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

Peavey is strategucally located in the heart of North Dakota s
durum wheat fields Selecting testing  processing the
finest durum wheat products for the macarom industry
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Key Man Issue
The Problem of Survival

ILL man wipe himself out?
According to a new book, “Man
—An Endangered Specles?”* — man's
survival is threatened by:

1. Pollution of the air he breathes.

2. Drying up and polsoning of our
water supply,

3. Overcrowding our earth with peo-
ple.

4. Plundering our natural resources.

But “Man—An Endangered Specles?"
Is not entirely a scare book. Far from it
It is a book about what is being done

- and what can be done to turn back the
tide of danger. “Our main hope,” it
says, “is that we are beginning to un-
derstand the totality of the problem of
survival,”

The book polnts ocut that Congress
hes made a great beginning by appro-
priating amounts adding up to $1,500,-
000,000 for “nationwide natural re-
source programs,” Biggest single item is
a $57,200,000 authorization to build the
“world's largest desalting plant” in
Southern Californla, using nuclear re-
actors. The plant, designed to produce
150,000,000 gallons of fresh water per
day will more than double the capacity
of all the desalting plants presently
operating on earth.

“We have enhanced the future of
everything—except the human race,
Udall says. “We need to realize that big-
ger is not better; slower may be faster;
less well may mean more.”

* Coples of the book, compiled by the
Interior Department, with a forward by
Secretary Stewart L. Udall, sell for
$1.50 from the Superintendent of Docu-
ments, U. 8. Government Printing Of-
fice, Washington, D.C. 20402.

Pollution—Everyone’s Problem

HAT kind of environment do we
want? The kind of environment
we have may be determined by our
daily activitles. Our environment may
be changed when we allow poorly treat-
ed sewage to flow into our lakes and
streams . . . when we cloud the air with
civilization's gaseous wastes . . . when
our communities permit garbage and
trash to pile up In open dumps. There is
a need for wise and efficlent manage-
ment of our environment for the net
benefit of our people, our economy, and
our society. .
Problem of Industrializati
The whole industrialized world is get-
ting polluted, and emerging nations are
unlikely to slow their own prrgzress
down In the interest of clearer air and
cleaner water,

6

Whereas nature decays and reuses the
wastes of other creatures, man produces
huge quantities of synthetic materials
that almost totally resist natural decay.
More and more such waste is polsonous
to man's fellow creatures, to say noth-
ing of himself,

Man is the dirtiest animal, in the
polluting sense, and he must learn that
he can no longer afford to vent smoke
into the sky and sewage into rivers as
he did in previous years, when large
reserves of pure alr and water easily
diluted the pollutants, The earih is ba-
sically a closed system with a waste-
disposal process that clearly has limits.
The winds that ventilate earth are only
six miles high; toxle garbage can kill
the tiny organisms that normally clean
rivers.

Consumer Only Uses Things
One very important factor is that the
United States consumer actually con-
sumes nothing; he merely uses things,
and even though he burns, buries,
grinds or flushes his wastes, the materi-
al survives in some form, and technol-
ogy adds to its longevity. The tin can
used to rust away but now comes the
Immortal aluminum can, which may
outlast the Pyramids. Each year, the
United States produces 48 billlon cans,
plus 28 billion long-lived bottles and
Jars, Paced by hardy plastic contalners,
the average American's annual output
of 1,600 pounds of solid waste is rising
by more than 4 per cent a year. Disposal
already costs $3 billion a year.
Industry devours water on a large
scale—@00,000 gallons to make one ton
of synthetic rubber—and the resultant
hot water releases the dissolved oxygen
in rivers and lakes. This kills the oxy-
gen-dependent bacteria that degrade
sewage. Meanwhile, the country's ever-
mounting sewage Is causing other oxy-
gen-robbing processes. By 1080, these
burdens may well dangerously deplete
the oxygen in all 22 U, 8. river basins.
Though one-third of U.S. sewage sys-
tems are below health standards, im-
proving them may also kill lakes. The
problem [s that treated sewage contains
nitrate and phosphate, fertilizing sub-
stances widely used in agriculture that
make things worse In overfertilized
lakes, Though nitrate Is normally harm-
less in the body, intestinal bacteria can
turn it into nitrite, a compound that
hinders hemoglobin from transporting
oxygen to the tissues, causing labored
breathing and even suffocation.

Impact on Creatures

One of the prime goals in attacking
pollution ought to be a vast shrinkage
of the human impact on other creatures.
Florida eliminated the screw-worm fly
not by spraying but by sterilizing
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hordes of the male files, then liberaiy
them to produce infertile egis,

Man should strive to paralle] pgy,
decay by reusing as much wiste ag p,
sible. The packaging industiy coy
a profound service by making mal
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that rot—fast. The perfect contalner 4,
mankind is the edible ice-cream ey
How about a heer container thy
something llke o pretzel? Or the g
drink bottle that, when placed in
refrigerator, turns into a kind of tay
artificial jce? Soft drinks could g
come in the form of popsicles wity
edible stick.

There are some real prospects g
profit in reconstituting other wag
Take sulfur, for example, which is i
short supply eround the world, Wh
26 million tons are mined a yeu
smokestacks belch 28 million tons
wasted sulfur dioxide, which could bd
trapped in the stack and converted 19
sulfuric acid or even fertilizer.

Nowd For Action

The need for action will get no lea
Today, the land, air, and water o
sources of the United States must ac
commodate 200 million people whenu
recently as 1015 there were only hal
that many. Within the next half cer
tury, the number of people occupyin
this same spiice, using this same water,
breathing this same air, will double
once again. it has been estimaled tha
by the close of this century, more thin
four-fifths of our people will occupy
barely one-tenth of the land. In tomer
row's megalopolis, the problems of pk
lution may be palnfully acute—unles
we act now

Most Went

Environinental Management

A survey of 250 businessmer whoat
tended the Pollution Abatemert Forum
at the recent U, 8. Chamber of Com
merce conventlon indicated hey al
knew of th: problem in their ¢'vn com
munities, first hand.

To the guestion: “Does y..r com
munlity have an air pollution | ublem{
80% sald yes; 20% said no. ‘Does it
have a water pollution problem?" 8%
sold yes; 15% sald no. Significantly.
there wasn't a single “don't kiow" an*
swer,

In speaking to the forum, Sematof
Jennings Randolph of West Virginia i
vited the counsel of business lcaders 01
pending federal legislation on pollutio?
control. He called for a partnership 0
the business community, government
at all levels an the people in developiné
pollution abatement programs. He i
that any programs or legislation enarl
ed must be “renlistic” and toke lfl:;
consideration the “benefit to be derived

TO INSURE THE QUALITY W" IN ANY MACARONI
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ALWAYS SPECIFY

PRODUCT

WHETHER YOU'RE MANUFACTURING LONG GOODS

S ———————— OR SHORT @; f@? EGG

noooLes [ ]OR OTHER SPECIALTY SHAPES,
IS ALWAYS UNIFORM

LSS YOU'LL FINDYA

IN COLOR AND GRANULATION. :

' BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

(R

srowinGg AREAMHl' WE cAN suPPLY

FINEST DURUM

'WHEAT PRODUCTS AVAILA

THE
BLE.

@' AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL

Mills at Rush City,

ASSOCIATION

Minn. — General Offices: St. Paul, Minn. 55101

Telephone: (612)

as well as the costs of implementatio® '
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Clean Air, Clean Water

Herman Steen, dean of the milling in-
dustry and columnist in the Southwest-
ern Miller, recently wrote on the pollu-
tion problem. Among his comments:

The sharpest impact of both clean alr
and clean water is being felt by such in-
dustries as steel, chemicals and petrole-
um, along with paper and pulp mills,
power plants, fertilizer factorles and
other industrial establishments that dis-
chorge sulphur dioxide and hydrocar-
bons into air or water, Most companies
in these Industries are making at least
some progress in reducing their output
of pollutants, but it is not amiss to ob-
serve that many of these endeavors are
far from inexpensive. For example, the
latest annual report of U.S. Steel Corp.
states that the company management
expects total outlay for pollution con-
trol to exceed $200,000,000. The report
also says that although this huge ex-
penditure will not increase the value of
finished products nor result in more ¢!f-
ficient plant operation, yet the company
Is willing to make this investment in
what it calls “good corporate citizen-
ship."

Although members of the grain and
graln products group of industries can
hardly be categorized as major con-
taminators of alr and water, they are
nevertheless part of the picture. As far
as water is concerned, their role is in-
significant and probably does not ex-
tend much beyond outflows from corn
refining and soybean processing plants
and discharges from flour mill temper-
Ing and 'washing. These contributions
are decidedly minor as compared with
those from most otber lines, yet they
may ultimately lead to demands for re-
medial action.

Grain Elevators

Grain elevators of all sorts are the
locale of nearly all of the problem in
this group of industries—and this means
country houses, subterminals and ter-
minals, transfer and export plants, mill
clevators, formula feed elevators and
others. The operation of grain elevators
inevitably propels dust and dirt into the
air, At the least, this condition may con-
stitute a nuisance; at the worst, it is a
health hazard in that it may result in
increasing the incidence of asthma and
other respiratory ailments, 'rhis health
hazard Is of course much less dangerous
than the creation of poisonous fumes in
some industrial plants, but it exists just
the same and along with the nuisance
aspect it is giving rise to calls for con-
trol.

There seems to be a belief in the
minds of some members of the trade
that demands for corrective action will
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be confined to large elevalors. This is
not true. It Is of course a fact that the
outflow of dust from a giant terminal
house is many times the amount of
emissions from a small town elevator,
but in either case the condition may be
serious source of irritation and trouble
to nearby residents, A number of cases
have come to my attention in which the
proprietors of local elevators have been
on the recelving end of strong com-
plaints, the same as have the managers
of large grain houses. Elevator location
rather than elevator size Is the impor-
tant factor,

Three Main Areas For Conirol

The three arcas in any grain elevator
that are responsible for much of the at-
mospheric pollution that results from
plant operation are the grain dump, the
dust collectors and the dryer. Control
these spols and the battle is largely
won, and an executive who has the task
of getting this job done in a large com-
pany has this to say:

“Plant operation must be so organ-
ized as to eliminate or greatly reduce
the sources of air contamination. That
means enclosure of both truck and car
dumps and keeping them free of all air
currents, Replacement of cyclone-type
dust collectors with fabric filters is
another major step. Getting the dryer
discharge under control Is almost as im-
portant, These three things will reduce
the outflow of dust more than 90%, if
the work is done properly.”

This program sounds simple, but the
cost is substantial. It necessarily varias
greitly from one elevator to another.
The Installation of fabric filters is an in-
vestinent about four times that for the
time-tnnored cyclone collectors.

Success ot Short-Range Effort

Practically every person who is
knowledgeable about the vast problem
of overcoming air pollution is agreed
that reaching the goal of clean alr is not
a short-range job. Smoke abatement
ordinances have been in effect for more
than a century with: ' ending the nui-
sance. Los Angeles and San Francisco
have been fighting smog for more than
25 years and they still have smog, The

gray haze that clouded the sky a gener- .

ation ngo over New York and New Jer-
sey, the New England faclory towns,
Pittsburgh and Chicago, along with
dozens of lesser places, Is still there,
largely unchanged. The massive cam-
paign that is now under way In all parts
of the natlon is the first instance of an
all-out attack upon all fronts at once,
and it Is hoped that this will produce
the desired results,

Clean Water

Water, sewage, and indust; al waste.
water treatment are the sulyccys of 3
new brochure being offered |, Genera)
Signal Corporation, a leading manufa
turer of control equipment.

