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LET’S GET INVOLVED

Editorial fror1 the North Dakotan, publish-
ed by the Greater North Dakota Assocla-
tion, State Chamber of Commerce.

ROBABLY the greatest weakneus

of the average American business-
mar today s his great activity toward
not geiting involved in politics.

And yet, politics are the very essence
of the world in which he lives. Political
operations determine the taxes he will
pay, the shape of his town, for whom he
will vote, the condition of the schools
his children will attend. . ..

But not until the chips are down, not
until he has been driven to the wall by
pressures built up by the erroneous de-
clslons of others, does he throw himself
into the game.

“Government,” he says, “costs too
much money.” Why, then, doesn't he
get Into government and show them
how to hold down some of the costs?

“The government,” he says, “imposes
foo many restrictions.” Why, then,
doesn't he get into government, take a
look at some of these restrictions, satis-
fy himself as to their validity?

There is no government—Ilocal, state
or federal—that can afford to do with-
out the keen mind, perseverance and
ability of the successful businessman.
Why, then, doesn't he jump at the
chance when he gets it? Most probably,
because he feels it would be “bad” for
his business.

But is it really bad for business?
Which is worse—becoming involved in
politics, or allowing political manipula-
tions to become so oppressive that they
ruin a business completely?

By “getting involved,” we don't mean
on the fringes, We mean actively sup-
porting the candidates of your choice.
Better still, we mean running for office
yoursell, If you don't aspire to be gov-
ernor, how about one of those myriad of
small offices that, collectively, do so
much to solidify the governmental
structure?

By “getting involved,” we mean be-
ing positive, rather than negative; being
for something, rather than against
something; taking the offensive, before
being forced to take the defensive.

It businessmen don't get involved—
and get involved now—another few
years may be too late.

Only men make politics.

Get involved.

Be A Key Man

A Message from Arch N. Booth, Executive Vice President,
Chamber of Commerce of the United States

Arch N, Booth

N every community . , . in every
company and voluntary organlza-
tion . . . In every campaign, there are
a few men who provide the spark and
the drive, They are the ldea men, the
motlvators—the movers and the shak-
ers—the men who make things happen.
Such men are easily spotted; they
stand out sharply from those who are
merely adequate, They are the innova-
tive officers and the chairman of the
most productive committees. They are

the men to whom other leaders fum
when there's a difficult job to be done,
They are the men whose thoughiful
opinions are sought when ideas an
needed or a decislon must be made,

These are the men whose concern for
neyw ways in which to strengthen ou
basic American institutions leads them
to seek out bold concepts and dynamic
actlon programs.

Ten action forums have been devel
oped, each stressing the stake of busi.
ness in critlcal program areas. The Key
Man Report Is for the business execu-
tive who needs hard Information on
these programs. They deal with Ameri.
ca's most pressing problems.

1. Modernizing State and Local Gov-
ernment;
. Educatlon;
. Job Training for the Hard-Core

Unemployed;

4. Housing;

5. Pollution Abatement;

8. Crime;

7. Mobilizing Total Community Re
sources;

8, Consumer Relations;

9. Export Expansion;

10, Labor Law Reform.

The Macaroni Journal plans to treal
one of these subjects each month ina
series of articles. The first that follow
is on Consumer Relations.

CONSUMER RELATIONS

A NGRY housewives protest rising
prices,

A flood of consumer legislation swells
:lp in Congress and the state legisla-
ures,

State governors appoint consumer
protection officials.

New state and local consumer groups
form all over the country and a new
national consumer organization is creat-
ed—with strong labor backing and anti-
business overtones,

Is there still time for positive busi-
ness action to ward off the deluge? How
are Your Consumer Relations?

The Problem . ..

The wave of supermarket boycotts in
1866 and the upsurge in Federal con-
sumer activities have brought home to
businessmen the fact that the consumer

—_—

movement is growing in Influencc, both
politically and economically.

A new natlonal organization -- the
Consumer Federation of Americn—was
launched last November at the Consum:
er Assembly '67 In Washington The
new federation has strong labor back-
ing and pronouncements at its birth had
a distinctly anti-business tone. For ex:
ample, Father Robert McEwen, Chalr-
man of the Boston College Economits
Department and one of the prime mov-
ers behind the formatlon of CFA, pro-
posed that the federation publish lists
of products, services, and companies—
those that are liked and those that are
disliked—to reward the good ones and
reform or drive out the bad ones.

Standing behind the new federation
are powerful labor unions which ar
providing both leadership and financial
support. CFA’s president and treasuref
are lnbor union officials. Nine of the 2
members of the steering commitice fof
the Consumer Assembly '67 at which
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(FA was founded are union officials.
Twelve of the most powerful unions In
Americn were Bssociated with the As-
embly. Unlon activity is also apparent
at the level of state and local consumer
groups as well,

Yel, despite all this labor support, it
would probably be a mistake to assume
thal the consumer movement {s only o
{ront for the unions, just as it would
b2 incorrect to assume that consumers
ure completely satisfled with products,
prices, and services. Consumers are
more sophisticated today than at any
\ime In the nation's history; as a result,
they expect more and are more critical
of performance that falls short of their
expectations.

Dicsatisfactions

They are dissatisfied about high
prices, lack of adequate product infor-
mation, and misleading advertising
claims. They are unhappy about prod-
uel repairs, warranties and guarantees,
and some sales practices. They are con-
remed about product safety and the
cleanliness of food.

By no means are all consumers un-
happy, and certainly not all of those
who are distressed complain of the
ume things. But there is a general
restiveness which activists in and out of
government have seized upon to pro-
mole a wave of consumer-oriented leg-
islation, much of it aimed directly at
business.

Elected officials have been quick to
realize the political value of using such
emolion-laden terms as “truth,” "haz-
ardous,” “unclean,” and “tainted,”
among others, They also appreciate the
vole-gelting appeal of much consumer
legislation especially those items which
do not cost vast sums or creale huge

| progranis. It Is not surprising, there-

fore, that the Federal government has

B capilalized on consumer discontent.

Focus on Consumers

Arms of the executive branch have
been created to focus on consumer in-
lerests. Former television personality
Betty Furness serves ns President John-
ton's Special Arsistant for Consumer
Affairs and Chalrman of the cabinet-
level President’s Committee on Con-

| sumer Interests, (She s seeking to in-

trease her staff, now authorized at 19
positlons, to 46 persons) A Consumer

t Advisory Council, chaired by Wisconsin

Altorney General Bronson LaFollelte,
also has been influential in developing

ministration consumer policy. And
the President has named Cleveland at-

| tomey Merle M. CcCurdy to the Justice

pariment post of Consumer Counsel.
Paralleling this executive branch in-
terest is the surge of consumer activity
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Is She Satistied?

in Congress. The 89th Congress (1985-
1066) enacted laws concerned with au-
tomobile safety, cigarette labeling, child
protection, and packaging and labeling.
The D0th Congress has already passed
acts dealing with flammable fabrics,
meat  inspection, consumer credit
(“truth-in-lending”), clinical labora-
torles, and the creation of a National
Comimnission on Product Safety.

In his 1868 Consumer Message 1o
Congress, President Johnson proposed
legislatlon to deal with fraud and de-
ceptive sales practices, authorize a
study of automobile insurance, set
standards for radiation from television
sets and other electronlc equipment,
tighten inspection of poultry and fish,
and establish a safety program for
recreational boats. Other legislative
items raise the total to more than 40
consumer-oriented bills pending in
Congress.

The states are also active in this area.
The governors of several imporiant

states listed consumer problems in their
1968 legislative messages. Maryland’s
proposed new state constitution directs
the legislature to “provide by law for
the protection and education of the citi-
zens of the State against harmful and
unfair business practices.” Many stales
are not waiting for such a constitutional
mandate before bringing forth con-
sumer-type legislation to match the
Federal outpouring.

At the executive level, more than
half the states now have officials or
agencles specifically concerned with
consumer protection—and this does not
count those states which exercise gon-
sumer protection responsibilities under
another description. Only o small per-
centage of all businesses will be the tar-
gets of state attention, but, rightly or
wrongly, all business will suffer a black
eye on each occasion that any business
is publicly accused of unfair consumer
practices.

Thrives on Complaints

The consumer movement, particular-
ly in government, thrives on com-
plaints, Complaints produce a climate
which is favorable to the passage of
still more legislation—legislation which
injects government still further into the
affairs of business.

The number of complaints is minute
compared to the total number of trans-
actions which occur every day but the
growth of complaints Is being actively
promoted by consumer activists, Betty
Furness urged one audience recently,
“And sn I ask all of you to complain.”"

This presents a challenge to the busi-
ness community to show, individually
and collectively, that it can deal faster
and more efectively than government
with the problems of 200 million Amer-
jcan consumers.

Action Forum on Consumer Relations

Statements from four panelists at the
U.S. Chamber of Commerce meeting.

The Honorable Mary Gardiner Jones,
Member, Federal Trade Commission:

What do you consider to be the major
consumer problem today and hew do
you think that problem should be cor-
rected?

Are You Listening?

1 think the major consumer problem
today s the growing fecling on the part
of consumers that their complaints and
renctions to products, services and sell-
ing practices are not being listened to
or taken seriously. This has deteriorated
in the low-Income market to a convic-
tion on the part of the low-income con-
sumer that he s being deliberately vic-

timized and taken advantage of by the
local merchant.

In many instances in the more affiu-
ent consumer market some of the prob-
lems arise because of inexperienced em-
ployees, because of the relative newness
of automated techniques and because of
habits of thinking and patterns of deal-
ing with consumers which are inappro-
priate for today's much more sophisti-
coted and Intelligent consumers. In the
low-income market, many of the prob-
lems may not stem as much from de-
literate victimization as from inefficien-
cy and possibly also from reliance on
outmoded sales techniques based on
concepts of consumers which may also
be Inappropriate to todoy's low-income
consumer.

(Continued on page 6)
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Consumer Relations—
(Continued from page 5)

The possible range of solutions are of
course endless. Consumers must secure
a more realistic picture of the problems
confronting business in securing quality
control at the producer level, in ensur-
ing more efficlent service and repair at
the consumer level and in trylng to de-
vise efficlent accounting, billing and
complaint procedures. By the same to-
ken, business must accept the notion
that consumers are too sophisticated to
tolerate ambiguous and unclear war-
ranties or exaggerated advertising
claims. I believe the U.S. Chamber of
Commerce's present plan to encourage
direct consumer-business dialogues on
the local level should go a long way to-
wards exploring the problems and find-
ing ways of narrowing the credibility
gap which seems to be rapidly develop-
ing between business and consumers.

Dialogues and Counseling

For the low-income consumer mar-
ket, dialogue is not as urgent In my
judgment as the need to give direct
counselling and management assistance
to the low-income merchant and to ex-
plore ways and means of extending
credit to him as well as to the low-
Income consumer. This is a challenge
which business is uniquely able to meet.

I would like to see the projected busi-
ness-consumer dialogues extended to
embrace the low-income consumer and
the low-income merchant and to direct
itself to specific problems of credit and
management counselling.

Winston H. Pickett, Manager, Public
Affairs Service, General Electric Com-
pany, New York:

Before offering my characterization
of “the major consumer problem,” let
me suggest a perspective or two by re-
porting some results of what consumers
have told us are their principal concerns
and interests. These results are part of
a natlonal sample survey which is con-
ducted with prescribed frequency by an
independent, highly qualified opinion
research organization for General Elec-
tric Company. In these periodic surveys
one of the regularly asked questions is
“What are you most interested In or
concerned about lately?”

Predictably, the top concern was
Vietnam followed by 21 other {tems, the
last of which reflected went down as
low as only one per cent of the men-
tiors, Interestingly, so-called consumer
issues did not even make the one per
cent mark.

