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

Peavey s strategucally located inthe heart of North Dakota's
durum wheat fields Selecuing, testing, processing the
finest durum wheat products for the macaroni industry

Dutum wheat inspechion  Wheat samples ate sent A minatute commerog!
iy made by Peawey gtam firectly from the tield 1o press and dtyet enalle
men whose long erpe  Peavey ahere they are Peavey 10 test under
Bly telly them o taped and caretully ang actual plant cundition
the qualty Ind quantily  IyZed belore the gran o assuting undorm quality
of the crop purchased and consistent colat

M‘y”lldm DURUM PRODUCTS
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PEAVEY COMPANY
Flour Mills
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Harvest Problems
Cut Record Durum

RODUCTION of durum wheat was

:stimated at 102,000,000 bushels as of
September 1, down three percent from
the August 1 forecast because of weath-
er domage in North Dakota and Minne-
sota,

The estimate was based on reports
from crop correspondents at 20 bushels
per acre, one bushel lower than a month
ago, but 6.5 bushels better than in 1067,
Durum harvest is the latest in 19 years
of record, and the decreased yield from
August estimates likely was caused by
a loss of test weight. It should be point-
ed out, however, that only 23 percent
was In the bin by September 10 com-
pared with B9 percent in 1967, and an
average of 85 percent for the compar-
able date. Crop correspondents have
had to rely largely on their own judg-
ment rather than on returns from com-
bines.

Cold and Rain

Harvest was delayed throughout
North Dakota and Minnesota from mid-
August because of below normal tem-
peratures and frequent showers, Pre-
cipitation was excessive in the northern
Red River Valley and some areas of
western North Dakota. Frost was re-
ported over most of eastern North Da-
kota on the morning of August 14. This
was the same area where durum acre-
oge Increases were most evident,

Cloudy days, heavy dew, and more
general rainfall continued to hamper
harvest operations for several weeks.
Heavy equipment could not get into the
wet fields and grain in swath deterior-
ated with sprout damage and loss of test
weight. Green weeds itarted to grow
tirough the downed grain.

The break in the bad weather came
on Seplember 6 for the Southern third
of North Dakota and the combines went
into action. Better weather allowed
some progress in the rest of the durum
territory following that.

Market Gyrations

The durum market gyrated with the
filing of reports on crop conditions. On
August 20, the Southwestern Miller re-
ported: “No inclination was displayed
to take on more extensive commitments
and mills were encouraging the walting
attitude. Stability developed in pricing
on the heels of the sensational drop uf
40¢ a bushel during the preceding fori-
night. Mills were not offering conces-
slons, In fact were concerned about the

Late evening sithoustte, e combines work
late to bring In the crop,

ability to cover during requirements at
current levels.”"

Those levels were at $1.70 to $1,75 for
No. 1 Hard Amber, and well above loan.
Even so, farmers were not offering old
crop lo make room for new and stocks
in Minneapolis-St. Paul declined to
114,000 bushels compared with 1,024,000
the year prior. In Duluth stocks were
only 830,000 bushels,

A week later, the Southwestern Mil-
ler noted: "A great majority of the trade
will be out of contracls early in Septem-
ber and many are reluctant to be com-
pletely out without balances or on p.d.s.
Shipping directions have been brisk but
mills have been able to keep up without
asking for delays.”

It was also noted that: “Current prices
of $6.30 per cwt. of semolina compares
with a starting basis last year of $8.90
and the previous year of $7.40, The mac-
aronl trade remembers that in the 1966-
67 crop year, final bookings were $1
under the starting basls, and this knowl-
edge contributes to a patlent attitude.”

Light Receipts

The Labor Day week-end saw a fur-
ther contraction of receipts and the
market strengthened. Mill protection
against a dime Increase brought moder-
alely expanded bokings to cover for the
month. Mills were not pressing for
more,

Southwestern Miller said: “Patience
was the byword, and opinion was pre-

Crop

dominant thut Arst big expanslon .ould
await an evaluation of the crop. i'rices
maintained the dime advance with most
bookings golng at $8.16 bulk, Minncapo-
lis. New flour differential of 30¢ under
semolina held firmly.”

The following week saw light receipts
and commercial users bid 4¢ to T¢ more
for the best milling qualitles and as
much as 7¢ to 10¢ more for ordinary
kinds, makiny the range for No. 1 Hard
Amber Durum $1.82 to $2.02.

Macaroni business at retail was re-
ported excellent and shipping direc-
tions continued brisk. Seven-day mill
grinds were scheduled and mills were
uring speed-up of turn-arounds for air-
slide cars.

Combines Cleanup

Combines were rolling at full steam
after the weather cleared during the
last week of September. Even in the
latest sections along the Canadian bor-
der excellent progress was made in
mopping up operations, The grealest
hindrance lo the heavy equipment was
soft ground in low places.

The North Dakota Weekly Crop Re-
port for the week ending October 1
stated that 85% of the durum crop was
completed, a gain of 12 points from the
previous week. Generally the crop it all
brought in by the end of September ex-
cept for other wet years of 1965 and
1851,

The Northern Pacific Railway | tter
noted that adverse weather caused /im-
ited quality loss to this year's r ord
wheat production. The letter wer on
to say that grain producers have p ced
a large percentage of thelr current rop
in storage, choosing to participate i: the
federal loan program rather than s (ing
at the existing market price. A; nis
from all areas of North Dakota rovort
heavy construction of new farm st age
facilities.

Quality Variations

In a preliminary report on duum
quality for the 1068 crop, Dr. K A.
Gilles of the North Dakota State Uni-
versity saird: “In general, about 52'. of
the crop (44,000,000 bushels) graded No.
3 Hard Amber or better. Because of the
greater degree of physiological damage,
which Is evident in a generally poorer
kernel appearance than last year (such
as less vitreous quality), there is some
concern that the Grode 3 Hard Amber
Durum may not be ideally suited for
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emoli1a production. Our laboratory
millir.. and processing tests on commer-
cial ¢ mples ranging from No. 2 Hard
Ambe. Durum to Sample Grade indi-
cate i greater speckiness, lower ylelds
and ruduction of color in the semolina.
Spagl.ctti produced from these semo-
linas ‘vnds to show speckiness, a slight
dull culor and softer texture. While the
quality of macaroni products produced
from 1908 crop durum is less desirable
from the quality standpoint than last
year's products, the quality of current
products is better than that encountered
in the year 1865."

Durum Laboratory
from the Peavey Bugle

HE constant challenge of meeting

the changes of the industry made
the amount of time and work put into
its development worthwhile,” respond-
ed Jim Jacobs as he described his ef-
forts in developing the Minneapolis
durum laboratory's macaroni press,
Jacobs, chemist at the Minneapolis dur-
um lab, is almost solely responsible for
the creation of the press.

What is a macaroni press?

Before answering that—let's find out
what the Minneapolis durum lab is and
what it does,

The lab is located on the seventh floor
of the Minneapolis Grain Exchange
Bullding amidst other Peavey Com-
pany offices. It is part of Peavey Com-
pany Flour Mills and is responsible for
maintaining the quality of Peavey dur-
um products. In order to attain this end,
products from all Peavey mills ore test-
ed, o5 well as those of the customers
and competitors,

Bi: before any durum product can be
teste |, it must be changed from durum
whe © into durum flour. The man re-
spor. ble for this operation is Andres
Vall lab assistant.

A the durum wheat comes In from
the  ading floor to be tested, it is placed
in : miniature mill and ground into
fem ina or flour. Once it s in this form,
the vheat's future use can be deter-
min 1, Durum wheat is used mainly for
macironl products of many different
fnrn .

Aller the type of product to be made
it determined, the wheat Is sent to the
mill to be used. But the lab's work does
not stop here, In order to insure quality
and uniformity, samples of the flour or
semolina are sent back to the lab us
part of Peavey's quality control.

Once these durum products return to
the lab, they are subjected to a number
of lests. Samples are tested for color,
Particle size and over-nll quality.
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Jim Jacobs checks the color and texture of the macaroni which has been extruded from the
macaroni press before placing it In the macaroni dryer,

Color Important

Since color is a very important factor
in the production of macaroni products,
it is tested using several different meth-
ods. One way Is by the use of the spee-
trophotometer. Through the use of light
reflections the color of a sample can be
converted to numbers and compared
against an established standard.

The more common way by which
color quality Is determined, however, is
with the naked eye. Durum or semolina
is placed on a glass slide and submerged
in water, This causes a thin “skin" to
form on the outer part of the sample.
After being removed from the water,
the sample is placed in a drying oven,
Once dry, the sample may be compared
colorwise against a standard which is
also on the slide. This is known as n
slick test.

Many times the lab is asked to test
flour or semolina for a customer as well

as for one of Peavey's own durum mills.
This way the exact specifications of the
customer’s order may be maintained.

Enter the Press

Here Is where the macaroni press en-
ters the story. The basic machine was
purchased from o press manufacturer.
Jim Jacobs since 1061, through constant
v'ork on the press, has modified it to the
10int where it can equally produce any
.nacaronl product on the market. This is
unique because it Is o miniature scale
model of o regular press. Due to its size,
durum macareni products moy be pro-
duced ond tested al only a fraction of
the coslt that would be necessary if a
regular size press were used, For this
reason, macaroni manufacturers from
all over the country have worked with
the lab to improve their present prod-
ucls or develop new ones.

(Continued on page 10)
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DEMACO-

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

x PRODUCTION — Up to 2500 Ibs. per hour

x PRODUCT - Smooth, golden color and dried straight

b

SANITATION - The only walk-through dryer for maximum cleaning

*

MAINTENANCE — Only 2 pick up and transfers Minimum downtime

=

STICK CONVEYOR - Patented, visible, pressureless stick return

.

'OWER — Heavy duty DEMACO main drive

all or write for details.

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US A * Cable DEMACOMAC * Phone: 212-386-9880
Western Rep.: HOSKINS CO. P.O. Box 112, Libertyville, lllinais, US.A. ¢ Phone: 312-362-1031
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Durum Loboratory—
(Conlinued from page 7)

The press is a continuous
which durum flour or semolina aigaw::
ter are added continuously and mixed
In a vacuum chamber, This mixture is
dropped Into an auger and extruded
(forced out) through a die to form the
desired macaroni shape. Depending
upon what die is used, spi:ghetti, maca-
ronl, noodles, elbows, s.* shells or any

These Include wheat storage and blend-
ing, bulk flour and feed loading, wheat
receiving and weighing, flour storage
and warehousing.

He sald the installation involves pos-
sibly relocating some of the durum ca-
pacity from the company's mill at Su-
perior, Wis. He sald the new addition at
Hastings will not immediately affect
any of the company's other mills, but
that it creates the opportunity to make
other, shie’ can 56 yre st the best use of all facllities In the future.

i C::;:efthﬁlmncnroni troduct I8 made Now Mill Bullding
n this fashlon, It is placed in a maca-  Frank Lindholm, Peavey’
roni dryer, Temperature and humidity milling uuperlnlencient, Hl’f’l’thsem::::
ﬂ"’ camrg]]ed in the dryer to prevent a unit wlill require construction of some
checked" or cracked product. additional wheat storage silos and a mill
Since there are only three macaron] PUilding. They will adjoln the existing
presses of this size In existence, Peavey ©levator head house which serves the
makes this testing service avallable to Present mill. They will be of all-con-
any lmm:;;-cml manufacturer in the Ccrete conatruction.
country, Many use the press and the  This is the most recen -
lab for the creation and testing of new tons and changes mn:.’:f Lﬂ; ﬂl{e:ii;
products, Company and its predecessors at Hast-
ings. The mill today is located on the
site where the Gardner Mill was con-
structed in 1873 and the King Midas
Milling Co. called its plant there the

Peavey Durum Mill
At Hostings

chairman of the executiv
while former president, ep‘c o ::,t:e
Ness, 83, becomes board chair % ;
Phillips became president of
land-based Glidden Company 1 1954
and continued to run it after |fs . ergg;
with SCM Corporation shortly . ter jt
received a tender offer from ireat.
america Corporatlon. Glidden, which
;tgt]:;lbul:ld Hgl.l)ﬂﬂ.l‘.lﬂﬂ in 1967 sales 1o
, achleved rapid
during his tenure.p e

‘leve-

N.D. Wheot Commission
Reorganization

Steve Relmers, Carrington, was
named Chalrman of the North Dakota
Wheat Commission for the 1968.80 year,
He succeeds Floyd Poyzer, Amenla, who
has held the position for two terms
Reimers farms at Carrington and has
been on the Commission since 1965,

Elected Vice Chairman was Lloyd
Jones, Palermo, who was elected 1o the
commission in 1063,

Reimers, Poyzer and M. H. Gifford
were named to the Board of Directors

A durum wheat milling unit will be
added at Hastings, Minnesota by Peavey
Company Flour Mills,

Harry Deaver, vice president in
charge of operations, said the unit, to be
incorporated in the company's existing
mill, will have capacity to produce ap-
proximately 5,000 cwis, per 24-hour day
of semolina and durum flours for the
macaron] industry.

Deaver sald construction will begin
s soon as possible with the intention of
having the unit in operation late in
1869 or very early in 1870, He gave two
reasons for the decislon to add a fourth
major unit to the Hastings operation.

One, it is part of Peavey Flour Mills'
plan for maintaining its leading position
as supplier to the macaroni Industry,
whose products have had steady growth
in consumer acceptance;

Two, the adidtional capacity, utilizing
every known modern milling technique
will serve to round out the Hastings op-
eration and make it more versatile.

Pneumatized

Deaver said the constant drive for
quality of prouuct in the milling Indus-
try demonds that every advance in
technology be put to use promptly. He
sald the new unit will be entirely pneu-
matized and will use every n.odern idea
for making the flow of product through
the milling process as efficient as pos-
sible, .

The economic advantage from mak
this addition to the presgenl mill coni:::
about, Deaver said, through the ability
to make fuller use of existing facilities.

10

Gardner Mill plant,

William G. Phillips

New IM President

The diversification program of Inter-
national Milling Company, long-time
flour miller now driving hard into con-
sumer foods, has resulted in the elec-
tion of its first chlef exccutive not @
member of the founding family.