The brochure, “Clean Watcr | Yk
Product We Help to Make," s broken
into three main sectlons—water treal.
ment and distribution, sewage treats
ment, and Industrial-waste treatment,

Each of these sections goes intg depth
on the functions performed by General
Signal equipment in the three areas, A
three-page section at the end of ihe
brochure lists a1l General Signal's prod.
ucts for water treatment and filtration,
sewage treatment, and industrial wasie.
water treatment. Also, a schematic
shows where these products are us=d in
treating plants.

Copies of the brochure may be b
tained from: Clean Water Brochure, Di.
rector of Public Information, Gener!
Signal Corporation, 375 Park Avenue,
New York, N.Y. 10022

[

Portable Water and
Waste Tester
Delta Sclentific's portable, lightweight
photometric Water and Wasle Tester is
now available calibrated for any of the
24 most widely required tests. Included
are pH, Color and Turbidity as well as
such chemlcal tests as Aluminum, Am-
monia, Bromine, Chlorine, Chromate
Chromlum, Copper, Cyanide, Deter
gents, Dissolved Oxygen, Hydrazine,
Iron, Manganese, Nitrate, Nitrite, Phos-
phate, Silica, Sulfate, and Sulfite.
Ex'‘remely compact, the Model 20
welghs only 2% pounds, including 2
typical set of reagents and i.bware
Bpsie price of the Model 20 is $95 for
any one calibration, Cost of aiditional
calibrations, including reagents ranges
from $10 to $20 depending ujon the
test, The Instrument is entir 'y sell-
contained and is housed in u rugged
waler-proof, chemical-resistant case
CERRERIRATS 3
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({met Unique New VMP-3

extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough__.ih'-;em_ VMP-3
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> Clireiond High § Noodle Cutter, Type NA-4 working in con-
ﬁ.!m:: ‘\fll:ﬁelrhu 5!\“-‘?;:2» continuous 1600 lbs, per hour operations.

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

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

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

H d motor affords flexibility for 1600 1bs. or 1000
OPOC"Y ronge i R‘:.op:l:.l:nu?:rnnnly two lesser outputs can be arranged.

Qarge screw for slow extrasion for better quality.

n ngineered for simplicity of operation,

l{ ugged Construction to withstand heavy duty, round-the-clock usage.

it . &

VMP-3 with short cut attach.
ment.

trols. Automatic proportloning of water with flour,
1\] GtChleSS fl'.’.““:p"“u“ control for water chamber,

housing. Easy to remove screw, easy to clean.
n|Y ;ln: lzl;::lﬂ:n b:twnn screw chamber and head.
\ EWIY designed dle gives smooth, silky-finish, uniform sheet.

design.
5 nclosed in stes! frame. Compact, neat
l UtOHY ;ﬁlnu all sanitary requirements.

%JOM.&%@A

Subsidiary of Carlisle Corporation

280 Wallabout Street
Brooklyn, N.Y. 11206, U.S.A,
Telephone (212) 387-7540
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Easy, Breexy
Summertime Eatin’

To help boost sales in food stores
during July and August, Family Circle
magazine, American Dairy Assoclation,
and twenty leading food brands team
up with a major store-wide promotion
called “Emsy, Breezy Summertime
Eatin'."

A total of 1735 full-color pages of ad-
vertising in the July and August issues
of Family Circle carry ti'z message to
consumers. Famlily Circ'a is offering
food stores 20,000 displ:; kits for full
exploitation of the p'omotion at the
point of sale. Included are over-the-
wire banners and shelf talkers or rail
cards for participating brands. Brands
tlelng in with the promotion include:

Ac'cent

Adolph's Instant Meat Marinade

Betty Crocker Butter Recipe

Yellow Cake Mix
Betty Crocker Butter Recipe
Devils Food Cake Mix

Butter

Creamelttes Macaroni

Cure 81 Ham

Golden Grain Rice-A-Roni

Golden Grain Noodle Roni

Mcllhenny Tabasco Sauce

Old London Melba Rounds

Pillsbury Buttermilk Biscults

Pillsbury Crescent Dinner Rolls

Pillsbury Hungry Jack

Buttermilk Flaky Biscuits

Shenondoah Rock Cornish Hens

Shenandoah Turkey Roasts

Spam and Spam Spread

Sunshine's Hydrox Cookles

Swift's Premium 'Old World

Variety' Sausage

Skinner Frozen Noodles

A new product, Home Style Frozen
Enriched Egi; Noodles, is now being
marketed by Skinner Macaroni Co. It
puts Skinner in the frozen food case
for the first time, extending the firm's
complete line of dry Macaroni, Spaghet-
tl and Noodle products, The 8 oz. pack-
age (shipped 12 to a case) is a tray pack
with printed freezer film overwrap. The
style of packaging suggests a thick,
homemade noodle,

The frozen noodle Is a relatively new
product which has gained rapid con-
sumer acceptance, In some areas, case
movement of frozen noodles exceeds
case movement of dry noodles,

“Skinner Frozen Noodles contaln
100% Amber Durum Wheat and 5% %
egg solids to Insure that they will' live
up to Skinner's long tradition of qual-
ity,” President Lloyd E. Skinner said.

Point-of-sale materials are available.

Pizza Spins

Pizza Spins join the Big G line of
General Mill: snacks with a national
introduction beginning in mid-July.

Studies show thit pizza Is the taste of
the “sixties.” Containing many of the
same Ingredlents found in real pizza—
cheese, tomatoes, plzza spices and pep-
per—Pizza Spins have a flavor like real
pizza, And thelr unique pinwheel shape
is certain to be a hit at partles and also
helps to insure that Pizza Spins are al-
ways crisp and crunchy,

“cheesy yellow” and “tomato rei” ona
white background to help tell consum:
ers that these new snacks really o taste
like pizza. Each package has a :cclose:
able inner foll lining similar to the
other Big G snacks to insure th t Piz
Spins keep thelr fresh taste and crunch
right to the bottom of the box.

A heavy schedule of nighttiie net-
work television will introduc: new
Pizza Spins, East Coast and S utherm
viewers will sce Pizza Spins commer
clals which began July 21, whilc Cen:
tral and West Coast viewers saw 1he

- commerclals the week of July 2.

The advertlsing agency 1s Wells, Rich
and Green of New York.

Stereo Album Offer

The songs of Enzo Stuarti in a stered
record album is offered as a consumer
premium by Ragu Packing Co.
Rochester, N.Y,

Packaging for Pizza Spins utilizes

s dagvals £ iy i

Waut to See
yowr profits grow?

Put o Waldani Die

in youn plant!

D.MaLpaR! & Sons, InC.

557 THIRD_ AVE.

BROOKLYN, N.Y,, US.A, 11215

America’s in.‘.,; Macaroni Die Makers Since 1903 - With Management Conlinuously Refained In Same Family :

11
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Lsslie Salt Ties In
With Noodle Roni

For the firat time in its history, Leslie
Salt has announced a tie-in coupon of-
fer on another product.

The product selected is San Francis-
co's famous Noodle Roni.

Ralph L. Josephs, vice president for
consumer products of Leslie Foods, Inc,,
said all Leslie Salt 26-ounce containers
carry a flve-cent coupon redeemable
with the purchase of any of Noodle
Ronl's five dinner flavors.

A six-week supply of the containers
is avallable for distribution throughout
the entire West Coast, he pointed out,

According to Paul DeDomenico, vice
presi¥ent of Golden Grain Macaroni
Co.,, maker of Noodle Ronl products,
this promotion “recognizes the natural
tie-in between the two foods, both from
the consumer's standpoint and store
sales.”

De Domenico added Golden Grain is
delighted to be participating in this en-
terprise with Leslie—“after all, pasta
and salt make a great combination.”

Heinx Sets Records

H. J, Heinz Company consolidated
sales and earnings from operations
reached new highs in the fourth quarter
and fiscal 1068, President R, Burt Gook-
In announced June 21, The carnings
gain for the year was the greatest in
the company's history, he sald, and re-
sults for the final three months topped
any previous quarter,

Consolidated net earnings from oper-
ations during the 52-week fiscal year
ended May 1, 1968, were $25,274,000, an
increase of 17 per cent over earnings of
$21,530,000 for the 53-week flscal 1967,

Net earnings totaled $4.14 a share
after provision for preferred dividends,
compared with $3.51 last year. There
were 5,743,546 shares of common stock
outstanding at year end, compared with
5,701,210 shares a year ago.

Consolidated sales rose to $734,365,-
000, a gain or $43,502,000, or 6.3 per
cent over fiscal 1867 consolidated sales
of $600,863,000

St. Louis Macaroni Co.

51, Louls Macaroni Co., founded by
Sam Garozzo some 42 years ago, found
Itself bankrupt upon his death in early
June. Son Roy Garozzo has been active
principal In recent years.

Attorneys for the firm announce ‘that
friends of the family have formed a new
company to purchase assets at a fore-
closure sale in the hope that a new
administration can develop a profitable
business. No member of the Garozzo
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family will be a stockholder or officer
in the new company.

Creditors will be offered 25¢ on the
dollar,

Advertising Helps Brokers
The relation of the food broker to
food products advertising was detailed
by Watson Rogers, President of the
National Food Brokers Assoclation.
Speaking on the subject, “The Role of
the Food Broker” at a special session
of the Eastern Annual Conference of
the American Assoclation of Advertis-
ing Agencies. Mr. Rogers told the nd
agency executives, “We need each
other. Your advertising makes us look
good. Our cooperation and follow-

through makes you look good. You in-

novale—we implement, The best ad-
vertising program In the world is
wasted without proper distribution and
follow-through in the individual mar-
ket. And although our people are star
salesmen, they cannot sell an advertis-
ing program that has no merit.”
Rogers told the advertising execu-
tives that food brokers are often called
on to review advertising programs be-

fore they are announced in order to de-
termine how best to utilize the program
on the “firing line'—the sales follow-
through. While not claiming fair num-
ber of former advertising pecple. Of
course, the majority of broker execu-
tives are developed by long and exten
sive training within the broker’s own
organization, We are proud tha: today
food brokers are among the top mar-
keting people of the nation.”

Rogers pointed out that great .rowih
for food brokers presently hu. come
from the branded, advertised lines.
“The food broker is your mi:keting
partner," he told the ad men, “und he
wants {o work with you as a true
partner.”

Mushroom Mix

R. T. French Company, Rochester
N.Y., has added Spagheltl Sauce Mix
with Mushrooms to their line of pack-
aged sauce and gravy mixes. Subl
seasoned, the new mild product is re¢
ommended for veal, chicken and pastt
dishes. The 1% oz, package makes 4
servings and will retail for 25 cenls.
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DURAKOTA

NO. 1 SEMOLINA DURUM GRANULAR

EXCELLO FANCY
DURUM PATENT FLOUR

) JUonth Dakota Mill and Elevator
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expendifvres of time 3nd
money, We bring you...

The World's Finest
Durum Products

A, few folks think North Dakota is somewhere
south of Alaska with plenty of Indlans (falrly
peaceable) and very little indoor plumbing.

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

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

The best way fo avoid an ambush is call us
with your order. We'll see that your shipment
gets to you — exactly when you asked for It.
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Hotel-Restaurant - Institutions Program

THERE are over 550,000 eating estab-
lishments in the United States,
ranging from hamburger franchise units
to exclusive dining rooms in hotels and
restaurants, from small lunch counters
to institutional feeding establishments
where as many as 30,000 people are fed
ot one sitting.

With all these figures on the increase,
the labor market is on the decline. To
hire qualified second cooks or cooks in
general is nearly impossible. As soon as
a man can stand on his feet behind a
slove unassisted, he is offered a job as
a chef. The output of culinarians from
trade schools around the country is
about B0O per cent below the need, ac-
cording to Ollo Schlecker, president,
Executive Chefs Association. He also
observes that the interest in the pro-
fession is dwindling among young and
intelligent men.