Agaln, the same survey asked people
if they thought they were getting "val-

ue for the money” that was pald for
varlous specified types of service. At the
top of the “value" list, it turned out,
were telephone and electricity. At the
bottom of some 16 additlonally listed
items, were federal and local taxes,
with only some 18% of the people say-
ing that they received good value for
their federal taxes and 15% for local
taxes! Perhaps this discloses a weaken-
ing of the common faith that ever larger
appropriations of tax money can be
spread llke a grean salve to cure all
soclal ailments,

Political Fact of Life

Despite these implications as to what
consumers regard as the priority of
thelr concerns, it is a very real political
fact of life that protection of consumers
is the problem confronting us all. Thus,
the President's Consumer Message to
Congress was so designated and his
elght-point program dealt with the spe-
cified areas of protectionism. With such
impetus, the need Is to channel this
legitimate interest of government in a
way which avolds an overkill in cor-
recting the abuses which undoubtedly
exist,

Human nature and the laws of prob-
abllity being what they are, all of us I
am sure, accept the fact that there are
some who seek to take advantage of
others. In the business world in par-
tleular, there regrettably will be sharp
operators who try and do defraud and
decelve consumers. Reputable business-
men can and do band together to dis-
courage these practices, but I whole-
heartedly agree the principal police ef-
fort in these instances will have to come
from government.

Special Problems

I also recognize that we have special
problems today with consumers who
are uneducated or live in the ghettos.
Commissioner Jones has frequently and
eloquently addressed herself to this
point, and I would only add that I agree
government must take a speclal Interest
in this segment of the consuming pub-
lic, perhaps by Including consumer edu-
cation as part of a massive program to
help the poor. Likewise, I belleve it is
appropriate for government to deal di-
rectly with particularly offensive prac-
tices, such as the frauds and deceits that
occur and which businessmen strive to
combat in a variety of ways through
their Chamber of Commerce, local Bet-
ter Business Burenus, and other Asso-
clatlons.

None of us will urge this is a perfect
world, that no consumer has ever been
vietimized, that no person has ever sold
a shoddy or unsafe product, or that the
current concern for the consumer was

conjured up by the bureaucrats or the
politicians. On the contrary, it seems i
me businessmen must accept as  fyp l
damental proposition that any clamg #
for government interventlon is based o
some real, not imaginary, evil.
Cooperation Called For

With initial acceptance of this propo-
sition, we should move to cooperatioy
with legitimate government interests_
cooperation in sorting out the real frop
the fancled abuses, cooperation in tiil-
oring the remedies strictly to what i3
fact Is needed. If we are reasonable iy
acknowledging what Is wrong, we may
be able to convince others that what v
believe is right. If we cooperate in rem.
edying what is wrong, we should le
able to avold unnecessary cures fy
maladies that do not exist,

George W, Koch
George W. Koch, President, Grocery
Manufacturers of America. New York:

The most important consumer prob-
lem—TI like to call it a challenge— 's the
adapling our present consumer «:ono-
my to meet the needs of low Income
consumers.

The solution is business and g vern-
ment to work jointly to meet the needs
of low-income consumers.

This means that:

(1) Business must take a position that
this is a joint business and gov-
ernment challenge, not jusl 2
business challenge and theicfore
the government should keep ouli
nor can business posture be that
it is the government’s problem to
solve aolone. Therefore, business
must act and act jointly with
government,

(2) Government should not, in fthe
name of the low-income consum
er, attempt to change our present
marketing system so as to restrict
or eliminate the benefits whith
we all want everyone in Americd
to have.

(Continued on page 8)
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There are some people around
who want to spoil woman’s
greatest indoor sport.
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Consumer Relations—
(Continued from page 6)

Business and government must join in
this effort, just as they are today in
meeting the challenge of hard-core un-
employment.

Unemployment Probed

Since World War 1I, everyone has
been rightfully concerned with unem-
ployment In this country.

Program after program failed. Hand-
outs only compounded the problem and
increased the resentment of the bene-
ficlary as well as the taxpayer, Tem-
porary Rube Goldberg solutions over
the years put us farther and farther
away from a real solution. Many if not
all of the conftrived solutions were
based on the theory that the unemploy-
ed person was the same as those al-
ready employed. Some advocated a
change in our healthy economic system;
others erred In attempting to provide
jobs based on the theory that all per-
sons were alike, and if we found them
Jobs that in itself was the solution.

Today we are taking an enlightened
approach. Business is working with
government to solve this problem. Busi-
ness Is not changing our healthy eco-
nomle system which provides the jobs,
Instead, Industry Is assuming a new re-
sponsibility, getting the hard-core un-
employed out of bed, out of jail if
necessary, out of a stagnating environ-
ment and into Its plants, into the doctor
and dentist. It is doing this by develop-
ing training programs which were non-
existent; and still business will be able
to make a profit,

Government is passing diffet_nt kinds
of legislation and regulations than in
the past. This legislation and these reg-
ulativns are designed to help business
make this joint venture work.

Two-way Communications

The low-income consumer is not nec-
rssarily the same as other consumers
any more than the hard-core unemploy-
ed is the same as the employed who
might at one time or another have been
urrmployeil.

Industry must Increase its effort at
two-way communication with low-in-
come consumers—to find out more
about them and their behavior; to pro-
vide them with more usable informa-
tion, shopping training, and education,
8o they can buy more intelligently and
economically. It must insure that they
have available to them the widest
choice of produc's at the best possible
value,

In the case of groceries, it would be
{hose products that will give them ade-
quale nutrition, consistent performance
and quality, as well as being products

that are appealing to the ones that are
willing to consume. All of this can be
done in the framework of our present
consumer economy which has provided
so abundantly, if we apply joint busl-
ness-government cooperation as we are
doing to the hard-core unemployment
problem.

The Honorable Benjamin 8. Rosen-
thal, United States Representative from
New York:

Representation of the consumer inter-
est—in the market transaction, in the
local business community, and in the
Federal Government—Is the principal
problem iIn consumer affalrs in the
1060's.

We have made some important gains
here, particularly in marketplace repre-
sentation, through several new federal
laws. We benefit from the good work of
private consumer and business groups
who work for comparative shopping in-
formation and eliminating, or at least
Identifying, the unscrupulous local busi-
nessman,

But we have done nothing so far
about providing a voice for the con-
sumer within the structure of the Fed-
eral Government.

The passage of progressive consumer
legislation increases this problem. Much
as I favored better meat Inspection
laws, and consumer credit protection,
these measures will Intenslfy the funda-
mental confusion and divisiveness of
fedural consumer protection,

Thirty-three federal agencles have
roles in protecting and helping the con-
sumer. One presidential assistant can-
not crochet these plices into a pattern
of organizational force and initiative.

Only a cabinet-level volce for con-
sumerr, can compete effectively with the
other cabinet members in collegial rep-
resentation, In budget and in access to
the President and to the Congress.

Regulations Here to Stay
“Government regulation of business
will always be with us. To operate ef-
ficiently, the American businessm.,
must accept the responsibility to abide
by these regulations and to understand
how to cope with them,” Watson Rog-
ers, Procident of the Natlonal Food
Brokers Asyociation declared before the
76th annual ronvention of the United
States Wholesale Grocers Assoclation.
“For the businessman, the important
decision is how to comply with these
regulations as a part of his daily busi-
ness operation. Instead of conslantly
condemning government and its regula-
tions, he must learn how to advise with
the respective government agencles.
They welcome recommendations on

Wetsen Regen

proper interpretations as they want to
be fair in their enforcement of the
laws,” he added.

Speaking on the government's role in
the food Industry, Mr. Rogers stald
that he had found that men In govem-
ment are not interested In establishing
regulations merely to penallze business.
Most government people are dedicated
public servants, he sald, and their goal
is to enforce the laws in the publics
interest,

He emphasized that he was not call
ing for increased regulation, nor was he
saying that every regulation was neces
sary. "But we must remember tha
every regulation was put into effect for
a reason. It would have been impossible
to get Cougress to pass a law or to ge!
a regulatory sgency to issue an order,
unless there was somecne doing some
thing wrong. Unforlunalely, some of
these restrictions arv; brought about be
cause of the unscrupulous vperations of
only a few. Sometimes regulations are
established because only a small per
cent of the businessmen are not living
up to their public responsibility to op
erate in a proper manner,” he sail

“We often hear such statements like
‘keep government out of business' nm!
‘let business settle its own problems.
This sounds good but it will never hap:
pen. Therefore, we as businessmen have
the responsibility to do the next best
thing. Either directly or through ou

trade associations, we must work # 4

closely as possible with government
We must help both the Congress and
the administrative and enforcement
agencles. We must advise with them
and where there are problems aboul
regulations, we must work out together
solutions which will enable business 0
operate at the greatest efficlency 2
thereby to best serve the public inter
est.”
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CONVEYING SYSTEMS

ASEECO LIFT

DELRIN ROLLERS

SANI PLAS BUCKE

BELT CONVEYORS

A camplete line of standard belt conveyors with modern,
streamlined frames — sanitary construction and “quick con-
nect sections”— Special features are offered such as: Lorig
sell-aligning drive pulleys—Powered rotary doffers for wip-
ing belts on return side — Dust tight enclosures — Flat-wire
and mesh-wire steel belts, Write for Bulletin CC-10,

N

bi

AUTDAATIC BELT STORAGE
i For ‘Non-Free Flow-
M ing'Malerlalssuchas:
Snack foods, cookies,
[rozen foods, siringy-
wat-slicky and other
‘bridgy' items. Capac-
ities up 1o 70,000 lbs.
Bullatin CAC-10.

T.

VIBRATING CONVEYORS

conveylng: Cereals « Snack Foods « Powdered Prod-
m;:l-l;:oun Jagztnblnl + Chemicals « Detergents « Insectl-
cides » Seeds » Macaronl « Flour « Pharmaceuticals « Beann ¢
Rice » Metal Parts « Chips and Scraps, Sanitary Construction
for easy cleaning: Capacities up to 4200 cu. {t./hr, Models for
screening, dewatering, cooling, heating.  Bullatin CVC-10.

ASEEI:U BULK AND SURGE STORAGE SYSTEMS

STATIONERY BIN STORAGE
For 'Free-Flowing'
Materials with suto-
matic*in and oul' feed
systems, gates, alarm
ond controls. Copaci-
ties up 1o 120,000 lbs,

Bulletin CBS-10.

ELECTRIC PANELS AND CONTROLS

The Key to Practical Automation is in the design and application nl'eluctrlnai
tomponents such as, pholo controls, sonar devices and solid state relays. Aun;o
engineers Incorporate proven concepts which are acceplod as standard and do

hot require extraordinary atlention.

Services Offerod; Mant Enginesting and layoul ® Electlcal Enginesting and contral panels ® Ersclion and start-up

Write for your nearest roprosontative,
INNEEEEREENEEREREW

A

ICEEENEN]

IEENEENEEENERREEEEEE)

18320 W. OLYMPIC BOULEVARD, LOS ANGELES, CALIF. 20008 « (213) J85-80891
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Unloading, storage,
transfer, and rebolting

A T AN o ATl

BUHLER

automatic

Continuous operation ... 24 hours a day

Here are _modcrn production methods at their best . ., . truly automati
and continuous production lines that operate 24 hours n da ,\nﬂ
at the same time, they also provide automatic storage for Iongy‘-ood
SO you can do all packaging during the daytime shif, e

From the truck or car which delivers the raw material (o discharge
3[’1]1& ﬁ:luslmd product, each step is carried out by modern cquipmcﬁl
pzilsgigrc r;ua:;cz::u“ the best possible product in the most economical

Whether you manufacture long or short goods, you will be pleased

et N

: to discover the savings which a modern, ic
i production line can offer you, HEE S,
1
'
(]
1
1
LLLIT LT - i
LA L LT T T : LT TS
)
[ ; FOR SHORT GO0
i :
= |
]
i
.
- I H e i |
T | \
o
AU::.!.A.‘I'IO AUTOMATIC PRE-DRYER S
Lol Type TRT/TRN
]
i
[ ]
: FOR LONG GOOD
Q
A
iz
AuToMATIG AUTOMATIC . AUTOMATIC PRE-DRYER AUTOMAT®
Type TPR Type To8 bdegtieaps) mw o0

kb A s

e amny

production lines

Flexible...to {it your available floor space

Typical Bunier bulk handling and both long and short goods
production lines are shown on these puges. In actual practice, how-
ever, the bulk handling system is engineered to fit your existing
facilitics and the Press, Spreader, Pre-dryer, Finishing Dryer, Auto-
matic Storage, and Culter need not be installed end-to-end. Thus, if
your present floor space in your present building does not lend
itsell 10 such a plan, it's possible to arrange the various units
side-by-side or on aifferent floors,

Your nearest BUHLER representative cun give you valuable help in
reducing production costs through plant modernization. Call him or
write The Buhler Corporation, Minneapolis, Minnesota 55426, roday.

acities up to 2500 pounds per hour

-

e
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AUTOMATIC FINIBHING DRYER
Type TIT/TTN

cities up to 2000 pounds per hour
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AUTOMATIC FINIBHING DRYER
Type TDO-NI

rT

AUTOMATIC STORAGE UNIT

AUTOMATIC
CUTTER

Type TBT
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THE INSIDE STORY |
AT VIMCO:

(or, how Goodyear filzerglass-reinforced plastic bins save money,
time and effort for a big macaroni company)

AN EXPO OF IDEAS

National Macaroni Manufacturers Association holds its 64th Annual Meeting
at Le Chateau Champlain, Montreal.

f July 15

THE program for the 84th Annual
Meeting of the National Macaroni
Manufacturers Assoclation calls for
check-ins on Monday, July 15. The con-
vention Registretion Desk will be open
from noon until 5 p.m. with visas avail-
able at reduced rates for “Man and His
World,”

At 1 pm, in the afternoon, the Com-
mittee to conslder Proliferation of
Packaging will meet. The National
Macaroni Institute Committee meets at
3 pm.