Willlam G. Phillips, 48, president of
the Glidden-Durkee Division of SCM
Corporation was named president and
chief executive officer of the 67-year old
Minaeapolis concern, which had $374,-
00,000 sales in 1967. Atheron Bean, 57,
chairman and chief executive officer and
grandson of the founder, becomes

of Great Plains Wheat, Inc.

Paul E, R. Abrahamson and Merle
Hedland were retalned as Administra-
tor-Secretary and Assistant Administra-
tor, with Charles A. Nelson as Market-
ing Speclalist,

European Harvest

Unsettled weather marked the Euro-
pean harvest period. Heavy rains at
harvest time delayed operations. There
were floods In Great Britain,

A revised official estimate of the ital-
ian wheat crop shows a total of 9,40 +,000
metric tons, ngainst 9,560,000 last ‘ear.
Bread wheat output is now placc ' at
7,400,000 tons and durum at 2,00 J00.
This is a 6.1% Increase in bread v eal
and a 22.6% decrease in durum.

The French crop of bread wheat ol
August 1 was 14,116,000 tons, ag nst
14,180,000 last year. Durum wheat vas
268,000 tons ngalnst 203,000, Loss of est
welght was reported later with | jor
weather conditions.

Greece will be all but out of he
wheat export market in 1968-69 acc cd-
Ing to the Foreign Agricultural Ser- ce.

., The 1868 crop is expected to inclde
1,235,000 tons of soft wheat and 335.100
of durum, with the durum quality
“questionable.”

F.AS. sald: “According to informa-
tion from reliable sources, It is doubtful
whether more than about 135,000 tons
of durum—the amount required for
semolina. -will be available for this use.
Because of the high percentage of chal-
ky kernels, the remaining 200,000 tons
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may -ossibly be graded as suitable for
feed nd export.”

In ‘ermany, the harvest was hamper-
edb wet, cool weather. The quality of
the ; ain was so low in regions where
harv sting had been completed thot it
was uitable only for feed. Where har-
vest ould not be completed, crops were
o bt plowed under. A state of emer-
genc; has been declared by Minister
of Agriculture M. Hoecherl.

Pessimistle press reports appear on
the Jtussian crop. In certain regions of
European Russia and the Ukraine, the
crop is down by 20% from that of last
year, it is claimed.

in Canade

Mid-August forecasts of a well-above-
average wheat crop, about 640,000,000
bushels, have been slashed to a current
560,000,000, and the final result could
drop to less than 500,000,000 making it
the smallest harvest in years. Wet
weather delayed ripening and harvest-
ing the crop and in the West there was
frost damage.

Poultry Goes for
Sprouted Wheot

Wheat has long been used as a poul-
try feed, and Is even preferred by tur-
keys over corn, oats, and barley.

With the widesprend damage to the
area's wheat crop from wet weather,
thzre should be an abundance of dam-
aged wheat available for poultry feed,
says Irv Mork, extension poultryman at
North Dakota State University.

Mork emphasizes that wheat showing
signs of mold should not be fed, but
sprouted wheat makes excellent poultry
fee’ The wheat should be supplement-
ed -ith at least 15 per cent of oals or
ol - good quality grain. However, it's
up . the individual how to best supple-
m¢  the wheat, Mork says.

e feeder of damaged w'ieat should
hs  storage facilities for keeping it dry,
M 1 polnts out. He says some farmers
he - blended the wheat with dry grain
w  good keeping results. The wheat
th Id be dried to 13 to 134 per cent
me iture to prevent molding.

E: 3 Prices Rise

r.ugust was the month when the long
anticipated shell egg price recovery be-
gan,

An August heat-wave hit the im-
portant egg producing areas in the
South and Midwest putting many laying
chickens out of production. Chickens
don't lay eggs readily in hot weather.
And egg recelpts showed the effect of
the heat by driving the table egg mar-
ket to the highest level in several years.
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In addition, a Government program
to buy scrambled egg mix, recently
completed, reduced the supply of shell
eggs for the open market and tended to
buoy egg prices, market walchers con-
tend.

Because of the relatively large inven-
tories of egg products in the hands of
both manufacturers and users, the fro-
zen egg market was too low to altract
any eggs from the other markets and
breaking for freezing came to a grind-
ing halt, While inventories were termed
large, actually they represented only a
couple of months supply under normal
usage and it was predicted in Mid-Sep-
tember that on October 1 holdings in
storage would be under 1967,

Buyers Look Again

Buyers were reported to be taking a
new loo™ at egg supplies and were try-
ing to cover requi.ements for the bal-
ance of 1068, and in some Instances, into
1089, This actviity and declining ware-
house stocks had an effect on frozen egg
prices wilh rolks advancing even more
than whitez.

A decrense of 2% in laying flock and
17% in pullets was reported as of Sep-
tember 1. The hatch has been consis-
tently below 1267 and on August 1 was
13% below 1867, The slaughler is about
10% below 1867 which indicates a high-
er percentage of old hens in the flock
that will have to come out before there
are pullets 1o replace them. Egg output
is expected to decline for the balance of
1868 and on into the first quarter of
1069. Price levels will be much higher
than in 1967 and early 1968,

Eggs in Cold Storage

On January 1, 1868 the storage hold-
Ings of frozen egg products were 89,490,-
000 pounds compared with 38,230,000
pounds the year before—a difference of
52,260,000 pounds.

Bl e d M st Wt xS Y

Holdings on August 31 were as fol-
lows:

1967 1968

Frozen Egg

Whites 11,070,000 12,136,000
Frozen Egg

Yolks 24,080,000 25,235,000
Frozen Wholn

Eggs 41,720,000 66,378,000
Frozen Eg¢

Blends 2,040,000 4,650,000

" 98,036,000 108,399,000

With the very limited production now
prevailing it is expected thot present
holdings will shortly be below those of
1967, ond for the balance of 1008 and
the first half of 1969 holdings will drop
rather rapldly.

Poverty Breakfast

The following item s reprinted in its
entirety from the American Hatchery
News:

Egg producers and a lot of other peo-
ple in the poultry industry know a bar-
gain when they see it, and a bargain
they got when they attended the Na-
tional Egg Council “Poverty Breakfast”
on the final day of the American Poultry
Congress in Cincinnati. They not only
learned that new, enticinj| egg products
are on the market now but learned a
great deal about egg pricing ond egg
quotations,

In less time than it took for NEC
President Chester Fasslo to ask “what
happened?”, all of the available tickets
to the NEC breakfast were bought at
the poverty price of 30¢ each or three
for o dollar. It was a record NEC crowd.

And when they filed in for breakfast,
they were served orange julce, four
snusages, sweet rolls, coffee, two large
helpings of scrambled eggs made from
blended whole egg products. One blend
was the Roberts Dairy mix being dis-

(Continued on page 14)

U. 8. Cold Storage Report
Shell Eggs (Cases)

Frozen whites Pounds
Frozen yolks Pounds
Frozen whole eggs Pounds
Frozen unclassified Pounds
Frozen Eggs—Tolal Pounds

Crop Report (48 States)

Shell eggs produced

Average number of layers
Average rate of lay

Layer Reporh:

Hens and Pullets of Laying Age
Pullets not of Laying Age
Total Potential Layers

Eggs Laid per 100 Loyers

Government Egg Reports
Sept. 1, 1968 Year Ago 5 Yr. Average

233,000 315,000 211,000
12,136,000 11,079,000 18,375,000
25,235,000 24,000,000 24,468,000
06,378,000 61,720,000 52,364,000

4,650,000 2,040,000 2,420,000
108,300,000 98,038,000 98,627,000

August 1968 August 19687

5,025,000,000 5,781,000,000
306,049,000 311,450,000
18.38 18.56

Sept. 1, 1968  Sept. 1, 1867
307,702,000 314,141,000

74,425,000 80,848,000
382,217,000 403,789,000
58.4 §9.3




épocl&ll}deslgned
to produce long
goods of finest

QUALITY

Here is a long goods dryer that features the
latest techniques and developments in the in-
dustry, Ultra modern and fully automatic,
this new dryer was designed from the begin-
ning with the quality of the long goods prod-
uct in mind. Precise control of temperature,
humidity, and air circulation insure the even
and thorough drying necessary to producing
‘ uniform and sturdy long goods.
sopl N Custom-engineered. Buhler long goods dry-
ers are custom-engineered to fit your floor
space requirements and can be adapted to
handle stick lengths from 54 to B0 inches with
capacities up to 2000 pounds of long goods
per hour. The entire long goods line need not
be installed end-to-end. If floor space does
not permit, it is possible to arrange the vari-
ous units side-by-side or on different floors.

AL

New positive-control stick elevator. This new
stick elevator is an exclusive Buhler feature.
The sticks are actually picked up by special
stick guides which control them positively in
transfer. Unlike conventional stick clevator
chain devices, these guided sticks can't roll or
slide from the chain at the transfer point to
the drying tiers, thus practically eliminating
mechanical breakdowns,.

New BUHLER long goods drysr installed of th
CompnnyplnanOmohu,NlEl'mh. PR e e

New from

: 3 Control canter for dryer line of Skinner Mocaron; Company,
_ BUH LE R @ Sonltary off-the-foor construction

@ Cenlralized control panel: con-
prevents condensation on the flcor

] taln unique climate control sy:tems
f the Induslry's finest underneath and allows for easy  which allow the product to * t its

Swing-out panels for easy access. Individual
panels on ecach of the dryer units swing out
to provide quick and simple cleaning or in-
spection, It takes only scconds to get at the
interior of the dryer. The panel swings out
far enough lo give suflicient room for clean-
ing and maintenance equipment.

; cleaning. own dryi
L rying temperature acccrding
A 'o ng QOOds - to its water release capability and
: @ Now pasitive-control stick eleva-  qlso all electrical controls.
8 tor with spacial stick guides prevent
k' rolling or slipping of long goeds @ Fositive alr circulation produces Pre-dryer. Drying of the product begins im- operation by installing a Buhler pre-dryer in
3 in transfer, ' uniform controlled drying. mediately at the entrance to the pre-dryer to your present production line,
i @ New desi I TR— prevent stretching of the long goods on the |
o ® swi i ew design paneling with spe drying sticks, The Buhler “Mammoth” pre- Inquire now. If you are interested in produc- i
3 ng-ovl panels make Inspec-  cial thick insvlation stops hea! and dryer handles up to 2000 pounds of long goods ing the finest quality long goods while at the
3 tion and cleaning easy. vapor, per hour and can reduce moisture by 10%. same time increasing the efficiency of your )
A . You can also improve your present drying operation, call or write BUHLER (oday.
oo . Complefe g uEmn i T2, Wi £ ;
£32335352% Macaroni Plants Don Wil Onterc, Phome 1016 4dsa9to.” “*ie S b !
u “veetmm by Sales OMesr Now York Clty, 230 Patk Avenve, Phone i i
(312) 6895448, ‘ |
' |
|




Poverty Breakfast—
(Continued from page 11)

tributed by USDA to needy families and
used by the U. S. Armed Forces. It con-
sists of 51% dried whole egg solids, 30%
non-fat dried milk, 15% vegetable oil
and 1.5% salt.

The other was a 100% whole egg sol-
ids blend prepared for commercial use
by Henningsen Foods, Inc., New York.

The more than 400 person taste panel
could tell there was a difference in the
iwo egg mixes, bul not many were cer-
tain which was which. The Henningsen
whole egg mix had a lighter color, while
the “poverty mix" had a darker, gold
tone. It also had an ever-so-slight gran-
ular texture.

But both products were quite palat-
able, and for most, it was their first
experience eating scrambled eggs re-
constituted from such egg products. For
World War II veterans who recall with
grimaces the old dried eggs of 25 years
ago, it was truly a surprising and de-
lightful experience,

How did the National Egg Council
fare financlally on the breakfast? Poor-
ly, indeed, but then who has made mon-
ey selling eggs this year?

The Irony of it was that Henningsen
Foods contributed their whole egg solids
blend, but it was necessary for NEC to
buy the "poverty mix." The industry
doesn't qualify, even afier 18 months of
low prices.

Henningsen Appointments

Hobert Eggleston has been named to
the newly created position of manager
of technical services for Henningsen
Foods, It was announced by Dr. H. M.
Slosberg, senlor vice president of the
company. Eggleston, who has been with
Henningsen since 1952, has served as
quality control manager for the corpora-
tion and has been active in egg products
research. Eggleston will be headquarter-
ed in the Food Research & Development
Laboratories in Springfield, Missouri,

At the same time, Ron Upshaw, cur-
rently assistant quality control manager
for the company, has been promoted to
quality contrel manager. Upshaw, who
was with Safeway Stores prior to join-
ing Henningsen in 1860, will coordinate
the activities of the plant quality con-
trol managers and all sanitation pro-
grams, He will operate out of the firm's
production offices in Omaha.

Research
Research may be the goose that lays
the golden egg, but without sound man-
ogement it's just a broody hen.
—A. C. Copisarow.
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Norman A, Chezek

Rossotti Vice President

Charles C. Rossoltl, President of Ros-
sotti Lithograph Corporation of North
Bergen, N.J. has announced the ap-
pointment of Norman A. Chezek as Vice
President of the company, effective
August 1, 1068,

Mr. Chezek was born in Oconto, Wis-
consin and for many years represented
Stone Container Corporation, handling
their Eastern operations. He will be
based at the Rossotti headquarters in
North Bergen, New Jersey and will be
responsille for marketing, new products
development and various aspects of ad-
ministration,

Rossottl Is a nationally known manu-
facturer of folding cartons and labels in
the packaging industry since 1898,

La Rosa Offers
Original Paintings
La Rosa Italian foods will offer orig-

inal oil paintings in a promotion this
fall. Four different designs are available

J d :
cdPRGa - ;
Valuable Original Oll Painting Offer!

Vannled 0N onne 8ng
ined by Eopean Artwits.
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and each paeinting measures 11 | oy
by 14 inches. The premium can t .
tained by sending two box tops ¢ ny
La Rosa product and $3to V.LaR &
Sons at 111 Cantiague Rock Road, *  st.
bury, N.Y, Order blanks will appe: on
the back panel of La Rosa produet; nd
on shelf talkers. Two different yle
frames are also available for $2.05 nd
an additional 2 box tops.