Other industries offer better working

SRR

And
Beverly p

conditions, higher pay rates and a five-
day work week. In the H-R-1 field, the
five-day week is mostly available only
to industrial caterers.

tute, and North Dakola State Wheat
gulmmission have underwritten an H-
-1 program cond
Automation and streamlined manu- of the Wheat F]z;:'eczl:lﬂ‘“:?:eki;:h:}?s
Imm:ri:g m:lhodn combat the increns. Millers' National Federation, ¢
ng labor shortage In other industrial  Incharge of the work is Mrs. Beverl
arens. The [food-service industry has G. Anderson, a 1949 gr . b
only one answer at this time, and that Economics from Nnglfdg?‘fc':: }g“:::
is convenlence food. With its tradition University.
and heritage, the restaurant business is Mrs. Anderson has also done graduate
only partially suited to streamlining, work at University of Southern Call-
because customers like service and not fornia and at New York University. She
just automats. The alternative can only o tworknd In the Education Depart.
lie in shortecuts in preparation of the ;'nen . Yo Fatisen Dorvice; 4 o
WSt b GBevid, home demonstration agent; a high
school home economics teacher; a radio-
television script writer; a newspaper

columnist. She began her assj
Because of the importance of the the Institute staff in the Fallg:fmlesl;lsun

growing H-R-1 markel, the National
Macaroni Institute, Durum Wheat Insti- R Projucts
Among the projects that the H-R-I

Program has accomplished has been a
Macaroni Cooking Demonstration at
the Clinie of the Nationnl Restaurant
Association Annual Meeling which has
been written up into an informational

picce entitled "Macaroni Money-Makers
on Your Menu.”

Growing Importance

An institutional training film on the
proper preparation of macaroni prod-
uets in quantity called “Macaronl Menu
Maglc” was produced at Northern Ili-
nois University under the direction of
Mrs. Anderson. Chef Eddie Doucette is
the narrator. It has had distribution
chiefly to high schools and training pro-
grams through the distribution film fa-
cilities of Sterling Movies, U.S.A. In

Weighing out the product,
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p on pasta.

1067 it was shown 1,823 times to a fotl
audlence of 92,871 persons. Prints of

the film are available at cost, at $4
each,

“How to Cook Macaroni Products” s
d6-frame  flmstrip supplement, wa
taken from the movie as an excellent
t .ching tool, because the instructer
can stop the script at any point requir-
ing emphasis. The Almstrip with a nar
ration guide is available at $2.00 per st

Informational Pleces

Other product and informa n ma
terlals available include: a 32 nch by
42-inch wall chart, "Durum !acaroni
Foods From Farm to Table,” u: 0 cents
apiece; “Specialties of the Hous”
household size recipe book, fro: recipes
approved by the Natlonal R. ‘aurant
Assoclation, al 25 cents per ooklet

Pouring it into boiling weter.
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Betty Kraut prepores ingredients,

*|1 Bhow-off Recipes,” household size
rcipe leaflet at 10 cents each; "How-
Te-Do-1t Kit for Fund-Raising Dinners”
wntains menus for Spaghetti With
Meal Souce, Macaroni and Turkey Sup-
per, Noodle and Frankfurter Supper.
These are available from the National
Macaroni Institute at cost.

In addition to working with the Na-
tional Restaurant Association, periodie
releases and background material are
sent to trade publications including the
Shool Lunch Journal which in Febru-
ary of 1067 had a feature on "Macaroni
Foods" as a Standards and Specifica-
tions Committee report written by Mrs.
Helen Davies. She is the home econo-
mist for Foods and Nutrition at the
University of Missourl, Extension Cen-
ter, City of St. Louis. She served as
guest consultant for the joint industry,
ASFSA. The article discussed the his-
tory of i ucaroni foods and gave sugges-
lions ar! recipes for preparing them.

Educational Sampling

Not !y are more people ealing
meals iy from home these days, but
the H-1 | market is looked upon as an
import: * educational sampling area
where vildren, particularly in the
thlBUl nch Program area, are tnught
taling ' its, It Is highly important that
Macar spaghettl and egg noodle
produc’ eceive their proper place and
Proper  cparation.

Pointcrs from Harry Pope

ALY POPE is one of the indus-

Lo s great commercial cafeteria
opcratiis, whose diversification  in-
thudes catering, table service restau-
fants, his own franchising, Swiss and
German holdings, as well as o successful
nsulting business. His philosophy and

%ays of operation are studied and imi-
lated widely.

Among His Observatlonst

" Up to 1053, the restourant industry
sed menu pricing on food cosl—the
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Pon rcady for the oven.

Wenzel formula—where price equals
214 times food cost. This doesn'l provide
enough margin, especinlly on dishes
started from scratch in the kitchen For
example, as the old formula did not in-
clude labor cost, it couldn't be applied
fairly to o purchased frozen pic as well
us a pie prepared in the restaurant's
own kitchen. With the trend to con-
venience foods, markups must be based
on the cost of the finished menu items,
including production labor.

® Food service operators have come
to realize that their primary function is
to retail foods and not to manufacture
foods. It is this realization that has
added impetus to the acceplance of con-
venlence foods.

® Each menu item should be thought
of as a track ranging from “prepared
from scratch” to “purchased ready to
serve.,” You can adopt a position any-
where on the track, depending on the
factors involved. For example, instead
of cubing stew meat, cutting vegetables,
and making gravy for beel stew, the
meat can be purchased cubed, the vege-
tables can be purchased cut, and the
gravy can be prepared from a base. To
assemble o beel stew in this way re-
quires relatively little labor or skills,
yet the cost is not much more than
“prepared from scratch” and is certain-
ly less than “purchased ready to serve.”
This is why items like prepared entrees
are the lust area on the menu where
convenience food should be adopted.
The practical place to adopt the con-
venience food concept is on such items
as bases for soups and gravies, sauces,
preportioned meats, frozen vegelables,
prepared pie fillings, ice cream, pre-
pured salad dressings, baking mixes,
ete, On such basic production items, the
difference In cost for the convenience
fouds is little more, il any, than the
amount of labor which would be in-
volved in preparing those items. In gen-
eral, the more complicated convenience
foods, such us frozen prepared enlrees,

Proof is in the eating,

carry a high markup over the cost of
the raw ingredients.

“I feel that convenience foods can be
adopted in various degrees by every
restauranteur, I do not think it is neces-
sary that restauranteurs go all the way
with convenience foods.
® “In our operation, we have cafelerins,
table service restaurants, snock bars,
and contract catering. All have the
same food but served in different pack-
ages. For instance, when we place o
table service resturant nlongside a cafe-
terin so that both can share the same
facilities of production, dishwashing,
receiving and storage, the difference in
presenlation makes the two operations
non-competitive. Each reaches a sepa-
rate segment of the markel.
® "] see two alarming trends. The first
one Is the entrance of ‘big business’ into
food service. Wall Street moguls don't
realize the restaurant industry has been
built on a cheap labor market which is
disappearing. They don't realize the
complexity of food service. The second
trend that disturbs me is the way [ran-
chise developers are leading too many
people down the easy road to being an
entreprencur. Il the franchise is based
on a sound concept, there is no prob-
lem. It is when the franchise is sold on
flimsy razzmatazz that there is o
danger.”

The future for the small independ-
ents? This is questionable. A few years
ago, when labor and overhead were
relatively cheap, a restaurant operator
could get into the industry with limited
capital and knowledge. Today you
would have trouble capitalizing a new
restaurant with under $100,000 exclu-
sive of land and buildings. Skilled labor
is almost non-existent. Labor cosls
more, overhead is higher. Money costs
more. It is not so easy today to ride out
the hard times which inevitably occur
in every business. Big companies, with
greater resources, training systems and
experience, have a definite competitive
advantage now.
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DEMACO-

The dependably designed Long Goods Continuous Line - gives you
dl the extra features not found in any other line:

+ PRODUCTION - Up to 2500 Ibs. per hour

+ PRODUCT - Smooth, golden color and dried straight

 SANITATION — The only walk-through dryer for maximum cleaning
+ MAINTENANCE - Only 2 pick up and transfers Minimum downtime

* ST CK CONVEYOR - Patented, visible, pressureless stick return

* PO VER — Heavy duty DEMACO main drive

Ca 5r write for details.

DI FRANCISCI MACHINE CORPORATION

425 Metropohitan Ave., Brooklyn, N.Y 11237, USA * Cable DEMACOMAC ® Phone 212-386-9880
“esiern Rep.. HOSKINS CO. P.O. Box 112, Libertywille, llinois, US A ¢ Phone 312-362-1031
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by Francis P. Tobolski, Director of Market R
Container Corporation of A::urieu.muh'

O UR nomenclature is changing as
much as our world. It is indica-
tive of gups not only in the generations
but also in understanding, rapport and
the various vocabularies we use dally,
the vocabularies of business and living
depending on our life-styles. :
There is a vocabulary gap and a
meaning gap—a communication gap.
This illustration of the generation gap
is but one indication of the enormity of
the communications problem we have
in our society today, "Never trust any-
one over 30"—"or under 30" are among

the shibboleths and rallying cries of
today.

An ‘Understanding’ Gap

A gap in vocabulary. A gap In real
understanding. Which brings me fto
packaging.

Well, I belleve that the vocabula
we're using In the packaging lnduslg
is also misunderstood, and leads to mis-
understanding. It's misconstrued in
communications among product manu-
facturers, agencles, designers, market-
ers, .and the packaging suppliers. We
aren't, any of us, always talking the
same language. The referents that we
use are quite different, so communica-
tion remains less than perfect.

This misunderstanding begins with
the basic word in the vocabulary of the
business—package.

When some people talk about the
package, they are thinking about that
paperboard or glass or plastic “gizmo”

they put around thelr product, to kee,
] p away from both of them and
it from spilling or sifting or getting instead what they really stn:d fi:"-‘if:;
::mr. To others, it's a device for selling let us call this packaging.
ln:ldpemduc" for communicating what's 1t we do this, we can stop thinkin
3 h B
about the package—the "
“ﬂ:ﬂl::dwg ::rth:;:ua:m;:l patckalg;n is shelf that means me mf:;rnndi;:r::
nship to them. things to different 1
And, depending on this relationshi sl s o
p, we glve consideration to packaging— -
:r;:{.;fnlle':: apf:tcelgll:g ns’ t::m:lhlnlgufnr tefmhwhlch involves ctrn:id:f'nlzlgun l:)il ’:ll
A s , selling, of these different points of view. A
carrylng, opening, closing, handling, tem whi W g
f ) ch involves
;!r:;tr;‘h;l:!iﬂng, cun}rxunlcaling. or break- product requirements, ;Z::Liel;a;i::‘ ll?e'
ngernails, polnt of productlon, continuing through
Different Mesanings

PACKAGING NEEDN'T
BE A HEADACHE...

:‘ht:.l channels of distribution and mar-
sisteoat B oy eting, and followlng through beyond
different things to many different peo-

ple, and because these different mean-
ings tend to confuse communication
among us, it would be nice if the word
could be taken out of our respective
vocabularies. But even if we got rid of
the word, the thing would still be there
—on the shelf, in the warehouse, in the
truck, or in the supermarket.
Therefore, instead of being confused
by the word, or by the thing, let's step

18

the point of sale to the point of final
use,

If we applied this point of view to
semlinars, we wouldn't find ourselves in
the situation we're In today. A special
one-day seminar sponsored jointly by
the New York chapter of the Packaging
Institute and the Food Packaging Com-
mittee of the Packaging Institute—a
natlonal assoclation dedicated to pack-
aging technology—sponsoring a semi-
nar on what makes food packages sell,

We might instead be participating Ina
seminar devoted to discussion cf how
packaging affects the marketing of food
products.

I'I‘he reason I prefer this is quite sim-
ple.

