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HE mrcaroni business in the United

States got started about 120 years
ago—I1848 to be exact—at the foot of
Brooklyn Bridge in the establishment
of A. Zerega's Sons, Inc.

History

Macaroni history can be roughly di-
vided into three main periods:

® {rom its inception to World War 1
in 1914 when Italian imports were
cut off and the industry grew up to
supply domestic demand;

the period between World War 1
and World War Il was marked by
the Depression—macaroni is sup-
posed to be an economy fuod, but
the industry had the same prob-
lems that all businesses were suf-
fering;

¢ World War II brought u boom to

the industry that was influenced
by several trends.

Among these was the fact that maca-
roni was not rationed while meat prod-
ucts were. Then, the G.I. who saw' Eu-
ropean duly came back a much niore
cosmopolitan eater, and things Italian
started to increase in popularity . . .
including movle stars, clothing, plzza,
and macarenl products. Thirdly, al-
though the trend had been going on
for some time, macaroni’s popularity
was definitely enhanced by supermar-
ket selling, where packaged products
were put out on display for Impulse
buying in contrast to the old bulk type
sales in grocery slores where the prod-
uct was scooped into a brown paper
bag or rolled up into a blue paper wrap.

With the devastation of manufactur-
Ing facilities- In Europe, there was a
lush export market developed from the
period of 1944 to mid-10848, Then, when
the Marshall Plan went into effect, the
market was cut outl from under over-
night. The crisls caused the Industry to
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establish the Natlonal Macaroni Insti-
tute to stimulate domestic demand.

In the past twenty years, the product
promotional efforts of the industry and
individual macaroni advertisers have
been highly effective. Per capita con-
sumption which was under 5 pounds in
1040, hit the 6 pound level during the
late 40's and through the 50's, and by
1966 was ot the 7 pound level,

In the last few years the introduction
of convenience forms of frozen Italian
dishes, packaged combination dinners,
and innovations In canned products
such as Campbell's highly successful
SpaghettiOs, seemed to have broadened
the base of acceptance for macaroni
products, It became commonplace to
rack up gains of 4 and 5% annually.
But in 1067, the increase was only a
half of one per cent, and in 1008 it may
have actunlly declined.

Marke! Research

Are the convenience forms of maca-
ronl products eating into the share of
market for dry products? Let's look at
some market research studies,

In 1964, the National Macaroni Insti-
tute had Market Facts make a con-
sumer analysis. It was learned that one
in six families used macaroni products
weekly, About half of the families in-
terviewed across the country used mac-
uroni products two or three times a
month, About a third of the families
used noodle products two or three
times a month, Two out of three con-
sumers were using dry macaroni, spa-
ghetti or egg noodles one time a month
or more, with the canned or combina-
tion package market representing any-
where from 9 to 21% of the market,
depending upon region.

It was also learned that there are
more heavy users of macaroni products
on the Eastern Seaboard. Consumption
is higher in urban areas than in rural
sections, There is great Interchange-
ability between the uses for various

cuts: spaghettl can be used for maca-
roni, and vice versa. Noodles have quite
a general acceptlance for a side dish.
Macaroni is viewed as an economy food.
It is popular among children. The Ital-
ian influence helps consumption.

Belling Opportunities

Some problems were uncovered by
the survey, as well, or perhaps they
should be called “selling opportunities.”

These included the facts that total fam.
ily acceptance is required for the ue
of the product. Macaroni seems to lack
statlus and Is not used too often in en.
tertaining. Calorie implications are ex.
aggerated. Nutritional adequacy needs
siress.

Among the strong appeals for mas.
roni products is its convenlence and
versatility. The economy appeal Is lim-
ited, especially In an afMuent society.
Some regional variations were noled,
but the differences were not great.

Consumer Dynamics

Now a later study confirms some of
these findings. Consumer Dynamics
was a project undertaken by Progres-
sive Grocer, the Donelley Corporation,
and The Kroger Company, In Cleve-
land, in 1086, They broke the market
into five segments and showed the sale
of dry macaroni products highest in the
Small Town or suburban area. Next
came the Blue Collar class and the
Young Marrieds, followed by the Ne-
gro market and the High Income group.

The Small Town buyer bought more
dry noodles by far than any other clas.
They also bought the most macaroni
and were second for spaghetti They
were second in the purchase of ranned
products with meat, third in the pur-
chase of combination dinners, and last
In canned meatless macaroni prducts.

The Blue Collar group rated ! igh in
the purchase of dry spaghetti They
were second in dry macaror and
noodle usage, top user of cannec prod:
ucts with meat, second best u-rs of
combination dinners, and th:d of
canned meatless products,

The Young Marrleds market ought
almost s much in combinution ¢ nners
as they did of dry macaroni on a Jollar
volume. They were third in the pur
chase of dry noodles, dry sapghet:, and
canned products,

The Negro market was fourth in the
purchase of dry macaroni, noodle:, $p2
ghetti, and canned products with meat,
but they bought more meatless canned
products than any other group. They
were quite low as users of combination
dinners.

The . High Income group preferred
nootlles to macaronl and then spaghetth
were among the poorest of the canned
producls users, but were pretty good
purchasers of combination dinners.
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In Atlants, 1968

Nov: we turn to a study made in
Atlant in 1088, They sald that heavy
wers of packaged macaroni and spa-
ghetti ranged from 26 to 30 per cent
of the market, and they deflne a heavy
wer 03 a family who would serve the
product 12 times in the past week.
Heavy users of regular rice represented
21 per cent of the market, but they
were defined as a family using the
product 1.9 times per week.

Total Users amounted to 73% for
macaroni products as against 63% for
rice, but the demographic breakdown is
interesting. The big rice-eaters were
the non-whites, although the same
group were slightly over average In
consumption of macaroni products.

Blg consumers of macaroni were
households where there were b or more
persons. The presence of children defl-
nitely helps consumption.

In the purchase of macaroni, the
group under age 35 was the smallest
number, but they were the largest buy-
ers of spaghettl.

In Atlanta, white collar workers eat
more macaroni and spaghetti than blue
collar workers for some reason or other,
and both groups consume more than
those persons who are retired. Interest-
ingly enough, the more education a
person has, the better consumer of
macaroni he s In this city, and the
same thing holds true for economic af-
fluence. The poor folks are the poorest
consumers,

Dollar Volume

Turning to dollar volume now, we
see by the Chain Store Age Super-
marl->t Sales Manual that dry maca-
roni ~roducts accounted for $225,700,-
000 i, 1867, The report was in a differ-
enl f rm from the 1966 study, which set
the ¢ ;ure at $120,700,000, comparing it
with 962 sales of $81,100,000, Qbvious-
Iy, t. 2re is a discrepancy, but at least
it In 'icates trends.

O:: of the most Interesting trends
woul! be for dinners which are set at
$56,00,000 for 1067; $30,200,000 for
1866, and $18,100,000 for 1062.

Pizza as a classifica’ion has not
shown such startling grums. It is set at
$13,60,000 for 1967: $12,700,000 for
1066; and $12,500,000 for 1982,

Canned macaroni products are placed
at $113,5600,000 for 1067, and only $55,-
00,000 for 1966, which was below the
1962 figure given of $56,400,000.

Frozen Italian dishes are given at
138,100,000 in 1066, compared to $16,-
:9"';1&100 in 19682, No figure was given in

Soup mix sales In 1067 were set ot
$51,400,000, contrasting with $32,800,000
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in 1866 and $26,700,000 in 1962.

Again, the change in the survey form
has resulted in figures that aren't com-
parable, but the 18668 versus 1062 are
supposed to be related.

Consumers Expenditures

Now we go to Food Toplcs Consum-
ers Expenditures Study. They show
spaghetti the top classification over
macaroni and noodles, and Indicate an
increase in sales of all dry macaronl
products over the previous year In 1063
of 5.5%. The increase in 1984 was 3.5%;
in 1965, 4.2%; In 1966, 4.9%; but only
0.5% in 1067.

The value of total consumption of
macaroni products in 1067 was set at
$434,200,000, of which 68% moved
through grocery stores and 32% into
institutional and industrial sales, Spa-
ghetti accounted for $175,400,000; mac-
aronl, $141,500,000; and egg noodles,
$117,300,000.

There are no reports to show what
the use of macaroni is in the institution
fleld, but it is known that expenditures
for “eating out" are Increasing rapidly
with more working wives, children eat-
ing In the School Lunch Program, im-
plant feeding, and greater mobility in
our general society. Family spending
for outside food and drink is accelerat-
ing twice as fast as that for food con-
sumed al home, Research reports also
indicate that 20 cents out of every food
dollar Is being spent by the average
American family to eat out.

Mill Grind

Probably the best index to current
macaroni production trends is the dur-
um mill grind report published month-
ly by the U. S. Department of Com-
merce. There are only nine durum mills
in the United States, and the macaroni
Industry ftakes their entire output.
Blending might account for 10 to 15 per
cent that doesn’t show up in these sta-
tistics, but on a month-by-month basis
this ls the barometer.

The U. S. Department of Agriculture
puts out Semiannual Durum Reports.
From that data it can be readily ob-
served that durum production, which
was about 20,000,000 bushels in 1059,
has increased with some ups and downs
to 87,000,000 bushels in 1868.

Exports were zero for durum wheat
in 1858-60 and really didn't pick up
momentum until the Russian purchase
in 1964. In the past three years an im-
portant cash market has been develop-
ed that has smounted to more than
30,000,000 bushels in each year, and this
year may take almost half of the crop.
Obviously the durum growers and the
North Dakota State Wheat Commission

with its afliation with Great Plains
Wheat, Inc. find this growing market
most glamorous.

In contrast, the domestic mill grind
has run on prelty even keel excepting
when there were crop shortages and
sprout domage. Since 1862, more than
20,000,000 bushels of durum have been
required by the domestic millers, but
in the last several years this has been
a pretty steady figure: 1003-04 saw 26,-
504,000 bushels ground; 1964-65 had an
Increase to 27,385,000 bushels; 1065-66,
28,848,000 bushels; 1968-67, 289,183,000
bushels. 1967-68 saw a decline to 28,-
038,000, and thus far for the first ten
months of 1808 the mill grind is run-
ning .5% under a year ago.

Conclusions

Among the conclusions that might be
drawn from this mnss of information
is that dry macaroni sales have leveled
off on a high plateau—combination din-
ner sales which have been taking gro-
cery shelf space away from the dry
product have been going up and put-
ting the squecze on the dry products.

While the product promotional ef-
forts of the National Macaronl Institute
have been highly effective with its
main thrust of recipe material distrib-
uted to food editors of various media,
it is now apparent that more is raquired
and probably greater effort demanded
in the educational fleld where new
homemakers get their training from
home economics classes.

There has been a joint effort in de-
veloping materials for the hotel-restau-
rant-institutions field by the National
Macaroni Institute, Durum Wheat In-
stitute, and North Dakota State Wheat
Commission. Thus far, these efforts
have been in the area of developing an
instructional movie on “How to Cock
Macaroni Products,” a filmstrip.as a
training tool taken from the movie, and
a set of quantity recipe cards with basie
help in cooking and costing. Much more
can be done In this field and should, as
this area Is a prime sampling device for
getting people to serve the product in
their homes.

Dry macaroni manufaclurers must
employ all of the marketing techniques
that the combination dinner packers
are using. This includes the research
and development of new products, their
sound advertising and promotion, and
efficlent managerial techniques to show
sustained earnings and progress for the
industry.

“If you have an idea, hustle around
and get another. Don't let it die in soli-
tary confinement."”

—Typo Graphic
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| LENTEN MERCHANDISING MATERIAL
o I e o e

’ It tells the grocer how $1 worth of noodles sells

$7.31 worth of related items.