The packages bearing the offer, v der
blanks and premium description were
avallable in September and Octuber,
Retailers are also offered 25 cents off
per case on two featured La Rosa items
during these two months.

Election Contest

Skinner Macaronl Company held on
“election" contest that ran through Oc-
tober 28. The contest required partici-
pants to estimate the total combined
vote of all candidates in the 1988 Presi-
dential election. First prize is a trip to
the January inauguration for two peo-
ple. Included in the first prize are tick-
ets for the parade, ball, an electric eye
camera and $200 cash. One thousand ad-
ditional prizes will be offered.

Entries were to be accompanied by a
Skinner label.

Full page ads in the southern editions
of Good Housekeeping, Family Circle
and Junlor Farmer were carrled in Oc-
tober issues. Skinner's distribution arca
is the Midwest and South.

Skinner Uses Uaivac
9400 Computer

Skinner Macaroni Company of O a-
ha, Nebraska has ordered a Univac { 00
computer.

Skinner will use the 0400 with ts
present Unlvac 1004 Processor for w ¢-
house inventory control, inventory, -
volcing, sales analysis, payroll and c-
counts payable,

The system will include two Un. 1
8411 Disc Drives which will store u: 0
14,000,000 bytes of information, d
which will allow any record to be »
cated and read on a random basi: n
approximately 88 milliseconds.

The Univac 0400 is a medium-st e
computer announced in January, 1 8
by Sperry Rand's Univac Division.

Robert C. Guerrisi

Funeral services were held in Lib-
anon, Pennsylvania, Sept. 5, for Rob.rt
C. Guerrisi, 47, vice president for sulvs
San Giorgio Macaronl, Inc, Sympathis
Bo to the famlly.

People Problems—Winter A 3ting
Hotel Diplomat—Jon, 29-Feu. 1
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‘Ihe Key to Practical Automatlon Is in the design und application of electrical
tumponents such as, pholo controls, sonor devices undl solld state reloys, Aseeco
tngineers incorporate proven cuncepts which are accepted as standard and do

ASEECO

CONVEYING SYSTEMS

BELY CONVYEYORS

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

VIBRATING CONVEYORS

Idenl for conveying: Cereals « Snack Foods » Powdered Prod-
ucts « Frozen Vegotables « Chemicals » Dotergents « Insecti-
cides + Sceds « Macaronl « Flour « Pharmacouticals « Beans »
Rice « Metal Parls + Chips and Scraps. Sanitary Construction
for ensy cleaning: Capacliics up 1o 4200 cu. ft./hr, Models for’
screening, dewatering, cooling, heating.  Bulletin CVC-10.

SEECO BULK AND SURGE STORAGE SYSTEMS
AUYOMATIC BELT STORAGE STATIONERY BIN STORAGE
For ‘Non-Free Flow- For 'Free-Flowing'
Ing'Malerialssuch ns: Malerials with auto-
Snack foods, cookles, matic'in and out' leod
frozen foods, stringy- systems, gates, alarm
wet-slicky and other and controls, Copaci-
‘bridgy' items, Capac- ties up lo 120,000 Ibs,
itles up to 70,000 1bs, Bulletin CNS-10.
Bulletin CAC-10.

ELECTRIC PANELS AND CONTROLS Write fur your neurest ropresentallve,

not require extraordinary attention.

Services Offerad; Plamt Engineering and fayout @ Electrical Engineesing and conliol pantls @ Drection and stitup

1830 W, OLYMPIC BOULEVARD, LOB ANGELES, CALIF, BOOOS « (213) 2aas-8081
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Festa di Pasta Held at Tiro A Segno

HE HNalian atmosphere of Tiro A

Segno, an unusual private ciub, was
appropriate for the Fiesta di Pasta
sponsored by the National Macaroni In-
stitute on September 25. While Ameri-
can macaroni manufacturers bow to no
one in the world when it comes to qual-
ity products, they do acknowledge the
historic contribution of the Italians.

Press Party

This, the second annual press lunch-
con given by the macaroni indusiry,
was a lavish antipasto buffet which in-
cluded salami, coppa, anchovies, shrimp,
tiny meat balls, sardines, stuffed eggs,
and pickled mushrooms. All offered de-
lightful nibbling but the featured foods
were Lasagne made with a cream sauce
instead of the usual tomato sauce, and
Rigatonl with Meal Sauce.

What, no spaghetti? No, not on the
buffet. That came later, in individual
platters rushed steaming hot to the
tables, in the form of an appetizing
classic, Spaghetti al Pesto. The spaghel-
1i was served in this manner because the
club's steward, Antonio Manfredi, has
great respect for pasta, and insists that
spaghettl must be served immediately
after it is cooked. He wanis guests of
the club o enjoy spaghetli at its very
best.

Dedicated Malire d'

Mr. Manfredi's enjoyment of Italian
foods is perhaps responsible for his ded-
jcation to perfection in the preparation
of pasta recipes. He came to New York
from Portofino in 1922 and developed
his talent for cooking by working in
various restaurants. Since 1939 he has
been the steward of Tiro A Segno.

The club secretary, Mr. Leon Miche-
lini, enjoys talking about historic events
of the club as much as Mr. Manfredi en-
joys talking about its food. The club has
been in the building on MacDougal
Street in New York since 1930. This
year marks the eightieth anniversary of
the club's official existence. Actually it
begon on an informal basis before 1888
when Italians recently migrated to

Amcrica got together to hunt as they
had in Italy.

The decor of the club informs the
visitor of its original purpose. Rifles
hang on the walls and silver trophies
gleam from display cases. The big cups
which are highly prized, are awards for
clay bird shoots, target shooting and
live pigeon shoots,

Greetings by Manufacturers

The editors and related item adver-
tisers who had been invited to the party
were greeted at the door by macaroni
manufacturers (all members of the
Board of Directors). After a cocktail
hour and reception, the guests were es-
corted to tables of eights and tens where
the macaroni experts served as discus-
sion coordinators during luncheon.

Following luncheon Ted Sills greeted
the guests and introduced Peter J. Vivi-
ano, president of the National Macaroni
Manufacturers Association. After his
greetings of welcome he said: “The
presidents and vice presidents of maca-
roni firms, whom you have met today,
illustrate the fact that the macaroni
business is usually a family business.
Many of these men are sons, grandsons
or great grandsons of the founders of
their companies, and in many cases the
family name is the same as the firm's
name, We hope you've enjoyed gelling
to know them as people, os well as
macaroni manufacturers. We hope
you've had enough time to ask your
questions of the experts—and that you
have received the information you
sought.”

Questions by Editors

Then Al Ravarino, chairman of the
National Macaroni Institute, was intro-
duced and went around the tables with
a traveling microphone to gel the com-
ments and questions of the editors and
home economists.

All in all, it was a nice party. Every-
one enjoyed the luncheon and pasta
dishes. It did a fine soft-sell for maca-
roni products and the industry.

New York Regional Mec ng

Some sixly macaroni manufu  irers
and allies met at the Belmon: ‘'luz
Hotel in New York City on Sep: nber
26.

Following a luncheon of Ci cken
Tetrazzini, colored slides of the I'ress
Party held the previous day were stiown
by Ted Sills and Elinor Ehrman. Mariun
Laylin gave a run-down ol publicily
placements planned for National Maca-
roni Week.

Supply Sltuation

There was keen interest in the durum
situation and each representative of the
durum mills were called upon 1o briefly
report their view of the current situa-
tion. It was stated that final nssessment
of the quality of the crop could not be
made for another three or four weeks
In the “Durum Triangle” cool, damp
weather continued. Towner County re-
ported two weeks of good harvest
weather still needed. Ramsey County
said: “Those with crop dryers made the
most headway." Cavalier County, where
the Durum Show is held, needed an-
other week to wind up harvest opera-
tions,

There v as concern, too, for rising egs
prices. With the combination of higher
egg costs and a rising Nour market, one
large Eastern manufacturer raised
noodle prices to keep profit margins in
line.

Round Tubles

In round-table discussions the rob
lem of coping with demand in the next
flve years was considered, as well the
development of new produects, anc Jer
ple problems. It was the consensu  tha!
the industry was optimistic abv it
ability to handle increasing demar al
though the development of new od-
ucts poses problems. It was ob: ved
that it is difficult to get menial bor
these days when welfare program  ne

fits are so close to the low wage il §

in the highly competitive food ind 11¥

Round-table discussion participonts: (Left to right) Renato Balossi,

Jack Leary, Poul Vermylen, Frank Fumagolli, John Amalto, Jomes
Winston, Anthony Gioio,
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%Mwnz_ Umque New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough ‘41leem__\;.\ll' 3

- —————

L ————

crnmm-'s r High Speed Noodle Cutter, Type NA4 working in con-
junction u'l‘lll]:c1he MP-3 for continuous IGDJPIT::. per hour operations.

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL WAYS Cfermonl.’

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

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

H Two speed motor affords Aexibility for 1600 lbs. or 1000
OPGCH'Y range — Ib:Dpe‘:ahour nranny two lesser outputs con be arranged.
arge screw for slow extrusion for better quality.
ngineered for simplicity of operation.

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

cantrols, Automatic propertioning of water with flour.
1 atchless Temperature contral for water chamber.

z

g e plece housing. Ensy to remove screw, easy to clenn.
() n|V :Inn l‘:pnrntion between screw chamber and head.

Ele designed die gives smooth, silky-finish. uniform sheet

* enclosed in steel frame Corpact, neat design.
1 ota ”V Meets all sanitary requirements.

/éwwﬂ Z%aéz%idmnz .

Subsidiary of Carlisle Corporation

280 Wallabout Street
Brooklyn, N.Y. 11206, U.S.A.

Telephone (212) 387-7540
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and reach the NOW generanon

RE you with it, man?
The macaronl message to the
NOW generation was carried in the
October issue of Forecast Magazine for
home economists. Read by home eco-
nomics teachers, the word was to cele-
brate National Macaroni Week with a
pasta party in the classroom and to of-
fer cooking tips and groovy recipes for
teen fests,
Recipe folders addressed to the NOW
Generation asked these questions:
® Planning to feed your friends?
Think Spaghettil
® Cooking for the family?
Think Spaghettil
#Short on time? Or money?
Think Spaghettil
You may want a simple and hearty
meal; you may prefer a classic dish ap-
preciated by gourmets. Either way,
whatever the occasion, spaghetti—or
one of the many other macaroni and
egg noodle products—will All the bill.
Macaronl products are easy 1o pre-
pare when you have the savvy. So, take
a look at the simple Basic Directions for
cooking macaroni products. Then . . .
go on to the recipes . .. and macaroni
power.
Think Bpaghetiil
These simple BASIC DIRECTIONS
will guarantee perfect resulis every
time you cook spaghetti—or macaroni
or egg noodles. The directions are based
on 2 cups (8 ounces) of macaroni
which, after cooking, will provide 4
servings, When larger amounts are pre-
pared, use 4 to 6 quarts of water and 2
tablespoons of salt for each pound of
macaroni product,

1. In a large sauce pot, heat 3 quarts of
water to rapid boil.

., Add 1 tablespoon salt.

. Gradually add 2 cups (8 ounces) mac-
aronl, OR B ounces spaghetti, OR 8
ounces egg noodles (about 4 cups),
Be sure the water continues to boil.
The rapld and continuous boiling
keeps the macaroni moving about so
it will cook quickly and evenly,

4, Cook, uncovered, stirring occasional-
ly and gently, until tender. Stirring
keeps the macaroni evenly distrib-
uted and moving in the bolling water
so that all of It will be evenly cooked.

. Test for doneness by tasting a piece
of macaronl. It should be tender, yet
firm—as the Italians say, al dente, “to
the tooth.” Cooking time will vary
with the size and thickness of maca-
roni product used; average is 8 to 10
minutes, Cook a little shorter time if
the macaroni will be used in a cas-
serole and recelve further cooking.

6. Immediately drain the macaroni in a

colander. Serve as quickly as pos-
sible, or mix with other Ingredients
in the recipe, for freshly cooked mac-
aronl is the very best kind there is.
Do not rinse, unless the macaroni is
to be used in a cold salad. Then, rinse
with cold water and drain again.

Spaghetti Eclectic ., .. do your own thing

Two or more of the following:

pounds ground beef, salted and

sauteed

pound Itnlian sausage, sliced and

sauteed

pound frankfuriers, sliced and sau-

teed in butter

3 cans (6% or 7 ounces each) tuna,
flaked and sauteed in the oil

2 cans (10% ounces each) minced
clams, heated and drained

Two or more of these:

3 medium green peppers, thinly
sliced and sauteed in oll

3 medium onions, thinly sliced and
sauteed in butter

1 pound mushrooms, sliced and sau-
teed in butter

[ C
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1 cup sliced pimlento-stuffed olives

1 cup sliced pitted ripe olives
Add these for toppers:
42 pound bacon, fried crisp and crum-
bled
Crushed red pepper
Freshly grated Parmesan cheese
4 cans (10%% ounces each) marinara
sauce
1 pound spaghetti, cooked according to
Basic Directlons.

THINK SPAGHETTI!

Choose and prepare accompanim 1s;
keep sauteed foods hot, others at 1 .m
temperature. Heat sauce, Cook spag' uj
last. Arrange accompaniments, s ce
and toppings buffet style. Serve ..
ghetti in individual shallow soup bo 15,
Let everyone add accompaniment: in
any desired combination, then su:ce
and toppers, (Makes B servings)

Spaghett! “Snack-A-Ronl” , , ,
great nibble power

8 ounces spaghetti, broken in half, coolt-
ed according to Basic Directions
Hot salad oil for deep frying
Onion salt
Rinse drained spaghetti with cold wa-
ter; drain again. Separate pieces of spa-
ghettl which may cling together and
drop a few at a time into hot fat (375%).
Deep fry just enough at one time to
cover bottom of fry basket or fryer. Fry
about 3 minutes or until evenly and
lightly browned. If necessary, separate
spaghetti pieces while frying. Spread on
paper fowels to drain. Sprinkle with
onion salt, Serve with choice of cold
beverages. (Makes about 4 quarts loose-
ly packed.)