The package—the *gizmo" on the
shelf—is a thing people like yvu bur
from suppliers.

Packaging—the systemized approath
to your problems—Iis somethiny that
needs to be developed with your sup
pliers.

If I haven't already restated the ob
vious, let me try once again by attempl-
ing to recrente the situntion that s quite
familiar to all of us in the business of
packaging. This is the situation where
a cllent company comes to us and soy
“Here's the product. Here's the ad cam
paign. Here's what It looks like. Here's
how it's going to be distributed. Now
make us a package.”

The agency executive who s usually
in attendance at this meeting nods
smilingly. Great! It's great because
agency man is probably the same ind!

THE MACARONI JOURNAL

dul who, the week before, gave a
ulk to a marketing association some-
shere, at which he sald, in essence—
ackaging, particularly in packaged

is very important.” After that
pomentous observation, he probably
gent on to say that, “Packaging is part
o the whole marketing strategy and,
perefore, must be considered, “and he
uld this with great emphasis, “very
wirly In the game.”

Marketing Vice President

Sitling ot this same meeting, you'll
wually find a marketing vice president
_the same marketing vice president
sho nodded sagely at a speech he heard
il 2 management seminar a few weeks
urller. (Incidentally, I've never been
ible to determine why it is that adver-
fising executives are usually attending
*workshops” while customer company
markeling personnel always go to
*seminars.”

But be that as it may, here we are
facing the same marketing vice presi-
dent who was nodding sagely at the
part of a seminar program which dealt
with “dynamic marketing”"—the notlon
that packaging is not only important,
but may be critical.

As a result of these two separate ex-
perlences with our advertising and cus-
tomer executives—the diviners of all
that is possible and likely about Intro-
ducing a new product—we find they
completely disregard the need, impact,
contribution, and benefit of the pack-
age.

They ignore the product/parinership
they know is so vital. They find them-
selves, and us, in the situation where
the communication is limited to: “We
need o package for it, Charlle. Get
somebody, Get anybody. Put something
together. Quick, We should have been
in production yesterday. We need to go
lo market next month.”

Exaggeration?

Am | exaggerating? Think back
througt. some of your recent product
Introductions before you reach the con-
clusion that what I've just sald is as
funny &5 it sounds. Better still, let's be
positive, Review instead the packaging
of some of the products you respect. It
You think ahout them carefully, you'll
probably come to the conclusion that
the reason they've earned your respect
has something to do with the level of
organization that was applied to pack-
tging. Nothing that maokes you clap
Your hands and say, “Gee Whiz." But
Something simple that falls into the
tealm of “Why didn't we think of that."

The reason, tao often, is that packag-

development is brought in too near
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the end of new product developments.
And packaging is, too often, the lasi
consideration in old product revivals.
And finally, because packaging is gen-
erally approached plecemesl, separate-
ly, with the separate disciplines each
golng thelr own way, perhaps aware
that there ls & system, and perhaps
hoping a system will happen.

Call for Coordination

1 am not saying that speclalists should
slough their speclalties. This would be
unrealistic, I am really saying that all
of the various disciplines should have
some total coordination, total regard for
each other's disciplines, an appreciation
of them, and their interaction in pack-
aging development. The product that s
concelved In this kind of environment
usually benefits from all of the latest
technology in the production and con-
tainment and protection areas.

If the product flavor depends on
molsture retention, the product goes to
market In a package made from ma-
terials that include the newest, most
sophisticated, most efficient and eco-
nomical vapor barriers in existence. Its
production or processing line includes
equipment which forms, fills, closes,
and seals the package most efficiently
and economically, The questions of
storage, handling, transportation, and
inventory control all have the benefit of
the latest answers.

The package for that product is struc-
tured so that it works most efficiently
from the production line through the
channels of distribution, and brings an
extra, exciting, marketable measure of
extra convenience to the ultimate ¢~
sumer. Its graphic design gives distinc-
tlon at the point of sale—and what is
even more important, you'll find this
graphic design reinforces and Is rein-
forced by the product's advertising,
publicity, point-of-purchase materials,
and all other promotional tools.

In brief, we're talking about a prod-
uct that has benefited from a systems
approach to Its packaging. Packaging
that is not just production oriented. Not
just distribution orlented. Not just mar-
keting orlented. Not just consumer ori-
ented—but packaging that is orlented
to the total needs of the product.

Services Avallable

The ironic aspect of all this is that
every new product, and every product
revival, could be conducted in this way.
The techniques and services are avail-
able to the manufacturers and their
agencies. And there are even a few of
us—Iin what is generally termed the
supplier end of the business—who are
organized to serve os a single source
for all of these services.

B U Lo A b e b L T

The only barrier, as far as I can see,
is some perverse feeling of rugged in-
dividualism—a perference to go it alone
—a reluctance to share plans and prob-
lems until the project reaches the stage
where we can berale ourselves with
some comfortable and costly admoni-
tion such as: “Why didn't we think of
this earlier?”

Creative Research

As an employee of a company which
supplies packaging, I now feel a strong
compulsion to suggest to you that—of
all of the capabilities which packaging
companies can bring to a purchaser of
packaging—and  their agencies—re-
search Is one of the least utilized. This
is really quite incomprehensible to me,
because research is the Input of crea-
tivity.

That input represents a conglomerate,
A galaxy of methodology. An amalgam
of many techniques. Market testing, in-
depth Interviews, perceptual research.
Some of it basic and exploratory and
some of it highly ordered. All at its
correct place at the correct time in the
system. I personally fecl the correct
places and times are sprinkled through-
out the system, using research as a feed-
back, using research as design fodder,
using research for creative direction.

I'm afraid that the term, “creativity”
Is largely mis-used, mis-applied and
misunderstood In the development of
packaging today. This is the result of
strictly Intuitive, subjective evaluations
of the product and its package's per-
formance. True “creative” packaging is
a synthesis of a carefully worked, ob-
jectively approached marketing plan in
which research is a critical factor.

Basic Intelligence

Much of what is designed and de-
veloped today In packaging is neither
subjectively nor objectively creative.
Too much of what Is offered as packag-
ing is commonplace, ordinary and
wrong. And if it isn't commonplace,
ordinary and wrong—then it is unique,
unusual and wrong. It's wrong because
in the design/marketing equation, the
factor of research is either not utilized
or under-utilized. Research represents
basic marketing intelligence, Which is
the only way truly crealive packaging
and product marketing can be ap-
proached.

Unless research is used to its fullest
by the packaging engineer, the package
designer and the package buyer, the
package and the product will alienate
rather than satlsly.

In creating o package, research
should be used to gather development
information for the marketing plan, and

(Continued on page 22)
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Ambrette

Cyclo-Mixer Extruder
with Twin Die Head for...
continuous mixing, kneading
developing and extruding.

NEW TYPE HIGH SPEED CYCLO-MIXER

“NIN DIE MODEL THCP (shown)
Flour and water are completely mixed with each particle receiving proper amount of water. Eliminates dy 2000 Ibs. per hour
lumps found in conventional mixer. S SLEDIE MODEL BHCP
NEW TYPE FLOUR FEED SYSTEM 1500 Ibs. per hour
Flour fed to cyclo-mixer by precision control resulting in a uniform and constant feed, t 3lEDIE MODEL SHCP
NEW TYPE WATER FEED SYSTEM

1000 Ibs. per hour
Water is filtered and fed under cons

tant, 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 control
Elimination of pulleys, belts and varidrive motors. =

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

NEW TYPE EXTRUSION SCREW AND ANTI-FRICTIONAL METAL LINER
High production screw with low speed. Anti-frictional metal liner in screw housing for long wear and 1o

ot detailed information write to:
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Packaging Needn't
Be a Headache —

(Continued from page 19)
for formulating the packaging platform.
With this information, the creative
package designer can function in a
given direction.

Research, of course, has never de-
signed a package. The preliminary re-
search in a design development is mere-
ly the prelude. The system input. While
the concept may he indicated through
research, the creative designers add the
depth, the scope and the structural and
visual innovations and variations to de-
velop this theme into a germane com-
municative tool.

Research crn only indicate what is
needed; good research may indlcate a
way to reach the end. But it is the de-
signer who must create specifically
what is needed. He must visualize how
a transitional approach must function
and how the elements of design can be
used to meet the objectives.

All of this, agaln, as part of a system
approach. Should there be a new clo-
sure? Should it be filled differently?
How can inventory control, if it is a fac-
tor, be improved?

Evaluate Design

Once the design has been completed,
it should be evaluated against the com-
petitive environment—In terms of per-
ceptual efficacy and legibility. This
phase of package research should in-
clude both visual and attitudinal tests,
to assure measurement of the product-
package image in relation to competing
brands and related products,

We (and that's an editorial we, talk-
ing for market researchers, if not all
suppliers) can compare several ap-
proaches with cross-validation proce-
dures. We can establish which packag-
ing concept most appropriately fulfills
the needs of the retall environment, the
distribution channels and the market-
ing strategy. We can measure attitudes,
both verbally and non-reactively, We
can disclose the different evaluations of
scale results and pupll dilation, using
the former to tell us the why of the
latter. We can measure company, brand
and product images. We can determine
if an opening feature induces more fre-
quent use of the product. We can de-
termine brand name treatments which
have better recognition. We can meas-
ure the worth of a corporate symbol.
In total, we focus on the marketing In-
strument, that is the graphic/structural
package with the greatest merchandis-
ing potential.

Let me digress for a moment to dis-
cuss perceptual tests. Perceptual instru-
ments, of course, are only instruments
designed to measure cerain aspects of

communication, clarity of communica-
tion. They should not be used alone.
Recognition or perceptibility are only
part of the communication process. But
they should be used. Borrowed from
brass instrument psychology, they are
objective and rellable instruments, ad-
mittedly narrow in what they are meas-
uring. They perhaps represent another
of the specializations necessary in a
total packaging system, and they repre-
sent, also perhaps, an area for difference
of opinion among the speciallsts in a
packaging system. They have their
place if their nomenclature, the vocabu-
lary surrounding them and their appli-
cation, is understood.

Cash Reglster Test

While it is a truism that the ultimate
test for measuring the impact of a
package on a consumer is the cash reg-
ister, it is a test to which the packaged
product should only be submitted after
it has been subjected to other, more
economlcal, forms of pre-marketing
measurement. Through such measure-
ment, it is possible to minimlze market-
ing fallure—and to enhance the poten-
tial marketing success of the product.

A wide range of techniques are avail-
able to the market researcher engaged
in such a program. Similarly, they are
also available to the purchaser of pack-
aging.

But, and this is a repetition of the
thesis, research and design are only
part of the system that must be examin-
ed and developed, Sound peckaging de-
cisions are extremely complex.

They must—and I cannot stress this
point too heavily—take into account all
of the aspects of that “glzmo,”" and all
of the different points of view each of
us brings to bear on that package. As a
manifestation of a marketing program.
As a tool for selling. As a container and
protector of contents. As all of these
things and something more,

Make Careful Decisions

As a partner of your product, the
package is integral to the production
and branding and marketing and com-
municating and consumption of your
product,

It cannot be a something you think
about at the 11th hour—a final “hurry
up” consideration. It must be regarded
by all of use as a prime component of
the production/marketing/consumption
cycle, There is no packaging renaissance
man, no gury, no total expert who can
sce it through all of the steps and
phases of the cycle, Speclalizatlon is,
after all and indeed, a necessity. But
there are many package engineers, de-
signers, researchers, agency men who

can learn to appreciate the inputs 4
the varlous steps and phases of the
cycle. Who can appreclate the cygtom

Packaging must be there. Always
there.

Unless it is, you have a murketing
gap.

The supplier view?

Simple.

