other goodles. These
films are availlable for showing free
upon request,

Printed informational and nutritional
materials dealing with wheat and
wheat products have numbered nearly
200,000 pieces annually to nearly every
state and a number of Canadian prov-
inces. The colored film prints for Dur-
um and Spring Wheat have been trans-
lated into Dutch, French, Spanish,
German, Portuguese and Japanese.

Trade Teams

The Commission, as part of its pro-
gram, has hosted some 44 wheat trade
teams from some 24 forelgn nations.
Program progress Information and pub-
lic relations are carried on by a blen-
nial report, a bi-monthly report and
other booklets and brochures produced
at intervals. New stories are released to
television, radio, newspapers and maga-
zines. Five Wheat Commission exhibits
or booths are displayed at state, county,
and organizational fairs, meetings, and
conventions. FFA, 4-H, and adult wheat
show and crops winners are recognized
by awards in the form of educational
trips to our two conventional markets—
Minneapolis Grain Exchange and the
Port of Duluth-Superior — under co-
operative Commission sponsorship.

8ix Districts

The state is divided into six commls-
sioner districts based on a history of
production. A Commissioner is elected
for a six-year term for each district
with two elected every two years. A
seventh commissioner is appointed “at
large" by the governor for a tenin of six
years.

The present Commission is made up
of Floyd A. Poyzer, Amenia, chairman;
Steve Reimers, Carringlon, vice chair-
man; Emil Anderson, Upham; M, H.
Gifford, Gardner; Robert Huffman,
Regent; Lloyd Jones, Palermo; and
Tom Ridley, Langdon. Paul E, R, Abra-
hamson heads the Commission stafl as
administrator. Other staff members are
Keith Berg, assistant administrator;
Charles Nelson, marketing speclalist;
Eveline Krein, accountant; and Marliss
Clooten and Penny Landgrebe, secre-
{aries.

North Dakota will have one of the
13 state booths at the Forelgn Agricul-
ture Festival in the Haruml Harbor
Arca of Tokyo April 5-21, 1068,
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Clermont dryers permit 2000 Ibs./hr. production in 1/3 less space

New advancements in the drying process now gives big
production in minimum space as shown in the Delmonico
inslallation insidu. Only two units are required—the pre-
liminary and finish dryers. The primer finish dryer has
been eliminated.

9 THE DURUM SITUATION
by John W. Wright, President
U.S. Durum Growers Assn.

fect tinung, sticks are delivered precisely on successive,
or alternate chain links, depending upon which tier is
oeing processed. Each dryer unit has self-control instru-
ments for humidity, temperature and air. Drying cycle
through both dryer units is completed in 24 hours, to
include three rest periods, delivers a product which is
evenly dried, smooth and strong in texlure, with eyu-
appealing bright color.

Prelininary and Finish Dryers
Redesigned with many new features, to accept 2000 |bs.
per hour. Have five tiers. Give large volume of air on

product, at low velocity, to penetrate through the prod- Cumulator

uct during entire preliminary drying process. Air intake One shown below is 24 ft. long with two lanes which

passes through preheating chambers on bolh sides, holds approximately 3000 |bs. One operator can dis- |
making atmospheric conditions no longer a faclor, Stick charge the 3000 Ibs. in half an hour and then take care l
transporling apparatus, moving from one tier to another, of other duties while it is filling up again. Other Cumu-

is constructed to prevent sticks from falling. With per-

lators gan be built to accumulate for B or 16 hours. .

HIS year turned out to be relatively
good for durum growers in spite of
the many adverse clements that we had
to overcome. After several estimates of
the 1067 durum crop, the Crop Report-
ing Service came up with an estimate
of approximately 63,000,000 bushels.
The last year's carry-over on July 1,
1967, was arvound the 28,000,000 mark,
but no one has definitely established
just how much of this is millable durum
and how much of it will go into feed
channels. We use around the 35,000,000
bushel figure cach year for domestic
use and we anticipate we will export
32,000,000 or more by the end of the
crop year. It looks as though our total
disappearance is going to be more than
we raised and consequently we are go-
ing to have to dip Into our carryover
for several million bushels. So come
July 1, 1968, it looks as though we are
going to have a very small carryover.
Also the fact that the quality of the
1967 durum crop was the best we have
had for the past \wenly years is cer-
tainly going to be a factor for exporting
more durum than we have in the past.
The export market is extremely inter-
ested in the larger kernel size that we
7 raised this year and also the test weight
Stick Remover/ Cutter with Blower which will average around 61 pounds
Works in conjunclion with the Finish Dryer or Cumulator in conlinuous per bushel.
operation and functions so smoothly that product breakage and waste -
are completely eliminated. Equipped with three split blades which
simultaneously cut off heads and ends of product and also cuts product
in hall. The blades are adjustable and constructed so that either one,
two or all three can be removed.
Cut off ends and crooks are broken into paslina sized pieces in a
cross-screw conveyor which feeds direclly to a blower, and then blown
to a storage lank before being pulverized.

Durum Stocks

Stocks of durum on furms as of Janu-
ury 1 were reported by the government
as 46,408,000 bushels, some 17% more
than a year ago. The figure on October
1 was 55,251,000 bushels.

Mills, elevators and warchouses held
13,606,000 bushels on January 1 com-
pared with 24,027,000 bushels a yeor

L arme oo ol
WD MACHINE CO., INC. 280 WALLABOUT ST., BROOKLYN, N.Y. 11206 + EVergreen 7-7540 Commodity Credit Corp. holdings

were down o 170,000 from 315,000 last
year.
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Quality Evaluation of Commercially Milled Leeds Durum

By L. D. Sibbitt and K. A. Gilles
Department of Cereal Chemistry and Technology
North Dakota State University
Fargo, North Dakota

January

HE first carlot shipment of the new

durum variety, Leeds, was milled
on December 7 by the North Daokota
State Mill and Elevator at Grand Forks,
North  Dakota.  Arrangements  were
made by the U. S, Durum Growers
Association o invite a number of pro-
ducers from the growing area as well
as personnel from the Department of
Cereal Chemistry and Technology to be
present during the milling of this spe-
cial lot of wheat.

Good Milling Characteristics

The grain was typical of the quality
for the 1967 ciop. It had good appear-
ance, the test weight was 64 1bs, per
bushel and it graded No. 1 Heavy Hard
Amber Durum. During the milling, no
special problems were encountered and,
altihough actual yield figures were not
available, semolina yield appeared ex-
cellent and tveical of values antici-
pated for durum wheats of this test
woeight.

The resultant semolina possessed o
very deep and bright yellow color with
only a small quantity of undesirable
specks. Semolina slicks prepared in the
mill, when compared with conventional
semolina samples, indicated the desir-
able color charaeteristics of the Leeds
sample. This difference was readily vis-
ible to evea the eye of an untrained
person.

Processes Well

Subsequently, a quantity of this sem-
olina was sent to a number of commer-
cinl macaroni processors. In addition, a
quantity of the material was sent to the
durum laboratory of the Cereal Chem-
istry and Technology Department af
NDSU for chemical analysis and evalu-
ation of the spaghetti processing und
cooking characteristics of the fAinished
product.