Warning:s When you think you've
made enough, make that much more,
The appealing shapes, delightful crunch
and tangy flavor are reasons why this
unusual snack food will disappeir
quickly. If there's any left over, store n
a tightly covered container,

Think Speghettil
THE MACARONI JOURNAL

§: .ghettli With Soul . . . flipsville
for pasta lovers

3 ' rge cloves garlic, minced

15 p olive oil

1 und spaghetti, cooked according o

isic Directions

15 .p water drained from spaghetti

Fre 1ly grated Parmesan cheese
S.ute garlic in olive oil 10 minutes;

do t:ot brown. Cover and keep hot, Stir

in reserved spaghetii water. Pour over

spaghetti; toss. Serve with Parmesan

checse and pass the pepper mill.

Kicky Macaroni . . . charged with chill

2 pounds ground beefl round

3 tablespoons butter or margarine

2 cups chopped onion

3 cloves garlic, minced

1 can (1 pound, 12 ounces) temaloes

1 quart tomato juice

4 leaspoons sall

2 tablespoons chili powder
13 teaspoons cumin seed

% teaspoon cracked bay lcaf

¥4 teaspoon oregano leaves

¥ teaspoon pepper

3 cups elbow macaroni (12 ounces),

cooked according to Basic Direc-
tions

In Dutch oven or heavy saucepan,
brown beef in butter, stirring frequ~nt-
ly. Add onion, garlic, tomatoes, tomato
Juice, galt, chill powder, cumin seed, bay
leal, oregano and pepper; mix well snd
slmmer covered 1% hours,

Add macaroni to chili, heat through.
Serve in bowls, (Makes 10 servings.)

i ‘roovy Macaroni . . . no dropouts
with this dish!

cggplant (34 to 1 pound, pared and
sliced crosswise

0 eoll

* cup sliced onion
cans (8 ounces each) tomalo sauce
\easpoon basil leaves

3 cups rigatonl (8 ounces) cooked ac-
cording to Basic Directions; or use 2
cups elbow macaroni (8 ounces)

G ted Parmesan cheese

¥ ound mozzarella, cut into half slices
rown eggplant slices In % cup oil

(i ling more ns needed). Drain on pa-

Pt lowels. Saute onion in 1 tablespoon

oi until crisp-tender. Add tomato sauce

ard basil; simmer 10 minutes.

In 1%-quart rectangular baking dish
layer macaroni, sauce and eggplant;
sprinkle with Parmesan cheese. Top
with mozzarella. Repeat until all in-
gredients are used, ending with moz-
zurella, Bake in 376° (moderate) oven 25
minutes or until mozzarelln melts.
(Makes 4 to 6 servings)

Novemser, 1968

Zappy Macaroni Salad .. . it's
mustardized!

4 cups elbow macaroni (1 pound)
cooked according to Basic Directions

2 tablespoons chopped scallion or
green onion

cup sliced radishes
cups sliced celery
cup mayonnaise
tablespoons spicy brown mustard
tablespoon prepared hors>radish
2 teaspoons salt
V4 teaspoon white pepper

In large bowl combine macaronl,
scallion, radish and celery. Blend to-
gether mayonnaise, mustard, horse-
radish, salt and pepper. Toss dressing
with macaroni mixture. Chill. (Makes
about 3 quarts.)

- e B

Guru's Noodles . . . Inspired by the
mysterious Enst

1v2 pounds pork shoulder, cut in 2 x
Va-in strips
2 tablespoons butier or margarine
¥4 cup sliced onion
V4 cup chopped green pepper
1 tablespoon curry powder
1 teaspoon salt
Y4 leaspoon pepper
Water
1% cups (large can) undiluted velvet-
ized evaporated milk
1 medium aopple, cored, pared and
shredded

1 tablespoon flour

B ounres fine egg noodles, cooked oz
rording to Basic Directions

Brown pork in buiter; drain off any
rxcess fat. Add onion and green pepper.
Stir in curry powder, salt, pepper and
¥ cup waler, Bring to boil. Cover and
simmer 45 minutes. Add milk and apple;
cook uncovered 15 minutes longer or
until pork is tender. Blend with 2 table-
spoons water. Stir into curry; boil 1
minute, stirting, until sauce thickens.
Serve over noodles. (Makes 4 to 6 serv-
ings.)

Go-Go Noodles . . . a take-along dish

medium onion, chopped

cup chopped celery

cup butier or margarine

cup flour

cups milk

cup heavy cream

teaspoon salt

{easpoon thyme leaves

{easpoon pepper

cups grated sharp Cheddar cheese
(about 1 pound)

V4 cup diced canned pimientos

pound medium egg noodles (about 8
cups) cooked according to Basic
Directions

P SRR
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Think Spaghetti!

In medium saucepan saute onion and
celery in butter until crisp-tender; stir
in Mlour, Gradually add milk and cream;
cook, stirring constantly until sauce
boils 1 minute. Remove from heat. Add
remaining seasonings and 3 cups of the
cheese. Stir until cheese melts, Combine
sauce, pimiento and noodles. Turn into
3-quart baking dish. Sprinkle remaining
cheese on top, Bake uncovered in 375°
(moderate) oven 15 1o 20 minutes, until
bubbling. To kcep hot for picnic, cover
Immediately and wrap in heavy towel
or newspapers. (Makes 8 servings.)

Noodles For Swingers . . . really furns
on appetites

8 ounces wide egg noodles, cooked ac-
cording to Basic Direclions
V3 cup buller or margarine
2 teaspoons dill weed
Return drained noodles 1o cooking
pot; toss with bultter and dill weed until
butter melts. Serve immediately with
lemon wedges, if desired. (Moakes 4
servings.)

Big Spenders

Never underestimate the influence of
a teen-nge girl—or anyway of 12,500,000
teen-nge girls, which is the U. S. count.
Gilbert Marketing Group has just sur-
veyed the group for Seventeen Maga-
zine, and here are some of the Aindings:
® They spend $7.1 billion annually
and influence parental spending of
still more (e.g., on automobiles).
* 3,000,000 moke up the family gro-
cery list; 7.3 million go markeling.
® 7,000,000 hold part-time or full-
time jobs.
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/E ARE ON THE THRESHOLD
OF A SECOND RENAISSANCE

But instead of a Renaissance of aristocracy, ours is a Renaissance of the com-
on man. | believe as business leaders it is important that we recognize this new cli-
«ate as we look ohead for | am convinced that the social and economic changes which
re taking place throughout the world today will have powerful effects on our organi-
ations both externally and internally. Certainly these sweeping changes and the speed

with which they are taking place makes planning difficult — yet, their very presence
would seem to demand more careful and thoughtful preparation if there is to be any
assurance that today's business will survive tomorrow.

Permit me to define what | believe to be the anatomy of a sound plan. It seems
to me that there are three separate and distinct elements:

|
4
A

1. The Dream
2. The Executive Dialoguc

3. The Implementation

| would like to spend my time on the first two elements because too little em-
phasis has been given these fundamentals. | am convinced that no business can be
successful over a prolonged period of time without a well-defined goal — the dream
or inspiration which directs a business must be the responsibility of a single man. This
is something that must come from a deep personal philosophy and cannot be delegated.

Once the dream has been established, the Executive Dialogue will follow. This
1s more than the sharing of the chief executive’s dream with his key people and their
thoughtful diszussion on how the dream can be put to work. This is the point where
long-range planning can be effective in our business. Even more important, this is the
soint where true organizational loyalty, commitment, and involvement can be achieved

In these changing times success requires more than blind loyalty. Unquestion-
ng obedience must be replaced with intelligent cooperation.

S AT R e 7 i

Michael J. O'Connor
Executive Director
Super Market Institute

A MANAGEMENT SEMINAR
will be held by the National Macaroni Manutfacturers Association
at the Hotel Diplomat, Hollywood-by-the-Sea, Florida 33022

Industry Business Meeting, Wednesday afterncon, January 29, 1969.
Seminars on People Problems, Thursday and Friday, January 30-31.
Board of Directors meet Saturday morning, February 1.

P E N E T R A T I N G Social and recreational program planned for all three days.
P E o P L E : Make reservations now! Write today to

i National Macaroni Manufacturers Association,

PR o BLEM g Box 336, Palatine, |1l. 60067, |
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Prince Spot Ad Campaign

To such refrains as “Here Comes Da
Prince,” “It's Sock-It-To-Me Time," and
“Ver-y In-ler-est-ing,” Prince Macaroni
Manufacturing Co. launches a $1 million
television spot advertising campaign
this month, The agency is Venet Adver-
tising of New York. .

The schedule will blankel three of
the company's key markets—New Eng-
land, metropolitan New York and the
greater Detroit area—and Is pro-
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grammed to run through July 1869 for
a total of 1700 spots each month.

Bulk of the spots are in prime time
periods, including the Today Show,
Johnny Carson’s Tonight Show, Mike
Douglas, Merv Griffin, Joey Bishop,
news broadcasts, foolball and baseball
events and top movie showings on the
16 stations in the schedule.

Filmed in Hollywood

Filmed in Hollywood under the syper-
vision of Venet Advertising, the com-
mercial use a “blackout” format, sprin-
kled with popular catch-phrases, puns
and surprises.

In the metropolitan New York mar-
ket, all three local outlets of the major
TV networks and the three major inde-
pendent television stations—WCBS,
WNBC, WABC, and WNEW, WOR and
WPIX—will carry the Prince Sock-It-
To-Me blackouts.

The massive New England advertising
program includes schedules on the fol-
lowing TV stations: WBZ and WHDH in
Boston, WHYN and WWLP in Spring-
fleld, all in Massachusetts (plus WW-
LP's satellite WRLP in Keene, N.H.);
WTIC and WHNB in Hartford, WATR
in Waterbury, WNHC in New Haven, all
in Connecticut; WCSH and WMTW in
Portland, Maine and WLBZ and WABI
In Bangor, Maine; WCAX in Burlington,
Vi, and WPRI and WJAR in Provi-
dence, R.I.

The Prince commerclals in Detroit
will be carrled by WIBK-TV and WWJ-
V.

Fun Food

Joseph Peter Pellegrino executive
vice president of the Prince company,
called the campaign “one of the most
exciting in our company's history. It
Is by far the most powerful we have
ever undertaken in television, and I
believe It will please our many long-
time friends and appeal as well to the
ever increasing number of young fam-
llies in our marketing areas. Spaghetti,
aside from its nutritional values, is a
fun food. These commercials testify
generously to that fact.,”

Ronzoni Advertising
Campaign

Ronzoni Macaroni Company, makers
of the top-selling pasta line in New
York, launched its fall campaign in New
York in October with new spots created
by its new agency, Firestone and Assc-
clates, Inc. Heavy schedules of 60-20-
and 10-second color commercials will
run on WNBC, WNEW, and WABC
through December in doytime rotation
and prime time periods.

Firestone will use this theme Ny
time you're in an Italian neighb 1004,
Bo Into a grocery store and ask | spa.
ghettl, No particular brand—ju spa-
ghettl. See what brand you get.

Filmed in Bronx

The commercials, filmed In th Eug
Bronx carly this month, present ¢ eries
of shots which create an “Italian . oigh.
borhood” atmosphere. Cappiello's Delj.
catessen, Buono's Market, Mad.nia's
Bakery, Randazzo's Fish Store and the
Edlglo Pastry Shop were amony the
Arihur Avenue and East 187th Street
shops used for the shooting.

Though the parts of cuslomers were
taken by professional actresses, cheese
slicing, clam splitting, bread baking and
other such shols feature the actual store
owners or employees.

Consumer Interest

Since shooting took place during store
hours when the streets were filled with
shoppers, Dick Miller, cameraman/di-
rector, and his crew found themsclves
surrounded with curious passers-by
most of the time. Most onlookers were
too shy to ask what was going on, and
it the crew didn't remember to an-
nounce periodically that they were
making a commercial for Ronzoni, some
of the neighborhood people came up
with their own explanations. One crew
member reported overhearing this dia-
logue outside Randazzo's Fish Store
while camera and lights were inside the
shop: “What's going on?" “A robbery—
they got away with $36,000!" “In lroad
daylight?” “Yeah. The cops are in 'here
taking pictures now.”

“Instant Pizxza" a Hit
Bultonl Foods Corporation intro iced

rimnle
Mesdage
. rtfully told to

Food editors,
Consumers,

Home economists,
Students,

Grocers,

Related item advertisers.

i

It all helps sell spaghetti, macaroni, and egg noodles

If you need posters, pamphlets, recipes, film-strips, or
what-have-you — — get them as a member of

NATIONAL MACARONI INSTITUTE

P.0. Box 336, Palatine, lllinois 60067

LABORATORIES, Inc.

EST. 1920

JACOBS-WINSTON

its new “Instant Pizza" In the New
area in June. The welcome it re:
has been so enthusiastic that Buit
now bringing two new varieties o
stant Pizza" onto the market. Th
additions will have a pepperoni
sausage filling.

Consumer reaction to the or
“Instant Pizza," which has tomato
and Mozzarelln cheese sealed It
round toaster-heated double crust
retallers and distributors calling i
success story of the year,

One of New York's leading 1

‘ork
ved
i is
‘In-
new
da

nal
uce
) 8
has
the

tail
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C sulting and Analytical Chemists, specializing in
ui matters involving the examinaiion, production
a

labeling of Mucaroni, Neodle and Egg Products.

Vitamins and Minerals Enrichment Assays.

Egg Solids and Color Score in Eggs and
oodles,

-Semolina and Flour Analysis.

3
4 -Micro-analysis for extraneous matter.
5.

-Sonitary Plant Surveys.

6 -Pesticides Analysis.

groups ranks Buitoni “Instant Plzz. " 88
one of the 25 fastest moving ilems
among 750 frozen foods items stocked.