It gives the recipe and two point-of-sal t
for Noodle Tuna Supreme (17 x ﬁg;: iy

Close-out price is 5 cents each, f.o.b. Palatine, III.
Write:

NATIONAL MACARONI INSTITUTE
P.O. Box 336, Palatine, lllinois 60067
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LENT OFFERS
MERCHANDISING OPPORTUNITIES

LTHOUGH the dietary regulations

of the church have been modified,
therz are still excellent merchandising
wpoortunities for macaroni products
manufacturers during Lent for at least
three good reasons:

(1) Grocers are always looking for
merchandising opportunities and
should be impressed with the related
item sales that macaroni products gen-
erate.

(2) Food editors utilize the opportun-
ity of writing about meatless meals
during Lent both as a change from reg-
ular menu routines and assisting their
readers in balancing their houshold
budgets.

(3) The consumer welcomes maca-
roni products for variety, versatility,
and the budget-balancing prospects
uing these foods with more costly in-
predlents in combination dishes.

Noodles' Friends

Last year the National Macaroni In-
stitute sent a mailer to grocers pointing
ot that “Noodles Has Oodles of
Friends.” In a reclpe for Noodle Tuna
Supreme (glven below) a 22-cent pack-
age of egg noodles (8 ounces) requires
§151 in related items to complete the
dish. Cn that Lasis, a dollar's worth of
tgg roodles requires $7.00 in related
items. This is figured on the unit cost
or the actlual cost of the exact amount
of ing-ediunts called for in the recipe.
I the shopper had to buy every item
from 'he supermarket shelf, a dollar’s
worth of egg noodles would require
$IIE worth of related items.

Noodle Tuna Supreme

Hei - is the recipe for Noodle Tuna
Supreme (makes 6 servings):
1 tal/espoon salt
3 qui rts boiling water
8 tunces medium egg noodles (about
4 cups)
Zoans (8% or 7 ounces each) tuna,
druined
I? cups Cheddar cheese sauce®
tf pound Cheddar cheese, sliced
4 cup sliced pimiento-stuffed olives
~ Add 1 tablespoon salt to rapldly boil-
Ing water, Gradually add noodles so
that water continues to bail. Cook un-
tovered, stirring occaslonally, untll
tender. Drain in colander.
Combine noodles with tuna and
ddar cheese sauce®, turn into 1%
fuari baking dish, arrange cheese slices
iround edge, Bake in 350 degree (mod-
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erate) oven 25 minutes. Remove and
top with sliced olives.

* For 3 Cups Cheddar Cheese Sauce:
Melt ¥4 cup butter in saucepan; blend
in % cup flour. Gradually stir in 2%
cups milk; continue stirring until sauce
bolls for 1 minute. Add 1 teaspoon
dry mustard, 1 lablespoon prepared
horseradish, ¥: teaspoon salt and dash
white pepper; remove from heat and
stir in %4 cup grated Cheddar cheese.

Go-Go Macaroni

What else do macaroni products have
golng for them?

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

2. Constantly growing consumption
—more than 1,500,000 pounds eaten last
year.

3. Macaroni products regularly out-
pacing total store volume growth.

4, Total family acceptance from tots
and teenagers o senlor citizens.

Grocers were urged to feature maca-
roni products for the Lenten season or
an carly Spring promotion, building an
egg noodle and tuna display, and using
the 4-color poster that appeared on the
back of the brochure as a point-of-pur-
chase piece. A limited supply of these
posters ore still available at cost from
the National Macaroni Institute.

ADA Promotion

Bill Rehmann, director, promotion
division, American Dairy Assoclation,
in announcing “Operation Big Lift" to
grocers, states: “Let’s clear the air
about in-store promotions. Or: how
some promotions promise profits and
end up taking them.”

Mr. Rehmann writes: “Sweupstakes,
contests, bingo, match-the-picture—
this year has seen a bumper crop of
such promotions. Few people scem lo
be winning, either from the customer's
or the merchant's point of view.

“We wonder how maony petroleum
companies, for example, would rather
not be having a ‘Win $2500' promotion
now that every petroleum company has
one.

“Good ndverlising dollars are spent
promoting promotions instead of prod-
ucts, and the retoilers are forced to
hand out and keep track of stubs, tick-
els, ete.

wWe at American Dairy Association
believe in promotions that sell products

not prizes. And, in the food business,
we believe ‘Related Item’ selling still
does the best job (and requires the least
work from the Supermarket Operator)
of any promotion. Our credo is promo-
tion planning related to profit perfor-
mance,

Related Item Belling
“Simply stated, related Item selling

.gminds the shopper to pick another

item to go with the item she's buying.
You remind her with colorful displays,
appetite-oppeal meal suggestions, in-
store displays of the related items
placed together.

“Naturally, we're out to sell dalry
products. But, we don't come empty
handed for your other depariments. As
with all American Dairy Association
promotions we give the Supermarket
Operator plenty of opportunity, plenty
of profit oriented ideas to tie in with his
own slorewide promotion.

“Maybe some day a consumer con-
test will come along that really sells
products storewide. Meanwhile, let's
get the merchandise into the shopping
carts.”

Operation Big Liit

Operation Big Lift gets its initial
boost from eight pages of advertising in
the February issue of Family Circle
Magazine, The second booster stoge is
a full-page ad and on insert booklet
telling the story of the famous singing
Cowsllls in the March 18 Issue of Look
Magazine.

Booster 3 is utilization of American
Dairy Assoclation’s TV personalities:
the rocking Encrgetics, the popular
Cowsills, and the personalities of the
Today Show. Store materials include a
plastic inflated space station with
whirl 2 mobiles, case wobblers, theme
bunn. s, and point-of-sale pieces. All in
oll, un impressive “blast-ofl.”

Editorial Support
Americon Dolry Association also
lends editorlal support by sending re-
lenses to food editors. An outstanding
main dish, especially good for Lent, be-
gins witl Yender nuggets of ctub meat,
mellow Cheddar cheese, and egg
noodles. 1t ia cunvenlent to serve un-
expected guests, and a real treat for
the family.
Recipe Is on next page.
(Continued on page 10)

Lent Begins on Ash Wednesday,
February 19,
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Lenten Merchandising
Opportunity
Crab and Cheess Cassarcle
1 packege (8 oz.) medium noodles
3 tablespoons butter
3 tablespoons flour
% teaspoon salt
V4 teaspoon pepper
3 cups milk
2 cans (7%-oz. each) crab meat, drain-
ed and flaked
2 cups (8 oz.) shredded Cheddar cheese
1 can (4 oz.) sliced mushrooms, drain-
ed
¥ cup chopped pimiento
% cup toasted slivered almonds
% cup shredded Cheddar cheese
Cook noodles according to package
directions; drain. In a saucepan melt
butter; blend in flour, salt and pepper.
Remove from heat; gradually stir in
milk. Cook over medium heat, stirring
constantly, until thickened. Cook 2 ad-
ditional minutes.
In a large bowl combine crab meat,
2 cups cheese, mushrooms, pimiento, al-
monds and noodles; turn ‘nto a 2V
quart buttered casserole, Pour white
sauce over all; sprinkle top with ¥ cup
cheese, Bake in a preheated 350 degree
oven 40-45 minutes, Makes 8 servings.

RON deficlency has been found to be

a problem of increasing importance
in this country, particularly among
young women and children. This is the
general conclusion of a number of stud-
jes on iron deficlency conducted by
physicians and nutritionists. As the
subjects in these studies were from
varying socioeconomic levels, the find-
ings are all the more significant. Nutri-
tional deflciency, we learn, is not neces-
sarily limited to the financially poor,
but rather affects those who are suscep-
tible because of poor dlet.

Iron Is Imporiant

Why is iron so important for good
health? What does it do and why is it
so vital, particularly for young chil-
dren, adolescent girls, and pre-meno-
pausal women, that a sufficient amount
of iron-rich foods be included in their
dally dlets?

Iron has as its primary function in
the body, the transportation of oxygen
from the lungs to the tissues and car-
bon dloxlde from the tissues to the
lungs. The former ls done via hemo-
globin, composed of home—an iron-
contalning substance, and globin—a
protein. Although iron can be found in
every cell, sixly to seventy-five per cent
of the body's iron is found in hemo-
globin, and about {wenty per ccat Is
non-essential or stored iron.
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Crab Choese Cansersle

Iron Deficiency in the United States

~from “Durum Wheat Notes,” educational
bulletin of the Durum Wheat Institute.

Hemoglobin comprises the maln part
of the red cells in our blood. The latter
are formed in the bone marrow., They
are stored there and in the liver and
spleen, as is iron. Red cells have a short
life span (only a few weeks) and new
cells are constantly being formed. It is
therefore Important that the materials
used to make red cells be availlable at
all times In the body for normal red
cell replacement and for those instances
of unusual blood loss or needed in-
crease In blood volume. .

The amount of iron required by the
body varies with age and sex. With
growth, puberty, pregnancy and lacta-
tion, there Is an expansion in the quan-
tity of blood. Therefore, more iron is
needed at these times because of the
incrense In the amount of circulating
hemoglobin, This need reaches its peak
(in relation to food intake) in infancy
because of the extremely rapid rate of
growth, unequaled at any other period
during a life span.

With the onset of puberty, adolescent
girls must again have an increased
need for stored iron to guard against
deflclency. Aside from normal require-
ments for growth, girls in their teens
and early twentles must provide suf-

ficient iron stores lo offset the loss of
fron through menstruation, During
pregnancy, iron is transferred to the
fetus in important amounts, and the
iron requirement at this time is .Imost
double the amount normally neeced by
adult menstruating women.

The studies quoted here gei:rally
show that young women, even those
who have not had any children who
never gave blood, nor suffered :bnor
mal bleeding, showed serious! de
pleted or absent iron stores. Als, be
caure of reduced or absent iron tores
at the onset of pregnancy, many of the
subjects needed supplemental iron 10
provide for the body's great dt mand
during pregnancy.

More Ressarch Needed

Although the studles generally con*
clude that more research must be con
ducted to determine the full extent of
iron deficiency In this country, it 5
apparent from the available data that it
is o problem of great consequence 10
us now and particularly to those I
volved in meal planning—the hous¢
wife, the school lunchroom manage
the hospital dietician, and all food serv
jce personnel.
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Enrichment of Foods

Nutritional experis have concluded
at an important step has been taken
ia this country to combat dietary iron
deficlenty through the enrichment of
@rtain foods such as flour, bread, ce-
peals, rice, and macaroni products, Nu-
uitionists also feel that a change to-
wird improved dietary habits is vital
{a protect the public against iron Ae
fickency.

' Promoting Nutrition

Obylous forums for promoting frop-
e puirliton are the classroom and
xhoo!  cafeteria, During Natlonal
&hool Lunch Week—Oclober 13-18,
198 (whose theme was “School Lunch
Alds Good Health") cafeterias all over
\he United States were opened to the
piblic as a means of emphasizing the
uiritlonal value of a well-balanced
peal. The Consumer and Marketing
Service of the United States Depart-
ment of Agriculture, under whose gen-
enal supervision falls the School Lunch
Program, looks upon the school lunch-
room as & nutritional laboratory, edu-
tating young people in meal planning
and good food habits. Recognizing the
med for fron-rich foods In school
lunches, the Consumer and Marketing
Service has established a separate cate-
fory for “Foods for Iron" in their list-
ing of Type A lunch foods.

The Home Economics classroom also
provides an ideal opportunity for In-
fuencing correct dietary habits. Ado-
lescent girls, themselves a prime poten-
tion target for iron deficlency, are
brought together to learn and discuss
the principles of health, economics and
nutritin as related to home and family.
Propeily educated in “preventive nu-
tritior. " these students will be able to
thang: the eating patterns of the pres-
ent to provide the nutrients necessary
to ma ntain a high standard of health
in the future.

Rt‘erences on Iron Deficlency

L §cott, D, E.; and Pritchmd, J. A:
Iron Daficleney in Healthy Young Col-
lege Women. J. Am. Med. Assoc., 199:-
897900 (March 20) 1067.