The physical and chemical evaluation
of the semoling showed a speck count
of 1.7 per sq. inch which is considered
very satisfactory. The semoling protein
content was 13.6 per cent which is 1
per cent higher than the average for
the 1967 North Dakota crop. The semo-
linn ash was 0.68 per cent which is
within the acceptable range of good
quality semolina. The gluten properties,
as determined by the Farinograph, were
very similar to other data accumulated
over the years during the testing and
evaluation of this variety, Leeds.

15, 1968

On December 28, the Cereal Chemis-
try  and  Technology Department
Fargoe processed samples of the semo-
ling into spaghetti using the new De-
Maco vacuum press recently purchased
from the DeFrancisei Machine Corpora-
tiun. This continuous processing unit is
w small scale model of a conventional
vacuum press. It is versatile and may
be operated cither as a continuous or i
bateh press. However, a minimum of 12
Ibs. of semoling is required for the
batch process.

The production of spaghetti, from
this commercial semolina, proceeded in
a normal manner. The absorption was
28 per cent, which is about normal for
the laboratory vacuum press. The spa-
ghetti was dried at 100° F. for a period
of twenty hours using our normal fall-
ing humidity gradient (Cereal Science
Today. Vol. 11:322-324 (1966)). The fin-
ished produet was normal, had low
moisture content and possessed an ex-
ceptionally  good color: the color was
somewhat better than that  produced
from a compatahle sample of commer-
cial semoling prepared simultancously
for comparison purposes. The spaghetti
strands were smooth, free from checks
or cracks, and relatvely free from
specks.

Cooking Tests

Cooking studivs were made m com-
parison with spaghetti produced from
a good grade commercial semolina and
spaghetti made from the vanety, Wells,
which has been the predominating va-
riety grown in North Dakota for the
past seven years. The overall cooking
characteristics were quite similar for all
three products. No deviations from the
standard laboratory cooking procedures
were required for the new  variety,
. Cooking times for the three sam-
ples  were  similae as - were  cooked
weight and cooking residue.

Summary

Based on these observations and nu-
merous  other samples of  laboratory
testing material, the new durum vie-
riety, Leeds, should be very acceptable
to the farmer, miller and macaroni
processor. Leeds is higher than Wells
in test weight, kernel weight, semolina
vield, wheat and semolina protein con-
tent and the color of the macaroni or
spaghetti produced. The wheat can be

(Continued on page 28)
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Quality of Leeds—

(Continued from page 27)

milled and the semolina processed into
pasta products without any deviation
from normal procedures. Cooking char-
acteristics appear to be similar to com-
parably produced spaghetti made from
standard commercial semolina.

It is expected that when Leeds
reaches commercial channels, it will
prove to be a major advancement from
the standpoint of agronomic and qual-
ity characteristics both in the domestic
and export markets.

Lobatt Seeks to Acquire
Ogilvie Flour

J. W. Tait, president of Ogilvie Flour
Mills Co,, Lid. of Montreal, announced
recently that John Labatt, Ltd, the
brewing firm located at London, On-
tarlo had announced its intention to
make an offer for the common shares of
Ogilvie. The flour milling firm's board
of directors proposes to recommend ac-
ceptance, said Mr. Tait. He added, "If
the offer is made and accepted by our
shareholders, John Labatt will be the
new owners of our company. I am as-
sured by them that Ogilvie, while form-
ing a part of a larger and more dlversi-
fled operation, will itself continue with
an aggressive program of development
and growth. Accordingly, as members
of the larger organization ,future oppor-
tunities for Ogllvie personnel will be no
less promising than at present.”

Catelli-Habitant, Canadian macaroni
manufacturers, is a division of Ogllvie.

In the year ended last August 31,
Ogllvie earned $3,633,000, or $1.15 a
common share, on sales of $138,627,000.
The company has 3,023,556 shares of
common outstanding. It is understood
that the stock Is fairly widely held with
no one holder owning more than ten
per cent of the shares.

In the year ended last April 30,
Labatt carned $6,837,315, or $1.57 a
common share prior to a 2-for-1 split.
Sales were $147,859,183.

International Milling
Studies Profit Areas

Stockholders at the annual meeting
of International Milling were Informed
that the company is giving high priority
to studies designed to produce beiter
profit returns.

As was previously reported, Inter-
national Milling’s earnings during the
1987 fiscal year were $5,000,000, up 10
per cent from the previous fiscal year.
Earnings per share were $1.94. Sales in
the 1967 flscal year increased six per
cent to $374,373,000, a company record.
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Computer Models for Milling

In his address to stockholders Chair-
man Atherton Bean said that the sharp-
ly lower prices on industrial flours,
turkeys and eggs in the U.S. during the
final six months of last flscal year and
the first three months of the current
period adversely affecled profits.

“However we have completed the
very complex project of developing
computer models of our U.S. flour mill-
ing business, and these will enable us to
isolate with confldence the low profit-
abllity areas so that we may reallocate
our capital and our energles to other
areas promising beiter returns. The
studies are continuing under high pri-
ority,” he said.

Bean polnted out that other areas of
the company, particularly the bakery
mix and Kretschmer Wheat Germ busi-
nesses in the U.B. and the pickle and
formula feed operations in Canada have
become profit contributors and are con-
tinuing to grow.

He also stressed that formula feed
sales in the U.S, are expanding and the
company's overseas operations are im-
proving.

“All of these things give us consider-
able confldence in better earnings for
the new fiscal year which begins March
1, Bean sald.

Changes

In his talk Bean cited the changes in
the company's buginess during the past
decade.

Volume of non-flour sales for Inter-
national exceeded $100 million for the
first time during the 1987 fiscal year,
compared to $20 million in 1857, he
said.

“This broad segment of our business
will, of course, continue to grow as we
and further to the dozen acquisitions of
the last four years," Bean continued.

Bean also reportied that International
Milling is collaborating with the Agen-
cy for International Development (AID)
in developing a low cost and highly nu-
tritious food for Tunisla from a 100 per
cent wheat base “that could instigate
commercial activity in that country and
elsewhere.” Such a product would be
less expensive than those requiring a
mixture of soy or other processed pro-
teins, he said.

Stockholders at the meeting, held at
the First Natlonal Bank building in
Minneapolis, voted to change the com-
pany's annual meeting date to the
fourth Tuesday In June from the fourth
Tuesday in January.

All 11 directors of the company were
re-elected. They are: Atherton Bean,
John B. Bean, Walter W. Heller, H. W.
Mackenzie, Malcolm B. McDonald, Don

G. Mitchell, P. Norman Ness, Chas,
Ritz, John Tatam, Paul B. Wishart and
Lloyd E. Workman.

Changes in Top
Monagement at A-D-M

Changes in the top management of
Archer Daniels Midland Company were
announced following a meeting of the
ADM board of directors.

Erwin A. Olson, who has devoted 47
years to the operation and development
of agribusiness in the Upper Midwest,
retired as chalrman of the board. He
will continue as a director and member
of the executive and finance com-
mittees.

John H. Danlels, president of ADM
since 1958, was elected to succeed him
as chairman.

Lowell W. Andreas, executive vice
president for the past year, was named
president of the Minneapolis-based
agricultural processing company.

Shreve M. Archer, Jr., was elecled to
the ADM finance committee.