Packaging as a system. Understood a5
system. Utilized as a system. With a))
the inputs of the system. When it is
used widely as a system, It will provide
the product support and contribution to
product success which has, as yet, been
too universally and too conslstently un.
reallzed.

Voluntary Standards for
Corrugated Boxes

Three additional voluntary standards
for corrugated fibreboard boxes and
blanks to be used on automatic packag-
ing machinery have been jointly devel-
oped by the Packaging Machinery Man.
ufacturers Institute and the Fibre Box
Association. These new standards sup-
plement the initial joint wvoluntary
standard issued one year ago which was
devoted to top-opening regular slotted
cartons.

The three documents cover the fol-
lowing:

1. End-loading regular slotted con-
tainers of single-wall B or C-flute con-
struction, having a bursting strength of
175-200 psl. The standard recommends
five tolerances covering variations In
gap, inside dimensions and warp.

2, Single-wall scored and sloted
sheets in which no panel dimension ls
more than 25-inches or less than 34
inches, except that edge panels may be
1% inches wide. This standard tecom-
mends four tolerances covering varia-
tions in dimenslions, slot depth, slct cen-
tering and warp.

3. An operational bulletin on han-

dling, feeding and set-up of corrugated
boxes using vacuum-operated, auto
matic equipment. The bulletin i3 di-
vided into three parts: (1) Vacuum sys-
tem design and operational factors; (2}
Apparatus for measuring air flow ot the
suction cups, and (3) Recommended
standards for packaging machines using
vacuum equipment.
. During the development of this opel-
atlonal bulletin, it was found that the
two most important variables influenc
ing the performance of packaging ma-
chines vacuum equipment that handle
corrugated boxes are: (1) the volume of
air flow at the suction cup, and (2) the
design of the suction cup with particu-
lar reference to area and tightness of fit
between the cup and the corrugated
board.
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THE INSIDE STORY
AT VIMCO:

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

Labor-saving Goodyear
bins hold more per load,
need fewer loads per
quantity than any prac-
tical-size steel bins,

gpace-saving Goodyear
bins nest when empty,
stack when full.

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

Sanitary, seamless Inte-
riors give dirtand bacteria
no place to hide.

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

Easy-to-clean with just
detergent and steam or
hot water, bins won't cor-
rode, contaminate or rust.

Approved by MID and
Poultry Division of USDA
and Canadian Department
of Agriculture.

——-——-———————————-————-—.'

Goodyear Aerospace Corporation
Box 9278 FFT
Akron, Ohlo 44305

r

|

|

| Please send me more information on Goodyear's
| fiberglass-reinforced plastic bins.
|

i

|

|

|

]

Employees waste less time moving bins, spend more %
|
|
|
|

Name Title————— =
|
|
|
ol

time moving out macaroni, noodles and vermicelli
here at Vimco Macaroni Co. in Carnegle, Pa.
Goodyear bins make the difference. They can for
you, too. For the full money-saving story, mail this

coupon today.

Auaust, 1968

Company
Address
City, State, ZIp
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Good Crop Progress

The condition of spring grains in the
northern Great Plains at the end of
June was good to excellent,

Crop prospects during the month im-
proved materially with topsoil moisture
replenished to meet current crop re-
quirements. Warm weather followed
showers to stimulate good crop develop-
ment,.

Planting was completed in the Dako-
tas and Montana by the end of May, and
durum responded well to cool tempera-
tures and satisfactory moisture. Growth
and development of all grain crops was
ahead of normal and thick stands will
require timely and adequate rains to
maintain the present favorable outlook.

Private crop estimates set durum pro-
duction at an estimated 86,000,000
bushels compared to last year's 63,013,-
000 and a three-year average of 65,172,-
000.

Despite harvest interruptions by rain,
winter wheat set a new record and the
U. 8. Department of Agriculture will
seek to slash 1969 acreage by 18%. The
June estimate put the prospective out-
furn at 1,230,356,000 bushels, up some
36,803,000 from a month earlier and 2%
more than the previous high in 1867,

Durum Seeded Acreage

8 as

Avg, % of

000's 82.66 1987 1868 67
Minnesota 80 64 86 150

North Dakota 1871 2343 2,824 120
South Dakota 126 160 182 120

Montana 187 243 279 115
California 8 (1] 7T 117
u.s. 2,372 2,826 3,388 120
1966 1867 1968

Manitoba 43 53 75 142
Saskatchewan 005 1,130 1,500 133
Alberta 116 130 230 165

Canada 1,084 1322 1,805 137

Internctional Grain
Agreement

The International Grain Agreement
was approved June 14 by the U, S, Sen-
ate. Some Senators saw a curtallment of
exports and a stimulation of the world’s
surplus production because of the
agreement.

The new International Gralns Agree-
ment raises the minimum world price
for wheat 20 cents to 23 cents per bush-
¢l higher than the old wheat ngreement
which expired last July, and several
cents higher than current world prices.

The United States Department of
Agriculture has already moved to make
the new price standards effective. It is
making daily announcements and ex-
port and inverse subsidy rates. The “in-
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verse subsidy” Is a tax collected on
foreign wheat sales when the domestic
price is below the minimum in the
agreement. The export subsidy is paid
when our domestic price is above the
world price level and our traders can
not otherwise profitably buy wheast in
the U. S, market and sell it abroad.

The new agreement also contains a
provision for both the wheat exporting
and Importing countries to put up 4.5
million tons of wheat annually for the
less developed nations. The United
States will provide 42 per cent of the
total. Other exporting countries will
contribute wheat,

Hybrid Wheat Helps India

Two years ago, the rains didn't come
to the Indian state of Bihur and the
wheat crop failed, causing widespread
famine and, In turn, bitter riots by
starving people. The U.S. shipped graln
from its ample storehouses to hely feed
the hungry. The rains came this year,
1o be sure, but the big difference: is that
some of the wheat ylelds are nearly 10
times greater an acre than they used
to be.

The cause of fnis dramatic boo:t, in
Pakistan and Turkey as well as Ir, In-
dia, is hardy strains of Mexican semi-
dwarni wheat., Farmers In these coun-
tries are harvesting ylelds of 50 bushels
to 90 bushels an acre where they once
got as little as 10 bushels, These yields
compare with the nverage U.S, yield
last year of 25 bushels an acre.

This super-yielding wheat Is a deriva-
tive hybrid, the result of cross breeding
several genetically different wheat va-
rieties. In the U.S, researchers have
been hard at work for years trying to
develop hybrid swheats that would give
higher yields and possess other charac-
teristics better than their parents. Hy-
brid corn, introduced in the 1920's, and
sorghum hybrids, first marketed in 1850,
have greatly increased production of
these grains. But, researchers say,
wheat hybrids for U.S. farmers are at
least several ycars away from being
generclly availavle commercially be-
cause of several technical problems in
hybrid seed producticn.

Rockefeller F'roject

The Mexican wheat strains were da-
veloped in Mexico by sclentists from
the Rockefeller Foundation who have
been involved in agricultural research
there since 1943, Bred into the hybrid,
in addition to several Mexican straine
and a U.S. type, is a gene from a Japa-
nese variely, Norin 10, that expresses
itself in short, sturdy stalks capable of
holding up heavy, lush heads of grain.

r et i i el )

The semidwarfs have proved very
adaptable to conditions in the Near Eagt
and the Indian subcontinent. They must
be grown in areas of irrigation or heavy
rainfall, but mature on schedule rega;d.
less of variation In climate. Moreaver,
the Mexlcan wheat resists rust and
other diseases common to the areas
where they've been planted.

Most important, perhaps, the hybrids
are self-pollinating and thus self-propa.
gating strains which breed “true” with-
out a drop In vigor, Farmers can grow
their own seed graln rather than pur.
chasing new seed each year as must be
done with hybrid corn and sorghums.
Underdeveloped nilions lack transpor.
tation facilities and seed industries to
supply their farmers every year,

Limited Potentlal in U.8,

The Mexican hybrids would have
only limited success in the U.S, Much of
the Great Plains wheat country is loo
arid for their growth, and they lack the
milling and baking characteristics pre-
ferred by U.S. mills and processors for
bread making.

Australian Crop Down

Figures released by the Australian
Commonwealth indicate that wheal
production for the year ending March
31 will be 277,000,000 bushels. That Is
188,000,000 less than last year, More
than 2,000,000 more acres were plonted
but drought cut ylelds in half.

Triticale Yields Disappointing

Triticale, a new crop developed from
wheat-rye crosses, is a potentially use-
ful feed and food grain. Extensive re-
search efforts have been carried on by
the University of Manitoba since 1954,
and more recently by the International
Maize and Wheat Improvement Center
in Mexico City.

Dr. E. N. Larter, University of Mani-
toba, Winnipeg, recently reported 1067
results that showed the average yicld of
present-day experimental Triticale o
be only equal to Manitou spring wheat.
Although yields were lower than anti-
cipated, the widu range of breeding
types now available for future evalua:
tion makes it possible that higher yicld-
ing lines can be developed with addi-
tional research.

Leading Durum Producers

The top ten counties in North Dakola
for durum production include Townen
Cavalier, Ramsey, Benson, Bottineat,
Ward, Nelson, Mountrall, McLean, and
Rolette.

National Macaroni Week
October 17-26, 1968
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Perfect packages. All day long. Day after day. That’s wha,t keeps.you;' p:oiirii
pipeline filled and Triangle knows it. And the reason we re moving fast. |
arcas like solid state control. Making our bag machines an_d scale sysgami 11:11n |
long and strong with less time out for adjustments and mal.ntenance. nabling
you to maintain the performance production der‘nands' with t.ltmost z;cculracy
and speed. We can perform for you. For details write, Triangle Bg;c-ogog(;e _
Machinery Co., 6654 W. Diversey Ave., Chicago, Ill. Phone (312) i }

TRIANGLE |

Tag machincs » Beales « Fill equipment ‘
« And related high-performance t
13

Triangle s running faster in hl ) lormance nackaging systems.
1! igh-porf nee !
]
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Egg Values Rise

The Tepco Pioneer published by
Tranin Egg Producis Company of Kan-
sas City points to increasing values of
shell eggs because of decrease of size of
laying flocks on farms, a decrease in
hatch of egg-type chicks, the govrrn-
ment purchasing program of some 10,
000,000 pounds of dried scrambled egg
mix, and egg production per layer at a
ten-year low. Household consumption
of shell eggs is holding up which indi-
cates that come Fall egg prices could be
higher.

The government's purchase program
of dried scrambled egg mix was to be
for 10,000,000 pounds. Some 7,587,000
pounds were purchased in June at
prices ranging from $1,018 to $1.10 per
pound f.ob. plant. With the program
expanded dellvery dates have been ex-
tended and total quantities to be pur-
chased are unknown.

Egg-type chicks haiched during May
were estimated at 58,000,000, down 13%
from a year ago. Eggs in incubators on
June 1 was down 6% from a year
earlier,

Marketing Orders for Eggs

All but two of twenty-five witnesses
appearing before a Congressional Agri-
culture Committee Hearing testified
favorably for marketing orders for the
egg industry, but despite strong support
it appeared unlikely that Congress
would pass legislation this session be-
fore the recess came.

Poultry and Egg
Marketing Conference

Plans for the second National Poultry
& Egg Marketing Conference have been
announced by the Institute of American
Poultry Industries.

The meeting will be held at the Sher-
man House in Chicago, August 22.25,
Among the speakers will be:

® Dr, Ernest Dichter, president of the
Institute for Motivational Re-
search;

Fred Hahn, vice-president and
general manager of Howard John-
son’s grocery products division.
Karl G. Heinze, executive vice-
president of Grocery Manufactur-
ers of America.