In the evening at 7 pm., a Reception
and Suppliers' Social will be held in Le
Salon Viger A-B-C, running for an
hour and leaving the balance of the
evening free 1o dine in one of Mon-
treal's renowned restaurants,

A Ladies' Hospitality Room will be . ! - .
found in L'Habitation, Plaza Level., It WA &

will be open during the period of the 5 < v 5
S e, P < fa

business sessions for the ladies. It will v
be the departure point for a bus trip Place du Cansda complex: Chateau Champlain Is white tower
right of center behind Cathedral dome,

i to the Laurentlans leaving at 10 a.m.
Tuesday, July 16, and a visit to the Cleveland, Ohlo; and F. Denby Allen,
John B. Canepa Company, Chicago, Ili-

Space-saving Goodyear
bins est when empty,
stack when full,

bins hold more per load,
need fewer loads per
quantity than any prac-
tical-size steal bins.

Easy-handling bins are
lightwelght yet strong,
b with tough NEOTHANE®
rubber rims.

i Sanitary, seamless Inte-
rlors give dirt and bacteria
no place to hide.

Glant 260-gallon slze per-
mits uniform grading of
| food by type, size, elc.

Easy-to-clean with just
detergent and steam or

sion of restauranteurs dealing with the hot water, bins won't cor-

subject “Pasta in Restaurants of Mon.

summer home of Mr. and Mrs. Paul
Blenvenu, “Father's Rest.” Relresh-

ments and luncheon will be served. A
dip in the pool before or after luncheon
is suggested.

July 16

The First General Sesslon begins at
8 a.m. Tuesday morning, July 18, with
breakfast in the Foyer.

“Bienvenu” means “Welcome.” Paul
Blenvenu, president and general man-
ager of Catelli-Habitant, Ltd., will bld
welcome to all of the delegates to Mon-
treal. NMMA President Robert I, Cow-
en will acknowledge the welcome and
appoint the convention commitices:
Resolutions, Nominations, and Audit,

The state of Industry conditions will
be discussed by a panel from various
parts of the country and Canada, Ken-
neth J. Forbes, Catelll-Habitant, Ltd,,
Montreal, Quebec; Vincent DeDomeni-
co, Golden Graln Macaroni Company,
San Leundro, California; Lloyd E. Skin-
ner, Skinner Macaronl Company, Oma-
ha, Nebraska; and C, Frederick Muel-
ler, C, F. Mueller Company, Jersey City,
New Jersey, will “Tell It Like It Is."

A second panel including Counselor
Haorold T. Halfpenny; Director of Re-
search James J, Winston; Albert S.
Weliss of The Welss Noodle Company,

12

nols, will consider “Government Regu-
lations—Questions and Answers.”

Nicholas A. Rossl, Procino-Rossi Cor-
poration, Auburn, New York, will urge
“Let's Get Iavolved” reviewing the
businessman’s stake in Government.

Walter F. Villaume, Jenny Lee, Inc.,
St. Paul, Minnesota, will give a progress
report on the Wheat and Wheat Foods
Founaation,

The afternoon will be free following
adjournment at 12:30 p.m., with the ex-
ception of the Nominations Committee
who will meet for lunch.

At 6:30 p.m. a Reception and Sup-
pliers' Soclal will be held In the Foyer,
and at 7:30 the Itallan Dinner Party in
Salle de Bal. Al Ravarino has volun-
teered o supervise this affair again.
This has become a highly successful
feature of macaronl conventions.

July 17

On Wednesday, July 17, the Second
General Sesslon begins with breakfest
at 8 am. in the Foyer.

There wil be a report on the Durum
Wieat Institute by Executive Director
H, Howard Lampman. His colleague,
Beverly Anderson of the Durum Wheat
Institute Hotel-Restaurant-Institutions
Program, will moderate a panel discus-

ireal”

Things to come for the National Mac:
aronl Institute will be cited by Theodore
R. Sills and Elinor Ehrman, Including
plans for a Spaghetti Safari U.S.A.

Author Jack Denton Scott, traveler
and writer, will tell about his new
“Complete Book of Pasta’

Executive Secretary of the New York
State Food Merchants Assoclation. Inc.,
Willlam G. Hildebrand, will giv: his
view on “Consumerils — Caus and
Cure.”

The durum outlock will be reported
by John W. Wright of the U. S. D.rum
Growers Assoclation.

Following reports of the Nominations,
Audit, and Resolutions Committee-, the
convention will take adjournment while

,the Board of Directors holds an organi-

zatlonal luncheon meeting.

In the evening a Reception and sup-
pliers' Social will be held in the Foyer
at 6:30 p.m. followed by a Dinner-Danct
in the Salle de Bal. New officers will bt
introduced at that affair,

July 18

Thursday, July 18, at § am. the
Board of Directors meets in Salon Viger
C. The day is free for other delegate!
o visit “Man and His World.”
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Poultry Division of USDA
§ and Canadian Department
| of Agiiculture.

Employees waste less time moving bins, spend more
time moving out macaroni, noodles and vermicelll
here at Vimco Macaronl Co. In Carnegie, Pa.
Goodyear bins make the difference. They can for
You, too. For the full money-saving story, mail this
Coupon today.

GOODSYEAR

Jury, 1968
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Goodyear Aeraspace Corporatlon
Box 9278 FFS
Akron, Ohlo 44305

Please send me more Information on Goodyear’s

fiberglass-reinforced plastic bins.
Name Title

rode, contaminate or rust. & _‘

Company

Address

City, State, Zip
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REMEMBER THESE NAMES

PERFECTO
DURUM GRANULAR

DURAKOTA

EXCELLO FANCY DURUM
# 1 SEMOLINA

PATENT FLOUR

14

makes the
best durum
products
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The Complete Book of Pasta

A cookbook “first” is “The Complete
Book of Pasta, an Itallan Cookbook,” by
Jack Denton Scott, with photographs
of Italy by Samuel Chamberlain. No
comprehensive book on pasta has ever
been published in English before. In-
cluded in this work are over 600 recipes
—more than half typically easy Italian
dishes, the rest more difficult classics;
an {llustrated glossary of over one hun-
dred pastas available in our markets;
basic sauces; soups, seafood, meals,
vegelables with pastas; international
recipes; and instructions for making
your own pastas, if you are so inclined.

Jack Denton Scolt Is a much-traveled
writer (author of “Speaking Wildly")
who became a pasta expert for the
pleasure of it. Samuel Chamberlain has
written and illustrated some fifty books
sbout New England and fuod and travel
In Europe,

Willlam Morrow and Company, Clif-
ton, New Jersey, will publish the book
In October. It will have sixty-five pho-
tographs; line drawings; gatefold pho-
tograph in full color; index. Initial price
of $12.95 advances to $15 January 1.

The Wonderful World
Of Eating Out—

Hollduy Magazine says: “Montreal's great
distinction is still its restaurants. Here Is one
of the highest rates of cullnary literacy in
the world. It would take weeks to visit all
the goud restaurants in town, months to
track down every notable dish.”

When you visit Montreal and tour the
restaurants we strongly recommend the
booklet put out by Reader’s Digest, “A
Taste of Montreal”; price $1.25. It lists

i establishment by name, address, tele-
j Phone, price range, whether or not they

have entertalnment,

mﬁ:" G. Hildebrand, executive director,
il d_urk Sruli'e Food Merchants Association,
Cur giscuss “Consumeritis; Its Couse ond

®" o the NMMA 64th Annual Meeting.

JULY: 1968
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Jack Denton Scott, world traveler, outhor, gourmet, has just completed “The Complete
Book of Pasta.” He will speak on the convention program,

Among the Italian places recommend-
ed are Chez Magnani, Laterna Verde,
Lo Roma, Osteria dei Panzoni, Pa=sano,
and Plazza Tomasso. An excellent spot
for seafood is the Bluenose Inn in Place
Ville Marie (lower level of Queen Eliza-
beth Hotel). French cuisine, of course,
is most popular—and getting recom-
mendations is a simple matter.

At Expo

Among the national sestaurants to be
operated at Man and His World will be
those of Austria, Belglum, Canada,
China, Cuba, France, Germany, India,
Israel, Italy, Japan, Morocco, Mexico,
Pakistan, Switzerland and Tunisia. The
Helene de Champlain restaurant, in the
former Pavilion of Honor, will be open
to the public. The Brewers' Pavilion
restaurant also will continue business
at Man and His World.

Lunch counters or bars will be found
in the pavilions of Algeria, Ethiopin
(coffee), Ceylon (tea), Barbados-Guy-

ann, Trinidad-Tobago, Jamaica and
Iran,

This means there will be a total of 28
units with an international or distinct
character.

La Ronde, the big amusement area,
again will contain restaurants and bou-
tiques In the Carrefour international.
Other restaurants in the Maiina and
elsewhere on the site also will continue
operations. Snack-bars and low-priced
lunch counters will be dotted through-
out the site,

And Coffes Houses
Espresso o capuccino?

The coffee house institution began on
Stanley Street in the early 1050's. For
more than a decade, this street was
somelhing of a Canadian bohemlan
centre,

But bohemia had to make way for
civic improvement. In the 1000s, wreck-
ing crews swung into actjon, knocking

15
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Coffes Houses of Montreal—
(Continued from page 15)

down half of Stanley Street to clear a
site for subway construction. Down
went two of Montreal's more popular
coffee houses, The Riviera and The
Moka.

However, The Carmen and The Pam
Pam were left standing and The Rose
Marie moved there,

Mountain Street, two blocks away,
followed the same path. A rendezvous
for artists, writers and intellectuals
(both the pseudo and genuine variety),
Mountain Street has become one of the
most colorful thoroughfares in North
America.

Atmosphere

Although the main attractions are
Chez Loulou with its French bistro at-
mosphere and Le Drug Discotheque,
which hardly can be classified as coffee
houses, one European-siyle coffee
house, The Coffee Mill contributes to
the atmosphere.

Speaking to owners of Montreal cof-
fee houses often recalls the Hungarian
revolution: Eugene and Elizabeth Gott-
lieb of The Pam Pam came to Canada
from Vienna after fleeing Budapest at
night with their three chlidren; Francis
Ress of The Rose Marle walked 40 miles
at night and hid in sheds and barns dur-
ing daytime to make it to the Austrian
border,

With them, the refugees brought their
knowledge of an exotic cuisine which
most North Americans find irresistible:
The fatanyeros, or mixed grill, cerved
at The Pam Pam and Cermen; the
chicken paprika with nocki ut The Rose
Marie; the cold cheriy scup at The Cof-
fee Mill.

And Coffes

But coffee houses, of course, are best
known for their coffee. Ten or more
varieties are available in most of the
establishments and these range from
plain American, or Canadian, coffee to
Viennese coffee (with whipped cream),
which is a favorite among the younger
set, to espresso and capuccino, to vanilla
coffee and cinnamon coffee,

The man who started the coffee house
fad In Montreal and is still its most
enthuslastic advocate is Architect John
Vago, who also originates from Hun-
gary.