Olson Began in Grain

Mr, Olson's agribusiness career began
in 1920 when he first became a member
of the Minneapolis Grain Exchange as
a representative of J & O Grain Com-
pany. He has been associated with
ADM for 26 years and has been chair-
man of the board since February 11,
1065,

Mr. Olson came to ADM from the
presidency of J & O to organize ADM's
flax fibre division. Under his direction
the company became the world's larg-
est processor of flax fibre, which is used
in the manufacture of fine papers.

Mr. Olson was elected a vice presi-
dent and director In 1047 and in 1851
was named to the executive committe.
That same year he also was assigned to
manage the company's dehydrated al-
{alfa operations. In 1956 Mr, Olson was
elected to the newly-created position of
adminlstrative vice president, with re-
sponsibility for most of ADM's internal
services as well as for management of
the fibre and alfalfa divisions.

As adminlstrative vice president, Mr.
Olson directed reorganization of ADM's

‘nation-wide transportation system and

extensive purchasing operations. He
also established the company-wide
communications network that links its
plants and elevatars in 14 states.

He was placed in charge of ADM's
sperm whaling operation In Peru and
of setting up a commodities trading
business for ADM in Holland and was
glven responsibility for the company’s
formula feed manufacturing business in
Mexico.
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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.

Many Actlvities

In 1857 Mr. Olson served on the
President's Bipartisan Commission on
Increased Industrial Use of Agricultural
Products.

He was elected executive vice presi-
dent of ADM's Agricultural Group In
1850, In that position Mr. Olson directed
the company's grain, soybean, linseed,
flax fibre, alfalfa, flour milling and ma-
rine oil businesses. In the eight years
he headed the group, ADM shifled its
grain oprations from storage to world-
wide merchandising, doubled the ca-
pacity of its soybean processing facili-
ties and reorganized its flour milling
business to elimlnate uneconomical
plants and concenirate milling in stra-
tegically located, efficient mills.

A director and member of the execu-
tive committee of the Chlcago Great
Western Railway, Mr. Olson also is n
director of National City Bank of Min-
neapolis, ADM Nederland, the ADM
Foundation, the Chemurgie Council of
the United States and the Boys Club of
Minneapolis. He is 8 member of the
advisory board of the Salvation Army,
Minnesota district, and a member of
the Minneapolis Rotary Club, Minneap-
olis Athletic Club, Chicago Union
League Club and Minikahda Club,

MAaRcH, 1968

John Danlels

John Danlels is the third generation
of his family to serve as president and
now chairman of ADM. He wus elected
president of the company in 1u38, when
ADM'’s sales totaled $215 million. In the
decade of his presidency, ADM's sales
have risen to exceed $371 million.

Mr. Danlels joined the company in
10846 after World War II service. In the
years that followed he served in vari-
ous sales and management positions. In
1857 he was elected a vice president
and director of ADM.

Mr. Daniels Is a director of the Soo
Line Railroad, Northwestern Natlonal
Bank of Minneapolis and Warwick Elec-
tronics, Inc. An active member of the
Business Council, he also is a trustee
of the Committee for Econonic Devel-
opment, a member of the Governor's
Council of the YMCA of Minneapolis,
a director of North Star Research and
Development Institute, chairman of the
Minnesota Chapter of the Association
of the United States Army and a direc-
tor of Junlor Achievement of Minneap-
olis and the United Fund of Minneapo-
lis, In March, 1966, Mr. Danlels was
appolnted Civillan Alde to the Secre-
tary of the Army for the state of Min-
nesola.

Lowell Andreas

Lowell Andreas joined ADM in 1987
as executlve vice president and has
shared the responsibilities of the office
of the president with Mr. Danlels since
then. He was elected to the ADM board
of directors and the executive commit-
tee in 1966,

Active in the soybean processing, In-
dustry for a number of years, Mr. An-
dreas was manager of the Honeymeud
Products division of Farmers Union
Grain Terminal Assoclation for six
years befure becoming a member of
ADM management. He had been presi-
dent of Honeymead, a soy processing
company located at Mankato, Minne-
sota, before its sole in 1960 to Farmers
Union.

Mr. Andreas is treasurer and a direc-
tor of First Interoceanic Corporation:
executive vice president and a directpr
of the Andreas Foundation; director
and member of the executive commit-
tee of National Cily Bank of Minne-
apolis; director of the Mankato Citizens
Telephone Company and of Kayot, Inc.

Shreve Archer, Jr.

Mr. Archer, Pebble Beach, California,
has been a member of the ADM board
of directors since 1948,
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December Egg Processing

Production of liquid egg products
(ingredients added) during December
1067 totaled 44,223,000 pounds, accord-
ing to the Crop Reporting Board. This
was 12 per cent less than the preceding
month and 13 per cent less than Decem-
ber 1066, Total production of liquid egg
during 1867 amounted 1o 708,848,000
pounds, 20 per cent above the 1966
total.

Liquid egg produced for immediate
consumption during December totaled
4,635,000 pounds, up 7 per cent from the
preceding month and 76 per cent from
a year earlier, The quantity used for
drying amounted to 15,592,000 pounds,
down 23 per cent from the December
1966 total. The quantity used for freez-
ing totaled 23,896,000 pounds compared
with 27,856,000 pounds used a year
earller—n decrease of 14 per cent,

8olids Production Down

Egg solids production totaled 4,187,-
000 pounds during December 1867, This
was 1 per cent below the preceding
month and 10 per cent below the same
month a year earlier. Annual produc-
tion of egg solids during 1067 totaled
70,720,000 pounds compared with 51,-
484,000 pounds during 18668, Production
of whole egg solids during December
1067 amounted to 687,000 pounds, 16
per cent above the 594,000 pounds pro-
duced during November and 142 per
cent above a year earlier. Output of
alubmen solids during December to-
taled 1,187,00uv nounds, up 2 per cent
from a year ea.’'er. Oulput of yolk
solids amounted tc 1,462,000 pounds
compared with 1,608,000 pounds in De-
cember 1866, Production of ‘“other
solids" totaled 841,000 pounds compared
with 1,500,000 pounds produced during
Deceinber a year earlier.
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THE DEVELOPMENT OF VOLUNTARY STANDARDS
TO ELIMINATE PROLIFERATION IN PACKAGING

by Eric A. Vadelund, Institute for Applied Technology,
National Bureau of Stan.dards, U.S. Department of Commerce

Eric A, Vedalund

Mr. Vadelund joined the staff of the Na-
tlonal Bureau of Standards in 1967 as a
Weights & Measures Coordinator., He las
responsibilities in the field of Fair Packag-
ing & Labeling with particular emphasis on
weights and measures activities. He has been
nffiliatrd with the National Conference on
Welghts & Measures for a period of seven
years, primarily while serving as Assistant
Director of the Pennsylvania Bureau of
Standard Welghis & Measures,

Highlights of his comments follow:

HE original Packaging Bill was in-

troduced in 1961, There were pro-
tracted hearings through 1968 marked
by almost unanimous industry opposi-
tion. Despite this opposition and the
efforts of the Natlonal Conference on
Weights & Measures Congress recog-
nized the need and passed the Act.