2. Hurrison, T. R., et al (ed.): Princl-
ples of Internal Medicine, New York,
MrGraw-Hﬂl. 1066, poge 616,

3 Iron Deficlency in the United
States, a Report of the Committee on
Iron Deficlency, Council on Foods and
Nutrition, American Medical Associa-
ton, J. Am. Med. Assoc., 203:407-412
(Feb. 5) 1088,

4 Prevention of Iron Deficiency
Anemia in Children and Infants of Pre-
School Age. Children's Bureau, U. 8.
Department of Health, Education and
Weltare, Washington, D. C. 1967.
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* Assuming 10% absorption.

*#s Tg g maximum of 15 mg.

Estimated Dietary Iron Requirements’

Absorbed Iron Dally Food
Requirement. Iron Requirement,*
mg/day mg/day
Normal men and non-menstruating
women 0.5-1.0 5-10
Menstruating women 0.7-2.0 7-20
Pregnant women 2.0-48 20-48**
Adolescents 1.0-2.0 10-20
Children 0.4-1.0 4-10
Infants 0.5-1.5 1.5 mg/kg***

«* This amount of lron cannot be derived from diet ond should be met by Iron pup-
plementation in the lalter half of pregnancy.

5. Monsen, E. R.; Kuhn, 1. Nj and
Finzh, C. A.: Iron Status of Menstruat-
ing Women. Am. J. Clin. Nutr,, 20:842-
849 (Aug.) 1967.

Iron-Rich Durum Recipes

Through the enrichment process,
macaroni, spaghetti and nuodles made
from enriched durum wheat contain,
by law, not less than 13 mg. and not
more than 16.5 mg. of iron per pound
of flour. These foods, therefore, are a
good source of iron and because of their
poplarity, versatility and low cost are
jden] foods for school lunch programs.
Also, durum producis do not have lo
be rinsed after cooking, thereby saving
nutrients normally lost with the cook-
ing liquid.

Barbecued Spareribs with Spaghetti
is a quantily recipe recently developed
in the Durum Wheat Institute tesl
kitchen using iron-rich macaroni prod-
ucts. A main dish, it has a tasty “stick
to the ribs" sauce, made with a bounty
of flaverful ingredients, including soy

sauce, Worcestershire sauce, horserad-
ish, mustard, brown sugar and hot pep-
per sauce. Here is the recipe, which
figures 0 ounces of spareribs and 5
ounces of spaghetti per portion:

1. Place spare ribs in shallow roast-
ing pans. Sprinkle with seasoned salt.
Add enough water to cover bottom of
pans. Boke, covered, in preheated 350°
oven 1% hours, Drain.

2. Cook onion and green pepper in
fat or oll until soft. Add remaining in-
gredients. Simmer 20 minutes, stirring
occasionally. Reserve for tossing with
spoghettl:

¥4 cup for 0 portions

1 qt. for 60 portions
Brush ribs with re:anining sauce. Bake
in 350° oven 30 minutes, Baste as
needed.

3. Cook spaghetti in bolling, salted
water (1 gallon water plus 2 Thsp. salt
per pound spaghettl) until tender, yet
firm, 6 to 8 minules. Drain. Toss with
reserved souce.

Barbecued Spareribs with Spaghetti

For 50 Portions

Ingredients For 6 Portions Weight Measure
Spaveribs, cut in

serving size portions 4 lb. 32 1b,
Seasoned salt 1 Tbsp. % cup
Onlon, chopped V2 cup 11b. 2 oz, 1qt.
Green pepper, finely

chopped Vi cup D oz. 2 cups
Melted fat or oil 2 Tbsp. B oz 1 cup
Catsup 1V cups 8 lb. 2 oz. 21 ql.
Brown sugar 2 Thsp. 7 oz, 1 cup
Soy sauce 2 Thsp. 8 oz 1 cup
Worcestershire sauce 1 Thsp. 4 oz Y4 cup
Horseradish 1 tsp. 3 Tbsp.
Mustard 1 tsp. 3 Tbsp.
Pepper Vi isp. 2 tep.
Hol pepper sauce 6 drops 1 tsp.
Enriched durum spaghetti 12 oz 8 1b.
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Sbo.dla'lly designed
f to produce long
- goods of finest

G QUALITY

"\, Here is a long goods dryer that features the
\ : latest techniques and developments in the in-
A CATAY dustry. Ultra modern and fully automatie,
| 1A VA this new dryer was designed from the begin-
A 4 ‘ ning with the quality of the long goods prod-
a2l | uct in mind. Precise control of temperature,
gl H\ humidity, and air circulation insure the even
{ and thorough drying necessary to producing | Y D

; uniform and sturdy long goods. | i

5] Custom-engineered. Buhler long goods dry- 4

ers are cusiom-engineered to fit your floor | |

‘ ; space requirements and can be adapted to ’

handle stick lengths from 54 to 80 inches with | |

> i ; capacities up to 2000 pounds of long goods il ! i l ‘
l.:i [P ||h\

H e

| A {f per hour. The entire long goods line need not
be installed end-to-end. If floor space does
not permit, it is possible to urrange the vari-
ous units side-by-side or on different floors.

T

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

&
New BUHLER long goods drysr Installed Maco
I Company plant in Omnhn.Nirg:ml:.w 200 S S Neeet o

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

New from
Control canter for dryer line at Skinner Mocaronl Company,

i BUHLER .o o amo

3 prevenis condensation on the floor  tain unique climate contro! syste

the Industry's finest underneath and allows for easy  which allow the product 1> sl

; leanin ?
] l ‘ . own drying temperature ¢ scordi
g o n g g OOds N . to its water release capability; ®
@ New positive-conirol stick eleva- also all electrical controls.
D R v E tor with special stick guides prevent
: relling or slipping of long goods @ Positive alr circulation prodt Pre-dryer. Drying of the product begins im- operation by installing a Buhler pre-dryer in
In tramfer, uniform controlled drylng. mediately at the entrance to the pre-dryer to your present production line.
] : prevent stretching of the long goods on the
@ Swing-cut panels make Ins @ Now design paneling with * drying sticks. The Buhler “Mammoth" pre- Inquire now. If you ore interested in produc-
g nspec-  clal thick insulation stops hed! dryer handles up to 2000 pounda of long goods ing the finest quality long goods while at the
LR vaper. per hour and can reduce moisture by 10%,. same time increasing the efficiency of your
You can also improve your present drying operation, call or write BUHLER today.

YHE BUHLER CORPORATION, 8925 Wayzals Bivd.,

pryey——————— M
[ pipsgldgic i
oo — !ﬁﬂ“} Complete T R anatale 55426, Phone (6121 S45-1401.
== : LER SROTHERS (Cansda) L1D., 1925 Laille St.,
== ::::::.:1 _ﬁ::tﬂi Macaroni Plants e 1) 34910,
Sales OMen: Naw York Gity, 10 Park Avenus, Phone

[ by (212) $49-3448.
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Report of the Twelfth Annual Conference of the

Food Law Institute and Food & Drug Administration
by James J. Winston, N.M.M.A. Director of Research

N December 3-4, 1968, the Twelfth

Joint Conference under the aus-
pices of the Food and Drug Law Insti-
tute and the Food and Drug Adminls-
tretion was held iIn Washington D, C,
As In the past, this meeting was very
well attended by representatives of the
food and drug industries and members
of the Food and Drug Administration.

The theme of this conference stressed
the “Four C’s of Consumer Protection:"
Communication, Collaboration, Cooper-
ation, and Compliance,

Speakers on the agenda included the
following persons: F.D.A. Participants
—Commissioner Herbert L. Ley, Jr.,
Winton B, Rankin, Alfred Barnard,
Nathaniel L. Geary, and Theodore E,
Byers, Consumer Protection and En-
vironmental Health Service was rep-
resented by Administrator Charles C.
Johnson, Jr. The Food Law Institute
was represented by John C. Suerth,
Chariman, and Edward Dunkleberger.
Representatives from industry were
Milan D. Smith, National Cenners As-
soclation; Harold A. Golle, General
Foods; and Dr. Lawrence Atkin, Stand-
ard Brands, Inc.

Cites Bacterial Contamination

Dr. Ley, the Commissioner, cited bac-
terial contamination of consumer prod-
ucts as a high priority activity with the
F.D.A''s health protection program. He
referred fo the Natlonal Center for
Microblological Analysis which went
into operation on a pilot basis at the
Minneapolis District Laboratory.

Samples of food produclts from
around the nation, starting with those
classes of foods most susceptible to con-
tamination by harmful bacteria, are be-
Ing sent to the Minneapolis Center for
analysls, This pilot operation has as one
of its objectives the pinpointing of the
product classes where the hazard Is the
greatest. The necessary next step would
be to track down the sources of con-
tomination and develop preventive
measures. This pilot program repre-
sents a new approach to further enlarge
FDA's capabilities to monitor and con-
trol bacterial contamination, The fre-
quent recalls of products because of
salmonella contamination gave major
impetus to the expansion of this pro-
gram within the FDA.

In the near future, the FDA will pub-
lisn a new proposal outlining good
manufacturing practices in the food in-
dustry.
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The FDA has taken on new responsi-
bilities: product safety, shellfish certi-
fication, and broader pesticide research.

Dr. Ley ended on this note: “It's clear
to me that we can be most effective
when we have the cooperative support
of industry In coping with jconsumer
problems.”

Criais of Pollution

Mr. Charles C, Johnson, Jr., Adminis-
trator of Consumer Protection and En-
vironmental Health Service, referred to
the evidence of crisis in our physical
environment. Every year, pollution gets
worse rather than better. The problems
of Insuring safe food, drugs, water and
a variety of consumer products are in-
creasing. The quality of American life,
particularly urban life, is deteriorating
in a morass of environmental problems
so complex as to appear almost beyond
remedy. Some of these problems are as
follows:

(1) Toxic matter is being released into .

the air over the United States at a
rote of more than 142 million tons
a year, This comes from motor ve-
hicles, factories, power planis, mu-
nicipal dumps and from backyard
incinerators.

(2) More than 165 million tons of solid
waste maferial are being discarded
every year; e.g. automobile grave-
yards, smoking, foul smelling
dumps, cans, no-return bottles,

(3) Acciderts, many of them involving
hazardous products, take the lives
of 100,000 Americans each year, and
injure 52 million more. Some 3,000

deaths occur annually from acci.
dental ingestion of poisons, most of
these among our children.

(4) An estimated 2 milllon people are
stricken with illness each year from
microblological contamination of
food. The salmonella bacteria are
usually the chlef agent responsible,
but other organisms, such as clos.
triddum perfringens, are beginning
to present problems in this area.
The use of food additives to impart
flavor, color and other qualities,
has increased fifty per cent in the
past decade. Pesticides leave resi-
dues on food crops, and traces of
veterinary drugs oscur in milk
meat and eggs.

(6) Radiation Is increasingly a threal
to the present and future genera-
tions. Radlation sources are now
found throughout our environment.
They range from the large-scale ap-
plication of nuclear energy, particu:
larly In electric poser generation,
through lasser and micro-wave
technology in Industry, to the use
of radionuclides and X-rays in the
healing arts and the use of micro-
wave ovens and other electronic
equipment in the home. The sclen-
tific protection agalnst radiation is
only at a beginning stage of devel-
opment.

The overwhelming problem i: the
problem of man's ability or inabi ity 0
adapt to an environment which he him-
self is subjecting to constant c! nge
Mr. Johnson stressed that the FDA
must be free to employ, as nece san.
all the authorities it has carned 0 it
long struggle to protect the Intere ts of
the American people.

FDA Program for 1969

Mr. Winton B. Rankin, Deputy “om
missloner of the FDA, reviewed the
program of the Depariment for 1969.
Product control activitles will inciude:
establishing product safety standards;
developing voluntary control measures;
labeling hazardous products properlyi
and sponsoring consumer information
and education program on special prod-
uct hazards not corrected through prod:
uct design. The plan for this fiscal year
calls for the appropriated money to be
used as follows: about one-third for
food programs; two-fifths for drug pro
grams; one-fifth on hazardous prndufl’

- atinued on page 16)
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Amarica’s Largest Macaroni Die Makers Si

FEBRuary, 1969

For production men

going around in circles:

Take the route to Guaranteed

Extruded Results with
MALDARI Dies.