Larger distributors report continued
high volume of sales—one claims Bul-
tonl “Instant Pizza" has been second
only to n private label frozen orunge
Jjulee,
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7-—Bacteriological Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y, 10007
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Eggs Like
Grandma
Usg_d

Egg s?ﬂils Frozcn Eggs

DarkVYolks a sl)ecialty

MILTON G.WALDBAUM

rhe of Call | O LG Wakalield, Nebraska
Dan G'"z'ﬁ'i Bob Batny Cable. Walgbaum [Waneheld)
401-287-

Manufacturers of Quality Egg Products




Rominiscent of early California, yet boosting modern efficlency, Lawry's Foods new Mid-
western facllity in Des Plaines, |llinois, was designed by Ralph Stoetzel, Inc. of Chicago and
Colvin Straub, A.LA. of Phoenix, Arizona, to house executive offices and manufacturing

and warehouse facllities,

Lawry’s Foods Opens New
Midwest Facility

California came to Illinois by way of
Des Plaines as the new $1,250,000 Mid-
west manufacturing and warehouse fa-
cility of Lawry's Foods, Inc., was dedi-
culed with a colorful pinata-breaking
ceremony in mid-September.,

Hundreds of Lawry's packaged food
products scattered among the invited
guests with the breaking of the tradi-
tlonal Mexican pinata by Miss Califor-
nia, Sharon Kay Terrill,

Jolining in the festivities were Law-
rence L. Frank, chairman of the board
of Lawry's Foods, Richard N. Frank,
Lawry's president, and Des Plaines
Mayor Herbert H. Behrel.

Southwestern Style

Patterned after the Lawry's head-
quarters building In Los Angeles the
new facility, at 1938 South Wolf Road,
was designed by Ralph Stoetzel, Inc., of
Chicago and Calvin Straub, A.LA., of
Phoenix, Arizona. It captures the cul-
tural and historical heritage of Cali-
fornia through the use of earth colors,
mission type furniture and colorful
background settings.

The 45,000-5quare foot complex is set
on two-and-one-half acres of a seven-
acre plot and eventually will be ex-
panded to a 120,000-square foot manu-
facturing and warehouse plant.

Happy Time

Richard N, Frank said, "We dedicated
our new plant with the use of pinatas
since they are a mark of festive times.
This definitely is a happy time'for us.

“With the latest in blending equip-
ment and dock loading facilities, this
plant has a production capacity equal to
the main one. In fact, its' expected to
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expand more rapidly than the one in
California.”

Frank added, “Now we w.ll be able
to serve customers in the Midwestern
and Eastern parts of the cuuntry much
better. Lawry's will be able to get its
products to mt.ket quicker and with
greater efficiency.”

Lawry's has a line of more than 50
quality consumer food products under
the Lawry's name, and sauces and sea-
sonings under the Don the Beachcomber
label. 1t also produces the Italian Kitch-
en brand of wine vinegar.

New Plant for D'Amico

Ground has been broken for a $2,000,-
000 plant for D'Amico Macuroni Com-
pany, adjacent to the firm's present
plant at 3511 Chicago Road, Steger, Ill.

Financing for the on:-story, auto-
mated plant wil be supplied by the Pru-
dential Insurance Company of America
and Pullman Bank & Trust Company.

Charles G. Lucentl, president, said the
modern plant will be able to produce
more than 100,000,000 pounds of food
products a year,

The 700,000 square foot building wos
designed by the Nance Construction
Company of Omaha. Brandt Construc-
tion Company of Highland, Indlana, will
be general contractor and builder.

Work on the plant is expected to be
completed in January and the equip-
ment will be Installed by next April,
Lucenti sald.

Allen L. Katskee, general manager,
states that along with belng an extreme-
ly efficient plant, it has been designed
to be the most sanitary macaroni plant
in existence. The entire plant is con-
crete and bullt with no cracks or ledges
on the interior. All air used in the plant
will be sterilized before use.

Spoonable Spaghetti

Putnam Publishing Compa:  py
awarded Campbell Soup top hoi rs fo
the challenge of creating “food. f (o
morrow" with their developn 1 o
SpaghettiOs.

Over the years, Campbell's | ance.
American Spaghetti has been * .meri.
ca's favorite” canned spaghettl «1d es.
peclally well liked by children. in re.
cent years, however, the rate of sales
growth was trending off,

Consumer research had indicated sev.
eral important guidelines for the new
product concept with emphasls on the
need for greater convenlence, outstand-
ing children's preference, and unique.
ness which would make it stand out as
an 2xciting new food idea. The Market.
inf; Group made sure these objectives
were well understood by the Leo Bur.
nett Advertising Agency and the Camp-
Lell Product Research & Development
team. Brainstorming meetings were
held fo discuss new product ideas and
hundreds were submitted and reviewed

Spaghettl O's

Ultimately, the product idea that
seemvd to offer the greatest polential
was judged to be spaghetti in the form
of spooaable circles. As a product,
Spaghet'i0Os was made of four sizes of
spaghetti circles in a tomato and cheese
sauce. The original product was follow-
ed by iwo additional SpaghettiOs as
part of a product line concept: Spughet-
1i0s with 18 Little Meatballs, and Spa-
ghettiOs with Sliced Franks.

A program of limited pilot testing and §

then larger scale consumer testiig of
the original product ideas kept M rket-
ing and Product Research Groups vork-
ing together in all the planning ages
Manufacturing was brought in 1 an
early date because of the equipm :t re-
quirements to handle and proce : the
product in Campbell's major U.S. ants.

Initial manufacturing did no lakf
place in all plants, but whei it w - evi-
dent that a large backloy of ders
threatened Campbell's ability to ppl¥
the trade, manufacturing open | up
other plant facilities in record time
Since this was an entirely new fi m of
spaghetti product, special equi ment
was required and plant personn: = had
to be trained for the new meth Is of
productlon.

Coordinated Efforts

The Product Research and Manufac-
turing Departments coordinated their
efforts in the development of special
equipment to make the meat variely
SpaghettiOs. A greal number of im*
provements in equipment and process
ing were made after initial production
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wow he overall SpaghettiOs’ manufac-
\urir.. operations are even more efficient
resu! ng in product improvements pro-
vidir + an even higher quality product.

Ar 1 marketing concept, the four sizes
of sp..ghetti circles is the “neat and new
spag 2tti you can eat with a spoon.” The
execution of the overall concept in the
form of product, label advertising and
merchandising made SpaghettiOs o
new, exciting, and successful concept.
Preliminary testing of rough television
commercials indicated a high degree of
acceptance of the product idea among
homemakers with children. Results
were so outstanding that it was im-
mediately decided that the product
would be Introduced nationally.

Line Does Well

The complete product line—Spaghet-
1i0s, SpaghetliOs with 18 Little Meat-
balls, and SpaghettiOs with Sliced
Franks—is doing extremely well sales-
wise. Of even greater significance, Spa-
ghettiOs have received highly favorable
consumer reaction which provides a sol-
id base for future sales and growth.

Creamette Advertising

The eighth In a series of full-color
national ads by Creametles Macaroni
appeared in October Family Circle.

The ad tles In with the Amerlcan
Dairy Assoclation's fall Cheese Festival
promotion, and invites readers to "Glve
'em a warm welcome with a Creamettes
Macaroni Cheese Bake.” The ad gives
the recipe and has a tempting, full-color
illustration of the featured dish.

Specially prepared 11" x 14" stack
cards, plus shelf talkers, are available
through local offices of the Creamelte
Cor nany. These fealure four-color re-
pro.viction of the dish with price spots
for sint-of-sale use.

0s: m Products

C 'm brand Snack and Soup Tidbits,
Pel drated Soup Cubes and Soup Mix-
es! ve been introduced by Osem Inter-
nat mal Corp., 72-51 Grand Avenue,
Ma: eth, NY.

A0 Introduced are Osem Ready
Fri. | Onions in aluminum foll bogs and
Pol.'o Pancake Mix. .

Ti.¢ Snocks and Soup Tidbits sell for
19 (:nts In 3% -ounce bags. Available in
one varlety, the Snacks will soon be sold
In several flavors, Soup Cubes, In vege-
table and mushroom flavors, sell for 17
tents for a three-cube package.

Soup Mixes sell for 49 cents per pack-
age of two envelopes. Each envelope

makes 3-4 servings. '

Winter Meeting—Jan, 29-Feb, 1
Novemeeg, 1968
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Two complelely new macaroni prod-
ucts, both designed with broad appeal
to children, are being introduced into
the New England market this fall by
Long Island Macaroni Company, Deer
Park, Long Island, New York.

The first product, Tic Tac Toe, con-
tains spaghetti x's, o's, and spaghetli
lines in @ hearly tomato sauce moder-
ately seasoned to appeal lo young
palates,

The second product, Stars and Stripes,
contains spaghettl stars and spaghetti
stripes in the same tomato sauce. The
products, packed in cans with full-color
labels, will be supported by saturation

tiay
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television schedules over stalions
WNAC-TV, WBZ-TV and WHDH-TV in
Boston; WTIC-TV in Hartford; WNHC-
TV in New Haven, and WTEV-TV in
Providence, utilizing the highest rated
children's programs throughout the fall
and winler seasons.

The broker for the Long Island Maca-
roni Company in New England is Kel-
ley, Chase, Austin & Company, Inc.,
with offices In Boston and Hamden,
Conn.

Mil-Ka-Mac to Biafra

Skinner Macaronl Co. has sent G000
12-ounce cartons of Mil-Ka-Mac, a high
protein macaroni, to trouble-plagued
Riaira where thousands are reporied
dying ui starvation. Skinner Executive
Vice President H. Geddes Stanway said
the donation was in response to a plen
from the executive director of the U.S.
Committee for UNICEF from United
Nations headquarters.

Mil-Ka-Mac Is a new Skinner prod-
uct. It is made with nonfat dry milk
and has 25% more protein than regular
macaroni. “We sincerely hope this gilt
will give hope as well as energy to each
of Its recipients,” Mr. Stanway said.

f——

ST

] Builds New Plant. The world's largest plant for production of pasta is under con-
Einrzic“r‘l‘on at Corte di Pedrignano, on the outskirts of Parma, The plont, 3 model of which is
shown in the foreground, will have an area of 60,000 square meters (64 5,000 square feet),
and Is being bullt for Borilla 5.p.A., one of ltaly's leading food-product manufacturers. It is
located on a 1.2-million-square-meter (295 acres) site on the Autostrada del Sale, one of
Italian highwoys.
e "A‘::I;Inzlm?i: Sg,h.,lelnno-busud subsidiary of The Austin Company, inlernationol
englneers and builders, is supervising construction of the Bnrillq plant. Austin is also terv-
ing as planning consultant. The firm of Valtolina Rusconi-Clerici of Milon are the archi-
ngineers for the project. .
e F"’:‘o‘i::ligdj:eurgas of this complex will be :nmplemlyl air conditioned ond humidity
controlled. The tower-like structure—tall as o 14-story building—will hnuse‘flour storage
bins witn a capacity of 30,000 metric tons (8,000 tons). When in full operation, the plant
will produce 2,200,000 pounds—or two million boxes—ol Barilla products daily.
The power requirement for this facility will be 7,000 kilawalts, more thon what Is
needed for residential lighting for the entire city of Parmo,
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Grocery Manufacturers of America,
Inc, has advised the Federal Trade
Commission that its restrictive proposed
“Guidelines for Advertising Allowances
and Other Merchandising Programs"
threatens to “dry up" the flow of coop-
erative advertising and promotions,

George W. Koch, President of GMA,
sald the proposed guidelines, which are
intended to enhance competition in the
grocery Industry, could Impose speclal
injury to smaller retailers and manufac-
turers who depend heavily on these pro-
motions as a competitive tool. He added
that GMA belleved this “was not in-
tended by the Commission" but was due
to the FTC's previous lack of access to
important industry facts.

In submitting comments and sugges-
tions for revision of the guides by the
FTC, Koch noted that the 120-page
GMA document provides the Commis-
sion with previously unavailable hard
facts based largely on an extenslve sur-
vey of practices of 80 member compan-
les. Its purpose Is to aid the FTC in the
development of realistic and practical
methods without jeopardizing effective
and beneficial manufacturer-retailer
promotlonal programs. He said the 80
companies reported more than $210 mil-
lion in advertising and promotional ex-
penditures. Ninety-thre percent of the
companies make use of manufacturer-
retailer promotions.

Fred Meyer Case

The FTC guidelines are designed to
implement the Supreme Court declsion
of March 1068 under the Robinson-Pat-
man Act in the case of an Oregon gro-
cery chain, Fred Meyer, Inc. The Court
broadened the traditional concept of a
manufacturer's “customer” to include
any retaller who buys the manufac-
turer's product whether from him or
indirectly through a wholesaler, It fol-
lowed that manufacturers must make
avallable to such “indirect customers”
proportionately equal treatment in ad-
vertising and promotional benefits.

Will Add to Coats

In filing its comments, GMA said the
results of its membership survey dem-
onstrated that the proposed FTC guide-
lines would add to manufacturers’ costs,
This could result In either higher prices
to customers or abandonment of joint
supplier-distributor promotions. The
latter course would shift advertlsing
dollars from local newspaper coopera-
tive advertising to national media.

In its comments, GMA pointed out
that the FTC's proposed definition of a
customer, which would Include count-
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less unidentifiable retall outlets, is so
broad that it would create serious prac-
tical problemr for manufacturers,

The proposed guides would hold a
company responsible for assuring 100
percent notification of all retail outlets,
and 100 percent performance on actual
expenditures,

GMA proposes that the FTC limit the
definition of a customer to one who
“buys directly from the seller, the sell-
er's agent or broker”; plus “any reason-
ably identifiable, independent buyer®
who purchases on a regular basis and
can be reasonubly and practically in-
formed of promotional programs.

Many OQutlets

The number of potential retail outlets
to which the responsibility of a single
manufacturer might run s indicated by
the 1863 Department of Commerce Cen-
sus of Business, which reported a total
of 1,707,831 retall outlets. GMA's survey
indicates that by comparison with the
median company, two of its members
place one or more of their products in
over a million of these retail outlets.
This indicates the enormous magnitude
of many industry members' responsibil-
ity to Inform and to insure complete
compllance with respect to a given pro-
motion by reason of the sweeping defini-
tion of “customer" under the FTC
guides.

Reflecting growing trends, 40 percent
of the members reported that some of
their products were distributed to the
public by vending machines and 32 per-
cent through gasoline stations. On the
whole, over 50 percent of the 90 re-
sponding companles said thelr products
were handled by flve or more diverse
types of retall outlets.