Government Egg Reports
U. 8. Cold Storage Report Jan, 1, 1968 Year Ago 5 Year Average
Shell Eggs (Cases) 85,000 27,000 74,000
Frozen Eggs—Total Pounds 87,247,000 36,228,000 57,436,000
Frozen whiles Pounds 8,885,000 7,144,000 11,802,000
Frozen yolks Pounds 21,530,000 8,838,000 15,582,000
Frozen whole egge  Pounds 54,088,000 10,469,000 28,004,000
Frozen unclassiffied Pounds 1,855,000 777,000 1,058,000
Crop Report (48 States) December 1967 December 1966
Shell eggs produced 5,020,000,000 5,620,000,000
Avernge number of layers 327,262,000 323,308,000
Average rate of lay 18.09 18,00
Layer Report: Jan. 1. 1668 Jan, 1, 1867
Pullets Not of Laying Age 327,083,000 324,267,000
Hens and Pullets of Laying Age 43,835,000 44,035,000
Potential Layers on Farms 370,018,000 368,302,000
Eggs Laid per 100 Layers 58,7 68.2

Law in Two Paris

Essentially the law is divided into
two parts: (1) labeling provisions; (2)
standardization provisions.

Prior tc the Act most of the state
laws followed the model law of the
Natlonal Conference of Welghts &
Measures. Federal law now supercedes
any state law dealing with net contents
statements on any package of a con-
sumer commodity.

Labeling provisions are the responsi-
bility of the Food & Drug Administra-
tion and the Federal Trade Commission.
Original regulations covering food
packages were lssued March 17, 1967
and bore little relation to reality, There
were vigorous protests, The final regu-
lations fissued in July represented a
much more progressive view of a com-
plicated situation,

We accept at the Bureau of Standards
as our mission to bring uniformity be-
tween the requirements of the two
agencies and then to work with the
states In the enactment of legislation
and the promulgation of regulations
that are completely harmonious with
the federal requiremenis. The burden
of enforcement will be on the 4,000
Weights & Measures officials around
the country.

We propose to amend the model state
law to Include the requirements of both
the FDA and the FTC so that there will
be one uniform labeling requirement in
all the states that choose it.

Undue Proliferation

The second part of this new law
directs itself to the reduction of undue
proliferation of the quantities in which
packages of consumer commoditles are
offered for sale. It says specifically that
when the Secretary of Commerce finds
proliferation that impairs consumers to
make value comparisons he shall inl-
tiate the voluntary standards process.
This involves (1) the determination of
possible proliferation; (2) the proof and
documenation of this; (3) an invitation
to Industry to begin the voluntary
standardization process.

We had expecled to see vigorous ac-
tivities on the part of packagers and
their trade associations when the pro-
posed procedures were published in the
Federal Register May 23, 1867, But all
we observed was a “wait-and-see” atti-
tude.

(Continued on page 34)
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Producis.
1—YVitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in s aond
Hoodies. =

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

6—Pasticides Analysis.

T—Bactericlogical Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007
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Eggs Like
Grandma
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 /ame }
Write or Call i ot akefield, Nebraska {
Den munu Beb lmu Cabla: Wi i
400207251 i 1l lI aldbaum (Wakefiald) 4

Manufacturers of Quality Egg Products

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

’ ¢

FOR PROGRESS

through trade and professional associations
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Du Pont General Electric

TEFLON SILICONE

New Protective Finishes for Sticky Environments 1

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.

P Csil B816-842-36820
" MARION A, TROZZOLO

m PLASTICS CORPORATION

LS . 818 \WYANDOTTE STREET

KANSASBS CITY, MIBEOURI Ba108

INTERNATIONALLY KNOWN FOR THE
FINEST CRAFTSMANSHIP IN PLASTIC.

i




WINTER MEETING REGISTRANTS

MACARONI
MANUFACTURERS

Ralph Sarll

Michael V. Vagnino

American Beauty Macaroni Co.
Kansas City, Kansas

Horace P, Giola
Bravo Macaronl Co.
Rochester, New York

Robert L. Scurlock

William M. Boland

Buitoni Foods Corporation
South Hackensack, New Jersey

Mr, and Mrs, F, Denby Allen
John B, Canepa Company
Chicago, Illinols

Bernard Lachapelle
Catelll-Habitant, Ltd.
Montreal, Canada

Robert H. Willlams

Mr. and Mrs, Lawrence D. Willlams
Mr. and Mrs, John Linstroth

John Westerberg

The Creameite Company
Minneapolis, Minnesota

Mr. and Mrs. A, L. Katskee
G. D'Amico Macaroni Company
Steger, Illinois

Mr. and Mrs. Joseph P. Viviano
Delmonico Foods, Inc.
Louisville, Kentucky

Mr. and Mrs. Anthony H. Gioia
Gioia Macaronl Company
Buffalo, New York

Mr. and Mrs. Vincent DeDomenico
Golden Grain Macaronl Company
San Leandro, California

Mr, and Mrs. Arvill E. Davis
Gooch Food Products Company
Lincoln, Nebraska

Mr, and Mrs. Robert I. Cowen, Sr.
Mr. and Mrs. Melvin H. Golbert
A. Goodman & Sons, Inc.

Long Island City, New Yok

Mr. and Mrs. Alvin M. Karlin
1. J. Grass Noodle Company
Chlcago, Nlinols

Mr. and Mrs, Stanley A. Wilde
Grocery Store Products
Libertyville, Illinols

Mr, and Mrs. Leo C. Ippolito
Ideal Macaroni Company
Bedford Heights, Ohlo

Mr, and Mrs, Walter F, Villaume
Jenny Lee, Inc.
St. Paul, Minnesota

Mr, and Mrs. Armand Saavedra
La Rinascente Macaroni Mfg. Co.
Moonachie, New Jersey

Mr. and Mrs. Vincent S, La Rosa
Mr. and Mrs, Vincent F. La Rosa
Mr. and Mrs, Philip P, La Rosa
V. La Rosa & Sons, Inc.
Westbury, New York

Harold L. Suttle

Mr. and Mrs. L. R. Thurston, Jr.
Mr. and Mrs. G. W, Law

Mr. and Mrs, C. W, Wolfe
Thomas J. Lipton, Inc.
Englewood Cliffs, New Jersey

Mr. and Mrs. H. E. Toner
Mr. and Mrs. C, F. Mueller
C. F. Mueller Company
Jersey City, New Jersey

Mr. and Mrs. Andrew J. Russ;:
New Mill Noodle and Macaronl Co.
Chicago, Illinols

Mr .and Mrs. E. Fishler
Noody Products Company
Toledo, Ohio

Mr. and Mrs. Louls J. Coniglio
Mr. and Mrs. Louis Saggio
Paramount Macaronl Company
Brooklyn, New York

Mr, and Mrs. Luke A. Marano
Philadelphia Macaronl Company
Philadelphie, Pennsylvania

Mr. and Mrs. Joseph Pellegrino
Mr. and Mrs. Joseph P. Pellegrino
Mr, and Mrs. T. J. Settanny

Prince Macaroni Manufacturing Co.
Lowell, Massachusetts

Jack Procino
Procino-Rossl Corporation
Auburn, New York

Messrs. A. and E. Ravarino
Mr. and Mrs. Willlam J. Freschi
Ravarino & Freschl, Inc.

St. Louis, Missourl

Albert F. Robllio
Ronco Foods
Memphls, Tennessee

E. Ronzoni, Jr.
Ronzonl Macaroni Company
Long Island City, New York

Mr. and Mrs. Raymond Guerrisi
Mr, and Mrs, W. 8. Dade

San Glorglo Macaroni, Inc.
Lebanon, Pennsylvania

Lloyd E. Skinner

Mr. and Mrs, Clete Haney
Mr. and Mrs. H. G, Stanway
Skinner Macaroni Company
Omaha, Nebraska

Alfred L. Spadafora
Superior Macaronl Company
Los Angeles, California

Mr. and Mrs. Joseph Scarpacl

Viva Macaroni Manufacturing Co.