D. MaLbaR! & Sons, IncC.

557 THIRD AVE. BROOKLYN, N.Y,, US.A. 11215
Telephone: (212) 499-3555

nce 1903 - With Management Continyously Relained In Same Fomily
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Twelfth Annual Conference—
(Continued from page 14)

programs; one-sixteenth on general ad-

ministration; and minor amounts—ap-
preuximately one per cent each on cos-
metlc and therapeutic device programs.

FDA fo Maintailn Compliance

Mr. Alfred Barnard, Director of Bu-
reau of Regulatory Compliance, empha-
sized that the FDA, as the regulator, Is
concerned with bringing about compli-
ance, As problems become more com-
plex, industries larger, more far-flung,
and more conglomerate, the FDA is
forced to seek ever more eflective ways
of achieving the goal with the total re-
sources at the public disposal. An im-
portant responsibility of the regulator
is to maintain, to the extent possible,
an atmosphere in which compliance is
encouraged. The regulator has the re-
sponsibllity to try to assure falr, even-
handed enforcement; to strive to
.achieve compliance through all avail-
able approaches; and to create an at-
mosphere in which compliance can
breed compliance.

Self-Regulation

Mr. Milan D. Smith, Executive Vice
President of the National Canners As-
soclation, discussed “Quality Assurance
through Self-Regulation.” This assocla-
tlon has been stressing education as
the means of attaining quality assur-
ance. It is important that the canner
and his operating personnel have broad
knowledge about the Industry and
what makes it function, Self-regulation
is a team effort, and it is achleved ef-
fectively only by working together.
Some of the educational programs that
have been instituted have stressed the
following:

(1) Pesticide residues to comply with
the stipulated tolerances;

(2) Thermal processing to eliminate
any hazards to foods through the
use of effective procedures;

(3) Sanitation and the observance of
good practices. Good sanitation
practices are not only absolutely
essential to meet the public's de-
mand for a wholesome food supply,
but are also a basle element of a
successful canning operatlion.
“There can be no doubt that the
interests of the consuming public,
federal and state regulatory agen-
cles, and the industry are identical
in this regard";

(4) Nutrition—The Natlonal Canners
Assoclation has been gathering
facts, conducting and sponsoring re-
search, and making the results
known to its members in addition
to other Interested parties,
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Mr. Smith concluded as follows: “Let
me say that all canners recognize that
the end of the line for all canned prod-
ucts is the consumer, He or she must be
satisflied if the canner is to remain in
business, The educational approach to
quality assurance can be pursued by
any responsible segment of the food
industry.”

Belf-Certification

Mr. Nathaniel L. Geary, Speclal As-
slstant for Quality Assurance of the
Bureau of Voluntary Compliance, dis-
cussed “self-certification.”” The primary
objective of the FDA is to achieve qual-
ity assurance (Le, Consumer Protec-
tion) in foods more efficiently. Quality
assurance is the responsibility of indus-
try which daily lives with the problems
of satisfactory raw material supplies,
adequate equipment and process de-
sign, and appropriate control measures.
FDA cannot do industry’s job,

About slx months ago, the FDA en-
tered into agreements with the Green
Glant Company and the State of Min-
nesota Department of Agriculture. This
followed the agreement with the Gen-
eral Foods Corporation which tovk
place a year ago. The self-certification
program as presently concelved is not
a panecea for mutual problems, but
may be a constructive adjunct to the
present quality assurance program. The
approach to quality as. arance is one of
problem-solving. FDA and industry
working together command comple-
mentary groups of resources which,
when effectively directed toward a
problem, may produce a satisfactory
solution.

Self-certification is a compliance tool
which has the potential to:

(1) Promote between FDA and indus-
try meaningful communlecation
about objective requirements for
quality;

(2) Promote between FDA and indus-
try cooperation and collaboration in
defining mutual problems and
methods for reducing or eliminat-
Ing these problems,

Sanitation
Dr. Lawrence Atkin, Director of Re-
search for Standard Brands, discussed

the “Changing Concepts in Sanitation.”
He reviewed the policy that prevalled

a number of years ago where stress was

placed on the micro-analytical aspect
of a food commodity; insect and rodent
contamination. Now, there s great
emphasis on salmonells. Salmonellse
are far more common than had been
thought prior to 1066. There is a grow-
ing belief that any assessment of our
total environment will show that there
Is a level of salmonella encountered in
our dally lives that is tolerable, and if

not always perfectly safe and ha: nless,
is at lenst something we man: e 1o
endure. This could be called the back.
ground or existential level of e: coun.
ter. The exact concentration and com.
position of this background is tlearly
diMicult to ascertain, but all aviilable
evidence indicates that it exists, ang
furthermore it Is highly probable that
it is likely to remain with us for an
indefinite period. As a result of a study
made by the Natlonal Academy of
Sclences-The Natlonal Research Coup.
cil, the thought is entertained that the
publication of this report will point the
way toward workable criteria and
thereby tend to make the regulatory
hazard more consistent with the health
hazard.
FPLA Regulations

H. E. Dunkelberger, Jr., of the firm
of Covington and Burling, Washington,
D, C, discussed some of the aspects of
the Fair Packaging and Labeling Act.
The three major ones are: the industry-
wide mandatory labeling regulations
promulgated by the Federal Food and
Drug Administration and the Federal
Trade Commission; the commodity-line
discretionary regulations to be issued
by these same two agencies; and the
encouragement of volur'ary package
size standards by the Liepartment of
Commerce,

The question common to all consum-
er commodity manufacturers with re
spect to the mandatory regulations Is
whether state authorities will follow
the letter and spirit of the Federal
FPLA regulations, and give subs‘ance
to the universally stated goal of uni-
formity of regulation among Feleral
and state jurisdictions.

Proposals Rejected

At the June meeting of the Nat onal
Conference of Welghts and Men: ires,
sponsored by the U. 8. Departme 1 of
Commerce, the Conference rejecte ' in-
dustry's proposals:

— That the Model State Packaginy and
Labeling Regulation reflect wit out
variation the FPLA Regulations and
interpretations of the FDA and the
Federal Trade Commission.

— That the exemptions under the Fed:
eral Act and Regulations be outo-
matically incorporated by refervnce
in the Model Law or Regulation.

Contadina Cook Book Sauces

Contadina is test-marketing Cook
Book sauces in Philadelphia, Buffalo,
Omaha and Milwaukee. Italian, Ranch
and Creole varleties are being offered
at 35 to 36¢ for a 15-ounce can.
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+yduction of eggs in 1988 ran
1.|:l » percent below 1967 produc-
. She | egg production on a monthly
i troiled after May. On October 1
wcre three percent fewer layers
bn the previous year and production
running at a rate five percent be-
ow 1967. ; e s
breaking was down abou
» from 1967. Production of liquid
11 for freezing was down over 16 per-
ant and for drying was down 14 per-
aot. The large stocks in warchouses
nded 1o influence less frozen eggs be-
» packed in 1968, Frozen egg stocks in
4rage December 1 were well under
181,
Haich Is Up

.\ype chicks hatched during Oc-
I;e‘: \vix up 17 percent with an estl-
mated 39,000,000 chicks. Egg-iype eggs
in Incubators on November 1 were 33
wreent more than Nov. 1, 1867, The
wptype chicks hatches during the
int ten months of 1968 totaled 437,000,-
W0 or nine percent below the lixe pe-
ried of 1067, If the hatch of ejg-type
thicka continues at a high rate of in-
wease, It is possible to have over pro-
duction of fresh eggs by fall.

Government Egg Reports e A
U. 8. Cold Biorage Repori Dec. Ia B“D:)'O Y-ul-s.ulqogn 8 '1'05,0 :t;
?‘i‘mn Ez\fr!hl(ts:‘ o Pounds 8.177:000 9,765,000 12,161,000
Frg::: yolks Pounds 81,666,000 24,030,000 lﬂ.ﬂud.ggg
Frozen whole eggs Pounds 51,536,000 60.212,333 32,;22,000
Frozen unclassified Pounds 3,609,000 1,664, i 83’359'000
Frozen Eggs—Total Pounds 82,278,000 95,680,0 L l,'".
Nov, 1868 oV,
c;ql,l n.p:nré(‘l:c::luu, 5,622,000,000 5,700,000,000
ivira:?mrmher of layers a:zﬁ;.uuo 3281::.9:8.000
::":3;.1:::""( = Dec. 1, 1088 Dec. 1, I;lu;
HJu and Pullets of Laying Age alT.;:g.ggg 33:.8023:000
et {'giy“ ral 306,909,000 383,953,000
Total Potentia ers 899, e
Eggs Laid per 100 Layers 58.0

Fact Finding Conference

The 1869 Fact Finding Conference of
the Institute of American Poultry In-
dustries will be held at the Municlpal
Auditorium in Kansas City, Mo. Febru-
ary 13-18.

Doors to the Exhibit Hall will be
opened at 2 p.m. Thursday, February
13, giving conference-goers five full
hours on opening day to visit exhibits.

The first program session of the 40th
Conference will be on Friday morning.
The exhibit hall will not open until

noon, giving exhibitors an opportunity
to joln other conference-goers at the
general session, which Is to be held in
the Auditorium’s Music Hall to accom-
modate the larger crowd that is ex-
pected.

Exhibits will be open from noon to
5:30 p.m. on Friday, from 8 am. to 5
p.m. on Saturday. They will fill three
floors of the Exhibit Hall at the Audi-
torium.

E Hotel Bismarck
S hiconoApril 14-15-16

ulmu: Area

DBEP COLOR EGG YOLK

" American & Berks Sts.
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considered ot the National Macaroni Manufacturers Association

SEMINAR ON EGGS

AME Hih Ave 1A,

SANI PLAS BUCKET

LR RN A

BELT CONVEYORS

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

Be a smart bird: mark your calendar now!

April 14, 15 and 16 Bismarck Hotel, Chicago ¢
(coincides with the Packaging Show) \

Visit the Chicago Mercantile Exchange, see an
egg-breaking plant, hear ideas for new products,

For ‘Free-Flowing'
Materinls with auto-

Snnck foods, cookies, matic'in and out' feed
frozen foods, stringy- systems, gotes, alarm
wel-sticky nnd other and controls. Copaci-
*hridgy® items. Capac. lies up to 120000 1hs,

ities up 1o 70,000 Ihs, Bulletin CHS-10.

Hulletin CAC-10,

VIBRATING CONVEYORS

Ideal for conveying: Cereals » Snack Foods « Powdered Prod-
ucls « Frozen Vogelables » Chemicals « Delergents « Insecti-
cides » Seeds « Macaroni « Flour » Pharmaceulicals « Beans «
Rice » Metal Parts « Chips and Scraps. Sanilary Construction
for casy cleaning: Capacities up to 4200 cu. [1./hr, Models for
screening, dewatering, cooling, heating.  Bulletin CVC-10.

A JEECO BULK AND SURGE STORAGE SYSTEMS

AUTOMATIC BELT STORAGE STATIONERY BIN STORAGE

The Key to Practical Aulomation is in the design and upplication of electrical
Compunents such as, photo controls, sunar devices and solld state relays, Aseeco
engincers Incorporale proven concepts which ore accepted as standard and do
Rot require extraordinary atiention,

Setvices Offorod: Plant Enginesring and layout ® Electrical Enginesting and cantiol panals @ Enection and slait-up

1830 W, OLYMPIC BOULEVARD, LOS ANOELES, CALIF.

Fesmuary, 1969
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Standards, techniques for quality control, purchasing specifications, will all be ‘ . CONVEYING SYSTEMS
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ELECTRIC PANELS AND CONTROLS Write fur your neurest representalive,
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National Food Brokers Convention

'l'r is the job we are all doing today
and the plans we are making for
tomorrow that will assure the con-
tinued success of food brokers,” de-
clared President Watson Rogers, be-
fore the Natlonal Food Brokers Asso-
clation's 65th Annual Sales Conference,

He said that NFBA s proud of its
history of performance to its members,
“But,” he added, “the Association can-
not rest on past accomplishments , . .
we must think about where we are go-
ing In 1989 and the years ahead. Past
history means very little to the new
men in NFBA just as past history
means little to the new men who head
up the sales and marketing teams of
your principals.”