Vago built the first coffee house
Montreal ever had, Jour et Nuit (which
no longer exists) on Bleury Stireet n
1052, Since then, he designed many of
the coffee houses that now stand in
Montreal.

The mayor of Monireal iz the dynamic
Jean Drapeau,
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Government Egg Reports i) |
U. 8. Cold Btorage Report May 1. 188 Yoar Ago 5 Year Averag i
Shell Eggs (Cases) 87,000 117,000 67,000 1
Frozen whites Pounds 9,885,000 8,814,000 11,437,000 f
Frozen yolks Pounds 22,067,000 15,140,000 15,737,000
Frozen whole eggs Pounds 50,561,000 ,357, 25,397,000
Frozen unclassified Pounds 2,988,000 1,144,000 1,367,000
Frozen Eggs—Total Pounds 85,501,000 55,464,000 53,938,000
Crop Repori (48 States) April 1988 April 1947
Shell eggs produced - 5,975,000,000 6,960,000,000
Average number of layers 316,307,000 312,874,000
Average rate of lay 10.80 10.09
Layer Report: May 1, 1868 May 1, 1087
Hens and Pullets of Laying Age 313,460,000 310,450,000
Eggs Lald per 100 Layers 63.3 63.9

Hatchery Production

Egg-type chicks hatched during
April were eslimated at 62,000,000 by
the U.S.D.A. Consumer and Marketing
Service. This figure is down 18 per cent
from April, 1867.

All regions showed declines as fol-
lows: North Central, 22 per cent; West,
19 per cent; North Atlantic, 14 per cent;
South Atlantic, 10 per cent; and South
Central, 7 per cent.

During the first four months of 1968,
egg-type chicks haiched totaled 187,-
000,000, down 17 per cent from the same
period in 1867. The number of egg-type
eggs in Incubators on May 1 was down
16 per cent from a year earlier.

Government Purchase

The U. 8. Depariment of Agriculture
is taking bids on a dehydrated scram-
bled egg mix consisting of 51% whole
egg solids, 30% non-fat milk solids,
15% vegetable oil, and not more than
1% % salt to be packed in No. 2% cans
(12 ounces). Initlal purchase of approx-
imately 10,000,000 pounds was for end
of July delivery. The purchase is for
distribution to the poor.

Poultry Research Council

Research on leukosis, salmonella,
waste disposal, and the proper use of
antibiotics and pesticides was given
high priority in the recommendations of
the Institute of American Poultry In-
dusties’ Research Councl], at a recent
meeting.

The Research Councll is made up of
68 scientists from industry, government,
and the universities, Its four dlvislons
deal with farm production, pouliry
processing and microblology.

In many instances two or three of the
divisions cited the need for research on
different phases of the samc general
problem.

The council recommended a high pri-
ority be given to basic research in proc-
essing techniques, cooking methods, and

flavor, with a view toward greater
efficlency and products that will be
more satisfactory to the publie.

The attention of the commlttee wa
called to the value of the egg pasteuri-
zation manual, developed as a result of
thelr following through on a recom-
mendation made by the Research Coun.
cil two years ago.

As a guide to research that will be
most helpful to the industry, the Insti
tute has also sent the Research Coun-
cll's recommendations to deans of the’
agricultural colleges.

Wheat Is King

“Wheat is King” in North Dakota. Of !
the 0,851 Individual farm reports tabu-
lated In the 1967 survey, approximately
884 per cent reported growing some
kind of wheat. The estimated flofal
number of farms in the state at (l.e be
ginning of 1867 was 47,000, On this
basis, approximately 44,500 grew wheat

COSSRTE
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Semolina Output
Production of straight semolina and
durum flour was up for the first qiarier
of 1968 by 0.32%, compared with . year,
ago.
Census Bureau Issues no statlstics on
output of blended semolina flour In
order to avold disclosure of data fof
individual companles.
In the current report, the Census
Burcau has revised upwards Junuary |
and February data on both straight
semolina and durum flour production
and durum wheat grind, The Bureau
earlier indicated that due to compuler
errors data for the first two months
1968 contained errors,
1968 1987
Straight Durum Straight Durust
Semolina Grind Semolina G
1,000 1,000 1,000 1,00
cwis. bus, cwis. buk @
January .1,146 2,551 1,151 268
February 1,100 2,665 1,111 2813
March 1,115 2,480 1,178 ;
3451 17,716 3,440

THE MACARONI JOURNAL®
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America’s Largest Macaroni Dis Mokers Since 1908 - With Management Continuously Refained In Same Family
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Karlin, president, |, J. Grass Noodle Co.

NMMA's Seminar on Whest, held in Minneapolis in April, was
publicized by Howard Lcmpman, Director:of the Durum Wheaot
Institute; Bob Green, Executive Secretary of NMMA; and Alvin

iy

At @ Supplieny’

Dianer
Association President Robert |. Cowen, Sr.; Roy Wentzel, Chair-
man, Durum Wheat Institute Committee; and Poul E, R, Abrahom-

)u’h bl

rty, semolina to hettl wos louded by

son, Administrator, No. Dakota Wheat Commission.

Durum Planting
Off to a Good Start

Good progress is belng made with
seeding of this year's durum wheat
crop, and by May 7, 1968 North Dakota
reported 82 per cent of the planting
completed. This compared with only six
per cent last year and was the best for
thut date since 1958, U. S. durum pro-
ducers in March indicated they intend
to devote 3,398,000 acres to production
of durum wheat. This represents an in-
crease of twenty per cent from last year
and is forty-three per cent above aver-
age. It reflects grower reaction to better
returns for this class of wheat when
compared with returns from spring
wheat. Minnesota growers plan to
double their acreage, but twenty per
cent Increases In acreage are planned
in both Dakotas. Montana growers will
plant fifteen per cent more this season
than in 1067, If growers' current plans
are carried out, this year's acreage will
be the largest since 1948.

Durum Stocks Low

U, 8, Durum Stocks April 1 were the
smallest since 1062 and were three per
cent under the year before, Farm stocks
were nine per cent larger than a year
earlier, but off-farm holdings were
down twenty-four per cent compared
to April 1, 1967. Of 43.8 million bushels
in all positions, 31.1 mlllion was still
stored on farms. Indicated disappear-
ance during the January-March quarter
was 17 milljon bushels compared with

20

18.8 million for that quarter a year
earlier. On April 1, 1068 Minneapolis/
St. Paul regular elevators held only
583,000 bushels of durum wheat com-
pared with 2,001,000 April 1, 1967, Com-
modity Credit Corp, stocks of durum
are very small, On March 31, CCC-
owned stocks were down to 536,000
bushels. Prices have been above the
loan so it is expected that any durum
under loan will be redeemed prior to
loan maturity dates. Farm prices for
durum in North Dakota have held quite
steady during the January-March quar-
fer and were in a range of $1.70-$1,74.
At Minneapolis, No. 1 hard amber dur-
um of choice milling quality averaged
$2.03-$2.08 per bushel during the quar-
ter. The terminal support rate is $1.60
per bushel at Minneapolis.

Expected Increase

Canadian Bltuation: Durum wheat
acreage in Canada is expected to in-
crease by thirty-seven per cent this sea-
son over last. Based on March 1 inten-
tions, prairie farmers will plant 1,805,~
000 acres {o this crop compared with
1,322,000 grown In 1087. The visible
supply of Canodian durum was 15,716,-
000 bushels on April 10, according to
the Board of Graln Commissioners, This
amount compared with 22,093,000 on
the same date a year ago. Disappear-
ance of “inadian durum, domestic and
expori, Jaugust 1, 1867 through April
19688, amounted to 10,860,000 bushels
compared with 18,217,000 bushels in the
same period the previous crop year.

Mexican Horvest

The Crop Quality Council reports
that bread wheat, durum, barley and
Triticale breeding lines from the Mexi-
can winter Increase program were re-
turned to scientists at Upper Midwest
and Canadian experiment stations in
late April and early May.

This Council-sponsored program, be-
gun in 1854, extends the hands of U. 5.
and Canadian plant sclentists by per-
mitting a second crop of their breeding
materials to be grown In Mexico cach
winter, This substantially reducc: the
12-15 years formerly required tc de-
velop a new variely,

The nursery stock grown in Muxico
during the past winter is the la:gest
planting ever made in this contiruing
program, with approximately 1,000
breeding lines included. A substatial
number of present-day comme:cial
small grain varleties have been de-
veloped sooner because of this winler
increase opportunity,

A D M Earnings Rise

For the nine months ended March 3L,
19688, Archer Danlels Midland Co. re
poried net earnings after taxes Of
$4,180,682, compared with $3,180,178 In
the same period of the previous yean
The nine-month net was equal to $3.02
a share on 1,384,580 shares of common
stock outstanding, against $2.02 a yesr
earlier,
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Here is the
semolina
you've wanted

from AMBER

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

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

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

T R ST AT TR ST T

o'? AMBER MILLING DIVISION

by Gene Kuhn
Manager:
AMBER MILLING DIVISION

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

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

Be sure .. . specify Amberl

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn.—General Offices: St. Poul, Minn, 55101

TELEPHONE: (612) §46-9433
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Ambrette o Bih
Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneading

developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER “'WIN DIE MODEL THCP (shown)

Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates 7 2000 Ibs. per hour
lumps found in conventional mixer.

NEW TYPE FLOUR FEED SYSTEM

.....

S| 3LE DIE MODEL BHCP

1500 Ibs. per hour
Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed. S iLEDIE MODEL SHCP
NEW TYPE WATER FEED SYSTEM 1000 Ibs. par hour

Water is filtered and fed under constant, precision control to the cyclo-mixer. Control is by micromete
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 contrd
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 ¥
friction,

For datai]ed information write to:
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Europeans Like Leeds

European millers are convinced the
United States has a very desirable ex-
port product in the new Leeds durum
variety,

This is the conclusion of Raymond R.
Wentzel, durum milling specialist, who
visited about thirty durum mills with
sixty per cent of the milling capacity in
Belgium, West Germony, The Nether-
lands, France, Switzerland and Italy,

Wentzel's assignment was part of the
Great Plains Wheat development pro-
gram to provide technical assistance
and in cooperation with Foreign Agri-
cultural Service of U.S.D.A.

Wentzel s midwestern states sales
representative for North Dakota Mill
and Elevator of Grand Forks, North Da-
kota. He lives in Stillwater, Minne-
sota,

“I carrled a sample of the durum, the
semolina milled from it and some pasta
products processed from the semoling,”
Wentzel sald, “When the durum millers
saw this, they knew the durum pro-
ducers had a very desirable product.”

Concerning the Leeds, Wentzel sald
the millers were impressed with the
color as well as the fine semolina milled
from it.

The milling specialist added the mill-
lers were pleased {o learn U, S. durum
growers intended to seed 3.4 million
acres to durum of which sixty per cent
would be the new Leeds variety.

Expanding Durum Market

Europe s an expanding market for
durum. During 1966-87, more than 60
per cent of U. 8. durum exports moved
into this area.

Durum is traded Independently of all
other classes of wheat. In the United
States, the export subsidy is on a “bid”
basis. The EEC has set separate target,
threshold and Interventlon prices for
durum, and it, of course, has a separate
daily variable import levy. Durum
traders can, therefore, take positions on
the U. S. export subsidy and the EEC
import levy In their negotiations.

Only France and Italy produce any
appreciable amount of durum in Eu-
rope. The United Stales, however, usu-
ally faces stiff export competition from
Canada and Argentlna.

Interesting changes are occurring In
the consumption of durum in Europe.
The Halians have passed a law requir-
ing use of one hundred per cent durum
in pasta. The EEC has similar action
under consideration. The specialist feels
this could increase the market for U, 8.
durum.

And even though the EEC is slill con-
sldering the oction to make one hun-
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dred per cent durum in pasta produc-
tion mandatory, four of the countries
visited are already using one hundred
per cent durum,

Consumption Increasing

Consumption is increasing In Ger-
many and the United Kingdom. Millers
and pasta assoclations throughout Eu-
rope are showing Interest in Improving
the quality of their product.

The increase in demand for pasta
products is partly accelerated by the
increased travel of Northern Europeans
to Bouthern Europe as well as the in-
flux of Southern Europeans to Northern
European industrial areas.

For instance, in 1981, per caplta con-
sumption of pasta products in West
Germany Increased to six kilograms
and in Switzerland to 17.5 kilograms,
This compares to a per caplta consump-
tion of 3.4 kilograms for the United
States.