Lawrence, Massachusetts

Mr. and Mrs. Albert S. Welss
The Welss Noodle Company
Cleveland, Ohio

Mr. and Mrs. Paul Vermylen
A. Zerega's Sons, Inc.
Fair Lawn, New Jersey

ASSOCIATES

Mr. and Mrs. E. W. Kuhn
Amber Milling Division, G.T.A.
St. Paul, Minnesola

Mr. and Mrs. Edward J, King, Sr.
Mr. and Mrs. Edward J. King, Jr.
Ambrette Machinery Corporation
Brooklyn, New York

Mr. and Mrs. Fred Merrill

Mr. and Mrs. George Utter

Mr. and Mrs. Cliff Kutz

Willlam A. Julien

Archer Danlels Midland Company
Minneapolis, Minnesota

.Mr. and Mrs, D, D, Brodie

Mr, and Mrs. Vaughn Gregor
Aseeco Corporation
Los Angeles, Culifornia

Mr. and Mrs, Paul Miner
Bay State Milling Company
Boston, Massachusetts

Leonard P. Ballas

Joseph Russo

Ballas Egg Products Company
Zanesville, Ohlo
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Mr. and Mrs. V. Jas. Benincasa
Mr. and Mrs. Paul Ben‘ncasa
V. Jas. Benincasa Company
Zanesvllle, Ohlo

Ralph W. Hauenstein

Renato Balossi
Braibantl-Lehara Corporation
New York, New York

John Young
Burd & Fletcher Company
Kansas City, Missourl

D. G. Amstutz
Cargill, Ine.
Minneapolis, Minnesota

Mr. and Mrs. John Amato
Clermont Machine Company, Inc.
Brooklyn, New York

Eugene B. Hayden
Crop Quality Council
Minneapolis, Minnesota

Mr. and Mrs. Joseph DeFrancisci
Mr. and Mrs. Leonard DeFranciscl
Mr. and Mrs. Ignatius Bontempi
DeFrancisci Machinery Corporation
Brooklyn, New York

Mr. and Mrs. Joseph J. Pette
Willlam J, Tobin

Mr, and Mrs. Robert Hewitt
Diamond National Corporation
New York, New York

Mr. and Mrs. Ray Wentzel
Doughboy Industries, Inc.
New Richmond, Wisconsin

Lester S. Willson
Du Pont Film Department
Wilmington, Delaware

Mrs. Beverly Anderson
H. H. Lampman
Durum Wheat Institute
Chicago, Illinols

Faust Falconl
Faust Packaging Corporation
Brooklyn, New York

Evans J. Thomas
Fisher Flouring Mills Company
Seattle, Washington

Mr. and Mrs. John T. Henningsen
Mr. and Mrs. Roy N. Nevans
Henningsen Foods, Inc,

New York, New York

Charles M, Hoskins

Mr, and Mrs. John Winkelmann
Hosking Company

Libertyville, Illinols
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Mr. and Mrs. James L. Kallestad
Mr. and Mrs. S. F. Maritato

Mr, and Mrs. R. L. Vessels

Mr. and Mrs. William Brezden
Mr. and Mrs. George Hackbush
A. M. Rondello

International Milling Company
Minneapolis, Minnesota

Ralph Maldari
D. Maldari & Sons, Inc.
Brooklyn, New York

Mr. and Mrs. J, F. McCarthy
Mr. and Mrs. Alexander Frank
McCarthy & Associates, Inc.
New York, New York

Mr. and Mrs. E. M. Murphy
Mr. and Mrs. Don Gilbert

North Dakota Mill and Elevator
Grand Forks, North Dakota

Dr. and Mrs. Kenneth A, Gilles
North Dakota State University
Fargo, North Dakota

Mr. and Mrs. P. E. R, Abrahamson
Mr. and Mrs. Tom Ridley

North Dakota State Wheat Commission

Bismarck, North Dakota

Mr. and Mrs. Wm. H. Oldach
‘Wm. H. Oldach, Inc.
Philadelphia, Pennsylvania

Mr. and Mrs, Joseph Juno
Paramount Packaging Corporation
Chalfont, Pennsylvania

M. W. K. Heflelfinger

Mr. and Mrs. L. S. Swanson
Mr. and Mrs. W. H. Grady
Mr. and Mrs. David Wilson
Mr. and Mrs. David F. Wilson
Peavey Company Flour Mills
Minneapolis, Minnesota

James R. Affleck
William Penn Flour Mills Co.
Bala Cynwyd, Pennsylvania

Wallace Comer

Rexall Drug and Chemical Co.
Bonus Gifts Division
Chicago, 1llinols

Mr. and Mrs, Charles C. Rossolti
Mr. and Mrs. John Tobla
Rossotti Lithograph Corporation
North Bergen, New Jersey

Mr. and Mrs. Sidney Schneider
Schnelder Brothers, Inc.
Chlcago, Illinois

Milton Simon
Simon & Gwynn, Inc.
Memphis, Tennessee
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Melvin S. Sjerven
The Southwestern Miller
Minneapolis, Minnesota

Mr. and Mrs. Walter P. Muskat
Triangle Package Machinery Co.
Chicago, Illinols

John W. Wright

Richard K. Saunders
Doneld Iverson

C. K. Laorson

Lyonel L. Nash

U. S, Durum Growers Assn.

G. R. Christensen
Universal Foods Corporation
Milwaukee, Wisconsin

Mr. and Mrs. Bernard Black
Venet Advertising Agency
New York, New York

Louis E. Kovacs
Louis A. Viviano, Jr.
Vitamins, Inc.
Chicago, Illinois

Dr, and Mrs. M. G. Waldbaum
Robert G. Berns

Milton G. Waldbaum Company
Wakefield, Nebraska

STAFF & SPEAKERS

Mr, and Mrs. Robert M. Green
Mrs. Vera Ahrensfeld
National Macaroni Mirs. Asen.
Palatine, Illinois

James J. Winston
Jacobs-Winston Laboratories, Inc.
New York, New York

Theodore R. Sills

Miss Elinor Ehrman
Theodore R. Sills, Inc.
New York, New York

Mr. and Mrs. Harold T. Halfpenny
Halfpenny, Hahn & Ryan
Chicago, Illinois

Mr. and Mrs. Robert C. Sampson
Sampson Associates
Chicago, Illinols

Erle Vadelund

Natlonal Bureau of Standards
U. 8. Department of Commerce
Washington, D. C.

Regional Meetings

March 20—International Hotel,
Los Angeles

Merch 22—Mark Hopkins Hotel,
San Froncisco

March 25—0lympic Hotal,
Saattle
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Undue Proliferation—
(Conlinued from page 30)

If voluntary standards in an industry
are not developed by an industry when
needed they will become mandatory.
This has happened in the case of auto-
mobiles, tires, meat and inflammable
materials,

We have begun o number of surveys
ond see too many packages on the
market for tooth-pasle, paper towels,
cookles & crackers, potato chips, de-
tergents, and o host of products. We
have found in preliminary studies that
there are at least 16 sizes of pasta prod-
ducts between five ounce packs nnd five
pounds, although from two pounds up
the packs are in multiples of a pound.
Three-fourths of the packages are in a
range of five ounces and (wenty-five
ounces. A dozen package sizes within a
twenly ounce range might be consid-
ered undue proliferation.