Evaluate Performance

Mr. Rogers told the audlience of food
brokers that he recommended they
evaluate their performance with all of
their principals. Such an evaluation
would assist brokers in determining if
they were giving principals maximum
sales rewults today.

“The old hazard of mergers is always
with us” Mr. Rogers said, “but fortu-
nately brokers have fared well in this
respect. After the merger takes place
and the new owners see the effective-
ness of the broker method of selling,
most all of them have left the accounts
with brokers.”

New Administration Pressures

Anticipated legal and regulatory de-
velopments under the new adminlistra-
tlon were discussed by Henry Bison,
NFBA counsel,

Mr. Bison sald the new admlnistra-
tion will be under Intense pressure to
pursue a vigorous policy challenging
mergers. The last Federal Trade Com-
mission merger report “indicates that
acquisitions among United States com-
panies in 1867 increased 37 per cent
over the previous year. It is now ex-
pected that corporate acquisitions in
1868 will be 40% or more above 1967
figures. A total of something like 4,000
mergers are expected to take place this
year.

“Primary attention will be directed
toward so-called conglomerate mergers
involving product or market diversifi-
cation. Based on what we know now,
the chances are good that the new ad-
ministration wlill approve some kind of
frontal attack on conglomerate merg-
ers. In this particular area of the law,
new direct thrusts seem likely to take
place,
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Watsen Regers

“Current interpretation of the law as
applied to horizontal acquisitions,
where a company acquires a competi-
tor, and to vertical acquisitions, where
the acquiring and acquired firms have
an actual or potential customer-sup-
plier relationship, Is about as tough as
it can be. The major question is how
vigorous will the Federal Trade Com-
mission and the Department of Justice
be In challenging horizontal and verti-
cal mergers.

“So far as instances Involving com-
binations and consplracies to fix pirices,
divide markets, restrict production, en-
gage In boycotts and similar outright
violatlons, the current policy of vigor-
ous prosecution Is certaln to continue.
And there are clear Indlcations that the
courts will impose more jall sentences
against defendants, including those
who decide not to contest charges filed
against them.

Greater FTC Powers

“At the Congressional level,” contin-
ued Mr. Bison, “there is support for
greater FTC actlon to protect consum-
ers, and proposed legislation Is being
pushed to provide the Commission
greater enforcement powers against de-
ceptive sales practices. Many vociferous
groups are urging the Commission to
move more vigorously against alleged
deceptive and unfair sales practices,
including feflure to inform consumers
on products, charges, services, and
guarantees; use of misleading advertis-
ing, and discrimination agalnst the
poor said to be practiced in urban pav-
erty areas,”

Mr. Blson sald another mutter of
conslderable importance to the food jg,
dustry is omendment of the FTQ
Guldes covering cooperative odvert
ing allowances, payments and serviee
He stated that NFBA had recommend
ed to the Commission that when a map
ufacturer has exercised reasonable ¢
In informing competing customers in 4
market on a promotion plan, “he hy
satisfled his obligation under the law)
To require more than this makes the
task too great and the expense pro-
hibitive.”

This matter Is now pending befor
the FTC, he said. “In view of the difi.
culties involved, action by the Commis
slon requires considerable study and an
carly declsion is not expected.”

Brokers and Ad Agencies
On Same Team

Food brokers and advertising agen-
cles are part of the same marketing
team, each contributing to the effective
marketing of grocery products, de
clared John H. Crichton, President of
the American Assoclation of Advertis
ing Agencies.

Complete Opposition

Crichton said that food brokers and
advertising agencies do very much lhe
same thing in a completely <pposite
way. “Food brokers get the pro ‘uct in-
to the store; advertising agen .es el
customers to carry the produc: out of
the store." The food broker, he added,
“is the trade sales departmer: of s
client. The ad agency workers s pirt
of the consumer sales departme. : of il
client. Together they help to n ke v
the total selling organization of the
client principal. Without eith: food
broker or advertising agency, th: client
doesn't have the same kind ¢! sil&s
effectiveness with the trade, or v ith his
customers.”

“All of us—food brokers und #
agencles—are involved in the 'Ne¥
Product Era'," he declared. “New prod:
ucts make it critical that agencics and
brokers trade Information, workinf
jointly for marketing success. The p*
tentlal of a new product Is elther vt
dent or established by research, Th
probability Is that the agency has bet?
close to the research, and developmert
of the advertising and consumer P,
motion s substantially an agency ™
sponsibility, But what about the tradt

(Continued on page 22)
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And the National
Macaroni Institute
offers:

— Market Research
— Promotional Materials
—— Recipe Folders

— Educational Materials

—— Nutritional Information

Fenruary, 1969

A

Are You Using

the tools of
your trade?

Services of the National Macaroni
Manufacturers Association will help you
perform more effectively.

— Weekly News Bulletin
— Commodity Information
— Technical Bulletins
— Legal Opinions

— Industry Representation
—— Committee Work

—— National Conventions
— Regional Meetings
— Technical Seminars
— Summaries of Surveys

— Information Central

Join today . . . add to industry intelligence.

E————

We want to apply for membership

Your name

Company. " EE S

Address —c

City. Zip—
Send to NMMA, Box 336, Palatine, Illinois 60067
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Food Brokers Convention—
(Continued from page 20)

deal? While the agency may also be
asked to be responsible for the trade
deal, food brokers are far closer to the
retailer than the agency is likely to be.
1t is at this point that joint cooperation
between agency, client, ond broker
would be exiremely helpful.”

11 is probable, he said, that new prod-
uct trends ore due to accelerate. “Prod-
ucts are hitting the market faster each
year, It Is now a figure to conjure with
that few products have a life cycle
much beyond three years, and many
have an expectation of only half that.
But research and development labora-
torles are hard at work, and the im-
proved technology of our time spews
the products out. They meet at the
supermarket.”

Good Broker Represeniation

Crichton stated that more than 75
per cent of all items distributed
through supermarkets today are placed
there by food broker representation. He
called this “an outstanding acknowl-
edgment of the role the food broker
has come to play in grocery product
distribution.”

Cooperation Between Agencies

Because of the increasing importance
of making the advertising dollar do its
full share of work, Crichton said he
would make two suggestions concern-
Ing food brokers. First of all, he de-
clared, “it is advaniageous if a food
broker's sales force understands in ad-
vance the details of a major food ad-
vertiser's campaign, so the sales force
can make the most of it in discussions
with their prospects. Many advertising
agencles and their food clients would
be pleased to discuss with food brokers
the promotions on major campaigns be-
fore they go to the public. Secondly,
sales presentations could be much bet-
ter developed if there were more bro-
ker cooperation. Agency sales presen-
tations are not always developed with
broker requirements in mind—some-
thing which was tactfully pointed out
1o some assembled agency men by your
representatives a year ago. The fact is,
that cooperation between agencies and
food brokers could lead to much more
effective sales aids.

Advertising agencies, the AAA presl-
dent said, are in a position to point out
to their clients the benefits of food
broker distribution, This, he concluded,
Is yet another advantages to be gained
by establishing and building broker-
ngency cooperation.
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Brokers’ Survey

What areas of operation do food
brokers need 1o focus attention on to
meet the increasing chellenges facing
the food Industry? A survey by the
National Food Brokers Association of
principals and customers provided a
variely of answers reported on by Vice
President Mark Singer and Director of
Management Development Charles
Haywood,

Communications

The subject of communications was
mentioned by a majority of both princi-
pals and customers as an area of major
interest. “Principals,” noted Singer,
“want to b2 kept informed by proper
feedback . . . reporis, ideas, suggestions
for Improvement, competitive forces,
market changes. In addition, principals
want brokers to keep their own organi-
zatlons informed . . . ta get the princi-
pal's story to everyone in the organiza-
tion."

Reporting on customer interest in
effective communications, Haywood
told the audience of food brokers that
“The majority of your customers are
concerned with getting advance infor-
mation on promotions, displays and ad-
vertisements.” He remarked that many
customers agreed that it is impossible
for a buyer to make an honest appraisal
of a line if not enough facls are given.

In discussing retail sales work, both
the principals and the customers stress-
ed the importance of effective retail
work, performed by salesmen who are
properly trained, motivated, and super-
vised. They suggested that broker re-
tall manpower should provideadequate
store coverage both in depth and in fre-
quentcy, should set targets for retail
performance, and provide the custom-
ers with feedback results. Many em-
phasized - the Importance of quality
rather than quantity,

Future Concerns

Looking ahead flve years, principals
and customers sald food brokers should
be concerned about: (1) A continuous
program of upgrading their organiza-
tion and people to provide the kind of
operation that will be needed based on
fut'ire market needs; (2) Departmental-
jzation or specialization In specific
commodity flelds; (3) Perpetuation of
the business by sueccession plans at the
ownership level; (4) Effective retail
work; (5) Use of data processing (not
only the broker's use of such equipment
but manufacturers' and customers’
computer programs and the resulting
information flow); (6) More effective
and extended territorial coverage as a
result of the consolidation of market
areas and mergers of customers and

central warehousing; (7) Selectivi: in
taking on new accounts; (8) Estab :h.
ment of goals and long-range p ns.
(Have a projection of each line ive
years ahead and measure it periodii :lly
with principals.)

Hoywood quoted a general comn :nt
recelved by NFBA that he ra‘? -vas
perhaps the most appropriatt for the
audicnce to keep in mind In future
planning. “It is our opinion," he rcad,
“that a good food broker is one of the
greatest assels In the ever-growing
complexity of food distribution, ond
that the future of any food broker de-
pends on his willingness and abllity to
prepare his organization to meet the
tremendous challenges of the food In-
dustry.”

Close Working Relationship Needed

Commenting on the survey, the two
speakers suggested that manufacturers
tell thelr brokers what they sald In the
survey responses. “Basically, you are
very pleased with thelr sales represen-
tation, their constant upgrading. Well,
tell them so personally and ask them
for their suggestions on how you can
continue to expand your profitable re-
lationship.”” Said Singer, “You know
we hear a great deal about change these
days. Well, there is one thing that won't
change five or ten years from now.
That is the need for a close working
relationship between principal und
broker—and the closer it Is the more
profitable it will be."

A & P's Alldredge
Addresses Brokers

Food brokers are to think of the # P
not as a huge corporation but as ¢ 00
plus individual stores in Indivic al
communities, declared Melvin W. !l
dredge, chalrman and chief execu ve
officer of the Great Atlantic & Pa fc
Tea Company. He said that the # :P
buyer is an individual too, who wi 18
to know the food broker's company
the food broker.

“If you sincerely want to help 1¢
man at A&P, if you have a sincere n-
terest in him, his responsibilities 1 1d
goals, he will know it and you will do
more business with him,” Alldredge
told the audlence of food brokers.

Referring to the philosophy of the
new management team that took over
at A&P In June, 1968, Alldredge snid
that A&P is convinced that a thorough
understanding and a warm relationship
must exlst between the seller and the
retailer if a genuine success Is to be
cbtained by both. “The finest advertis-
ing campaign, best thought out sales

(Continuedon page 24)
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g Mestings

Th- Institute of American Poultry
Indu.‘rles has announced other meet-
ings :n addition to their 40th Annual
Fsct Finding Conference in Kansas
City, February 13-16. They are:

Maich 5—Seminar on Packaging of
Poultry and Eggs at the Hotel Roose-
velt, New Orleans, La.

Morch 26-28, Egg Products Quality
Control School, Hotel Knickerbocker,
Chicago, Ill.

April 22-24, Poultry Products Quality
Control School, Hotel Knickerbocker,
Chicago, Il

September 25-28, National Poultry
and Egg Marketing Conlerence, Hotel
Ambassador, Chicago, Ill.

Seminar

The National Macaronl Manufactur-
ers Assoclation holds its Seminar on
Eggs at the Hotel Bismarck. Chicogo,
Illinois, April 14-16. Personnel from the
Institute of American Poultry Indus-
tries will speak on quality control tech-
niques, Visits are planned to the Chi-
rago Mercantile Exchange and an egg-
breaking plant.