® Richard J. Jones, president Inter-

national Grocers Alliance (IGA).

e Jean Wade Rindlaub, a former

vice-president of Batten, Barton,

Durstine & Osborn, and a star nd-

vertising copywriter. '
Consumer Dialogue

A dialogue with consumers will be a
special feature, It will be conducted by
William C. Nigut, Chicago marketing
consultant, who was chosen to conduct
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U. 8. Cold Storage Report
Shell Eggs (Cases)

Layer Repori:

Eggs Laid per 100 Layers

Government Egg Reports

'17,
Frozen whites Pounds 12,235,000 9,481,000 m.:u,ggg
Frozen yolks Pounds 25,150,000 18,800,000 20,712,000
Frozen whole eggs Pounds 67,337,000 41,246,000 34,106,000
Frozen unclassified Pounds 3,024,000 1,458,000 1,494.000
Frozen Eggs—Tolal Pounds 87,746,000 71,004,000 72.|23:nnu
Crop Report (48 States) May 1968 April, 1968 May, 197
Shell eggs produced 6,048,000,000 5,975,000,000 6,102,000,000
Average number of layers 310,780,000 316,307,000 300,427,000
Average rate of lay 19.48 18.80 10.72

June 1, 1968 May 1, 1868 June 1, 1867
Hens and Pullets of Laying Age 3DB.DB‘:7',ODD
82

June 1, 1868 Year Ago 5 Y. Avg,
205,000 265,000

313,460,000 308,401,000
63.3 63.2

the series of consumer dislogues spon-
sored by the Natlonal Association of
Food Chains following the consumer
boycotts a year ago.

Workshop sessions will deal with dis-
tribution, processing, shell egg and egg
products. The latter will be handled by
Richard Forsythe, Henningsen Foods,
Inc.

Harold M. Williams, Institute presi-
dent, points out that this conference is
designed to bring together all of the
people involved In getting chickens,
turkeys, and eggs from the farm to the
table. “Marketing in most cases,” he
sald, "is a joint responsibility. Retailers
need to talk with processors and they
both need to talk with wholesalers and
distributors, And everyone needs to
talk with consumers. This Marketing
Conference is the place to do it."

New G.T.A. Manager

M. W. Thatcher, nationally known
farm and cooperative leader, has an-
nounced his retirement as general man-

ager of the Farmers Unlon Grain Ter-
minal Assoclation.

The G.T.A. Board of Directors named
B. J. (Barney) Malusky to succeed Mr.
Thatcher as general manager.

In 1838, with a handful of co-spon-
sors, Mr. Thatcher organized the Grain
Terminal Association as a markeling
organlzation to handle the grain pro-
duced by cooperative farmers in the
Dakotas, Montana and Minnesota.
G.T.A. grew from an original capital
investment of $30,000 to a wide-ranging
network of grain elevators and process-
ing plants with assels of more than
$125,000,000.

Mr. Malusky, a North Dakotan who
has been G.T.A.'s assistant general
manager for three years, joined the co-
operative in 1947 as an auditor. Later
he became head of the Field Service
Division, and in 1983 was made a vice-
president.

New FDA Chief

President Johnson announced *he ap-
pointment of Dr. Herbert L. Ley Jr.to
succeed Dr, James L. Goddard .- com-
missioner of the Food und Drug *dmin-
istration as of July 1. Dr. Godd. rd as-
sumes a post with a compuler ¢t npany
headquariered in Atlanta.

Dr, Ley, 44, a cum laude grad..1te of
the Harvard Medical School, llows
Dr. Goddard as the second phys: an t0
become head of the FDA. He joi: «d the
agency in the fall of 1066, comir : from
the Harvard School of Public 'lealih
where he was chairman of the acpart:
ment of microbiology.

Earller, he was chief of the bivlogica!
and medical sciences branch, hfe st
ences division, of the Army Research
Office. He was also on the faculty of
George Washington University S_rhm’
of Medicine and, before that, chief of
the preventative medicine resear®
branch in the office of the Army S“r:
geon General. He served ns an Army
epldemiologist in Korea and Vietnam
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How A Business Can Use Consultants

by William A. Lohman, Jr., Experience, Inc., Minneapolis

HE opportunity to be with old

friends and people I admire and re-
spect overcame my timidity to appear
before you as a spokesman in a field
that is so new to me. I decided when
retiring from General Mills that T would
seek to be useful to the industries that
had been good to me. Actually, the
macaroni industry has been close to my
heart from way back in my New York
early days. Therefore, if I can contrib-
ute even a little, it is fulfilling my de-
sire to be helpful to you.

We live and learn—often the hard
way. The more positive we are based
upon daily repetition of activity, the
greater the tendency to overlook
changes in the industry and in condi-
tlons that are so gradual and small—
but which accumulate and accelerate
Into major faclors for or against our
hest interests,

Think of ppwerful firms once at the
very top that no longer exist or are
down to minor status. The heads of
these enterprises were successful in
achleving the peaks. They did not dis-
cern trends and new forces in time to
act, Were they so preoccupled and so
confident that they falled to see what
really was happening? In truth, they
did not see, nor have guidance as to
ensure the future.

No one likes to alter a system of busl-
ness that was designed by himself and
has been productive. Are new methody
more useful, more economical or more
revealing? Once a parade passes by, the
picture passes from view,

Good Progress Made

The macaroni Industry has a wonder-
ful record of progress, Those who mod-
ernized, adopted Imaglnative merchan-
dising and marketing programs and
worked with the cooperative forces In
assoclation activily have prospered and
grown. Does this success expose you to
complacency? Whether you use outside
facilities or not, recommend that the
lessons of the past be taken to heart
and indoctrination for the future ac-
cepted. Away from the pressures of the
job Involvements, look critically at
every phase of operations and at the
forces developing in the food Industry,
Timely adjustments in patterns of
thought and action may well avold big
and costly burdens that are not easily
tossed off. Complaining about your
competitor and wishful thinking pro-
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vide no answers. Knowing the real
facts and assessing in relation to your
own positions wil suggest future re-
quirements. Can you do it alone—or,
would independent appraisals enlarge
the analysis and your vision?

An opposite sltuation can glve a com-
peny head a difficult time. Salesmen are
praone to report advantages of competl-
tors in quality and service when their
own sales are below par, False beliefs
may be the result of mere impression or
half-truths. Repetition can undermlne
existing policles. It is folly to drop o
sound plan on snap judgment. Con-
sulting with experienced men and re-
viewing a careful study may restore
confidence and enthusiasm before any
damage is done.

Most people when they think of con-
sulting firms think of several glants in
the fleld. However, they forget that
these firms developed from small enter-
prise and that the skills and knowledge
of experienced men comprise the basis
for their operations. We can forget the
old “efficiency expert” who worked on
a percentage of savings. He made his
fee but left a debilitated business in
many instances.

A Big Business

Today consulting is big business, run-
ning in excess of $750,000,000 a year, It
covers every concelvable facet of man-
agement. Business—and life in general
—is so complicated and there are so
many new elements o know, use and
anticipate that cven the largest firms
seek assistance. The larger the opera-

tion, the more the call is for answers for
fitting Into the complexity. It would
appear that smaller and middle bracket
of industry with less staff, actually are
in greater need,

One thing that I have learned is 1o
consider each client as an Individual
project. No one analysis will provide
the answers. Therefore we rely upon
men who can best supply interpreta-
tions and suggestions based on sound
backgrounds of practical experlence,
Very often the cllent wants confirma.
tion of his thinking and an outside, un-
biased analysis and a report to fortify
recommendations to his principals.

It surprised me that Experlence In.
corporated could serve very large firms,
as well as those small to moderate in
size. The organization was formed to
tap usually successful men for guidance
and for specific purposes, and to have
available knowledgeable men in profes-
sional, academie, and related Industry
manpower. A heavy reliance on experi-
ence has been practiced. Though we
started primarily in agribusiness, I no-
ticed the more general handling in as-
pects of finance, marketing, research,
plant operations, ete.—in foreign as
well as domestic areas. Before n new
plant or market effort is underi:ken,
there is a desire for study and analysis
to confirm or justify the undertaking.
This may be a simple problem o one
involving a ten year study thal will
gulde decisions and actions.

No Profit—Why?

A steel mill, for example, Is milern
and yet fails to make profit to justify
banking support. They ask for a con-
sulting project of a team that will Jing-
nose the problems. They know hc v lo
make the products but faulty plan.ing.
scheduling, and coordinating internal
functions are the crux of the dicully.
With the practical on-the-scene exami-
nations, goes tralning of personnel and
practical recommendations, not based
on the Internal situations that con-
tributed to Inefficiency. This steel plant
is a good-sized operation—not a huge
one—but can handle five to ten times
the volume If it improves line of prod-
ucts and its merchandising skills. I be-
leve this may best illustrate what
might be done for businesses of the size
of most macareni companies today.

(Continued on page 30)
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JACOBS-WINSTON
LABORATORIES, Inc.

EST, 1920

ing and Analytical Chemists, specializing in
fl?”f:;:lgfs involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—VYitemins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs and
codles,

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

6—Pesticides Analysis.

T—Bacteriological Tests for Salmonella, etc.

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

SILD

OPERATION

The newest in production methods
The oldest In expearience

Means the finest in egg products

Whatever your needs...Use only the best, Use
Mo:ark's olden Yellow Egg Yolks and Whole
Egg Solids, it costs no more.

For detalled information to mest your Indlvidual
needs, write or call collect:

Monark

CORPORATION
801 East Third Strast Kansas City, Mo. 84108 AC §18—421-1870

Auvaust, 1968
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Eggs Like
Grandma
Used ¢

Dark Yolks a Spechlty

ILON GALOBAU

gl’l“é.:rgr.u.r (Y !mn '
a01-287.2211

Manufacturers of Quality Egg Products

Cable: Waldaum (Wakeheld)

COOK UP

Some Extra Sales
Push National Macaroni Week
October 17-26
Get details from the National

MACARONI INSTITUTE
P.O. Box 336, Palatine, lil. 60067
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Consultants —
(Continued from page 28)

Other service rendered Is in acquisi-
tions and sales of businesses, where the
confidential nature of the project is
important. The owners do not wish to
upset personnel, and risk losing good
men, by discussing generally, They do
not wish competitors to learn of even
the consideration of sale of a company,
The same is true of companies looking
for adidtional lines—they want It con-
fidential along with appraisals on the
prospects, the market and the integra-
tion problems when an acquisition Is
made.

Consultant Costs

The financing program of expansion
or improvement In use of assets is an-
other area that is important. Here
again, the owners prefer not to go o
sources that risk publicity, or trade cir-
cle rumor, and use a consulting firm to
protect themselves, as well as to get
wider knowledge to develop a wise
plan,

Another phase that we find of essen-
tial value Is the fact that a consultant
cost is known and ends with the proj-
ect's completion. In a company, large oy
small, when a manager is assigned to
new responsibilities, a build-up of staft
and expense Is created and with fringe
and other costs, the result is to put con-
tinuing expense loads on the business.
At times, efforts to make work develop
and this Initiates functions not desirable
2s a permanent operating unit. Objec-
tivity ¢ :stions analysis and recom-
mendations—Is it the best plan, the
right plan and can the business afford
it?

Costs at first may look high. They are
not when viewed with true vulue and
long-term benefits. You are buying the
talents of quallfied, successful and ex-
perlenced consultanis. Actually it is a
risk not to seek the best available and
preferably knowledgeable in your fleld
of endeavor.

Full Cooperation Needed

Analyze your problems and reasons—
dismixs the idea of using consultants it
not prepared to glve the fullest infor-
mation and cooperation. Take your
time in selecting the consulting firm,
A wrliten proposal of what they intend
to do will assure you that they under-
stand what you want, how much time
required, capability of assigned experts
and the cost. May I inject that a con-
sulting firm spends time and money to
consider, study and present a project,
This costly effort may be top-notch, yet
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the intended client decides to wait, to
reduce the scope or to place business
elsewhere. It is a risk of the business
and does become our expense not only
In detail but in lining up competent
men to perform services as submitted.