“Reasonable Actlon”

Noting that the proposed guidelines
require a manufacturer to notify all
competing customers of promotional al-
lowances avallable—in other words, 100
percent actual notificalton—GMA sug-
gested that a manufacturer he required
to take “reasonable action, In good
faith, to inform all of his competing
customers, Including customers who
purchase from intervening wholesalers,
distributors, or similar intermediaries,
on a regular basis.” GMA would leave
the method of dolng so to the manufac-
turer, such as by contracts between the
manufacturer, distributors, and third
parties, or by general announcements
on or in each product container, or in
publications, specifying the source to
contact for further detalis of provisions.

In the case of the median company,
under the proposed guides it would be

GMA Questions FTC on “Guidelines for Advertising Allowances
and Other Merchandising Progroms”

forced to anticipate separate mailin 1o
each of its 100,000 or more custo s
for each of its 50 promotional prog: ms
with approximately 25 amendment: To
comply with FTC's guide to rotify its
customers of promotion programs, the
company would anticipate sending T
500,000 pieces of notification mail. Ve
there Is no assurance of meeiing the
legal requirement to notify all of a cum.
pany's customers because of Incomplete
lists and lack of total identity of its
clients. The company would Incur, ex-
clusive of the cost of acquiring mailing
lists, additional costs of $750,000 for an.
nual direct noiification alone.

Wasted Coverage

A proposed FTC guide also recom-
mends that a company publish “In a
consplcuous manner complete details of
the plan in trade publications directed
to retailers, but only if all eligible re-
tailers receive the publication." How-
ever, according to GMA's comments, no
publication or combination reaches “all
eligible retailers.” From one company's
point of view, any money spent on such
publications for thls purpose would be
wasted, since it estimates that the four
largest grocery trade publications have
a tolal circulation of 58,320, Yet there
are at least 162,000 independent, single
unit grocery retajlers.

Reasonable Precautions

Commenting on the FTC requirement
that manufacturers develop promotional
plans and alternatives which are “usa-
ble” by all retail customers, GMA ur; ed
that the Commission revise the gu:‘e-
lines to make clear that a supplier as
satisfied his obligations so long as s
promotlonal program is usable by ll
competing customers and that he ¢ es
nothing to prevent any customer {* m
using the program,

GMA also asked the Commissior 0
modify the requirement that a mi I-
facturer must make complete veri! a-
tion of the actual utilization of all /-
lowances by both direct and Indi ot
buying customers. Noting that suc @
requirement would be Impossible ‘o
carry out, GMA proposed that a ma: 4
facturer be required to “take reasons'le
precautions to see that services he is
paying for are furnished” and also that
he Is not overpaying for them In lizht
of the “cost or reasonable value.”

The final GMA recommendation
would allow manufacturers to satisly
requirements for notification and verifi-
cation by means of an agreement wilth
wholesalers or other intermediaries.
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ANALYSIS OF MACARONI MANUFACTURING COSTS
Should you build a new plant? How big should it be? How many sh/ts?

by William E. Pearson and Richard G. Walsh

Editor's Note—This article was drawn
from a thesis written by Mr. Pearson in 1966
while working on a M.S. degree at the Uni-
versity of Nebraska. It was prepared under
thes upervision of Dr, Waish while he was
Professor of Agricultural Economics at Ne-
braska. The thesls is entitled, “Structural
Trends and Economies of Scale in the Maca-
ronl Industry," and is available on inter-
library loan from the University library, Mr.
Pearson is employed as Economist with the
Forelgn  Reglonal Analysis Division of
US.D.A., and Dr. Walsh is Professor of
Economlcs at Colorado State University,
Fart Collins,

RECENT study found economies

associated with plant size and plant
utilization in the production of maca-
roni products. An increase in slze of
plant or an increase in the number of
shifts operated lowered cost.

This may not be startling news to
those closely associated with the maca-
roni industry. Still, it is Important to
have more than just a rough idea of
how costs can be reduced by changing
the fixed-variable cost relationship.
That s, how much can per unit costs be
reduced by building a new plant, ex-
panding plant size, or by more fully
utilizing existing plant facilities?

There is a need to study macaroni
manufacturing costs. The industry faces
problems of adjusting to changing eco-
nomie conditions. With stable or declin-
ing macaronl prices in many markets,
macaroni companies must continue to
seek methods of controlling costs, A
variety of new production methods and
arrangements are being tried.

Until World War 1I, macaroni prod-
ucts were manufactured by a batch
process. Recent introduction of new
technology—primarily the contl

365 days a year, less shutdown time of
18 hours each weekend for clean-up and
maintenance. A production day was de-
fined as 24 hour operation of the manu-
facturing division and 8 hour operation
of other divisions such as packaging and
warehousing,

Both economlc and engineering data
were used to determine changes in pro-
duction costs related to plant size and
utilization. Physical input-output rela-
tionships were measured for each stage
or function in the manufacturing plant.
By applying prices to the inputs, opti-
mum combinations of equipment and
other inputs were developed that deter-
mined the least-cost operation for each
plant considered.

Information was oblalned primarily
from four sources. Equipment manufac-
turers were surveyed for equipment
cost, machine labor requirements, and
operating capacities. Several plant man-
agers were consulted for wage rates and
other input prices. Additional fixed and
variable costs were oblained from inter-
views with architects, consultants, and
plant managers. Finally, much baslc
data was obtained from the Census of
Manufacturers,

It was assumed that the products of
the model plants were 50 per cent long
doods and 50 per cent short goods.
Noodles constituted 20 per cent of the
total output.

Five per cent of oulput was packaged
in 24-pound boxes for institutional dis-
tribution, and 2 per cent were specialty
products such as bow ties requiring

hand packaging. The balance of plant
output, 83 per cent was package half
in one-pound cartons and half in poly-
cthylene bags. This was a compromice,
West of the Mississippl River, about 6
per cent was packaged in cellophane
bags and 10 per cent in cartons. The re.
verse was true in the East,

Investment

Table 1 shows the investment in laud,
building, and equipment in the fwr
model plants. Total investment ranged
from $641,734 In the small plant {0
$1,381,173 in the large plant.

Land costs ranged from $13,267 for
the small plant to $30,765 for the large
plant. The plants were assumed to be
located in an industrial park where
land costs averaged 35 cents per square
foot or $15,240 per acre. Land area in-
cluded sufficient space for the building
and parking lot, but did not include a
margin for future expansion.

Investment In the building ranged
from $202,660 for the small plant to
$460,038 for the large plant. Costs per
square foot ranged from $10 for the
warehouse to $16 for the manufacturing
floor area.

Equipment costs ranged from $340-
409 for the small plant to $743,840 for
the large plant. Investment costs for the
model plants were obtained from equip-
ment manufacturers such as Buhler,
Aseeco and Ambrette. A 25 per cenl
installation charge was assumed.

(Continued on page 30)

Table 1: Total Investment In Land, Building and Equipment, Four I el
Macaroni Plants, United States, 1086

Item

Plant Capacity (I1bs/hr)

1,500 2,000 3,000 1 u_J_'

press, the automatic drier, and the auto-
matic packager—raises important ques-
tions about production costs assoclated
with new plants of varlous slze.
Changes In technology have made It
difficult for manufacturers to establish
prices that reflect costs. Whether these
changes result in improved efficiency Is
not known,

Method of Study .

Production costs were budgeted for
four plant sizes: 1,500, 2,000, 3,000 and
4,000 pounds per hour, The four plants
were operated 100, 200, 240, 300, 340 and

28

Land

Architectural Services

Building

Equipment
Raw material recelving
Short goods equipment
Long goods equipment
Packaging equipment
Miscellaneous equipment*

Installation of equipment

Total Investment

(Dollars)
$ 13,267 $ 169821 $ 24227 § 0165
16213 20,088 29,526 37,595
202,660 258,576 360,077 40038

26,205 41,205 71,205 71,208
106,508 122,474 170,744 208512
92873 115913 150,625 186,20
72,500 72,500 132,500 182500
35000 52,640 66,490 84,540
76,330 89,832 134,004 16482
$641,734 $700,837 $1,148,848 $1,381,17

* Miscellaneous equip t includes laboratory, floor cleaning, electric 1ift trucks and ool
Source: The Buhler Corporation, 80258 Wayzata Blvd,, Minneapolls, Minnesota; Aseeco ‘l::l-'h
poration, 1830 W. Olympic Bivd,, Los Angeles, California; Ambreite Machine Corp., 154 §

street, Brooklyn, New York.
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This food extrusion die
will never* give in!

* Especially when you return it to

us for periodic check-up and reconditioning.

D. MaLbARI & SONs. InC.

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

Amaerica’s Largest Macaroni Die Makers Since 1903 - With Managemen! Continuously Retained In Same Family
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Table 2: Average Fixed and Variable Unit Costs for Macaronl Plants of 1
1,500, 2,000, 3,000 and 4,000 Pounds Per Hour Capacity, United States, 1986 4
Fixed Costs—Dollara per cwt. = (
Bize of Operating Total Yearly Return on Tolal
Plant Days Output Fixed ation & Taxes Adminis- ixed i
(lbs/hr) (Per Year) (Pounds) Investment Depreci- Insurance tration Zosts
1,500 100 3,255,000 $1.01 $2.10 $0.27 $0.81 6o id
200 6,510,000 0.98 1.05 0.13 0.40 254 H
240 7,812,000 0.80 0.87 011 0.34 wmn
300 9,765,000 0.64 0.70 0.08 0.27 170
340 11,067,000 0.56 0.62 0.08 0.24 150
365 11,880,760 0.52 0.67 0.07 0.22 130
2,000 100 4,340,000 177 181 0.25 0.74 461 t
200 8,680,000 0.88 0.85 0.12 0.37 9 ]
240 10,416,000 0.74 0.80 0.10 031 19 )
300 13,020,000 0.59 0.64 0.08 0.25 15 B
340 14,756,000 0.52 0.56 0.07 0.22 13 f
365 15,841,000 0.48 0.52 0.07 0.20 128 {
3,000 100 6,510,000 Al 1.88 0.24 0.72 4.5 /
200 13,020,000 0.85 0.83 0.12 036 2
Y. 240 15,624,000 0.7 0.78 0.10 0.30 18
300 19,530,000 0.57 0.62 0.08 0.24 1.51
340 22,134,000 0.50 0.55 0.07 0.21 19
365 23,761,500 0.47 0.51 0.07 0.20 LA
4,000 100 8,680,000 1.60 173 0.22 0.67 i
M 200 17,360,000 0.80 0.88 0.11 0.34 a1 i
240 20,832,000 0.67 0.712 0.09 0.28 1.78 i
300 26,040,000 0.53 0.58 0.07 0.22 14 ;
340 20,512,000 047 0.51 0.07 0.20 1.2 §
365 31,682,000 0.44 047 0.08 0.18 118 ¥
1
gl
Variable Costs—Dollars Per Cwt. — "
Misc. Interest )
Lbs, Operating Produc- Elec- Supplies un Packag- Raw Raw Total A\.'unlle : 2 A YL A s ot s il R A =Skl !
Per Days tion tric Power & Operating  ing Material Material Variable Total e ® e w00 9, 9 e 9 0 & g " -
Hour (Per Year) Labor Power  Fuel Expenses Capital Supplles (Flour) (Eggs)  Cost Cost . oo0OGOOGOOGLOO®POCRO 0.
100 100 9225 $013  $0.04  $053 037 $150 #6438  $3.03  $1432 194l 1. 9,0.0.00.0.00.00.000¢00,
200 225 013 004 053 037 150 6.48 3.08 1432 6.67 A A AR s et s D
240 2.25 0.13 0.04 0.53 0.37 1.50 648 3.03 14.32 0.4 !

) 300 2.25 0.13 0.04 0.53 0.37 1.50 .48 3.03 1432 6.02 J
( 340 2.25 0.13 0.04 0.563 0.37 1.50 .48 3.03 14.32 581 i
& 365 2.25 0.13 0.04 0.53 0.37 1,60 648 3,03 14.32 51 i
e 4
i 2000 100 1.80 0.12 0.04 0.53 0.34 143 648 3.03 13.87 354 1 i
[ 200 1.80 0.12 0.04 0.53 0.34 143 648 3.03 13.87 .21 !
’ 240 1.90 012 0.04 0.53 0.34 143 6.48 3.03 13.87 582 X
300 1.80 0.12 0.04 053 0.34 143 6.48 3.03 13.87 54 i
i 340 1.80 0.12 0.04 0.53 0.34 1.43 648 3.03 13.87 5-?5 % |
f 3685 1.80 0.12 0.04 0.53 0.34 143 6.48 3.03 13.87 3% [
{ 3000 100 1.54 o1l 0.04 0.53 0.33 1.38 6.48 3,08 13.44 197 i
g 200 1.54 0.11 0.04 0.63 0.33 1.38 6.48 3.03 13.44 570 |
i 240 1.54 0.11 0.04 0.53 0.33 138 6.48 3.03 13.44 :i: DIES I !
v 300 1.54 0.11 0.04 0.53 0.33 138 a.48 3.03 13.44 4 {
% 340 1.54 0.11 0.04 053 0.33 1.38 6.48 3.03 13.44 i) N TEFLON WITH INTERCHANGEABLE ROUND AND AT !
f 365 1.54 0.11 0.04 0.53 0.33 138 6.48 3.03 13.44 1468 OVAL SEGT|0N ELEMENTS i
! ' 4000 100 119 0,09 0.03 0.53 031 132 6.48 3.03 12.99 1;::

I 200 118 0.09 0.03 0.53 031 132 6.48 3,03 12,89 15. "
240 18 009 003 058 031 132 848 3.03 12.99 'ﬂ: Address: Plinio e Glauco Montoni —
- 300 1.19 0.00 0.03 0.53 031 1.32 648 3.03 12.09 14 . N N
j 340 118 009 003 053 03l 132 648 3.03 1299 U2 P.0. Box 159, Pistoia (Italia) Tel. 24207-26712
i 365 119 009 003 053 031 152 648 3.03 1299 18 ’
; 30 THE MACARONI JOURNAL Novemzer, 1059 3l ‘
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Analysis of Costs—
(Continued from page 28)

Fixed Costs

The following fixed cosls are shown
on Table 2. Straight line depreciation
was used 1o compute the annual cost of
buildings and equipment. Equipm.nt
was depreciated over a seven ycac pe-
riod, while a 25 year life was assumed
for the buildings.