Education is undergolng a revolu-
tion, and although you never know
where a revolution will end up, much
of it will focus on the new technology.

—John W, Gardner

Write or Call Wakefleld, Nebrasks
Cadle: Walebaum (Wakaheid)

Dea Gardess,
402207230

Manufacturers of Quality Egg Products

February, 1969

Show Theme: "Packaging’s
Next Step”

The American Management Associa-
tion's 38th National Packaging Exposi-
tion, scheduled for the International
Amphitheatre in Chicago, Apr 14
through 17, will be the largest in its
history, The number of exhibiting com-
panles is expected to top the 400 mark
and the overall size of the exposition Is
expected to be about 15 per cent larger
than the last show in New York,

In nddition to its unprecedented size,
the show will be the most comprehen-
sive In its history. Materials, supplies,
machinery and services will be demon-
strated under simulated factory condi-
tions by exhibiting companies.

Conference

Accompanying the show will be the
annual AM.A. National Packaging
Conference, also being held for the 36th
time. The meetings will take place at
the Palmer House in Chicago, April 14
through 16.

The 1860 theme for the twin events
will be “Packaging's Next Step” and
sessions will be devoted to long-range
planning for packaging. This theme is
directed particularly to success-orient-
ed companies which find it more CiM-
cult each yesr to exceed previous ac-
complishments.

)

Exhibits will include 98 different
types of machinery and equipment; 60
types of materials ond supplies; 23
types of containers, and 21 types of
packaging services.

Advance registration cards for the
exposition may be obtained from Clapp
& Polink, Inc., 245 Park Ave, New
York, N.Y, 10017. Information about the
conference s obtainable from the
American Management Assn, 135 W.
50th St., New York, N.Y. 10020.

New Frozen Pizza

Jeno's of Duluth, Wis. has added a
Porty Pack of frozen pizza rolls, two
new flavors of frozen pizza, frozen jun-
for plzza and o double-size pizza mix
to its line,

The Party Pack contains 30 rolls In a
15-ounce package, retailing at about
$1.49, Flavors are pepperoni, sausage
and cheese, and cheescburger.

The double-size mix comes in sau-
sage, pepperoni, cheese, and regular,
ench in 28-0z. packages containing
enough for two large pizzas. They re-
tail for about 73¢.

“Restlessness and discontent are the
first necessitles of progress.”
—Thomas A, Edlson

JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Aralytical Chemists, specializing in
all matters involving the examiration, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitemins and Minerals Enrichment Assays.

2 Egg Solids and Color Score in Eggs and

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

6—Pesticides Analysis,

7—Bacteriological Tests for Salmonella, etc.

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

EST. 1920
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Food Brokers Convention—
(Continued from page 22)

presentation and innumerable con-

tacts,” he sald, “will not produce a

maximum result unless a clear under-

standing and a concerned relationship
develops between the two parties.”

Alldredge stated that food brokers
may have had the impression that the
chain people were “aloof, hard to get
to, disinterested, and slow to act.” This,
he sald, could possibly apply to A&P
in some areas, but that the A&P organi-
zatlon Is changing things. He said that
food brokers like to go where they get
action, and that at A&P “you get an
answer, yes or no, and if the answer
is ‘yes, you will get prompt action.”

A&P, Alldredge declared, must, with
its large fotal volume, compete on a
local individual basis. “We must,” he
sald, “be kept informed of what Is hap-
pening in the local market place. To
keep abreast, the retailer has had to
become better informed on not only
what the customer wants, but where
and when she wanis it. Equally im-
portant, the retailer has had to learn
what the customer no longer wants and
to substitute for those product’ on the
shelves."

Referring specifically to the future
and food broker relations with A&P,
Alldredge tuvld the food brokers they
could expect:

1, Larger stores — more depart-
ments.

2, Fewer levels of command in the
company.,

3. Prompt communication within
the company.

4. Less red tape and procedure on
new products, deals and promo-
tions.

6. More authority at local level.
Grealer flexibility.

6. Faster decislons.

7. More cooperation on promotions.

8. Wider varlety In stock, both na-
tional and company brands.
Exact knowledge on sales and
gross contribution by item. Better
shelf allocation.

10. Closer working relationship be-
iween our buying and sales de-
partments. More simultaneous
audiences.”

Brokers Have Social
Role to Play

The nation's food brokers are in a
position to play an important role in
the solution of many of today's social
and economlic problems, states Harrison
F. Dunning, Chairman of the Grocery
Manufacturers of America.
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Dunning, who is slso President and
Chief Executive Officer of Scott Paper
Company, sald that today's business-
men must “relate themselves more in-
timately and definitively to the envir-
onment in which they exist.”

The nation's 2,000 food brokers, said
Dunning, “can hire the hard core un-
employed, lessen raclal unbalance, in-
volve yourself personally in the ghetto
housing and youth problems, and make
very real contributions to them."

Government Appeals A Compliment

He said that it Is no longer enough
for business “to provide the best pos-
sible service at the lowest possible cost,
with adequate profit or return for the
shareholder.” Dunning stated that gov-
ernment appeals to industry for as-
sistance are a compliment.

“It says to meny that government
now recognizes the broad range of ex-
pertise that flourishes in the business
and industrial communitles,” added
Dunning. He sta'ed that he s In favor
of government's asking for indusiry
rupport because “this is one country

. and those of us engaged in com-
mercial endeavors have a tremendous
stake in helping to straighten out these
social problems."

On the subject of the government's
new-found Interest in \he nation's con-
sumers, Dunning said that, “It is also
going to require every bit of effort that
your organization and ours can bring
to bear to make sure that decisions are
made on facts, on truths, on realitles,
and nut on emotlons, half-truths, In-
accurate facts and political aspirations.”

Outlining the speclfic problems on
which the government has asked for
4pecific help, Dunning stated the bal-
ance of payments problem, welfare and
unemployment, and low cost housing.

Balance of Payments

The balance of payments has been
approached by the government's asking
busiiess to “retrain itself on foreign in-
vestmonts, and ultimately establish
guidelines which put a mandatory
brake on lorelgn investments," sald
Dunning. He added that its long range
effect may be ''to create an even bigger
problem—and it is my hope the new

administration wil find a way to adjust,

this pollcy beneficlally.”

Business has respended magnificent-
ly, sald Dunning, “with the national
alliance of businessmun, and com-
mitted itself to providing no less than
500,000 jobs for hard core unemployed
by 1971."

Low Cost Houslng

In the area of low cost housing, Dun-
ning stated that the government has

allocated fantastic sums of money | »m
tax dollars and created all kinc of
organizations but the actual numt ~of
low cost liousing units created is oy.
smally small, He added that the i 1.
ness ‘community has been urged tc en-
gage actively in low cost housing on-
struction or finance activities.

Dunning concluded by saying that
the businessman's new role in his so-
ciety “Is perhaps the last golden oppor-
tunity we in business will have to
prove to a doubting public 4hat this na.
ticn could not live very well without
us,

FDA and FTC Concentrating
On Discretionary Regufations

Mr. John Gomilla, assistant to the
director, division of case guidance,
Bureau of Regulatory Compliance, sald
FDA has been discussing slack fill with
State officlals who have offered some
“very good candidates” for this type of
packaging abuse. He said industry still
has a chance to rid itself of offending
packages—possibly staving off a regu-
lation. He urged the manufacturers to
take care of the problem themselves
without delay.

Speaking for FTC was Col, Earl W.
Johnson, attorney and section head,
Division of Special Projects, Bureau of
Deceptive Practices.

He sald FTC is working closely with
FDA in the areas of nonfunctional
slack-fill, ingredients statements on
non-foods cther than foods, drugs, and
cosmetics, cents-off and coupons,

FDA To Hold Seminars

The Food and Drug Administrs lon
and Federal Trade Commission are on-
centrating on the area of discretio- ary
regulations in fair packaging and 1: -el-
ing, and some will be formulatec on
cents-off and probably slack-fill.

FDA plans to hold Industry sem! ars
to clarify the law and its applicat! ns,
it was revealed at a recent Amer an
Menagement Assoclation meeting.

FTC Gets Cooperation

He Indicated sympathy with FI \'s
position that a regulation is needec on
cents-off, The trouble with cents-off, he
explained, Is that what appenars on 'he
label cannot be enforced, To tell the
retailer what to do would run the
parties afoul of other Federal laws de-
signed to prevent price fixing—such a3
the FTC Act, Robinson-Patman Act, of
Sherman Antitrust Act.

FTC has met with officials of 47 states
to get their cooperation and “we have
a pretty good iden of what they will do”
at this point, he said.

(Continued on page 26)
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Discretionary Regulations—
(Continued from page 24)

General Foods' Experiences

According 1o Thomas W, Clark, di-
rector of special projects, General
Foods, who spoke on the firm's compli-
ance program, General Foods had a
relatively easy time of it compared to
many flrms because General Foods
never had a “buyer beware" attitude,
“We think the consumer has a right to
know,' 'he said,

The firm has always been “sticky on
depicting products accurately on la-
bels,” he said. Dyes to intensify colors,
false bottoms, false accessories, and the
like were forbidden. Cup portions were
always given, he said.

General Food's changes included in-
creasing the size of content declaration
adding zip codes, and changing the
placement of the contenis declaration
to the bottom third of the package.

Self.Certification

Mr. Clark said GF relations with the
Federal Government are improving
through the self-certification program.
In this, FDA Is informed on lists of In-
gredlents of new products. As a result
FDA is making fewer plant inspectlons
and the “watchdog concept is being re-
placed by cooperation,” he said.

Before the FPLA, General Foods re-
duced the height of its Post cereals
packages. This made them more com-
patible with home shelf sizes and less
shelf space was needed to display the
same number of facings.

“We found the retaller loves you only
as long as you're a good seller,” he said.
“That's the way it should be, of course.
But it was no fun watching our com-
petitors every day—all the way to the
bank!"

General Foods eventually increased
the size of the boxes, although not to
the original size,

Whether to put down content decla-
ration In items such as “one” hair brush
was also discussed. The FTC spokes-
man said the agency is aware of this
type problem and that it probably will
not be necessary to state somathing that
is obvlous.

Both Government representatives
sald as long as the required content
declaration appears on the front panel
where it 1s supposed to appear, an addi-
tional content declaration may appear
on any other part of the package.

If a free sample is inside a package
with other merchandise, should the
manufacturer list the sample? Accord-
ing to the experts, the package should
describe “everything” that is inside in-
cluding the sample.
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Trade Associations Compiling and
Exchanging Competitors’ Information

by Harold T. Halfpenny, General Counsel, N.MMA.

Hareld T. Halipanny

THE growing complexity of business
has resulted in great interest and
need of accurate industry information.
Facilitating and exchanging of business
information among Its members Is
therefore an increasing, important and
useful function of a trade assoclatlon.
The difficulty Is that the members are
competitors and an exchange of infor-
matlon among them may have anti-
trust implications because it may result
in stifiing competition and thus pose
serlous legal problems.

Supreme Court Review

The United States Supreme Court
has accepted for review the lower
court's dismissal of a complaint against
competitors who exchange price infor-
mation. (United States vs. Contalner
Corporation) The fact that the Court
agreed to review the decision doesn't
of course, indicate that there will be a
reversal but that possibility should be
kept in mind. In any event, the Court
will n:-examine the whole question.

In view of the fact that this subject
has not been reviewed by the Court for
many years, the final results are belng
watched with considerable interest, The
current importance of this subject
makes the pending review extremely
timely.