We think that unless industry co-
operation is immediately forthcoming
we have no other recowise than to
publicly cite those industries with pos-
sible proliferation of packages within
the meaning ¢l the Act, We stand ready
to participate in discussions with you.

Canepa Introduces
New Packaging

The John B. Canepa Company of Chi-
cago, makers of Red Cross Spaghetti
und Macaroni, is introducing revolu-
tionary new packaging designs for their
entire line of speciully products. Mr.
Frank D. Allen, President, pointed oul
that emphasis has been placed on in-
creasing appetite appeal to these items,
with the creation of original new
recipes,

The new packaging on  Canepa's
Mostaceioli, Mostaccioli Rigati, Vermi-
celli, Rigatoni, Rotini, Mostacciolini,

Lasagna, and Shells features new and
individual four-color photographs of
cach cooked product. The original
recipes are printed on the back.

The new recipes were developed by
Fran Paulson, and are owned exclusive-
ly by the Canepa company. The pho-
tographer was Allen Snook, while over-
all package design is credited to Bruce
Beck, all of Chicago.

Long Spagheiil

In addition to the new packaging for
specialties, the seven ounce Red Cross
Long Spaghetti has olso been im-
proved. It now comes in o printed car-
ton, replacing the overwrap that had
been utilized for over a hundred years
The printed carton is neater on the
store shelves. The colors and design,
however, remain the same,

Packaging Show

The American Management Associa-
tion's 37th National Packaging Exposi-
tion will be held at the Coliseum in
New York, May 6 to 9.

The association's National Packaging
Conference, held each year concurrent-
ly with the show, will take place at the
New York Hilton, May G through 8.

The twin events, usually produced in
April, were shifted to May this year
to assure superior holel accommoda-
tions. With 45,000 executives attending
when the show is held in New York,
arrangements must be made to allocate
the best hotel uaccommodations for
them. The show and conference are
held in New York and Chicago aller-
nately.

Smax Snax

In response to the January cover
story on macaroni products as snacks
your editor received a letter and some
samples from Super Snacks. Inc, a

sister corporation of Gabriele Macaroni,
Inc. in Los Angeles.

Sales Manager Louis Fusano reporls
that Smax Snax have been on the
market for the past two years. They are
a tasty twist in the form of rotini or
cork-screws made of wheal flour, vege-
table shortening, hydrolized plant pro-
tein, salt, onion powder, monosodium
glutamate, sugar, beel extract, with
antioxidant added to improve stability.

The beel flavored snack s geared for
dips and is guaranteed to please the
palate.

Appointment

Henningsen Foods, Inc. of New York
City has announced the appointment of
Robert M. Ginnane as national sales
manager. His responsibility will enable
Roy Nevans, vice president in charge
of sales, to direct his attention to over-
all company marketing and planning
strategy.

Wentzel Represents
North Dakota Mill

On February 9, E. M. Murphy. gen-
cral manager of North Dakota Mill and
Elevator, announced the appointment of
Ray Wentzel as a new sales represen-
tative,

In the announcement Mr. Murphy
said: “We are pleased to have Mr
Wentzel associated with our firm and
know that his many friends in the du-
rum industry will be glad to see him
continuing his ine work in the interests
of that industry. Mr. Wentzel's back-
ground of milling and knowledge of all
phases of the durum ond macaroni
industry will be a very fine asset and
help in our soles department.”

Lehman Joins Experience, Inc.

William A. Lohman, former vice
president for trade relations with Gen-
eral Mills, Inc. is now associated with
Experience, Incorporated. This group of
retired executives do consulting and
research from their Rand Tower office
in Minneapolis.

GSP Names Sales Head

Richard E. Shepherd has been named
Vice President, Sales, of Grocery Store
Products Co. headquartered ot West
Chester, Pa., according to Donald N,
Givler, President.

Mr. Shepherd joined Grocery Store
Products Co. in 1950 as o retoil sales-
man. He was successively monager of
the south central, south east, Foulds
Macaroni Products Sales and weslern
divisions before becoming general sales
manager in 1966,
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it's always
easier to control the quality and color
of your products with Amber's first
quality Venezia No. 1 Semolina, and,
Imperia Durum Granular.

Nationally-famed macaroni manufac-
turers have long preferred these supe-
rior Amber products because of their
consistently uniform amber color, uni-
form granulation and uniform high

quality.

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

‘We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent
Amber quality. Be sure—specify AM-
BER.

ozv_imaen MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn.—General Offices: 5t. Paul, Minn, 55101
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Activities in the Nation’s Capitol

Highlights of comments made by Harold T. Halfpenny,
N.M.M.A. General Counsel, at the Winter Mesting

OU cannot do business today with-
out knowing what is going on in
Washington.
® The Federal government s consum-
er-oriented and thr. consumer has been
defined as “a disgruntled customer."”
e I look for some kind of an income
tax increase this year for boti: corpora-
tlons and individuals.

This past year private damage litiga-
tion produced most of the court de-
cisions Involving general restraints of
trade and monopolization. Where these
cases were involved in cases initiated
by the governmental enforcement
agencles, they were, for the most part,
disposed of by consent decree. The fol-
lowing is a brief resume of the law,
rather than the facts, of cases of gen-
eral interest to industry.

Exclusive Territories

Where a manufacturer sells to a
wholesaler (parts with title) he cannot
require the wholesaler to agree to sell
only within a described territory, or
only to cerlain customers. Any vertical
restraints in a distribution sysem based
on sales to wholesalers, are prohibited.
However, the manufacturer can still
distrlbute only through designated
wholesalers, and can bind himself to do
this.

The manufacturer who consigns the
goods to wholesalesy, rather than sell-
ing them, can contro! what the whole-
salers will do with then.—that is, where
and to whom to sell.

Arnold, Schwinn, United States
Supreme Court

Nonrenewal of Franchise

The refusal of an outboard manufac-
turer to renew a dealer's franchise was
not a violation of law where there was
no attempt to create a monopoly and
no conspiracy by the manufacturer with
anyone else. This was so even though
the reason for the refusal to renew was
that the dealer also handled a product
which competed with this manufae-
turer's product.

Generally speaking, the right of cus-
tomer selection is sanctioned by both
statute and case law. Absent conspiracy
or monopolization, a seller engaged in
a private business may normally refuse
to deal with a buyer for any reason or
with no reason whatever.

This was o unilateral refusal to sell,
which is not prohibited. A mere refusal
by o manufacturer to deal with a dealer
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DIPLOMAT

Harold T, Halipenny

wh? will not confine his dealings to the
gocds ¢f the manufacturer does not run
aforl of the Sherman Act.
Amplex of Maryland, Inc. v.
Outboard Marine Corp.. Fourth
Circuit, 6/1/67 (Petition for
Cert. filed 5/29/67)

Employees—"No Bwitching” Agreement

An agreement between competitors
that they will not hire a former em-
ployee of anolher company for six
months after his termination of em-
ployment with his former employer,
may violate the antitrust laws. Com-
petition may be injured, because if a
substantial segment of the Industry
agrees, the labor market will be frozen.
If labor mobility is discouraged, the in-
dustry may well become static in iis
composition, to the obvious advantsge
of tliz large, well-established firm and
the disadvontage of infant orguniza-
tions.