Another interesting fact, he sald, is
that many of the mills in Europe pro-
duce semolina for their own pasta
plants.

During his visit to Germany, Wentzel
sald officials of the German Associa-
tion of Durum Millers showed him that
the amount of durum used in Germany
had increased from 48,400 tons in 1964
to 150,900 tons in 1866,

Of the amount used In 1964, 17.10 per
cent has been U. 8. durum. This per-
centage increased to 39.80 per cent in
1866. The amount used in 1887 dropped
to 120,200 tons with the U. 8. share de-
clining to 33.80 per cent. )

Wentzel sald the millers preferred
U. S, durum because of Its suparior
color compared to the Canadlan and
Argentine durum. He feels that as
color of semolina and pasta becomes
more important in Europe, again U, 8.
durum will benefit through Increased
Imports.

The millers also stated that the qual-
ity of U. S. durum shipments had im-
proved this year compared to those in
past years, Wentzel reported,

Woell Equipped Mills

Wentzel saild the mllling companies
in Europe are well equlpped, modern
mills in every respect, They have ex-
tensive wheat cleaning machinery with
the milling systems long and flexible,
Seven breaks were common with plenty
of sifting and purification, making it
possible to achieve good quality semo-
lina with maximum extraction.

“The millers are experts at their
trade," he reported. In exchanging In-
formation, he found the language bar-
rier ceased to exist once the trip
through the mill commenced.

“We spoke the common languige of
operative millers,” he sald. In addition
to the discussions concerning Leeds and
the use of U, 8, durum, Wentzc| alsp
discussed many of the technical aspecis
of milling with the millers.

Effect of Gluten on the
Quality of Spaghetti

A paper was presented at the 53rd
Annual Meeting of the American Asso-
clation of Cereal Chemists by R. R,
Matsuo and G, N. Irvine, Grain Re-
search Laboratory, Winnipeg, Canada.

The researchers studied the effect of
different types of gluten on the cooking
quality of spaghetti, observing charac-
teristics by the Farinograph, Alveo-
graph, and the Kaminskl Halton Glu.
ten Stretching Test. They designed an
apparatus in thelr laboratory for assess.
ing spaghettl tenderness. They con-
cluded that gluten of medium strength
produced the best cooking quality in
spaghettl.

In thelr samples they used spaghettl
made of Hard Red Spring wheat, Sofl
White Spring wheat, Soft White Winter,
and the spring wheat varlety called
Garnet. Among the durum wheat sam-
ples were one of Lakota, one from the
Argentine, and one from Tunisia, as
well as Stewart 63, D, T. 181, ond
Pelissier.

Strong glutens were exhibited by the
Pelissler, Tunlslan, and Argentine dur-
um. Stewart 63 had weak gluten.

The paper will be published in “Ce-
real Chemistry.”

Close Mills

International Milling Company will
phase out flour milling operatlons ot
Greenville, Texas, and Salina, Konsas
Combined capacity of the two mills to-
tals 14,700 cwt. daily capacity, basi: 24
hours of operation. The closings will
leave International with thirteen 1. 5.
flour mllls and a total daily capaci:v of
64,200 cwt. Consumer flour heretofore
milled and packaged at Salina will_be
transferred to the mill at Kansas City.
Bakery customers In the area, and cer-
tain export markets, will be seived

. from the company's mills at Kansas
City and Blackwell, Oklahoma. Presl:
dent Norman Ness said that the mills
are belng closed because of unsatisfac:
tory bakery flour prices in the U. 5. He
also cited excessive industry wide mill*
ing capacity in the U. S, and a shar?
decline in exports in the past five years:
Current trends in transportation rates
have also tended to put these plants ata
relative disadvanage,
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TEFLON DIES |
BRONZE DIES
CROMODURO DIES

e

—

DIES IN TEFLON WITH INTERCHANGEABLE ROUND AND AT
OVAL SECTION ELEMENTS

Address: Plinio e Glauco Montoni <2
P.O. Box 159, Pistoia (Italia) Tel. 24207-26712 ‘

*
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Art Festival

The Second Annual Art & Music Fes-
tival and Antiques Fair was held Satur-
day and Sunday, June 8-9, on the Prince
Grotto Green in Lowell, Mass. The
cvenl, which drew an estimated 5,000
visitors during its two days of free en-
tertainment, is sponsored by the Prince
Macaroni Mfg. Co. and the Lowell
School System.

Saturday Activitles

Saturday's daytime activities, from
10 to 5, included:

—A display of two- and three-dimen-
sional art by students in all grades
of the 34 schools in Lowell.

—A special exhibition and sale of
works by outstanding artists of the
Merrimack Valley,

—An exhibit of brass rubbings made
in England in 1066 by Mrs. Marie
Moore McGuire, a local resident
and nationally recognized for her
art in this field.

—An antiques fair, featuring wares
by outstanding New England deal-
ers.

On Saturday, the New England Opera
Guild Inc. presented Verdi's “La Travi-
ata,” an opera in four acls, under the
direction of David Fox. Included were
the Guild Chorus of 30 voices, and
the Brookline Symphony Orchestra di-
rected by John Corley.

Sunday Activities

On Sunday o free band concert was
given by the Socred Heart School band.
A fund-raising spaghetti supper was
held from 4 to 7 p.m,, with proceeds to
benefit the “James W. Oliverin Memo-
rial” Little League. The supper, 80 cents
for adults and 50 cents for children, ot-
tracted more than 1,500 guests last
year.

The festival was conceived by Joseph
Pellegrino, president of the Prince com-
pany, as part of his dedication to the
idea that industry has a responsibility
to encourage and participate in the cul-
tural life of the community in which it
is based.

Joseph Peter Pellegrino, the com-
pany's exccutive vice president, sald
the company “was especially plensed
that a major role will be played by the
children from the Lowell schools, as
well as by the wide variety of outstand-
ing talents in this area."

Delmonico Promotions
Delmonico Foods, Loulsville, a sub-
sidiary of Hershey Foods, has named
Newton F. Montcries general sales man-
ager. He replaces Joseph Viviano, who
was appointed secrelary-treasurer.
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Spemsors—Golden Graln Macaroni Company of Son Leandro, Califomis,

joined hands with San Francisco’s Spring Opera League to co-sponsor a benefit dinner-donce
for the league in San Francisco's new Wharfside Bozoar, Thomas DeDomenico, left, ond

brother Paul DeDomenico, officers of the food processing company, are shown chatting with

Mesdames Richard T. Conlan and Lillian Cuenin, Mrs. Cuenin is the founder of the league.
Theme of the offair was "*Another Galden Moment at the Opero," which happens 1o be the
title of o fomous Golden Grain radio commercial, (In Son Froncisco Bay Area, the Spring
Opera Is receiving prometional mentions on Golden Grain commercials on station KGO.)
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Wedding Bells

Miss Stephanie M, Viviano, daughter
of Mr. and Mrs. Peter J. Viviano, Louls-
ville, Kentucky, became the bride of
Mr. C. David Lohrl of Cleveland, son
of Mrs. Arch 8. Amos, of Fly, Ohlo, and
the late Mr. Dale Lohri, on Saturday,
May 18.

Mrs. Joseph Viviano was matron of
honor. The bride's brothers Joseph and
Frank were among the ushers.

The newly-weds will live in Cieve-
land.

Buitoni Instant Pizza

Hits

Buitoni Foods Corporatlon has a new
product, “Instant Plzza" About four
inches in diameter, a double crust seals
in the filling of pizza sauce and fresh
Mozzarella cheese. Six plzzas in a 16

ounce package sell for 79¢.

Instant Pizza was introduced at the
Frozen Foods Show in New York in
May. Distribution throughout (he
Greater New York Metropolitan markel

was scheduled for June.

Publicity,

newspaper and television advertising

was planned to coinclde.

The Buitonl “Instant Pizza" has bee
thoroughly tested in Albany and Scran
ton and won enthusiastic receplion
from consumers, chain store buycrs ad
supermarket managers. Their introduc
tion in these markets caused a 3%
jump in total frozen pizza sales; from
this expanded market, Bultonl's Tnstant

Pizza won 20.5%.

One supermarket manager rcporied
“In my experlence it is undoubtedly th
hottest item I've ever had the pleasur®

of handling."

Globe A-1 Spaghetti Sauce
Woestern Globe Products of Los A™
geles is Introducing Globe A-1 spaghell
sauce in two varieties, with meat @
without. Both items, in dry form, 2®
in foll packages. Meat sauce sells for

39¢; the meatless for 31¢.
Distribution is in southern
Arizona, Utah and Nevada.

Californit
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mlchlna is énﬁindetéd for consistently
'mance with minimum’mal
‘comes equipped with many features,

top perform ntenance, and

Chrome-plated calibrator rollers.

1 H.P. Varidrive motor, with 4-1 speed
variation, and 68/17 RPM (U.S. Elec-
trical Motors'). Regulates the calibra-
tor rollers to synchronize the dough
sheet with the stamping die.
Double-action cam.

Extended conveyor to discharge prod-
uct,

Completely wired,

Optional: Can be equipped with rotary
knife. Conveyor and chopper blower
mounted on the stamping machine to
blow scraps back to customer's press.
Customer to furnish pipe and cyclone,
When Stamping Machine Is to work in
conjunction with an extruded sheet
from a press, machine must be
equipped with a dynamatic motor,
potentiometer, and dancing bar.

—
——————————




The dies illustiated represent a small but
characteristic number of those manufac-
tured for the Clermont Fancy Stamping
Machine, Like other Clermont products,
these dies are extremely durable, lasting at
least five times longer than any similar die.
This Insures both a larger and more eco-
nomical output with a uniform, higher
quality product. Single-fold dies are avail-
able with a double row to increase output
(see below). All Clermont dies are easily
Interchangeable and completely standard-

ized, allowing for prompt replacement when
necessary,

i
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Nootlle designs cut on Fancy Stamping Machine

These designs fall into three different
groups; single-fold, double-fold and middle-
fold. Most double-fold designs are large,
middle-fold are medium sized, and single-
fold small. Single-fold noodle production is
somewhat lower in speed than larger sizes,
because the small sized noodle takes up
only about ¥4 of the double-sheet area used
by the larger designs. To increase this out-
put we have produced a double-row die
which doubles the out-put per-stroke. This
greatly offsets the difference and assures
a uniform daily output,

Clermont machine company, inc.

No. 13
Tripolino Smerlalo

No.17-
=Farlalling
Ne.1
Galle Grande
No. &
Ceslino Broerlato
No.#
Farfalls
No.13
Galle Grasde Rolonda
No.¢
Panleri Francesi
No.t
Galle Media Ne. 14
Galle Media Rotonda

_280 Wallabout St., Brooklyn, N.Y. 11206 / Tel. EVergreen 7-7540
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HE purpose of the Fair Packaging
and Labeling Act Is to enable con-
wmers to obtain accurate information
1 to quantity of contents and to facili-
ute value comparisons by consumers,
ts scope is generally products appear-
ingon aupermn?et shelves, those taken
inlo the household and consumed or
wxpended.

Mandatory Controls

The Act is divided into two principal
areas. The first has to do with manda-
fory controls and the second, discretion-
ary controls. There are four principal
areas of mandatery controls. They deal
with:

1. Identity of the product;

2. Name and place of business of the
manufaclurer or distributor;

3. Net quantity of contents;

4. Net quantity of servings.

Discretionary Controls

The discretionary controls deal with
such arcas as:

1. Stundards for describing packages
a small, medium, etc.;

2, Po-sible controls of “cents off” and
other suvings claims;

3 Requirements for non-food ingred-
ient Intormation;

{. Piovention of non-functional slack
flling ‘n packages.

Responsibilities

_Res; nsibilities under the Act fall
within three governmental agency
areas. he Food and Drug Administra-
tion hi - responsibility for foods, drugs,
cosme! :s and devices. The Federal
Tride ‘ommission has a responsibility
for otier commodities including, but
not lin ited to, paper goods, detergents,
waxes, soaps, etc. The Department of
Comm: ree is responsible for a question
ol undue proliferation of welghts, meas-
Ures or quantities.

To date, FDA has issued final regula-
tions covering food products as well as
Proposed regulations covering drugs,
tosmetics and devices.