United States v, Contalner Corporation

In the case in question, the United
States brought a civil action against
eighteen manufacturers of corrugaled
contolners, alleging that they had in-

dulged in a consplracy to restrain trade,
The gist of the alleged conspiracy was
that they had an understanding to ex
change informatlon as to the most re-
cent prices charged customers. The
Government charged that they used
this agreement for the purpose of main-
talning substantially identical price
quotations.
On the basls of the evidence present.
ed, the Court dismissed the complainl.
It found that an exchange of price in-
formation would not be objectionable
in itself, in the absence of an agreement
to use the exchanged information fo
maintain identical prices, and that this
was not shown.
The Court found that there was no
consplracy because, in its view of the
evidence, the companies were under no
compulsion to give or receive price in-
formatlon, but each was free to do as
he pleased about this. No company was
privileged to audit the books of another,
nor to be furnished with other business
details of thelr rivals. No fines or penal:
ties were nssessed for a fallure lo fur
nish price Information, and there was
no compulsion to adhere to the price
requested or recelved. Price information
was glven and recelved on infrequent
occasions, and related to only n small
percentage of sales, as contrasted o dis-
closure of simllar data on all sal:s.

Those facts were in sharp c ntrast
with the facts in another case ( .mark
can Column), In which an illeg ' con*
spiracy was found to exist, Th:: cas
included a trade assoclation i d¢
fendant. The association and it: mem
bers entered into an agreement vhich
provided that the members voul
make daily reports of all sales ar: * ship-
ping, and monthly reports on j oduc
tion and price lists. There wei: PI”
visions for financial penalties i3 the
event of a violation of the agrc.ment
for the maintenance of a burcau 1
gather and distribute jnfor:ation
among the members, including prict
lists covering the production to mem
bers. All information thus gathercd wé
avallable to members.

Restrictions on Compstitlon

The restrictions on competition inher-
ent in the plan are apparent.
Court pointed out, with the intimst
knowledge of the affairs of other pre

(Continued on page 28)
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Another packaging bottleneck has been broken. At Doumak, Inc. They make
Fireside and other branded marshmallows. The hero: New automatic twin
tube bagging machines from Triangle. It wasn’t easy. The job called for super
sensitive feed and scale systems to handle the super soft product. That’s
exactly what Doumak got from Triangle. Plus productivity. Doumak reports
“the new equipment works at a rate 20% to 25% faster than the machines it
replaced.” Moral; There’s no packaging problem too hard (or soft) for Triangle. |
If you have one, write: Triangle Package Machinery Co., 6654 W. Diversey
Ave,, Chicago, Illinois. Phone (312) 889-0200. TRIANGLE |

Hag machines « Beales o Fill equipment
» And related high-perfurmance
packaging systema

Femnuary, 1969 27

Triangle ls running faster in high-performance packsging systems.
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Exchanging Information—
(Continued from page 26)

ducers at hand, the subscribers to the
plan “went forth to deal with widely
separated and unorganized customers
necessarily ignorant of the true condl-
tions. Obviously, they were not bona
fide competitors.”

The clue to the distinction between
the two cases is the difference in the
results from the exchange of informa-
tion. The unlawfulness of a plan to that
end does not arise from the mere fact
that information is gathered and dis-
seminated. Rather, it arises when the
concerted action will probably result in
lessening production or increasing
prices.

Two Famous Declsions

This distinction was the basis for two
famous Supreme Court decisions on the
same day in 1825, which have been
guldes ever since. (Maple Flooring As-
sociation and Cement Manufacturers’
Assocliation.) In both cases, it was found
that the conduct of the defendants did
not restrain trade and was not illegal.

In Maple Flooring, a trade assoclation
of manufacturers of flooring material
engaged, among other things, in com-
puting and distributing among the
members the average cosl to members
of all dimensions and grades of flooring.
It also gathered statistics, which were
supplied by the members to the secre-
tary of the assoclation, giving informa-
tion as to the quantity and kind of
flooring sold and prices received by the
reporting members, and the amount of
stock on hand. This Information was
transmitted to the members without
revealing the identity of the members
in connection with any specific informa-
tion thus transmitted.

There was no agreement among the
members affecting production, fixing
prices, or for price maintenance, Mem-
bers were left free to sell their products
at any price they chose.

It should be noted that all of this
information related to past prices, and
future prices or conduct were not in-
volved. Under these circumstances, the
Court felt that the information was the
same as if like statistics were published
by the Department of Commerce, or in
a trade journal, to which all members
had access.

In Cement Manufacturers, the asso-
ciation collected information b protect
each manufacturer against misrepre-
sentations, deception and imposition.
The members reported to the secretary
of the association specific job contracts,
the amount of cement required, and the
price charged, which information was
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communicated to the other members.
The members were free to do as they
liked, with no agreement or under-
standing among them. Again, there was
no unlawful restraint on commerce im-
plicit in this conduct.

The moral of these cases Is that any
plan to exchange information in any
form should be cleared by association
counsel. In glving advice on that sub-
ject, the forthcoming decision by the
Supreme Court in the Container Cer-
poration may be expected to be a
guide. In the meantime, the rule may
be summarized as it was by the Court
in Maplo Flooringt

Companies may be found to be en-
goged In a conspiracy against trade it
it Is shown that the character of the
information which has been gathered
and the use which was made of it, lead
{rresistibly to the conclusion that they
would result in a concerted effort on
the part of the companies to curtail
production or ralse prices.

Consumer Credit
Protection Act

After many years of discussion and
debate, Congress passed the Consumer
Credit Protection Act, effective May 29,
1068,

The “Consumer Credit Protection
Act" was passed and became effective
May 20, 1068, 1t is primarily concerned
with the extension of credit to the ulti-
mate consumer of products for per-
sonal, family, household, or agricultural
purposes; it will not normally apply to
sales by manufacturers or wholesalers.

However, it contalns one section with
which all employers are concerned—its
“Title III—Restrictions on Garnish-
ment."

Restrictions on Garnlshment

The “findings and purpose” clause
recites that Congress finds that the un-
restricted garnishment of compensation
due for personal services encourages the
making of “predatory extenslons of
credit,” which “divert money into ex-
cessive credit payments and thereby
hinder the production and flow of goods
in Interstate commerce,” 1t adds as'an
additlonnl justification for the exercise
of federal power In this field that the
application of garnishment as a credi-
tor's remedy frequently results in loss
of employment by the debtor, and the
resulting disrupllon of employment,
production ,and consumption consti-
tutes a substantial burden on Interstate
commerce.

The Act makes two flat prohibitions:

(a) Not more than 25% of an ems

ployee's "disposable earnings”" in any
work week may be subjected t. gar.
nishment, “Disposable earnings" -1eans
that part of the earnings of any ndi.
vidual remaining after the dedction
from those earnings of any amourts re.
quired by law to be withheld.

(b) No employer may discharge any
employee by reason of the fact that his
earnings have been subjected to gar
nishment for one indebtedness.

An employer who willfully violates
this section can be fined not more than
$1,000, or imprisoned not more than one
year, or both,

Conclusion

Legally speaking, the excuse for Con-
gressional action in this fleld previously
regulated by the States seems very
doubtful, and the Act may eventually
be found invalld. Meanwhile, however,
it is tt.e law of the land and should be
obeyed.

Consumers Set Prices

Lee S. Bickmore, president, Natlonal Biscuit
Company, in a talk before the Sales Execu:
tives Club of New York:

“In the final analysis, consumers
themselves exercise the ultimate con-
trol on what are acceptable levels of
price. However, the greatest mistake
industry can make is to increase those
levels to the point where consumers
have no choice but to exercise thelr
prerogative of simply refusing 1o buy
at all,

“In this respect, business has o' obli-
gation to explain, educate and inform
consumers about the levels of pri ¢ and
how they are established. Unin: rmed
consumer groups . . . can do unf. r and
serious harm to an industry al: ough
through lack of information and nder-
standing, they may be acting it what
they believe to be a justifiable n. nner:
In short, the final price will be leter
mined by consumers, It is, howev: r, 0u
responsibility to provide value cnd o
inform them fully so that thelr ul.imate
declsion will be enlightened and ™
tional, They must understand the value
delivered for the price required And
we must tell them.”

Farmers Cannot Subsidize
Low Food Prices

Agriculture has reached the point
where it no longer can afford to subsk
dize consumers with low focd prices.

So says O, W. Fillerup, Execu!i®
Vice President of the Council of Cil
fornla Growers.
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David Wilsen

M.ve Wilson Retires

Ais friends call him “Mr. Semolina.”
The fellow who will replace him when
he retired December 31 calls him “Dad.”
Others know him as Dave Wilson,

The man who answers to all these
names Is about to end his 44-year ca-
reer with Peavcy Company. He is trad-
ing in his responsibility as Flour Mills
branch sales manager in the Durum
Office, Manhasset, New York for retire-
ment in Ft, Lauderdale, Florida,

A warm smile flashes across his
bronze-tanned face and a fond twinkle
comes to his brown eyes as he begins
to recount memories of his years with
the company.

“When I first went on the road in
Scranton, Pennsylvania at the age of
20, the company would dellver a quar-
ter barrel of flour—that is if I sold it.
That's unheard of now. Today we deal
in terms of carloads of 100,000 pound
lots,” Wilson remarks.

Walked 1o Make Bales

This man who used to walk his sales
route when he called on grocers mar-
vels at the sanitation and automation
advancements that have been made by
Peavey over the years.

“Why now that we don't use bags for
transporting flour anymore, it's possible
for us to get our products to house-
wives without the goods ever being
touched by human hands" comments
the company veteran.

Wilson joined the Mills of Albert Lea
as an office boy and junior clerk after
graduating from Central High School
of Minneapolis in June, 1824. Six
months later he was transferred to the
bookkeeping depariment at King Midas
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when the company was bought by Van
Dusen Harrington. Then came a break
that allowed him to fulfill his ambitions
by entering sales work.

Having worked in Pennsylvania,
Wisconsin, and Indlana, Wilson was
assigned to the Hudson Valley territory
in New York in 1928, There he was a
resale man calling on L.CL. bakers,
grocers, and restaurants with sales
handled through jobbers.

Reminiscing

He chuckles as he reminisces about
some of the memorable occasions in his
years with Peavey. “There was the time
in 1026 when I was on the way to
Madison, Wisconsin with a salesman
and we got stuck in the roadside mud
18 times. In those days the road was
nothing more than planks. If you ran
off the narrow boards there was noth-
ing to do but to get a farmer's team of
horses to pull you out.”

And he gives another little laugh
when he tells about directing a group
of women who canvassed Gary, Indiana
for flour orders. “The crew of ladles
went door-to-door asking housewives if
they would be interested in trying our
flour,” recalls Wilson.

Covers New York Siate

Late in 1928 Wilson called on his first
macaronl plant in Rochester, New
York. This was a milestone for durum
products, In 1920 all macaroni plants in
New York state were added to his ter-
ritory.

After a 1931 transfer to the Minne-
apolis office, Wilson covered the eastern
states with territory managers and
salesmen, working exclusively in the
durum department and calling only on
macaroni manufacturers.

Enjoying Relaxation In Sun

The silver-haired sales manager
served as manager of the Pittsburgh,
Pennsylvania district before being
transferred to a new King Midas office
which opened in New York in 1834, He
worked therz until 1858 when an office
exclusively for durum was set up In
Manhasset, New York.

Wilson, honored at a December 12
luncheon, and his wife Dorothy are now
looking forward to enjoying golf and
relaxation in the Florida sun, Leaving
the legacy of a notable career, he passes
his job responsibilities on to his son,
David F, Wilson, who will continue the
work of Peavey Company Flour Mills
in New York.

At the going-away luncheon, Dave
Wilson heard assoclates giving him
great credit for the excellent standing
the company now enjoys in the maca-
roni industry,

-
Py

Peavey in Puerto Rico

Peavey Compsny's expectatior s for
its proposed flour and feed milling en.
terprise in Puerto Rico were rev.ewed
on the scene by Fritz Corrigan, presi.
dent of the Minneapolis based firr,

The Peavey application under the
Puerto Rican Industrial Incentives Aci,
made last June, seeks authority for a
flour mill operation of 3,000 cwtis. dally
capacity and a feed mill of 30 tons-per-
hour capacity.