Although only the signatory firms
are bound by the agreement, an em-
ployer of one of them will hesitate to
leave his employer in order to join a

newly formed competitor, if he knows

that he may be out of work in the
event the new organization is not suc-
cessful, This would tend to discourage
the entry of new competitors into the
industry. )
Nichols v. Spencer International
Press, Seventh Circuit, 1/11/67

Wholesaler—Allowance Case
Last year, the Court of Appeals for
the Ninth Circuit held that a supplier
who gave promotional allowances to a
retail chain store (Fred Meyer, Inc)
was not required to give the same al-
lowance to wholesalers who sold to re-

tallers who competed with Fred Meyer.
It sald that where a retaller recelved
an allowance not granted to a whole-
saler, there was no violation of law be-
cause the wholesaler was not in “func-
tional competition"” with the retailer...

This decision was widely criticized as
legally unsound and economlcally un-
realistic. Whether in agreement with
these criticisms or not, the Supreme
Court sgreed to review the case, and
oral arguments have been held, The
arguments were dJirected to the single
proposition: Whether a supplier's
granting to a retaller who buys directly
from it, promotional allowances that
are not made available to a wholesaler
who resells to retallers competing with
the direct-buying retailer, violate the

A decision may be expected early In
1968, and will be awaited with Intcrest
by wholesalers.

‘When Is a Wholesaler not a8 Wholeraler

The constanily re-occurring question
of when a business may represent ftsell
as a "wholesaler” was discussed in de-
tail by the Federal Trade Commission.
The complaint charged that the com-
pany's representations that they are
wholesalers, sell products at wholesale
prices, and provide a wholesalers' serv-
ice, were misleading and deceptive.
The Commission took the unusual step
of overruling the Examiner, who had
dismissed the complaint, and substitut-
ing its own findings of facts for those
of the Examiner.

The Commission found that the mis-
representation consisted in representing
the prices which were charged for two
lines of products as “wholesale” prices,
when in fact the prices were higher
than any bona fide wholesale price. It
further concluded that it was mislead-
ing to advertise that the price for cer-
tain products was “lowest wholesale”
when in fact the prices for these lines,
even though technically wholesale,
were higher than the prices usually and
customarily paid by retallers.

In summarizing, the Commission
stated that the order would prevent the
company from representing their prices
as wholesale prices in all instances
where the prices are higher than the
price usually and customarily pald by
retailers for such merchandise to any
source of supply, when purchased in the
quantity offered for sale by the com-
pany. Before reaching this conclusion,

(Continued on page 38)
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Americo’s Largss! Macaroni Die Makers Since 1903 - With Managemen! Confinvously Retained In Some Family
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GIVE YOUR
PRODUCTION
SCHEDULE
A LIFT WITH
MALDARI
DIES

D.MaLpar! & Sons, InC.

557 THIRD AVE.
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BROOKLYN, N.Y,, US.A. 11215
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Nation’s Capitol— .

(Continued from page 36)

however, the Commission’s opinion in-
dulged in a long dissertation on the
nature of wholesaling, (Federated Na-
tionwide Wholesalers Service.)

Propcsal Revision of Anti-Trust Laws

A bill has been introduced In the
Senate proposing that a Commission be
established to review the antitrust laws.
The proposal is for a Commission with
24 members, with power to hold hear-
Ings and subpoena witnesses.

The Bill is significant in that it indi-
cales that at least some members of
the Senate (Senators Javits, Brewster,
Cooper and Hartke are on the Bill) are
thinking serlously about the need for
an over-hauling of the antitrust laws—
a project long overdue, The “Declara-
tion of Policy” section states that it is
almed at improving the laws prohibit-
ing monopoly and other rstraints on
commerce; clarifying sta:.dards of con-
duct for business; elizainating conflicts
in policy and inconsistencles In the
antitrust laws as Interpreted by the
courts and agenc.»s; and revising the
laws where their eilect is t= impair
initiative and business development.

While no one wants another Commis-
slon, this one could be very useful in
giving everyone an opportunity to ex-
press views on this cruclal matter. For
example, the many critics of the Robin-
son-Patman Act, which has often been
said to discourage competition rather
than promote it, might finally find in
the Commission a tribunal which
would really consider the problem. In
this connection, it is ot least interesting
that the Bill does not indicate that it
wishes to preserve that Act.

Changes Affecting Employment

All industries are faced with increas-
ing costs and great shortages of capable
employees. Yel ot the same tinie the
Federal Government Increases these
problems by additional regulations.

T am not going to discuss packaging,
as we have an expert from the Depart-
ment of Commerce going to discuss this
matter with you. However, I do want
to mention the problems in regard to
labeling. Sometime ago a conference
was arranged between representatives
of the National Macaroni Manufac-
turers Association and the Food & Drug
Administration. Through the courtesy
of members of the Assoclation repre-
sentatives of Congressmen and Senators
were present, Dr, Goddard of the Food
& Drug Administration had with him
the Associale Commissioner for Com-
pliance, Mr. Kirk, their General Coun-
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sel, Mr. Goodrich, and another staff
man.

The discussion was in regard to the
location of the weight indication on the
package. The law requires the FDA to
specify a unlform location, which the
FDA specified as the lower 30% of the
main display panel. Dr. Goddard nc-
knowledged that the samples of maca-
roni packeging displayed at the confer-
ence were not deceptive. He also ac-
knowledged that the printing industry
could not even print all the new labels
that a strict interpretation of the law
would require. He sald the FDA s will-
ing for all manufacturers to use up all
current supplies now on hand, but from
now on, all new supplies ordered should
carry the new requirements, recogniz-
ing that the law does not require such
until next July, 18688, He also stated
that when the effective date ap-
proaches, next July, the FDA would be
quite liberal in permitting the con-
tinued use of nonconforming packaging
if it is not deceptive. He said letters to
FDA indicating the situation with re-
spect to compliance, the extent to
which the manufacturer has already
instituted new packaging, and an esti-
mate as to when the in-stock non-con-
forming packaging would be used up
is the type of Information needed. This
would be done on a company basis,

Comr.odlly Exemption

The law d>e« permit the FDA to
grant an indu:i:y-wide, or commodity
exemption, and he indicated that FDA
would weicome a request for such an
exemption. However, he made It clear
that such exemptiuns would be rarely
granted, contending that the industry
has to eventually conform, and the ex-
emption, which would have a time
limit, would end, and the industry
would still have the problem of con-
forming and the use of packaging al-
ready in stock.

The several representatives of the
members of Congress who attended
emphasized thelr principals vigorously
sup,arted the association's position for
an exemption. Also, that they would be
willing to Introduce an amendment to
delete the requirement for a uniform

location for the welght indication.-

While this demonstrates a willingness
on the part of the members of Congress,
we must consider the limited possibili-
ties of this. It does not appear to me to
be realistic to assume that this amend-
ment would be passed, even though
there is merit in the proposal.

Two Roads Open

I would think two routes are avall-
able. First, the association could file a

pelition for an exemption which the
FDA is authorized to grant. While I
recognize that it is unlikely that the
FDA would grant it, it should “set the
stage” for the second action, the filing
of individual company statements on
the extent to which they are in con-
formance, and when they expect to be
in conformance.