Insurance and taxes were computed
at o rate of 1.35 per cent of fixed invest-
ment.

Return on investment or opportunity
cost of capital was computed as follows:
sixty per cent of the capital was as-
sumed owned at a 12 per cent return
and 40 per cent borrowed at 6 per cent
interest.

Administrative costs were computed
at a rate of 4.0 per cent of fixed invest-
ment.

Variable Costs

Wages averaged $3.00 per hour plus
fringe benefits of $0.81 This compared
with a national average wage of $2.19
per hour for men and $1.86 per hour for
women in a 1085 survey by the National
Macaroni Manufacturers Assn. A higher

L e ¥ kel pid ) vl o el Lo i s s o 0 e st Tt

wage rate was used here because of the
skill requirements that go with highly
automatic machinery in the model
plants.

Operatin{ capital was estimated as
70 per cen' of the fixed investment in
huildings “nd equipment. The cost of
operuiie capital was based on the as-
sumption that 60 per cent was owned at
12 per cent return, and 40 per cent was
borrowed at six per cent Interest.

Miscellancous costs included station-
ary and printing, telephone and tele-
graph, office expenses, dues, subscrip-
tions, auditing, postage, water, sanita-
tion and repairs.

Packaging supplies were assumed to
cost 3710 cent for 1 pound polyethylene
bags and 1 cent for 1 pound packages.

Average U.S. prices of semolina flour
were $6.39 per cwt,, based on the 1963
Census of Manufacturers.

The average price of dried egg yolks
was assumed at $2.40 per pound. It re-
quired 6.32 pounds of eggs per hundred-
weight of noodles. Thus, average cost of
eggs per hundredwelght of noodles was
$15.17. With noodles 20 per cent of plant
output, egg cosls were converted to an
average cost of $3.03 per hundredweight
of total production.

Resulis of Study

The study found substantiol « ng.
mies in the manufacture of ma: -gpj
products. Three types were consitc ed:
(1) economies of plant size or cap ‘ity,
(2) economies of plant utilization and
(3) economies associated with au! wma.
tion.

Production costs declined with cach
increase in plant size. Table 2 and Fig.
ure 1 show that a 1,500 pound per nhour
plant operating at capacity had coste of
$15.72 per cwt. compared to $14.15 per
cwt. for a plant of 4,000 pounds per
hour, a difference of $1.67 per cwl, or
11 per cent.

Even larger reductions in the cost of
manufacturing macaroni products were
available from increasing utilization of
plant capacity. Table 2 and Figure 1
show that a 4,000 pound per hour plant,
operating at capacity of 365 days per
year had costs of $14.15 per cwl. com-
pared to $17.22 per cwt. when operating
only 100 days annually, a difference of
$3.07 per cwt. or 1B per cent. This is a
general comparison of one-shift vs.
three-shifts plus overtime.

Management of macaroni companies
can compare their plant technology, or-

(Continued on page 34)

Flguro 1. Short~Run Cost Curves for Macaroni Flants of 1,500, 2,000,

3,000, and 4,000 Pounds Per Hour Capaoity,

United States, 1966,

Unit Costs (Dollars per cwt.)

oy
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T30 6,00 | 9,00 12,000 15,000 18,00 21,000 24,000 27,000 ; 31,000

Total Yearly Output (1,000 owts)
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ANY MACARONI

PRODUCT C‘q' ALWAYS SPECIFY 4
WHETHER YOU'RE MANUFACTURING LONG GOODS

g =2 OR SHORT @@@D.EGG

noobLes [ 7T ] OR OTHER SPECIALTY SHAPES,

GUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT
crowine areallifliwe can supeLy [T Jiwe

FINEST DURUM ?f 'WHEAT PRODUCTS AVAILABLE.
AND WE SHIP EVERY ORDER/Z//AT THE TIME @

¢T¢ AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

ills at Rush City, Minn, — General Offices: St. Paul, Minn. 55101
AR St S, S5 ¢ Telephone: (612) 646-9433
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Table 3. Distribution of Macaroni Plants by Average Value of Shipments
Per Plant, United States, 1854, 1858 and 1863

Number of Employees

10-49 50-249 250 or Morc

Percent of Average
Industry Value of
Value of Shipments
Shipments Per Plant

Percent of  Average Percent of
Industry Value of Industry
Value of Shipments Value of

Shipments Per Plant Shipments

Average Percent of Aveiage
Value of Industry Value of
Shipments Value of Shiprients
Per Plant Shipments  Per Plant

1054 74 $ 87,800 18.2 $424,600 §7.1 $2,135,500 154 H T.ﬁli:l.iioo
1858 7.5 111,000 10.7 501,800 0.0 2,828,000 18.1 9,665,000
1063 39 72,624 14.8 562,914 50.2 3,300,025 22.3 12,407,750

Source: 1054, 1958 and 1063 Census of Manufacturers, M ducts, B of the M_

Census, Department of Commerce (Washington, D.C.).

Analysis of Costs—
(Continued from page 32)

ganization and costs with those present-
ed. That is, only management can de-
cide how much their unit costs can be
reduced by building a new automated
plant. The cost funclions represent
least-cost combinations of technologies
and with reasonably efficient manage-
ment and worker performance. Few
plants have achieved this degree of pro-
duction efficiency.

The reason for this is that the cost
functions are developed under ideal
conditions. But workers do not always
work as diligently as they could. Some
managers may nol search hard enough
for new Information nor push their
plants to peak performance.

Reasons for Economles

Economies were due primarily to (1)
smaller investment per unit of capacity,
(2) more efficient utilization of produc-
tion labor, (3) economies of fixed over-
head, and (4) quantity discounts in the
purchaose of inputs,

The small plant had total investment
of $424 per pound of capacity while the
large plant had an investment of $354
per pound of capacity. Thus, the large
plant had a 16 per cent advantage in
investment cost,

The large plant saved $1.05 per hun-
dredwelght for production labor, which
was nearly a 50 per cent reduction in
labor costs. Economies of production
labor were caused primarily by beller
labor utilization through specialization
and division of labor. Thus, the number
of plant employees varied from 24 in
the small plant to 34 in the large plant.
With a 42 per cent increase in the num-
ber of production wrorkers, the large
plant produced 167 per cent more out-
put. .

Fixed costs explained very little of
the economies of size. Large plants
saved only $0.23 of fixed costs, which
was o 16 per cent reduction compared
to small plants. For any size of plant,

34

however, fixed costs accounted for all of
the economies associated with plant
utilization.

There were size advantages that re-
sult from discounts through volume
buying. For example, the large plant
saved approximately 18 cents per hun-
dredweight or 12 percent in the pur-
chase of packaging supplies.

Discussion of Resulis

The purpose of this study was to as-
sist macaroni plant management in
measuring and controlling production
costs. Macaronl plants were budgeted to
determine the effect of size of operation
upon costs per cwt. Engineering and
statistical costs methods were employ-
ed. Measured were the effects of new
automated equipment, plant size and
plant utilization.

The study showed that production
costs declined with each iIncrease in
plant size considered. Part of this was
due to the advantages of size from dis-
counts through volume buving.

Substantial savings occurred when
planis were more fully utilized. When
two plants of different capacities pro-
duced the same annual output, the
larger plant had higher costs than the
smaller plant. Therefore, management
should consider the possibility of adding
a second or third shift! before building
larger new plant, unless the cost sav-
ings from automatic new equipment
would offset this saving.

The macaronl industry has already
made considerable progress in automa-
tion, Productivity of in-plant labor
nearly doubled since World War IL. The
U.S. Census of Manufactures shows that
output per hour of production labor in-
creased from 67.7 pounds in 1947 to
111.8 pounds in 1803. During the same
period, the industry grew from 8184
million pounds of output to 1,158.1 mil-
lion pounds, and the number of produc-
tion workers declined from 6,628 to
5,050, In-plant automation was in large
part responsible for the rapid increase
in labor productivity.

AN TRATE RS Lt T PP S AR

Part of the increased productivity was
the result of economies of plant size.
Table 3 shows that sales (value of ship-
ments) by small plants remained rela-
tively stable since 1954, while medium
sized and large plants have grown rap-
idly. Medium sized and large plants
have increased their share of industry
sales while the share held by small
plants declined.

Management should explore the bene-
ficlal effects of further consolidating
small plants into new automated plants

Y Partial  informoetion  from  indusirial
sources suggests that plants typically had
about 60 per cent of capacity unused. Ahmt
10 per cent of this was due to the seasonal
natre of demand, with April through Sep-
tember the slack months,
of larger size. Consolidation of this na-
ture carries much public and private
support. Mergers among small plants
have been exempt from antitrust action.
Although it reduces the number of com-
panies, the increased size of the surviv-
ing company may increase effective
competition in the market.

There is a need for further res irch.
This study was limited to dry mac’ roni,
spoaghetti, and noodle products. In: eas-
ingly, companies in the macaro: in-
dustry handle a line of preparec din-
ners. Additional research is need 1on
the economics of producing and ¢ stno-
bution such convenience foods.

In addition, the study was limit Jd 10
in-plani p=zducion costs. Not inc ided
were cots of sales promotion and ! ans
portaticn of the finished product t: cus
tomers. Further research is need:i ! on
effclent distribution of macaroni jrod-
ucts,

Reference Materials

NMMA Seminar on Whent matcrialé
in vinyl binder, $5 from Association
office, P.O. Box 336, Palatine, Il (0067,
Includes 76 page book “From Wheal 10
Flour,” statistical tabulations on durum
supply and distribution, copies of p¥
pers presented at the Minneupolt
meeting.
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There are two ways to look at it.

There's the contribution the colleges
make to business,

That's crucial.

Business employs about 42% of all college
educated people. It uses thelr brainpower
and skill in developing new products

and methods. It fills management posts.

In the other direction, there's the
contribution business makes to colleges,

The colleges welcome it. They need all
the funds they can get. They're helping
to prepare leaders for management,
but the cost of this preparation—the whole
cost of education—is going up sharply.

If business wants college talent, it must.
keep colleges in business. It can help
finance their need for classrooms,
facilities and especially teachers.

In this light, your aid-to-education
program is an aid to your company.

SPECIAL TO MANAGEMENT—A new booklel

of parlicular Interest if your company has -
not yet established an aid-lo-educalion =
program,

Wiita for; “THE RATIONALE OF CORPO.

RATE GIVIND," Box 36, Times Square Sta-
tion, Naw York, N. Y. 10036,

College is Business’ Best Friend

L
Advartising Councll and the Council for Financial Ald lo Education.
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George N, Kehn

NE of the goals in today's business
world Is instant success.

This is partlcularly true of selling.
The young salesman often wants to
make $30,000 a year by the time he's 25,
become a vice president at 30, and own
the firm at the ripe old age of 35.

In the dynamics of American industry
this is not Impossible. But it is not very
probable either. The Horatio Alger
story is more of a lilerary oddity than
pattern for success.

The young salesman should be pa-
tient, If he is brainy, hard-working and
conscientious, he'll get to the top. And
when he does arrive there, he'll be bet-
ter equipped to stay there,

Modest Goals First

Sales managers are not in the habit
of handing over prime territories to un-
tried men, They want a salesman to
prove himself with secondary custom-
ers before they give him the top prize.
This is sound practice. A man who can't
sell a lesser prospect can't be expected
to knock off the million dollar guy.

A salesman, who is started on smaller
accounts, can thank his supervisor. With
a less important customer he can stub
his toe occasionally without doing ir-
reparable damage to himself or his firm.
One mistake with a big account could
mean the difference belween a good and
a bad year.

Recently, 1 had lunch with a friend
of mine, Mel Boyd, who runs an adver-
tising ngency. He was looking glum and
I asked what the trouble was.

“I just had to fire one of my best
young executives,” he replied.

His story was sad but meaningful.

A few months before, Mel's’ ugency
had snared one of the giants of industry
as a new client. Everyone was jubilant,

A promising and talented young em-
ployee, Ed Rand, begged for the job of
account exccutive for the new client.

36
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“] had some reservations about Ed
because nf his youth and relative in-
experience, but I declded to take a
chance on him," Mel recalled.

Zd was given a 50 per cent increase
in salary to match his new status, but
after a few weeks he demanded and
got a 100 per cent Increase.

“He had me over a barrel," sald Mel.
“I don't want to change account execu-
tives and disturb a relationship with the
client.”

My friend wruld have been better off
to have pJl a different man on the job.
In three months, Ed lost the client. He
just hadn't been ready for that big
assignment.

Mel said he was forced to let Ed go
because of the big salary he was draw-
ing.

“I couldn't return him to his old sal-
ary and yet there was no justification
for keeping him on the new one. I lost
a good executive and Ed lost a great
opportunity.

I have seen many bright young sales-
men destroyed by moving too far too
fast. There must be proper groundwork
lald before you can hit the helghts.

"I Could Have Done Better”

Salesmen without sufficient experi-
ence are quick to spot the errors and
wenknesses of older hands. If a veteran
salesman has dropped the ball on an
account, the younger man is likely to
say, "I could have done better than
that."

It never occurs {o him that perhaps
he couldn’t have done as well, Often a
remark of this type Is made without
knowledge of the circumstances. It's
perfectly possible that the failure was
due to circumstances he could not con-
trol.

The younger man should find out the
facts and then ask himself if he could
have done as well under the same con-
ditions,

I remember one case of a freshman
salesman for an auto parts firm which
lost one of its biggest accounts.

Dick Temple, the young newcomer to
the sales staff, had been assigned to a
minor territory and felt his talents were
being wasted.

PAYS OFF

sales training articles.

When he heard about the loss of the
large customer, Dick let it be known
around the company that he would have
prevented it from happening. At the
same time, he sald some disparaging
things abou. "l Forivr whose account
it was.

These remarks eveniually came to the
ear of the sales manager, who called
Dick Temple into his office.