FIC has issued proposed regulations
on other commodities, and the Depart-
ment of Commerce has issued final pro-
tedures for determination of undue pro-

leration of package sizes, elc,

Juy, 1968

Principal Panel

A key faclor in the understanding
and complying with the Fair Packaging
and Labeling Act's mandatory regula-
tlons is the principal display panel
which is that part of the label most
likely to be displayed or examined un-
der customary conditions of display for
retail sale. The area of the principal
display panel is irportant because it
determines the size of type that must
be used in the declaration of net quan-
tity of contents, one of the four manda-
tory sections of the Act.

The principal display panel shall be
large enough to accommodate all of the
mandatory label information with clar-
ity and conspicuousness and without
obscuring design, vignettes or crowding.
Where packages bear alternate princi-
pal display panels, the information re-
quired to be placed on the principal
display panel shall be duplicated on
each alternate principal display panel.

The principal display panel musl
contain o statement of identity of the
food contents, which Is to be in bold
type of size rensonably related to the
most prominent printed matter on the
panel and parallel to the base of the
container,

Where foods are marketed in optional
form, the form (whole, sliced, ete.) must
be Indicated In reasonable size type in
relation to the other words of the slate-
ment of identity unless it is visible
through the container or depicted by an
appropriate vignette.

If the label indicates, by slatement
or illustration, that an ingredient ls
used, the label shall contain a quantity
of declaration of such ingredients.

The nome ond place of business of
the manufacturer, packer or distributor
shall be specified conspicuously on the
label. No particular panel is required.

The street address may be omitled if
it is shown in the current city or tele
phone direclory. However, the Zip Code
must be shown on any new label or
label redesign.

Net Quantity

Declaration of Net Quantity of Con-
tents must be:

Review of the Fair Packaging & Labeling Law

From a paper by Thomas M. Guilfoyle, Manager,

New Product Development, Continental Can Company.

1. A distinct item on the principal
display panel;

2. In conspicuous and easily legible
boldface type, distinctly contrasting
with other malter on the package;

3. In specified type size in relation-
ship to the area of the principal display
panel as follows:

Principal Minlmum Type Sizo
Display

Panel Not Inches
(8q. In.) More Than High

0 5 1/16

5 25 1/8
25 100 3/16
100 400 174
400 and over 1/2

Letter heights pertain to uoper case or
capital letters when upper and lower or
all lower case letters are used: it is the
lower case letter "o" or its equivalent
that shall meet the minimum standards.

4, Must be placed within the bottom
30% of the principal display panel.
However, this requirement does not ap-
ply when the principal display panel
area Is 5 square inches or less or for
unit containers not intended 1o be sold
separately and marketed in & multi-unit
package bearing the mandatory display
information.

5. Must be separated from other lobel
information appearing above or below
by a space cqual to the height of the
type used in the declaration and from
label information appearing lo either
side by a space equal to twice the width
of the letter “N" of the style of type
used.

6. The letters are 1o be no more than
3 times as high as they are wide.

7. When fractions are used each com-
ponent numeral shall meet one-hall the
minimum helght standards.

8. Letters to be 1/16 of an inch higher
than specified if blown, embussed or
molded on a glass or plastic surfoce,
rather than by printing, typing or color-
ing.

9. Volume must be expressed ot the
following lemperatures:

—frozen foods ot 32 deg. F. (0 Cenl.)

—refrigerated at 40 deg. F. (4 Cent.)

—other foods at 68 deg. F. (20 Cent.)

(Continued on page 30)
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(Continued from page 29)

10. Must show net contents that will
be expelled, including propellants . . .
for pressurized containers.

11. Permits optional use of “Net" or
“Net Conlents” in terms of fluid meas-
ure or numerical count, but “Net
Weight” must be used in expressing
terms of weight. Where numerical
count does not give adequate informa-
tion as to quantity, a statement as 1o
weigh measure or size of unit is to be
added.

12. Must express an accurate slate-
ment of the quantity of contents and
variations shall not be unreasonably
large but does not require that mini-
mum quantity be expressed.

13. An accurate statement of the net
quantity of contents in terms of the
metric system of weight or measure
may also appear on the principal dis-
play panel or on other panels.

14, Shall not include any term quali-
fying a unit of weight, measure or count
that tends 1o exaggerate the amount of
food in the container.

15, For quantities the following ab-
breviations and none other can be used
(periods and plural forms are optional):
Weight, Wt.; Pound, Lb.,; Quart, Qt.;
Ounce, Oz.; Gallon, Gal,; Fluid, Fl;
Pint, Pt.

Dual Declaration

One of the most imporiant aspects of
the Law as it applies to the statement
of declaration of net qu-atity of con-
ents is the so-called “Duai Declaration”
requirement. The purpose of this is to
facilitate the value comparison which Is
one of the principal purposes of the Act.

On packoges containing less than
four pounds or one gallon but welghing
one pound or one pint or more, the
declaration shall be expressed in ounces
followed in parentheses by a declara-
tion of pounds, or in the case of liquid
measure the largest whole units (quarts,
quarts and pints or pints) with any re-
mainder in terms of ounces or common
or decimal fractions of the pound or
fluid ounces of comman or decimal frac-
tions of the pint or quart.

On larger packages, the dual declara-
tion does nol apply but the same aller-
nate methods of expressing fractions of
units are used according to the follow-
ing terminology:

“On packages containing four pounds
or one gallon or more and labeled in
terms of weight or fluid measure shall
be expressed: For Weight Units — in
pounds with any remainder in ounces or
common or decimal froclions of the
pound,

30
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Or For Fluid Measure—in the largest
whole unit, that is gallons followed by
common or decimal fractions of the gal-
lon or by the next smaller whole unit or
units with any remalinder in terms of
fluid ounces or common or decimal frac-
tions of the quart or pint.”

Ingredients

Ingredients shall be listed by common
or usual name in order of decreasing
predominance on any appropriate panel
in adequate type size without obscuring
design, vignettes or crowding. The en-
tire statement shall appear on a single
panel of the label.

When the number of servings is
stated, the statement shall include in
the same type size and locatlon the
slatement of the net quantity of each
serving in terms of welght, measure or
numerical count.

Exemptions

Now to exemptions we sce that FDA,
by definition, exempts from the Act:
(1) Containers used for tray pack dis-
plays In retail establishments; and (2)
Transparent wrappers or containers
which do not bear written, printed or
graphic matter obscuring the label in-
formation required.

In addition, institutional Individual
serving packages containing less than
one-half ounce net weight of fluid and
not intended for retail sale are exempt
from the required declaration of net
quantity.

Deadlines

As of December 31, 1067, all new de-
signs, labels and label reorders were to
comply with the Act. By July 1, 1988,
all packages being introduced to Inter-
state Commerce must comply. Please
note that FDA has stated that exten-
sions for stocks and packages nr labels
beyond July 1, 1968 will be considered
on an individual basis and are grantable
for good cause,

In summary, the FDA regulations for
food products will require many
changes. Most of these will fall into cer-
tain patterns for all packages once the
law is understood.

Expendable Pallet

Union Camp Corporation 1ias an.
nounced the avallability of ; high
strength but lightweight expendab,
pallet. A unique feature of the low-cost
unit is its runners, or legs, uf krafy
honeycomb,

Dubbed Shipmate, the new pallet of.
fering is available in a variety of styles
and sizes. On standard units the decks
are of corrugated board in varjous
specifications.

The lightweight and high strength of
the honeycomb construction — bonys
features when added to the regular ad.
vantages of expendable pallets—hayve
already established the material in the
air cargo fleld where reduced fare
weight is particularly critical. For ca.
ample, one honeycomb pallet weighing
less than 7 pounds Is doing the job of
conventional wooden pallets weighing
in excess of 30 pounds for air freight
shipments. In this application, honey-
comb pallets have been used to support
loads In excess of 2,000 pounds. The
pallets can be designed to meet any
practical load requirements.

Absorbs Shocks

Another feature of the honeycomb is
its shock absorbency. Cellular construc-
tion of the material lets it absorb maxi-
mum impact. In fact, the military has
made extensive use of this honeycomb
as a cushioning material for fleld vquip-
ment air drops.

What's more, the honeycomb runners
or legs can sustain damage themsclves
and still do the job—deliver a load 12
its destination in good condition. For
instance, should a fork lift truck acci-
dentally puncture a honeycomb rnner
there would be no serious effect «n the
pallet's load-bearing strength. This Is
due {o the fact that only those | iney
comb cells actually punctured would be
affected. In comparison, similar immpact
could splinter or shatter a runner «n an
expendable wood pallet. On an exvend-
able pallet with core feet, the impacl
would knock the foot completely . way.

Normal benefits of all expen lalbll'
pallets hold for Union Camp's ollering
too. One-way trips and the expense of
return shipments and the time lost in
tracking down and recovering pallets
lost in return shipment. They also
eliminate the time, labor, and money
spent on pallet repair and maintenance.

Successful Package

A successful package is onc thal
makes it easler for the customer to rec
ognize, understand, desire, and buy the
producl.
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" First, we can save you money. on
i cggs you don't put in your egg noodles,
We guarantee abaolute uniformity,
and tightly-controlled moisture con-
ient, which is something a hen can’t do, Because
‘ve guarantee a minimum of 95% egg solidsin our
whole egg and egg yolk products, they have a
built-insafety margin thatkeepsyour egg noodles
aafely at or over the 5.6 per cent egg solid mini-
mum content set by Federal regulations. So you
don't have to pour in a lot of extra egg for good
measure when you use Henningsen egg solids.

And we pasteurize Henningsen egg solids, We
also guarantee that they are 100 per cent salmo-

know everything
_about noodles,
but Henningsen,
the egg people,
can tell you
something new
about eggs.

nella-negative, by test. We homoge-

nize our egg solids for uniformity.
; We can also tell you ways to save
money on the eggs you put into your egg noodles
by better methods of handling and blending and
storing eggs in your plant. And we know all the
ways. After all, we're the egg people.

One more thing. You get fast, on-time, depend-
able delivery of egg solids from Henningsen.
And we have local representatives all over the
country to help you out on egg problems.

After all this, we're afraid to suggest that you
use your noodle and buy your egg solids from
Henningsen, the egg people. But it is a good idea.

Henningsen Foods, Inc.

Juy, 1968

i The egg people
60 East 42nd Btreet, New York, N, Y. 10017 (212) MU 7-1630
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Government Asks “Package Proliferation” Study
by Biscuit and Cracker Industry

America’s biscuit and cracker indus-
try currenily faces the same govern-
ment ‘“package proliferation” Issue
which hos already involved the potato
chip and other food industries,

Representatives of the Biscuit and
Cracker Manufacturers' Assn. (B&-
CMA) met February 20 with Under
Secretary of Commerce Howard J.
Samuels in Washington, D.C,, to discuss
the possibility of “undue proliferation”
of packages in the industry.

One result of the meeting was that
the B&CMA, acting for the cookie and
cracker industry (it represents 95 per
cent of its total U.S. sales volume), has
set up a commitiee from within and
without B&CMA membership, “to
study the problem, to define its area and
try to devise a solution.”

At the Washington meeting were sev-
eral B&CMA members, including Presi-
dent John Barton, Jack's Cookie Corp.
president, and representatives of four
major chain stores.

Commerce Concerned

Secretary Samuels opened the meet-
ing by explaining the responsibility his
department has been given by Congress
under the Fair Packaging and Labeling
Act of 1960, to determine whether un-
due proliferation of packages exists in
various consumer manufacturing indus-
tries. The Dept. of Commerce asks:
Does undue proliferation interfere with
the reasonable ability of consumers to
make value comparisons among differ-
ent package sizes?

Secretary Samuels explained that the
Dept. of Commerce, through the Office
of Weights and Measures of the Na-
tional Bureau of Standards, was ap-
proaching several consumer industries
to encourage them to work cooperative-
ly toward standardization of packaging
on a voluntary basis.

Burvey Bhowings

Why was the biscuit and cracker in-
dustry approached? The Office of
Weights and Measures had armed the
under secretary with data from surveys
of slx cities, These indicated, to the
department at least, thal there might
be more package sl:es than the market
needed to provide consumers with an
adequate number of choices.