In the past I have found that the
FDA has scheduled enforcement with
some consideration to the economics
and cost of compliance. Inasmuch as
FDA is now under new leadership I
cannot with confidence predict what
they will do with respect to the pack-
aging of macaroni. Dr. Goddard did
state that all the packaging displayed
at the conference was non-deceptive
and In his view, the manufacturers
should simply use up all existing pack-
aging stock, even after next July 1.

Wage and Hour Law Changes

Beginning February 1, 1987, the cov-
erage of the Wage-Hour Law was
broadened to include businesses with
more than two employees engaged in
interstate comme-ce, and an annual
gross sales volume of over $500,000.00
(this figure was formerly one million).
This means that all employees of such
a business are subject to the require-
ments of the Act.

Civil Rights Act Amendments
To Equal Employment Opportunity

Provisions for “equal employment
opportunity” are part of “The Civil
Rights Act” enacted by C.gress in
1964. These provisions make il a viola-
tion of Federal law for an employer to
“discriminate” with regard to any
aspect of employment because of “race,
color, religion, sex, or national origin."

Congress carefully stipulated, how-
ever, that an employer accused of vio-
lating that law would be entitled to a
trial in court, specifically the Federal
District Court of his locality.

Amendments, H.R. 680 by Congress-
man Dznt (D. Pa.), and in the Senate,
S. 1308, by Senator Clark (D. Pa),
abolish that right to a court trial, angd
give the Equal Employment Opportun-
ity Commission itself the power to de-
termine the facts and to determine the
gullt or innocence of the nccused. The
new legislation also takes from the
Federal District Courts, and gives to
the Commission itself, the power to is-
sue orders and decrees, requiring “affir-
matlve action"” on the part of employ-
ers, suc has the “reinstatement” of for-
mer employees and the "hiring" of new
employees, with “back pay.”

(Continued on page 40)
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Hearings Planned

The House General Subcommiitee on
Labor tentatively plans to hold hear-
ings in February on the House Bills.
This legislation would give the Equal
Employment Opportunity Commission
NLRB type powers to enforce The Civil
Rights Act. Senate action is not expect-
ed until after the House hearings,

Under the present law a District
Court can require an employer to bring
forward such of his records as are “rele-
vant” to a “charge under investigation.”
The proposed law would remove such
restriction and would give to the Com-
mission, without limitation, "access" to
the employer's “premises” and to all
his “records." Severe fines and impris-
onment could be imposed upon the em-
ployer, under the proposed statutes, for
failure to accord such access, and to
furnish such records as the Commission
might require, The proposed law would
provide for coverage of 31l employers of
only 8 or more eraplryees.

The proposed ar.endments woyld
eliminate the right ¢o trial by jury in
the case of disagreement or dispute as
to the employer's compliance of that
law. This would put the authority to
judge and to issue orders and decrees
in the Equal Employment Opportunity
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Commission, The Becretary of Labor
told the Senate Labor Committee that
more “hard-muscled” action is needed.

Law To Bar Discrimination In
Employment Passed

The House agreed to Senate amend-
ments to the bill (S. 830) () prohibit age
discrimination in employment, and sent
the measure to the White House.

The blll provides that persons be-
tween 40 and 65 years of age, who are
otherwise qualified, cannot be turned
down for a job on the basls of age, The
measure also applies to application for
membership in a labor unlon and in the
placement actlvities of employment
agencles,

The bill now provides that the Sacre-
tary of Labor would enforce the ban
with authority to bring offenders into
civil court, with criminal penalties of
$500 fine or one year in prison for con-
victions.

Know Your Representatives

1868 Is an election year! Know your
representatives and their philosophies.
The business community must be active
and make themselves known.

Urban Money
Econoray in U.S.

The number of persons living un
farms in the United States has steadily
declined since the turn of the century,
the Taxpayers' Federation of Illinols
reporis, At the beginning of the century
well over a third of the population was
living on farms that provided most of
their incomes and nearly all of their
food. By the beginning of World War
II, the proportion living on farms had
dropped to less than a fourth, and for
many of these farming was not the
sole source of support.

At the present time, fewer than 7 out
of 100 Americans live on a farm, and
many of these have outside jobs to
supplement their farm Incomes. Then
too, those on the farms today are oper-
ating mechanized farms and cultivating
much larger acreages than did the
farmers of fifty years ago.

Population Clusters

By contrast, the non-farm population
has grown rapidly with the bulk of
growth being in the metropolitan areas.
This shift away from the farm has
developed population clusters not only
within the large cities but in their sub-
urbs. During the last 20 years it is Inter-
esting t» note that it has been the out-
lying areas about cities rather than the
citles themselves that have registered
the greatest gains. Most Americans live
in what can now be described as a

meney economy, and thelr financlal in.
dependence Is measured by thelr cur-
rent earnings and the cash income
available to them from other sources.

Statistics Speak

In March 1065, more than 3 out of §
persons in the United States llved In a
metropolitan area—that is, within a
city of at least 50,000 inhabitants or the
environs of such a place. In 1 out of 7
central city familles, it was a woman
rather than a man who served as fam-
ily head, and an equal proportion of
all families had a head at least 65 years
old. In the suburbs, only 1 out of 13
of the familles was headed by a woman,
and 1 in 8 by a person aged 65 or older.

Such statistics prove that we have
become an- urban rather than a rural
nation. This shift to the metropolitan
areas creates problems in the fields of
finance, transportation, sanitation, wa-
ter supply, health, ete. that must be
alded by legislative bodies.

More Regulations
For Truck Users

Governmental edicts resulting from
activities of the newly established U.S.
Department of Transportation, forei:ast
a greater emphasls In the months
ahead on more systematic and profes-
slonal servicing of all motor vehicles,
is the opinion of John Bartol, president
of Natlonal Truck Leasing System, the
nationwide network of independently
owned, locally operrted full-service
truck-leasing concerns.

Regulations prepared by the Depart-
ment of Transporiation recommended
for adoption by the various States, re-
late to the licensing of qualified me-
chanics, periodic inspection of vehicles
by authorized service establishments,
revised standards for vehicles and com-
ponents in both original and replace-
ment equipment.

Burdensoms Paper Work

Procedures for meeting these various
requirements as may be finalized for
enactment by the various states, on the
part of truck users who operate their
own equipment for deliveries and serv-
icing secondary to thelr primary busi-
ness, will require management's de-
tailed attentlon. “This means these
truck users are going to find truck pro-
curement and maintenance more than
ever involved with burdensome ‘paper
work',"” Mr. Bartol points out. It is for
this reason that his group of lessors ex-
pect a continuing upsurge In the de-
mand and need for full-service truck-
leasing in the months ahead.
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Millions of Americans consume tons of
macaroni products each day, Thousands more
are engaged In producing these products,
But, how many people really know

anything about the history of macaroni?

Use your noodle and see how you come out
on this quick qulz,
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¢Como No. 1 Semolina ¢ Fancy Durum Patent
*Capital Durum Granular #Ravena Durum Patent

*Bemo Durum First Clear ® Service
*Naples Durum Second Clear

We stake our reputation for quality on every bag
we ship. And we are very jealous of our reputation,
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QUALITY

DURUM

DURUM DIVISION
International

MILLING COMPANY INC.
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