“Don't knock the other fellow until
you know what you are talking about,"
the boss said. “The loss of that account
was no more Bill Foster's fault than
your mother's. The customer was going
into a discount operation and our line
didn't fit in with his plans. The only
thing we could have done was to get
involved in a price merry-go-round and
Bill was told definitely not to.”

Dick apologized to everyone concern-
ed, but more importantly he learned a
lesson he never forgot. He got to know
Bill Foster, the older salesman, betier
and learned a great deal from him. In
five years, Dick was ready for a more
important territory. He discovered the
benefits of patience.

The Walting Game

The salesman has need for pa'ience
in his buyer relationships, too. W iting
to see a prospect, waliting for hin to
make up his mind, waiting for th: mo-
ment to get a word in—all the: are
maddening to the man who wu s 10
storm ahead at full speed.

Slow down. Relax. In selling. t}. race
is not always won by the swift. Bi ides,
you can make the waiting time p v by
using it to good advantage.

The right approach to waiting i: this:
If you have the time to wait, then wail.
If not, tell the secretary or recept.nist
you'll be back later.

If you do wait, make the most of your
time. There is no sense In wearing out
your nerves by pacing up and down
smoking a pack of cigarettes or glancing
at the clock every few seconds.

Instead, work over your preseniation.
find out what you can from the recep”
tionist about the buyer, read sales liter
ature or anything else that helps your
career.

And don't start thinking hasty
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{houglts about the prospect. Unfortu-
nately. there are a few buyers who keep
wlesmen  waiting because it makes
them fcel important, but most will see
you as soon as they can. If you come
without an appointment, you can’t ex-
pect the prospect to be waiting for you.

I've seen some salesmen become so
earaged at cooling their heels that they
were incapable of making a good pre-
sentation. They felt they had been hu-
millasted and were almost Insulting
when they finally did see the buyer.

Don't think you ar the only one who
must wait to do business. The prospect
you are calling on may have had to
walt 45 minutes that morning to see his
boss,

Unless you're sure you're being treat-
ed badly, don't act rashly.

John Marsh, purchasing agent for a
big optical company, told me a reveal-
ing story, One morning he was especial
Iy busy seeing callers one right after
another,

About 11:30 he took n breather and
stepped out to a water cooler in the
reception area. Suddenly, he felt his
arm being grabbed. John turned and
found a salesman, his face livid with
fury.
“What the h— are you trying to do,
make a fool of me?" the man shouted.
“‘I've been out here two hours while
you've been seeing people who came in
long after me.”

The salesman continued {o berale
John further, not even glving him a
chance to reply.

Finally, the purchasing agent was
gble to find out what happened. Shortly
after the salesman had announced him-
self, the receptionist had been relieved
by anather girl. The first girl somehow
had f:iled to pass on the salesman's
name ‘o her relief, The upshot was that
John Marsh never recelved his name at
alL1n -hort, the buyer didn't even know
the n .n was walting.

Wk a this was explained o the irate
salest..in, he apologized profusely.

“l ‘ccepted the apology,” said John,
“but | could never really feel at ease
Wwith 1;:at guy again, and eventually his
firm -unt somebody else over.”

Wait For An Opening

Paticnce s also o virlue when it
tomes lo the interview. Take the mat-
ter of ubjections. An impatient (and low
Producing) salesman will try to over-
fide ubjections almost before they are
9l of the prospect’s mouth. He can't
haar him out for five seconds.

Now, remember the prospect may be
oering perfectly valid objections, al-
:.h""ﬂh you won't know this unless you
slen to him, The paticnt salesman will
bide his time until the weak or vulner-
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able objection is made, And it will be,
You can count on that. Then the seller
will cut in and knock the puny objec-
tion to bits and thereby neutralize the
buyer's other arguments,

The salesman, for example, listens
quietly while the prospect raises his ob-
jections, Suddenly, the buyer throws in:
*“Your product won't sell to my trade.”

This Is the opening the salesman has
been waiting on. He iuforms the pros-
pect of a market survey his outfit had
made which showed that the prospect’s
customers were highly receptive to that
particular product. Such a statement
can change the whole direction of the
interview—in your favor. It's like a
home run with the bases loded in the
last half of the ninth inning.

Sports offer a good analogy here.
Have you ever observed a top pro quar-
terback like Y. A. Tittle drop back for
a pass? He s the essence of patience,
Even with 230 pound opposing linemen
charging n ¢* him, he s cool, almost
detached, as ne looks for his recelver,
He waits for 1he right second and then
—and only then—does he toss the foot-
ball.

The salesman, too, is under pressure.

He must walt, however, for the right
time to make his play. If he makes it
too soon, he can lose the sale.

Patlence and Persistence

Patlence alone will not turn a lean
territory into a fat one. But patience
and persistence will.

Many young salesmen, weaned on
success stories in this business, are dis-
illusioned if, after three weeks, they are
not in a higher Income tax bracket.
They feel they've been given a bum
territory or one on which the competi-
tion has a stranglehold. So they beef to
their wives and their managers.

They must realize that a territory,
like a garden, must be carefully culli-
vated If it Is to grow. They've got o
work at it day-by-day, week-by-weck
and month-by-month. They must be
patient with frustrations, delays and
disappointments. These are the lot of
every salesman. The good ones survive
them and become leading producers.
They are patient and their patience is
rewarded.

A French philosopher once said,
“Genlus Is nothing but a great aptitude
for patience.”

And Shakespeare reminded us In
“Othello"

“How poor they are that have not
patience.”

Patience is a plus side characteristic
for a salesman.

How patient are you? If you can an-
swer “yes” to seven of the following
questions, patience Is one of your vir-
tues:

ST p e o I o ited e e

Yes No
1. Do you believe that o small
territory cen lead to a big
territory fu: “he right man?
2, Do you make your pros-
pect’s waiting time pay? —_ -
3. Are you patient with a
prospect even though he
may nol agree with every-
thing you say? S
4. Do you reserve judgment of
olhers, even when it seems
they have erred? — sy
5. Do you look for a cause be-
fore condemning a prospect
for keeping you wailing? - -
8. Do you feel that success
follows effort, not wishing? — —
7. Do you lock for examples
of patience in others ond
try to emulate them? —_ -
B. Do you wait for o good
opening when a prospect is
making objections? —
9. Are you patient by nature?
10, If not, are you working to
curb your impatience? —_ -
(Copyright 1084—George N. Koahn)

REPRINTS FOR
YOUR SALESMEN

SMOOTH SELLING
by George N, Kahn

Reprints of thla serles come In a Jour
rnle formnt, printed In 2 colors aml
hree-hole punched to fit any standard
8'3 x 11* three ring binder. each re-
print includes a self-evaluation quiz.

Prices are:
1 to # coples (of each arlicle) ..50c onch

10 to 49 coples
(of sach arlicle) ......... 37V3c oach

50 to 99 coples (of anch article) 30¢ aach

100 or more coples
{of sach articli) ..oooviianne 1%¢ aach

You may pre-order the entire serles, or,
if you wish, indlvidunl articles, Each
article in the serles Is numbered, Please
specify your wishes by number.

When ordering the varlous articles of
this serles, address orders to the

sorgs N. Kahn Company., Marketing
Consultants, Sales Training Division—
Service Departments, 212 Fifth Avenue,
New York, N.Y. 10010,

1 1o 33 lsied in aarlier lssues.
3. Words Ars Power
33. A Cusiomer Has A Name, Know Ii
38, Use Your Allles
37. Resenrch Befors You Sell
38, Belling Quallty
38, Pul Color In Your Call
40, Kesp O#f the Black List
41, Geillng Up From a Fall
42, What Aboul Payala?
43. Selling Yoursall First
44. Belling By Insiinct
43, Patlence Pays OH
48, Legitimate Buck Paming
47. Barvice That Sells
48, Learning From ihe Sales Call

When ordering, please mention the
name of this publlcation,
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ADVERTISING RATES
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FOR SALE—One complete Braibanti Micro
Press with vacuum; tlour hopper with pneu-
matic flour feed to press; Egg Dozer; Dies
for Noodle Sheeter, egg dumplings, smail
aend medium shells, elbows, mostaccioli, and
cutting device. Box 259, Macaroni Journal,
Palatine, 1Il, 60067,

FOR SALE—Complete, outomatic, modarn
oquipment for 40,000 Ibs. dally production.
Long, Short, and Noodle products, Bulk Flour
System, St. Louls Mac. Co,, 5119 Bischoli,
St. Louls, Mo, 63110,

WANTED—Used short cut automatic tinish
dryer 500 Ibs./hr. copacity, continuous op-
erotion, Naoples Maocoroni Co. Ltd,, 51
Stuart 5t. W., Homilton, Canoda.

Automatic Noodle Packaging Machine with
Double Scole. Box 261 Macaroni Journol,
Palatine, 11l. 60067,

WANTED—"Batch" type equipment: Mixer,
Kneader, Doughbreak ond Cutter. Box 258,
Macaroni Journal, Palatine, 1Il. 60067,

Kientz -! Quits

Kientzel Noodle Company of St
Louis has gone out of business afler
operating for forty-five years.

Peter La Rosa

Peter La Rosa, past president of
N.M.M.A., suffered a fatal heart attack
ut his home in Munhasset, Long Island,
New York, on October 5. Story in next
issue of the Macaroni Journal.

Author

Pictured on the right is Richard G.
Walsh, Professor of Economics af Colo-
rado State University ot Fort Collins.
He is co-nuthor of the article starting
on poage 28 “Analysis of Macaroni Man-
ufacturing Costs.”
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Tribute to a Macaroni
Salesman—

A man who has been o walking leg-
end in the macaroni business in North
Carolina died September 16 at the age
of 72. W. F. (Bill) Townsend had repre-
sented Skinner Macaroni Company in
the Greensboro-Winston-Salem-Durham
area for 31 years. In North Carolina he
was “Mr. Skinner." Few men have com-
manded the respect and admiration that
Bill had from buyers, grocers, stock
boys, even competitors,

On July 1, 1068 Mr. Townsend ask-
ed Skinner's to place him on "semi-
retirement.”" A heart condition had re-
stricted Bill's activity, but he continued
1o serve Skinner as o public relations
representative.

Testimonial

Among the letlers received by Bill
Clark at the time of Mr, Townsend's
retirement was the following one from
Helen S. Hudson, buyer for Central
Carolina Grocers, Inc., Greensboro.

“We received your lelter today an-
nouncing the retirement of our dear
friend, Mr, Willlam F. Townsend. Please
accept our heartfell thanks for retaining
him in the capacity of Public Relations
Representative. 1 assure you his salary
will be well-earned, for he is Skinner
Macaroni in this town. The brand of
loyalty he holds for Skinner has almost
become an extinet commodity in busi-
ness loday, and his zeal {or selling, pro-
moting and most of all for competing is
unmaltched by any man hall his age.

“The entire Food Indusiry has profit-
ed from Bill Townsend's wisdom, and
maeny o rookie salesman from both

Richard G. Walsh
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William F, Townsand

friendly and enemy ranks ha® been
taught some never-to-be-forgotten les-
sons by him. Personally, 1 have known
and loved him for more than 30 years,
first as a buyer for H. L. Green Co. and
more recently as the buyer here, so it
is natural that I join with the hundreds
of other associates of his in thanking
you sincerely for the consideration ex-
tended to him now."

Porter G. Palge, general manager of
Central Carolina Grocers, added:

“Bill Townsend called on me for
more than 20 years, and to me he is
among the finest. He worked hard for
his company and for us, and we are
thankful for his dealings with us and
thankful that we had the opportunity
of knowing a man like Bill."

Bill Clark said, “Bill Townsend was
one in a million, and it is evident 'hat
he will be missed by many, many €0
ple in the trade. However, he cert nly
will never be forgotten. He was o - of
the finest man jn the business."

Bill Townsend was a man with © “eal
sense ¢f humor. When he was tolc  hat
the office needed a picture of hir he
wrote back, *1 only weigh 115 pr nds
and doubt if I can find & camers hat
small. I am enclosing a picture « me
taken long ago. 1 will want this bs o8
I can never be that pretty ogain.”

Successor

Mr. Clark has appointed J. A. ! ich
ardson Co. of Winston-Salem as Ski ner
broker for the territory Mr. Towr: end
handled. In addition, Dermott Stin son.
formerly a retail representative for
Skinner under the direction of Town
send, hos been promoted to district
sales supervisor for the Skinner terr
tories headquartered ot Winston-Salem.
Raleigh and Roancke.
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OW’S YOUR
MACARONI

Millions of Americans consume tons of
macaron] products each day. Thousands mure
are engaged in producing these proJucis.
Bul, how many people really know

anything about the history of macaroni?

Use your noodle and see how you come Jut

on this quick quiz,

o %

LWh didthe slang
em’ acaronl”
":\lmln iting the

2. Whalis the most 3. Inthe language of 4. A ding to legend,
important thing to re- 1he ancient Greeks, In whose reign was the
member in cookin, 1he word “macaroni” recipe for prepearing

5. What does Diamond
Packaging Producis have
that surpasses olher packaging

€ 1n Revolution? macaroni? (a) Add 1 meant;: (a) Courage macaronl concelved? suppliers to the macaroni
0)Fs ot (b) Anything 1bsp. sall lor each cup ﬂ Mickey Rooney {a) King Frederick of Saubin  Indusiry? (a) Porsonalized
f0od . - alegant ol water (b) Avold ¢) The Divine Food, (b‘ Queen Isaballa ol Spain sorvice (b) A chain of planis
(6)"Y. kee Doodle's" overcooking {c) A (c) Duke Snider of Brooklyn. o assuro quick dultvelr
horse slralner, (c) Quality printing—ollset,
lellorpress or gravure—
Maweia to Quiz: to nssure fines{ reproduclion

g p g g - of your package.

DIAMOND PACKAGING PRODUCTS DIVISION

DIAMOND NATIONAL CORPORATION
733 THIRD AVENUE, NEW YORK, NEW YORK / 10017 (212) 697-1700
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Quality control is not an illusion. ..
it's real . .. it's basic.

Our new laboratory is no mirage either.
Designed to serve you .., .

built to develop a quality product.

Try us.

DURUM DIVISION« GENERAL OFFICES: MINNEAPOLIS, MINNESOTA « INTERNATIONAL MILLING
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