This government survey—while not
meant to be conclusive—was given
enough weight by the Dept. of Com-
merce to suggest the possibility of un-
due proliferatinn of cookie and cracker
packages. Six supermarkets, one each
in Philadelphia, Pa., Providence, R.I,
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Richmond, Va., Memphis, Tenn., Dallas,
Tex. and SBan Diego, Callf.,, were sur-
veyed on February 20 by the govern-
ment agency.

A total of 68 brands of cookies and
28 brands of crackers was recorded. For
cookles, the agency counted 73 different
quantities. Of these, 44 contained frac-
tions In the welght designations. For
crackers, 42 different welght quantities
were recorded and 28 of these contained
fractions In weight designations,

No Precise Definition

Although admittling the department
has no precise definition for “undue
proliferation,” Secretary Samuels as-
seried that it boiled down to a deter-
mination of whether a “reasonable per-
son” who wanted to make a cost com-
parison could do so “without difficulty.”
It would be desirable, he said, to reduce
the number of package weights for var-
jous commodities because the consumer
prefers consistency of weight rather
than price,

Pricing Considerations

Industry representatives asserted that
market surveys over the years indicaled
a distinct consumer preference in price
categorles such as 10, 20 and 39 cents
rather than by specific welghts.

Polnting to one of the dangers of
government standardization of package
sizes, B&CMA representatives said it
might result in a disservice to consum-
ers by restricting or limiting the choice
of product or package.

These industry viewpoints apparently
were not considered seriously by the
representatives of the Office of Weights
and Measures.

Industry representatives did take
heart from opinions expressed by Wal-
ter Hamilton, deputy secretary for busi-
ness policy of the Dept. of Commerce,
Mr. Hamilton took Issue with the direc-
tor of the Office of Welghts and Meas-
ures, which took the supermarket sur-
vey, by saying the survey did not show
proliferation because of the larger
number of cookie and cracker varietles
as a base for the number of package
sizes,

Cooperation Assured

Assured that joint study by Industry
was permissive under antitrust statutes,
the B&CMA group headed by Mr. Bar-
ton agreed to cooperate with the project
of studying package sizes. The govern-
ment officials were informed of this and
expressed appreciation for Industry co-
operation.

Good Manufacturing Practices
Highlights from FDA Papery

N the sixty years that Federal lay hag
been in effect to remove unclesn or
unwholesome food from Interstite som.
merce, the Food and Drug Ad~iisira.
tion has sought In many ways (o
strengthen Its enforcement of (he
statutes.

Congress has left determination of
what constitutes contamination and the
conditions likely to create contamina-
tlon to the expertise of the FDA and lts
enforcement officlals supported by scl-
entists tralned In detection of filth In
foods and using the most effclent meth-
ods that today's technology permits.

The FDA believes all businessmen
processing or handling foods can be sig-
nificantly helped and kept up-lo-date
on current good manufacturing prac-
tices If the essentlal principles are wril-
ten into a set of regulations that will
implement, interpret, and have much
the effrct of the law—that will tell the
food processor when or where to go, to
stop, or to exercise caution.

General Regulations

The first set of regulations, proposed
on December 6, 1967, are general rules
that will apply to every company man-
ufacturing, processing, shipping, han-
dling, or storlng any class of food in
interstate commerce for human use.
The second phase dealing more in
specifics, looks toward the adoption of
appendices covering good manufactur-
ing practices in various food industries.

FDA for some time has been issuing
Inspectional guidelines to its 17 Dis-
tricts In several food programs sich 85
smoked fish and Salmonella in ronfat
dry milk. As inspectors gain expcrience
in applying these, the Agency hces o
publish them soon in modified form as
proposed appendices. Industry inout tq
these existing guldelines also ha: been
welcomed.

Just how necessary or desiral): are
GMP regulations? Here are son: €xX:
amples, taken from FDA case filvs, of
representative offenses agalnst good
sanitation and employee practices in
various food industries in several parts
of the country:

Chinese Noodles

In July 1867 New York District In-
spectors called at a firm In New York
City which manufactures Chinese
noodles, pastr: <kins for egg rolls and
won tons, ana ( hinese spaghettl. In-
spectors found live insects In raw ma-
terial storage areas, heavy dust accumi
lations throughout, two cats on the

(Continued on page 34)
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Tomorrow'’s self-made man
needs a hreak today.

And local buslnessmen can
glve it lo him, Now.

This summer.

‘While there's slill time,

Thousands of deserving
youngsters are walting for
jobs, Waiting for a

chance to work at becoming
beller cilizens.

The corporate giants are
already hiring. The
Government is

already helping.

But we need lo reach

Main Streel. We need lo
== reach you. Because wilhout
the support of every local
businessman, we cannol
succeed, What can you do?

Each one hire one.

Hire one young man or
woman. Hire more if you can.
F9¥.d But, at least hire one.

- No bueiness is too small to
U holp. Think aboul an exirc:
pair of hands for the sumier.
Think about a bright
youngster {illing in vacalion
gaps. Think about next
summer—and the one after
that—when you'll have an
"experienced beginner” to
call on for exira help.

Do yoursell a favor. Give

a kid a break this summer.
Do il now. Call the National
Alllance of Businessmen
offlce In your clty.

' NOW
@\m“ o e ol ool

luy, 1968

National Alliance of Businessmen
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Good Manufacturing
Practices—
(Continued from page 32)

premises, improper employee practices
in handling of in-process and finished
producis equipment, and utensils en-
crusted with dough and grease, no use
of soap or sanitizing solutions and dis-
regard for good employee sanitation
practices. The front door was left open
and nonemployees were allowed in the
processing area., Cans containing a mix-
ture of water and eggs were open and
had been standing for 8 hours at room
temperature, allowiif the mix to de-
compose. A sample of the egg-water
mix and a sample of won ton skins col-
lected from interstate commerce were
found with high coliform counts and
bacterial plate counts.

Ples and Pofatoes

Buffalo District Inspectors checking
a Pennsylvania firm in May, 18687 which
makes frozen cream and fruit ples,
cakes and frozen bread dough found
food materials still left on processing
equipment after cleanup by employees.
Other findings included a dead mouse, a
dead rat, and rodent excreta pellets in
the storage room. Moths were found In
o quantity of nuts. Product mixtures
had been stored at excessively high
temperatures.

In March, 1867 Denver District In-
spectors visited an Idaho firm which
processed frozen french fried and hash-
ed brown potatoes and frozen whole
peeled potatoes, They found sour-smell-
ing and discolored potato residue in and
on processing and conveying equipment
along the production line, paint flaking
off equipment over the line, and un-
hyglenic practices by processing em-
ployees. Earlier inspections had Indi-
cated that equipment and utensils were
of poor design or materials for keeping
clean and, although the firm had re-
placed some equipment, there were still
problems with cleaning older equip-
ment. The Disirict In past inspections
had collected official samples showing
excessive counts of E coli, coliforms,
and total bacteria,

Advaniages of GMP

What are some of the advantages of
GMP regulations? They will let the
businessman know what s required of
him. They will standardize principles
or checklists to be followed by the sev-
eral FDA Districts for assurance that
there are no inequitable applications of
requirements arising from differences
in individuals, geography, and other
factors. They will raise sanitary and
quelity standards of foods and assure
the consumer that good manufacturing
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practices are being followed by all firms
shipping food In Interstate commerce.

To the argument that they are un-
necessary, it should be said that the
regulations, to the extent that they are
applicable will do no more than codify
and standardize FDA practices which
exist, or will, or should exist. To the
consumer, the price he pays for the
wholesomeness of his food Is the very
best food bargain he can get for his
money.

To the argument that the burden of
compliance may drive some food manu-
facturers out of business, it can be only
said that in this age the consumer has
entrusted the function of processing his
food to those who are, or should be,
more qualified to do so than the con-
sumer himself. In return the consumer
has every right to expect, and the FDA
to assure, that this food supply will be
clean and wholesome,

New FDA Policies

The Food and Drug Administration
has instituted two new plant inspection
procedures which should be welcome to
the food industry. Both are intended to
promote voluntary compliance.

Henceforth, FDA Inspectors have
been directed to indicate to plant au-
thoritles whether an inspection Is rou-
tine or for the purpose of obtaining spe-
cific information. In the latter case, the
inspector should indicate what is being
sought. FDA officials hope this will lead
the plant authorities to direct inspeclors
to specific areas and reduce the time
spent by Inspectors wandering about
plants. This procedure would not be
followed, however, if FDA suspecis a
company is deliberately violating the
law.

The second change should provide
company authorities with more infor-
mation on FDA findings In an inspec-
tion. According to FDA, "Significant
adverse conditions or practices reporied
by FDA Inspectors during plant visits
are to be forwarded o company officials
by certified mail approximately three
weeks after an inspection.” The pro-
gram is intended to provide an addi-
tional opportunity to firms {o correct
shortcomings within their gplants. If
available in time, reporls on the an-
alysis of food samples will accompany
the letter; if not, the analytical report
will be sent later. The letter will also
indicate that an inspection report does
not imply that FDA will or will not
recommend any legal or criminal action
on the basis of an inspector’s findings.
When other Federal or State agencies
are involved, they will also receive cop-
fes of letters sent o companies.

James J. Winston

Fight Hidden Microbes

James J. Winston, Director of Re-
search, National Macaroni Manufac-
turers Association, lists the points ina
program of effective sanitation, These
measures will prevenl and eliminate
bacteria contamination in finished prod.
ucts such as salmonella, staphylococcus
and E, Coli bacteria.

1. Promote personal cleanliness among

employees.

2, Institute a germicidal dip solution
for employees' hands at work sta-
tions. 3

3. Train employees lo prepare, handle,
and store foods in a sanitary man-
ner.

4. Adopt good manufacturing practices
including closed line operations,
wherever possible. Dismantle egg-
water-pump system on a dally
basis; clean thoroughly, followed by
using the necessary amount of avail-
able chlorine (250-300 P.P.M.) in
order to eliminate bacteria in the
system.

5. Maintaln rigld specifications on in:
coming ingredients likely to be con-
taminated with Balmonella, and re-
ject any incoming raw materials
showing damage or visible contami-
nation with forelgn materials.

6. Destroy bacteria in raw pio lucls
by approved methods.

7. Maintain proper storage temperd:
tures,

.8. Rotate raw and finished stock ond
destroy spolled foods.

9, Maintain an effective control pre
gram on the plant environment. For
example:

a. Eliminate Insects, birds and re-
dents.

b, Control dust in plant.

¢. Assure clean air intake system-

10. Test finished product (by balch “;
composited batches) for presence
Salmonella and other pathogenl®
bacteria.

THE MACARONI JOURNAL

JACOBS-WINSTON
_ LABORATORIES, Inc.

EST, 1920

C;oruulflng and Analytical Chemists, specializing in
i matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
i—VIhmIns and Minerals Enrichment Assays.

2-S3a Solids end Color Score in Eggs and
oodies.

3—Semolina and Flour Analysis.

4—Micro-analysis for extraneous matter,

$—Saenitary Plant Surveys.

6—Pasticides Analysis.

T—Bacteriological Tests for Salmonella, etc.

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

SILD

OPERRTION

The newest in production methods
The oldact i gxperience

Means the finest in egg products

Whatever your netds,..Use only the best. Use
Monark's Golden Yellow Egg Yolks and Whole
Egg Solids, it costs no more.

For datelled Information fo meet your Individual
needs, wrlle or call collect:

Monarik

CORPORATION
W81 East Third Strast Mansas City, Me. 84108 AC 918—421-1870

luy, 1948
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Eggs Like
Grandma

Egg shiili/;ft/o’zen Eggs
Dark Yolkl a Specialty

MILTON G.WALDBAUM

Write o Call e Wakelleld, Nebraska
Dan Gardner, Bob Berns Cable: Waldbaum (Wakehaid)
402-207-221 1

Manufacturers of Quality Egg Products

INFORMATION AND IDEAS

are regular dividends for
membership in

NATIONAL MACARONI
MANUFACTURERS ASSOCIATION

Mow is the time to join.
Write P.O. Box 336
Palatine, 11I, 60067

4

FOR PROGRESS

through trade and professional associations




DEMACO-

The dependably d. gnzd Long Goods Continuous Line - gives you
ol the extra features not found in any other line:

+ PRODUCTION — Up to 2500 Ibs. per hour

* PRODUCT — Smooth, golden color and dried straight
© 5. NITATION = The only walk-through dryer for maximum cleaning
* ) \INTENANCE — Only 2 pick up and transfers Minimum downtime

* ¢ iCK CONVEYOR - Patented, visible, pressureless stick return

* | WER - Heavy duty DEMACO main drive

C or write for details.