When a decision is made, ensure the
support of your organization in the de-
velopment and Implementation of the
program. A consultant must have a
clear understanding of the purpose. He
realizes that you know the business bet-
ter than anyone else. He can't and won't
dream up a magic formula but make
interpretations and suggestlons that ex-
perience and exposure to many prob-
lems make possible. He is not bound by
tradition or policy not to look deeply
and originally into new thinking.

Be available for advice and discus-
slon to keep project moving and on
track toward the goals. This reduces
time and assures you that qualified men
are functioning and working properly.

Finally, the reports and recommenda-
tions must be clearly presented to you
and to those who must act to achleve
benefite. A full discussion and perhaps
a few sessions may amplify or simplify
the adoption of strong measures.

Users Satisfied

Careful survey reveals that 75% of
the users of consultants have been satis-
fled and the cheapest Investment they
could make for the long-term continu-
ing benefits. In the 25% balance are
some real bad jobs, Many often falled
due to the client not clearly stating
what he desired to know or the true
facts—or failure to understand or im-
plement the recommendations given.

Most projects are identified and com-
plete. However, there are excellent ex-
amples of a first phase so constructed
as to be a basis for a second or third
effort if the client does not possess the
manpower or specific executive to de-
velop growth or wider profit potentlial,
This does not mean that you have to
have subsequent consulting — merely
that a first phase can be sound and
broad enough for a next step if deemed
wise. Belleve this is why satisfled users
of consultants And it desirable and
profitable to engage their competence
for further advantages,

I hope that I have used illustration
to give you my impressions of where
and how a business can use consultants,
and not to make the decision but rather
to be as Experience Incorporated says
“counsel to the decision makers."

—_—

"Our stability is but balance, and
wisdom lles in masterful administration
of the unforeseen.”

—Robert Bridges
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Dr. Sullivan Life
Member of MNF

Dr. Betty Sullivan, vice presideny of
Experience Incorporated, was honored
at their recent San Antonio convention
with Honorary Life Membership in the
Millers National Federation.

While vice president and director of
research with the Peavey Company of
Minneapolis, Miss Sullivan was an
active member of the Federation, sery.
ing as Chalrman of thelr Technical Ad-
visory committee for ten years. The
Life Membershlp award was in recog-
nitlon of her notable contributions both
to the Miller's organization and to {he
milling industry in gonzr=l,

Miss Sulllvan, who holds both bache.
lor and doctorate degrees from the Uni.
versity of Minnesota, generously shared
her time and talents while with the
Peavey Company as an advisor and
consultant on many state, federal, and
education projects connected with agri-
culture, milling, cereals, and nutrition
in general.

Joins Experience, Inc.

Upon her retirement last year frun
her responsible Peavey post, Miss Sul-
livan merged her experience and talents
with Experlence Incorporated, Minne-
apolis-based  business  consultants,
where she serves in the double capaclty
of vice president and technical con-
sultant, particularly in the flelds of blo-
chemistry, cereal chemistry, milling,
feeds, and nutrition. Early this year she
completed a world tour which included
consultation with Japanese and British
wheal growers and millers, and wilh
East Indlan officials on problems cf nu-
trition.

GMI Names Consumer
Research Director

Dr, James M. Carman, assoclatc pro-
fessor, School of Business Admin tra-
tion of the University of Californa at
Berkeley, has been named Directcr of
the recently formed Consumer Res irch
Institute of the Grocery Manufacti.ring
Indusiry, Inc.

The unique purpose of the Institule
is to sponsor and underwrite rescarch
In critical areas of consumer concern
about the grocery industry rather than
the manageria]l aspects of markeling
practices—to search out and determine
the truth in the mutual interest of the
consumer and the Industry. Todoy It
has more than 100 members including
grocery manufacturers, advertising
agencies, magazines, the National Asso-
clation of Food Chalns, a management
consultant irm and a marketing re
search firm,
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N. Keohn

IF you were crossing a street and a
car suddenly bore down on you, you
would instinctively jump away. You
would not stand and ponder the prob-
lem, consider alternatives, ete.

We may react this way several times
a day. A fly alights on our face and we
brush it off. A red light flashes on and
we stop the car. There Is no extended
thought process involved.

Top producing salesmen act instinc-
tively many tlmes during the inter-
views. They are so well disciplined and
80 knowledgeable about their product
that they can handle any objection or
question on a second’s notice. That's
what makes them great salesmen.

No Time for Thinking

I am not trying to eliminate thinking
from the salesman's life. There are
many situations in selling which re-
quire careful thought. You must think
about your future, your career, ete.

But when you are in a prospect's
office you're on the “firing line.” Often
there is literally no time to think, to
muse over possibilities. Thinking is a
luxury that may cost you an order,

You must make an instantaneous re-
sponse and exude confidence and assur-
ance while doing it. This means that
you must know your sales story so well
that it is second nature with you.

Buyers are alert to the tell-tale signs
of doubt and indecision. Imagine what
goes through their minds when they see
you fumbling for an answer or hesitat-
ing. They may not be too fast them-
selves in the brain department, but they
expect you to be, .

Having full knowledge of your prod-
uct and the buyer's needs and problems
are of course essential to a quick reac-
tion In the interview. But there is some-
thing else.

The salesman must be keenly attuned
to any sign which may give him a tip
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SMOOTH SELLING®

by George N. Kahn

SELLING BY INSTINCT

This is No, 44 of 48 sales training articles,

or clue to the prospect's attitude, preju-
dice, fears, dislikes or misgivings. He
must watch the buyer carefully to de-
tect which way he Is going to jump.
And he has to jump the same way.

Much of this ability comes with ex-
perience, but you can start training
yourself now, Turn on your powers of
observation to thelr highest degree.

Is the buyer taking furtive glances at
his watch during the interview? He
may have another appointment coming
up shortly, s0 you'd beiter wind up
your talk in a hurry. Is he getting a
glazed look in his eyes? You might be
boring him instead of convincing him.
It's time then to get dramatic, to snap
him out of his torpor.

Is he injecling objections that are
really dismissal devices? He must be
challenged immediately.

You must do all of these things at
that moment, not tomorrow or next
week. There's no doubt that if you went
home or back to your hotel room you
could calmly recap the interview and
figure out what everything meant and
what you should have done. But there
is no time for that. You may go back to
the buyer the next day with all the an-
swers only to find that he's no longer
interested or that he bought from a
competitor,

The son of a business and social
friend of mine was an outstanding col-
lege football player. His ambition was
o coach, and after graduation he was
hired as the football coach of an eastern
high school,

Saw Too Late

The son, Roy Ames, started out badly.
His team lost its first game,

Later I had dinner with Roy and his
dad at their home. Roy was pretly blue
but was able to discuss the game quite
ratlonally, “You know," he sald, “right
now I can see the mistakes I made very
clearly. In two Instances I ordered plays
that were wrong. A couple of times I
had trouble making up my mind.”

Well, Roy became a winning coach in
five years and was hired by a big east-
ern collcge, By that tinie he was able o
react instinctively to virtually any sit-
uation that arose on the gridiron. That

was because he knew his job so thor.
oughly that he was prepared for wha.
ever came up.

So it is with salesmanship, The more
you study your job, your product, your
customers and the competition, the
quicker will be your reflexes when it
counts—before a buyer.

Applying Learning

A quick reaction in the buyer's office
is the result of education and tralning.
When a new airplane tests out success-
fully, it is the culmination of weeks
and months of work and trial. When a
batter hits a home run, it s the result
of years of perfecting his swing.

Likewise, when the salesman per-
forms well before a buyer, it Is no accl-
dent. He has prepared for years. His
technique is polished to a fine tone and
he has enough knowledge of his product
and company to fend off any attack.

Learn everything about your job that
you think will help you sell, Attend
sales meetings, read reports, study pro-
duction and absorb Information (rom
your boss, your colleagues and anyone
else who can ald you. Only then can
you make the lighting responsc: be-
fore a pruspect.

Nothing that a buyer says shoul:' sur-
prise you or catch you off guard. Anxd if
you are surprised, you should ni' be-
tray it. Always be the professionu' the
man who can roll with the punch

Marine Tralning

George Linden, an ex-marine. be
came a grocery salesman right after
World War 1I. He picked up the busl
ness 50 quickly that his company was
delighted. He rose rapidly, becoming 2
major earner within a few years.

. George was perfection ftself in on
interview. He acted cooly, surely and
productively. He was like an actor who
never forgot a line or a cue. Buyers
often gave him orders out of sheer ad-
miration for his performance.

T met George one day at a sales meel*
ir I addressed. He told me he had
fo. 2! a parallel between selling and his
service as a Marine.

“How 501" lasked.

“As a marine you have o be ready
for anything In battle. Salesmanship I8
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CONVEYING SYSTEMS

DELRIN ROLLERS

BELT CONVEYORS

A complele line of standard belt conveyors with modern,
sireamlined frames — sanitary construction and “quick con-
nect seclions"— Special features are offered such as: Lorig
sill-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:

_ VIBRATING CONVEYORS =
* Ideal for conveylng: Cereals s 8nack Foods » Powdered Prod- .
" ucts » Frozen Vegetables « Chemicals » Detergents » lqnclln.‘_..‘;
4 cldes « Beads s Macaroni + Flour « Pharmaceuticals « Boans ¢+
Rice » Metal Parts « Chips and Scraps, Sanitary Construction
for easy cleaning: Capacities up to 4200 cu, "./hr, Models for-
screening, dewatering, cooling, heating. = Bulletin C?C-;a.‘-,:‘,

: (i
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SEECO BULK AND SURGE STORAGE SYSTEMS
AUTOMATIC BELT STORAGE STATIONERY BIN STORAGE
For 'Non-Free Flow- For ‘Free-Flowing'
ing'Materialssuch as: Materials with auto-
Snack foods, cookies, matic'in and out'feed
frozen foods, siringy- systems, gales, alarm
wet-slicky and other and conltrols, Capaci-
‘bridgy’ items, Capac- ties up lo 120,000 lbs,
ities up to 70,000 lbs, Bulletin CBS-10.
Bulletin CAC-10.
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ELECTRIC PANELS AND CONTROLS

The Key to Practlcal Automation is In the design and application of electrical
tompaonents such as, photo controls, sonar devices and solid state relays. Asceco
engineers incorporate proven concepts which are accepted as standard and do
Mot require extraordinary attention,

Services Offerad; Flant Enginesing and lsysut @ Elgctrical Enginesting and control panels ® Ersction and startup I
1830 W, OLYMPIC BOULEVARD, LOR ANOGELES, CALIF, 9000S
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the same except, of course, there is not
the danger. But in selling you have to
be equal to any challenge thrown at
you.”

George also compared marine train-
ing with sales preparation, pointing out
the advantages of each. In this connec-
tion he told me a story,

For a year after the war George had
been a paraplegic as the result of a war
wound.

“When we were training at Paris
Island, we all complained about how
tough it was. Some of the obstacle
courses, especinlly, were brutal,

“But in combat we soon learned that
out stateside training wasn't hard
enough. T got hit because our squad
leader made the wrong decision. He
didn't think fast enough and we got
plastered.”

When he got out of the hospital,
George carrled his belief in prepared-
ness over Into civilian life, That's one
of the things that made him a brilliant
salesman,

Thinking Constructively

Most of the thinking a salesman does
should be done before the call. But
there is more to it than that. The think-
Ing should be along constructive and
creatlve lines. In other words, you
should go into an interview with the
Idea of doing something for the buyer,
Thus, when the latter provides an open-
ing you can come right in with an Idea
or suggestion to help him. Your re-
action will be instinctive. You will have
a solutlon at your Instant command.

In sales training programs companies
try to indoctrinate and orient the sales-
man to the company. This s fine, but
you should also orient yourself to your
Job and to your customers.

Hal Mercer, a cooling systems sales-
man, was so well oriented to his job
that he regarded every customer as a
man with a problem. His frequent com-
ment to a buyer was:

“Any problems today?"

If the man deflned a problem, Hal's
reaction was instantaneous. He recog-
nized it Immediately, not because he
was clairvoyant, but because he had
oriented himself so completely into the
customer's business that he thought like
the customer himself,

When To Leave

The same Instinct that tells a sales-
man when to close or when to deliver a
hard sell should also tell him when to
leave, .

No matter how good your narration
is, there will be days when a particular
prospect will not buy. He is in a bad
mood, depressed or his stomach is both-
ering him. There are warning signs of
these conditions if you'll watch for
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them. When a buyer is out of sorts,
there is no point In pressing forward.
Such effort will do you more harm than
good.

Take your leave, but, figuratively
speaking, don't lock the door behind
you. Leave the door open for a return
visit, Don't depart angrily ‘or pettishly.
Thank the man for his time and suggest
another day for a call,

Flattery May Help

With an old customer you know
pretty well what makes him tick;
whether informality, jokes, or a straight
business approach is required. But with
a cold prospect, the salesman is initially
in the dark unless he has received ad-
vance Information on the person.

With such an individual it's a sound
Idea to make a few delicate probes to
help throw some light on his character.

For example, he might be receptive
to flattery. Many people are, A word
about his wall could get the interview
off to a smooth and amiable start.

Frank Walsh, an advertising space
salesman, told me of a retailer who sat
in chilled silence as Frank delivered his
presentation, Feeling that the interview
was slipping away from him, Frank
stopped his sales talk and commented
on the store's window display he had
noted on the way in.

The man perked up at once.

‘Do you really like it?" he asked
eagerly. “My son did it, you know, He's
starting with me in the business.”

From then on Frank had the man
eating out of his hand.

But again I want to stress that this
did not happen by chance. Frank knew
when to act, when to change signals
and go off on another track. He acted
instinctively,

Are your selling instincts well de-
veloped? Here is an exercise to assist
you in finding out, If you can answer
“yes" to at least eight questions, your
reflexes are in good shape.

Yes No
1. Do you respond quickly

most of the time to objec-

tions or questions? -_——
2. Do you know your sales

story backwards and for-

wards, so to speak? —_——
3. Are you alert in a pros-

pect's office for signs which

may tell you what he is

thinking?

4. Do you act on these signs? — —
5, Do you spend time polish-

your techniques? —_ -
6. Do you have constructive

thoughts before the inter-

view? —_——
7. Can you put these thoughts

into words to help the

buyer? —_—

8. Are you tully orlented to
the customer’s problems? —
8, Do you feel you apply your
sales learning and training
during your calls? .
10. Do you know when to back
out of an interview? e
11. Are you invited In this case
to a return visit? -
(Copyright 1084—George N, Kahn)
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‘Business

deserves
onsumer

confidence”

This past year, American consumers
made 3,206,203 calls to 126 Detter Busi-
ness Bureaus across the country,

For every one complaint there were
nine ingquiriea—people who simply
wanted to check on the reputation or
relinbility of a company, or find out
about some business practice,

Cumpare that to 30 years ago, when
the opposite was true: most people
calld the Bureaus to complain.

Desides, Bureau records show that
not all consumer complaints are serious
or justified. Frequently even serious
cor-plaints are the result of a company's
unintentional mistake.

In the vast majority of cases, whether
the mistake was intended or not, the
Bu:eaus obtain voluntary corrections.

Despite these fzvorable signs, busi-
nezs todzy frzes a crucial need to do a
still better jcb of self-regulation of ad-
vertising ard selling, and to do more
to inform both government and the pub-
lic concerning business progresa in serv-
Ing customers in the public interest.

Hence the Better Business Bureaus,
drawing on thelr unique 54-year expe-

tience, have launched an expanded ac-
tion program. It features these develop-
ments:

1. Expanded Service By Individual
Bureaus, In city after city BBBs are
broadening the geographic areas they
serve, adding more telephone lines, in-
stalling automated filing and reporting
Systems—n0 they can give more con-

Aucust, 1968

sumers better and faster service,

Increasingly, individual Bureaus are
called upon to testify before state legis-
latures.

In some cities, Bureaus are setting up
Consumer Affairs Councils to provide
local forums for discussion of consumer
problems.

And each year new Bureau offices
are opened.

All this costs money; but it demon-
strates the spirit of a great business
community which understands that it
can survive only if it enjoys the confi-
dence of its customers, and which will
go beyond any possible law in protect-
ing this relationship.

2. BBBs’ Research and Education
Foundation. Activated under the di-
rection of a distinguished Board of
Trustees, this foundation will conduct
urgently-needed studies toshed the light
of objective fact on issues of concern to
consumers, Under its aegis the BBB
will initiate new programs to protect
both the consumer and the enterprise

stem.
‘3{ Office of National Affairs. This of-
fice has been opened in Washington. It
will use the goldmine of information
gathered by Better Business Bureaus
across the nation, providing federal offi-
clals - for the firat time on o systematic,
continuing basis — with reliable data
based on more than three million con-
sumer contacts per year.

1t will also offer facts on how business

regulates its marketplace activities in
the public interest, and report back to
business on government activities and
plans affecting business.government re-
lations in the consumer area.

4, Btepped-Up Mass Communication,
This program will express lnduutry'a
concern for the consumer, explain in-
dustry's self-regulation efforts, upgrada
consumer buying skills, and increa_se
public understanding of the enterprise
system.

How can you as a businessman co-
operate with this expansion program?

Bear this in mind: the heart of the
BBB complex remains the individual
Better Business Bureau.

It works to improve the business cli-
mate, to safeguard your community's
buying power and maintain a market
environment in which your business can
operate profitably.

And it supplies data now being re-
layed to both federal and state govern-
ments to show why business descrves
consumer confidence,

Write or call the mannger of your
nearest BBB, Tell him your reaction to
the Bureaus' expanded action program.
See how you can help
to make it succeed.

Association of Better (
Business Bureaus In-
ternational, Chrysler BBB
Building, New York,

'o

New York 10017,
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BRAIBANTI HAS

ALL THE FACILITIES

TO SOLVE ALL YOUR PROBLEMS
SPECIALIZED TECHNICIANS
HIGHLY QUALIFIED

ARE AT YOUR DISPOSAL
TO SATISFY THE MOST
DEMANDING NEEDS

MACARONI MANUFACTURERS
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IMPLETE PLANTS

FOR MACARONI
FACTORIES

OF ANY SIZE
AND ANY
OUTPUT.

0OTT INGG. M., G. BRAIBANTI & C. S.p.A.-MILANO - LARGO TOSCANINI, 1 - TEL. 792393 - 780031

“OLE | “PRESENTATIVES IN THE U.S.A. AND CANADA
LEHARA CORPORATION, 60 EAST 42 STREET NEW YORK, N.Y. 10017 (TEL, MU 2.6407)
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Want Ads

WANTED—Used D. F. Long ond Short Cut
Presses. Box No, 255, Macaroni Journal,
Palctine, 11l 60067,

FOR SALE—Complete, outomatic, modern
equipment for 40,000 Ibs. daily production.
Long, Short, and Noodle products. Bulk Flour
System. St. Louis Mac. Co., 5119 Bischoff,
St. Louis, Mo. 63110.

Leon Wright

,ﬁ"

New Stripper and Cutter

A new automatic stripper and cutter
for spaghetti and macaroni has been an-
nounced by The Buhler Corporation,
Minneapolis, Minnesota.

It offers two unique and important
features.

One is the guide belts which hold the
product firmly in place during the cut-
ting process. This is said to greatly re-
duce breakage and number of small
pleces.

The second is the built-in discharge
shaker which removes small fragments
and dust which might otherwise end up
in the package.

Louls Lotfredo
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The shaker delivers the cut ; ds in
perfect alignment to the produ: chute
or directly to the automatic pi er. If
desired, the two shaker convey - can
be arranged side-by-side or om hove-
the-other to deliver to the sam. utlet,

Another important advantage . that
the stripping and cutting cycles ( crlap,
thus making it possible to slow ti. cut-
ting operation without reducing put,
According to the manufacturer, this re.
sults in a better cut.

Further Information on the new
Stripper and Culter may be obtained
from Buhler representatives or The
Buhler Corporation, 8925 Wayzala
Boulevard, Minneapolis, Minn. 55426,

Skinner Acquires Roma

The Skinner Macaroni Co. of Omaha
has purchased the Roma Macaroni Co.
of San Francisco. The transaclion was
completed May 0,

In making the announcement, Lloyd
E. Skinner, president of Skinner Maca-
roni Co,, sald Roma will continue under
its present management and will con-
tinue to merchandise the Roma brand
He stated that a plan to upgrade Roma
products would be initiated.

Skinner said, “The quality improve-
ment program would mean Roma prod-
ucts in the future would be made with
100%% amber durum wheat semolina”

Thomas J. Viviano

Thomas J. Viviano, former resid nt of
Louisville, passed away in Tampa. Flor-
ida on June 28. He is survived ! his
wife Josephine Corrao Viviono. ons
William J. and Thomas R. of T upa:
father Joseph Viviano of Clear: iter.
sister Mrs. George Glaser and b ‘her
Peter J. Viviano. There are four ; ind-
children.

La Rosa Sales Appointme:r. s

Leon Wright has recently be:  ap-
pointed Sales Manager of V. Lall 1 &
Sons, Inc. covering the New Yoir et
ropolitan New Jersey areas. 4. vas
previously with Gerber Products « ._‘Jl!'
trict Sales Manaoger. He attended vew
York Universily School of Com: ree
Mr. Wright and his wife and three - hil-
dren live in West Babylon, Long | +ind.

Louis Loffredo has recently bec: ap
pointed District Sales manager co' 1ing
the New York Metropolitan arci He
was previously with Kaiser Alununum
as District Sales Manager and with Con-
tinental Can Company's Bondware Dit
vision. Mr. Loffredo attended lowd
State College and is a graduate of .t}ir
Force Cadet Tralning. He and his wife
and three children live in Bethpuge
New York,
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Spaghetti’s
first
Command
Performance?

To people like you, this macaroni products
quiz should be duck soup. But, most
people would rather eat macaroni than read
about it. Good reason why your packaging
should have lots of appetite appeal. See how
you make out on this Diamond Packaging
Products Division Quiz, then give us a call.
We have a stalf of specialists who eat and
sleep macaroni—and macaroni packaging.

MOST
WHAT?

5. The Diamond Packaging
Products Division can
provide you wilth which

of the following services?
(a) Package design

(b) Top qualily printing
{c) Packaging syslems

4, What is the meaning

of the word “moslacclolli?"
{a) Little mustaches

{b) Northern noodle

{c) Much macaroni

3. Four ozs, of roast
chicken contalns 210
calories. How many
calories in Va cup
serving of Lhe average
macaroni product?
(a) 300 {b) 100 (c) 210

2, lialy tops the world
in macaroni producis
consumed—50 Ibs. per
person per year. The
U.5. ranks 2nd, How
much do we eal?

(a) 45 Ibs,

(b) 9.2 Ibs,

(c) 27.1 Ibs.

1. Whi 1U.S. presi-
dentw . lirst 1o serve
$paghe 1t at a formal
Preside tinl dinner?
@) H. k- over

(B)A. J.ckson

[E)T. Jeiterson

Arawars 1o Quiz: :
e e CKAGING PRODUCTS DIVISION
T e o DIAMOND NATIONAL CORPORATION

733 THIRD AVENUE. NEW YORK, NEW YORK / 10017 (212) 897-1700
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