D FRANCISCI MACHINE CORPORATION

B 46 45 Metropolitan Ave., Brooklyn, N.Y. 11237, US A * Cable DEMACOMAC * Phone 212-386-9880
Weutern Rep.. HOSKINS CO. P.O. Box 112, Libertyville, llinois, USA ® Phone. 312-362-1031

Iy 968
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SMOOTH s E L © uses and those of my wife run along once ran into the toughest prospect he derstand it if you did? —_ -
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3 g disloyal to my prud- 2 d has so much d e f
! uct. I'll back it against anything else in  *%cred caimly. initiative that he gets me all fircd b m:::r}:. IR B il oe e Buee. - Do gausny ol e oo B, X Casioman Hes A Mo, Ko 1 i
5 { the same price line. I don't even insist 1., Mr. Smith, I sell a good produ~t. I'm ready to give more to my job be- el ‘v may start the lplewlew by pect with new ideas? — 3. Use Your Alllss 3 tE
il { ﬂtl)l;l my s:llez;n:;n wi‘nr our suits, Prob- ;;1:;; ::l;::l:.; :i:;‘;:; ;hebwoll'ld.litau} cause of what he does.” nrod':itﬂauy that he doesn't want your 5 pg you understand that the :‘:- :‘:lll'lnudt‘l l.if:r" You Bell j:
; ably most of them don't. All 1 ask is ; y buying it. Th o buyer's first concern Is . g Qu +
% | that they do a good Job of selling them- 12PPen lo prefer a higher grade set and e Furniture Story w'li.:]:h should not upset you. Simply whether his customers will e 0‘;};':: ‘::'kc:_“ E‘
f selves and the line” I pay more for it. Now, what in the _To emphasize the point about the h the conversation. You might say like your product? - - 4L, Geting U From 1 rlillt
| You see evidence every day of people world Is wrong with that?" difference in a salesman's persondl 10 him: ’ Ik ab he b a. w.nu ‘}u,.‘:., ':::,T.f. ;
| who are doi x b # The dealer admitled there was noth- Vviews and his business life, let me re “You certainly have a large operation O+ D0 you talk a g e buys 43, Balling Yoursalt Flrst 1
l a5 ar:i:n'fer:sjetc?éalrftl::f ing wrong with it. late a story about Hal Stover, a furn- h‘g;" ; '*A"" b“""'“’"’f - — — | & seting By Instinet !
: ture salesman. : . Are you tactful in suggest- 45, Patlence Pays OM 3
l ;Tznulz;::;“;c?:s::i:' :,:;' ,E.:-Le;:,m:; a‘r; g Buyes RencHon When I was Invited to Hal's house for i “I've heard about your unique vaca- ing the buyer's business? — — :: :ﬁi‘:l;;-:‘::u’m' kf
1 & convlncllng femmdnlitpiate n:ce: : :hle Naltoll-crent!nned buyer was un- the first time, I noticed that It contalned c:":ll“d pension plans for employees. 8. If you sold luggage, would AN, Learning From the Bales Call |
| sarily being users of the product, They “'] al. Most buyers do not probe for the none of the furniture he sold. d you tell me more about them?" you feel it was all right to R S e 1
i put themselves wholly into the rale, esman's personal opinion of his prod- I would not have mentioned the fsch ullﬂd some way to focus attention on use a different brand for nams of this publication, ’
2 uct. but Hal brought it up himself. firm, yourself? e fo i!
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S_ource of America’s
finest durum wheat

There is good reason for Peavey to he
w mijor faetor in the milling and dis-
tribution of durum products. The
durum wheat fivlds of North Dakota
—where the bulk of America’s durum
crop is grown — form the hewt of
Peavey Country (see mapo, This
broad, wheat-vieh Land supplies the
Peavey mills that specialize in the
milling of Semolina and Durum flour.

Durum is important 1o Peavey.
[t recvives great attention in the mul-
titude of Peavey activities related to
the growing, storage, transportation,
merehandising and processing of cereal
grains, Peavey has streamlined and
coordinated its operations in this com-

<|

plex busimess 1o deliver the highest
vilicieney.

Peavey operates durum mills
Grrand Fork«, North Dakota; Su-
perior, Wiseonsing and ButFulo, Niay
York. Peavey Vlour Mills proeess
wheat reecrved] Trom 7000 gveain ele-
viators located in the areas |3l‘lll|ll|'ill',:
the finest wheat in the world,
Peaves’s totad milling capaeny is
GO0 hundredwenghts o day, mueh
of it, of course, in duram.

No wonder spaghetti and maei-
roni manulaeturers have come to vely
most heavily on Peavey for their gqual-
iy durum produer<, And ot all starts
way out in PEAVEY CorNmy’,

L)
MMJ DURUM PRODUCTS

I terchan dising o d commotity futures attces @ Twrmnaly
® [lgur mells and on plants ¢ Flour sales oftces a4 e
houses Coutitry ehey alur teed vt seroce Dichites. Q)
Home otlices of Peseey Company and Natinal Gram Co L1y

PEAVEY COMPANY
Flour Mills
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POSITION WANTED — Technicion highly
specialized technical . direction alimentary
paste factories with completely outomatic
Installations, would examine serious offers
Iimportant foreign company. Write to: Tec-
nica Molitoria, Corso Porporato No, 27,
10064 Pinerolo, Italy.

WANTEID—Bowl Type Kneader, any size.
Prefer good to excellent condition. Pleose
state_monufocturer ond weight copacity.
28363'53' Macaroni Journal, Palatine, lil.

Progresso Entrees

Six, boll-in-the-bag Italian entrees
under the Progresso label are being
test-marketed in Scranton, Pennsyl-
vania, and Syracuse, New York, by
Uddo & Taormina, of Vineland, New
Jersey.

Veal scallopine, chicken cacclatore
and shrimp mariners are available In
13% ounce packages retalling for $1.39
each. Sweet sausage and peppers comes
in a 15% ounce package retailing for 99
cenis. Both the beef ravioli in tomato
sauce and the spaghettl and meatballs
dinners each weigh 15%4 ounces and re-
tail for 60 cents.

Promotions will include television
and couponing in newspapers and Sun-
day supplements.
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IPACK-IMA Shew, The Intemational Pack-
Ing and Food Machinery Exhibit held in
Milan biennially found 'Yr.n ta right) the
Italion State Undersecretary Hon, Gatto vis-
Iting the Braibonti exhibits. Ha converses
with Mr. Giovannl Cailbonl, Maonager of
Public Relations for Braibenti, and Pa:maq
Ing Director Mr. Ennio Bralbanti, Of particu-
lar interest at the Exhibition was Braibonti's

obra 2000 outomatic press. Also exhibited
were packaging machines of the Zomboni
Works of Bologna, for which Braibanti is the
sole selling ogent.

Follow Charlie

Investor's Reader recently had a
writeup on the Carlisle Corporation of
Carlisle, Pennsylvania.

Car Wash Franchise

About a year ago the company ac-
quired the industrial cleaning equip-
ment maker, Malsbary Manufacluring,
who then came up with an idea for a
car-wash franchise operation called
“Follow Charlie,”

“Follow Charlie" provides an all-
automatic set-up complete with high
pressure hot water, detergents and
brushes. The customer simply drives up
to the coln-operated system, puts 75
cents in the slot, and drives through the
wash tunnel while the automatic equip-
ment works over his car, It drives right
down the middle between the 25 cent
do-it-yourself operations and the $1.50
automated set-ups. Stockholders are
happy with Carlisle's prosperity and
prospects,

Clermont Machine

Its industrial machinery market,
which represents 22 per cent of cor-
poration volume, consists of Malsbary,
Syncro Machine, which makes wire
drawing, stranding, and cabling equip-
ment, and Clermont Machine, which
manufactures pasta-meaking equipment.

Aerospriu-Electronics

Carlisle has bailt aerospace/electron-
ics into its biggest market with 34 per
cent of volume. The recreational mar-
ket accounts for 19 per cent of sales.
Carlisle is still one of the biggest mak-
ers of pneumatic tires for everything
but autos. While it puts no tires on cars,

It gets 13 per cent of sales frim by,
blocks and linings and radiator hose in
the automotive market. The temalning
sales come from components for appy.
ances and vending machines (7%) and
sales to general industry (5%).

Death of James R. Affleck

James R. Affleck, 58, head of the Wil.
liam Penn Flour Mills Company o
Philadelphia, died April 20 at the By
Mawr Hospital, following a heart g
tack.

He was active for many years in the
National Assoclation of Flour Distriby.
tors and represented Doughboy Indus
tries for durum sales in the East.

Mr, Affleck formed Willlam Pem
Flour Mills Co. in 1842 with Gatland
Horan, who died five years later, and
W. P, Tanner, who withdrew from the
business in 1948,

Born In Phlladelphia In 1909, M.
Affleck attended the Friends Selet
School and received a B.S. in chemistry
from Drexel Institute of Technology. He
worked briefly for the Atlantic Refining
Co. before becoming a miller and then
later entering sales work.

Mr, Affleck is survived by his wile
Ann; two children, James Jr. of Phils-
delphia and Mrs. Lois King of Minne-
apolis.

Theodor Schmidt

Theodor Schmidt, 76, founder of the
Schmidt Noodle Mfg. Company of De
trolt, passed away May 7 of a heart at-
tack. He Is survived by his wile, a son
and daughter.

Born in Germany In 1892, Mr
Schmidt, with his wife Hilda, came
Dayton, Ohio in 1923, In July, 146 they
moved to Detrolt and started # highly
successful noodle business. B ih Mr
and Mrs. Schmidt were active in the
business and regularly attend:. con
ventions of the National Macarc: i Man-
ufacturers Association. In 1861 the
were on the NMMA tour of Eurcpe, and
after visiting the fairs in Milin and

" Hanover, spent time in Germany visite

ing relatives.

His son Richard will continue th
business having managed it the past
few years.

Loke Tragedy

Albert Bono, Jr., 34, was lost on Lake
Michigan while on a fishing trip M/
19, He is presumed drowned. Mcmarl;‘
services will be held when the body
found. .

He was formerly employed 8t ';
John B. Canepa Company of CM“'I
where his father was general manager
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HOW’S YOUR

MACARONL

[Q?

Millions of Americans consume tons of

macaroni products each day. Thousands more

ars 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 quiz,

l-l'h.gl did the slang 2. What Ia the mos!

ferm “macaron® importani thing to re-

masn during the mamber In I?

tican Revolution? macaroni? (a) Add 1

{8) Patrict (b) Anyihing tbsp. salt (or each cup
od or alegant of waler (b) Avold

) Yarvea Doodla's" overcooking (¢) A

horse, strainer,

Aoawera 1 Quiy;
Lt RO T

8. What does Diamond

ding 1o legend,
4, According 1o lege Packaglng Products have

3, In the language of
{ Grook In whose relgn was the

the anclent Greaks,

the word “macaronl” recipe lor preparing that surpasses other packaging
meant: (a) Courage macaron] concelved? Il.lgpllll'l to the macaron|
b) Mickey Rooney {a) King Froderick of Saubin  Industry? (a) Personalized
[u} The Divine Food, b) Queen Isabella ol Spain sorvice (b} A chain of plants
c) Duke Snider of Brooklyn,  lo assure quick dellve

1:] Quality prinling—oclifset,
etlerpress or gravure—

1o assure fineel reproduction
of your package.

-~
e oy
(o
SF ."."'

DIAMOND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION
733 THIRD AVENUE, NEW YORK, NEW YORK / 10017 (212 887-1700
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PUIS-JE

VOuS
SERVIR DE OUI!!...MAIS POUR

QUELQUE [ MAINTENANT JE DESIRE
CHOSE, | UNE ASSIETTE DE SPAGHETTI
MONSIEUR? ¥ AUX BOULETTES,
! MADEMOISELLE!

NOUS NOUS VERRONS A
L’ASSEMBLEE EN MONTREAL!
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