Corrigan sald he is in San Juan to
discuss the project with others who
might share a common interest in the
new venture,

Corrigan and George Gosko, Peavey
vice president for corporate develop-
ment, were meeting with prospective
investors as well as customers. They
sald their company's Interest was stim-
ulated by the very rapid growth rate of
the animal feed industry in Puerto Rico
and by evidence that additional flour
milling capacity could usefully serve
the consumer market.

A competitive facility, they said,
could help improve quality and se:vice,
and through efficient local production
make it less necessary o rely on im-
ports for flour, animal feeds and animal
products,

Corrigan sald he is most hopeful the
application will be approved, thus en-
abling his company, one of the nation’s
leading agribusiness firms, to heve the
opportunity of being part of Puerto
Rico's economlic future.

International Millivg
Consumer Mixes

International Milling Company has
entered the mix field with four pouch
packs for biscuits and pancakes. The
line, to be marketed under the J.obin
Hood label, includes cornbread, butter-
milk biscuit, buttermilk pancake and
corn muffin mixes.

The products are expected to '@ in
general distribution east of the Rokles
by mid-February. Four color news
paper ads will run at that time pro-
moting the new line and the comp ny$
all-purpose flour. Point-of-sale displays
are available.

New Product Acceptance

According to a panel of retailers who
spoke at o Super Market Institute work-
shop the buyer must make important
decisions based on four key categories
of a new product; evidence of consumer
acceptance through test marketing
substantinl advertising, introducing sl
lowances and profilability.
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%Zmz- Unique New VMP-3
ixtruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheetet VMP-3

High Speed Noodle Cutter, Type NA-4 working In con-
junction with the VMP-3 for continuous 1600 lbs. per hour operations.

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

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

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

H T d motor affords flexibility for 1600 1bs, or 1000
apac‘hf range = Ib‘:’.op.l‘:.l‘lour or any two lesser outputs can 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.

trols, Automatic proportioning of water with flour.
1\1 atchless ":l?:rn;u.rnun control for water chamber.

jece housing. Easy to remove screw, easy to clean,
nly .l"‘lﬂ: i':;::lllnn betwesn screw chamber and head.

—
S’

\l eW|y designed dle glves smooth, silky-finish, uniform sheet.

i

enclosed In stesl frame, Compact, neat design.
Otﬂl 'Y Meets all sanitary requirements.

g_ﬂ’zm_mf%ﬂ/@_%ﬂg&-

Subsidiary of Carlisle Corporation

280 Woellabiut Street
Brooklyn, N.Y. 11206, U.5.A.

Telephona (212) 387-7540
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Goodfellow Heads Crop
Quality Council

Totten P. Heflelfinger, chairman of
the Crop Quality Council's board of
directors, has announced the resigna-
tion of execullve vice president Eugene
B. Hayden in order to accept a post
with the Cereal Institute,

Vance V. Goodfellow, a stafl asso-
ciate since 1081 ,was appointed chief
staff executive of the Council as of
January 1,

“We have accepted Gene Hayden's
resignation with sincere regret,” Heflel-
finger said. “He contributed strongly to
the development of all Council activi-
ties during the past thirteen years and
gave cffective leadership during the
three years he headed the organiza-
tion.”

Jolned Council in 1981

Goodfellow, the Council's new execu-
tive vice president, joined the organiza-
tion in October, 1961, after having
served for nearly ten years as associate
state entomologist for the state of
North Dakota, stationed at North Da-
kota State University, Fargo. Previous
to that, he had been active in U.S.D.A.
pest control programs affecting grain
production in Iowa and the Dakotas.

During Goodfellow’s seven years on
the Councll staff, he has had broad ex-
perience with agronomic, disease and
insect problems throughout major grain
crop producing, areas, He has traveled
widely through the principal grain
growing areas of the United States and
Caonada and has held major responsi-
billty for the Council-sponsored winter
seed increase program in Mexico. Good-
fellow graduated from South Dakota
State University and obtained a Mas-
ter's Degree from North Dakota State
University in 1955, He is married, has
three child:en, and lives in Wayzata.

Council Board

The Crop Quality Council is engaged
in activities in support of agricultural
research and extension, pest control,
and crop haprovement programs affect-
ing cropz grown throughout North
America. The Council's board of direc-
tors include:

Totlen P. Heflelfinger, Chairman,
Chairman of Board, Peavey Company,
Minneapolis, Minnesota

el (PETES TN ST PRI SIS SRLE SRR

Leonard P, Glsvold, Treasurer, Vice
President, Northwestern National Bank
of Minneapolis

Robert W. Bolton, President, At-
wood-Larson Company, Minneapolis,
Minnesota

John M. Budd, President, Great
Northern Railway Company, St. Paul,
Minnesota

H. R, Diercks, Executive Vice Presl-
dent, Cargill, Inc., Minneapolis, Minne-
sota

Charles W. Gibbings, President, Sas-
katchewan Wheat Pool, Regina, Sas-
katchewan, Canada (representing Ca-
nadlan Cooperative Wheat Producers,
Ltd.)

Dean McNeal, Group Vice President,
The Pillsbury Company, Minneapolis,
Minnesota

B. J. Malusky, General Manager,
Farmers Union Grain Terminal Asso-
clation, St. Paul, Minnesota

Fred L. Merrill, Vice President,
Archer Daniels Midland Company, Min-
neapolis, Minnesota

T. H. Roberis, Jr., President, DeKalb
Agricultural Association, Inc., DeKalb,
Illinols

S. A. Searle, Jr., Executive Vice Pres-
ident, Federal Grain Company, Ltd.,
Winnlpeg, Manitoba, Canada (repre-
senting North-West Line Elevators As-
sociation)

Lloyd E. Skinner, President, Skinner
Macaroni Company, Omaha, Nebraska
(representing National Macaroni Manu-
facturers Association)

E. W, Ukkelberg, Senior Vice Presi- -

dent, Deere & Company, Moline, Illi-
nois

GMA Appoints Director
Of Marketing

Kenneth P. Partch, formerly chief
editor of Food Topics, national trade
magazine of supermarket managemen,
has been appointed Director of Market.
ing of Grocery Manufacturers of Amer.
ica, He replaces Karl G. Helnze,

Mr, Partch has a broad and varied
background in editing several publica.
tions dealing with packaging, advertis.
ing, merchandising, distribution, and
the government regulatory agencies in
these areas.

“As a well known writer and editor
in the grocery Industry, Mr. Partch Is
especially aware of the problems and
opportunities in the Industry, and is
capable of expressing marketing and
merchandising concepts in clear mal-
ter-of-fact terms," sald President
George Koch in announcing the ap-
pointment. “He has a fine reputation
with distributors and their respeclive
trade associations which will be a great
asset to the marketing, merchandising
and trade relations aspects of GMA
work. His working knowledge of the
trade press will augment GMA's public
relations efforts in this area.”

General Sales Manager
Announced at Canepa

Mr. Frank Denby Allen, President of
of the John B. Canepa Co.,, macrs of
Red Cross Macaroni Product: an-
nounced the appointment of & ne
General Sales Manager, Mr, Jc i@
Flanery, Mr. Flanery moved to C icag?
from Memphis, a year ago to 1 come
Sales-Co-Ordinator of the Coi pany:
Originally he had been Souther: Sales
Director.,

In addition to Mr. Flanery's | om¢
tion, Mr. Allen also announced t/.* 3P
pointment of Mr. Arthur H. Ma. in of
Harrisburg, Illinois, to Reglonal Sales
Manager; Mr, George T. Ogle of Nash-
ville, Tennessee, to Regional Salet
Manager; and Mr, William J. Mooney
of Memphis, Tennessee, to 1strict
Sal=s Manager,

>2
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Vital Statistics for Grain Cereal Industries, 1958-66

Employment Payroll

1958 1966
Macaroni & Spaghetti .. 6,825 7410

Rice Milling ....c0vve.. 3,843 4,015
Cereal Preparation .....10,827 11,818

% 1958 1% % 1958

8.6 $ 27010 § 40,135 438 $ 180,180
Flour Mills ............28,215 20,071 —28.9 140,121 133,778 —45 2,086,708
45 14,286 21,134 479 312,061

Value Shipments ‘000 Capital Expenditur®t

1988 % 1958 1966 %
$ 237,650 319 5274 8364 58-:
2,344,928 124 22,100 36,022 ﬁis
457,576 466 1442 7,178 39T

8.2 61802 87460 413 444,132 742,873 673 17,674 19,185 84

—
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10 INSURE THE QUALITY @40 IN ANY MACARONI

ALWAYS SPECIFY ’m

WHETHER YOU'RE MANUFACTURING LONG GOODS

y OR SHORT @@f,EGG

noopLes [ J__?_|OR OTHER SPECIALTY SHAPES,
£STSIYOU'LL FINDI4= AMIERl [iS ALWAYS UNIFORM

PRODUCT

| N— —

'&IN COLOR AND GRANULATION. . BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

o ad

srowiNnGg AREA W WE cAN suPPLY THE

FINEST DURUM //WHEAT PRODUCTS AVAILABLE.

o

@' AMBER MILLING DIVISION

FARMERS UNION GRAIN ':'ERMlNAL ABSOClATlION
Rush City, Minn, — General Offices: St. Paul, Minn, 55101
M i S Telephone: (612) 646-9433

thuARy, 1969
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HEN Frank Burns reported to his
supervisor on Monday, he was
asked:

“How did you make out on that call
to the Jones Company?”

“I drew a blank,” Frank replied.

The supervisor asked Frank to sit
down.

“I'm golng to give you a little advice
1 hope you remember,” the boss said.
“You may not have gotten an order at
the Jones outfit, but you should have
learned something that will help you
on future calls.”

“You only draw a blank when the
door is locked and you can't get in,
Every call adds to the salesman's
kncwledge of people.”

How true! The salesman has a unique
cpportunity to become a student of hu-
inan nature. The knowledge can then
be applied to his advaniage.

Buyers Are Human

Buyers are not sticks of wood or
pasteboard cards with the same char-
acteristics. They are living human be-
ings with distinct behavior patterns
that the salesman must study for his
own good,

Some prospects favor the breezy ap-
proach to selling and others the digni-
fled way. Some buyers can and want
to be dominated by the salesman while
others will bitterly resent and resist
domination. Some purchasers insist on
a detailed presentation of facts, and
others want the salesman to take short-
cuts to the main point. =

Only by studying numbers of buyers
can you work out a sales method for
their individual quirks, habits and idio-
syncracles. This isn't as complicated as
it sounds, because most people fall into
certain categories as far as their be-
havior is concerned. This may vary
within the same industry.
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SELLING®

by George N. Kahn

Learning From The Sales Call
This is No. 48 of 48 Sales Training Articles.

All shoe buyers, for example, will not
be alike in their preferences, {astes and
reactions to salesmen. Buyer “A" may
like to kickoff an interview with a lot
of small talk and joke swapping. Buyer
“B"” on the other hand, wants to get
right down to business. Buyer “C" is a
stickler for puncluality while Buyer
“D" is an elegant clothez horse and
shuns sloppily-dressed salesmen.

The clever, thinking salesman will
learn from each of these types. He will
study thelr manner, gestures and even
their clothes for clues o their reaction
to a sales story.

That's why no call, dry-run or not,
need be wasted. You may not always
walk out with an order but you can
gain valuable Insight into human char-
acter that will increase your income in
the long run.

Study the Prospect

Mel Parrish was a run-of-the-mill
cotton salesman until he picked up a
book on psychology one day at his local
library. He learned that individuals re-
act differently to objective situations.
These reactions, he discovered, are
often the result of environmental fac-
tors.

Now Mel was unable to conduct psy-
chological tests to determine behavior
patterns of his prospects, but he began
to study them more closely. He also
made it a point to learn more about
their background, education, social
status and so forth. Gradually he was
able to group his prospects and cus-
tomers into specific categories, This en-
abled him to plan his approach and to
avoid mistakes and miscalculations that
often mean lost orders.

On every call, Mel studled the pros-
pect as he talked to him. He made
mental notes which he later wrote out
for a file he kept at home. He found out
that particular references irritated cer-
tain prospects while others welcomed
them. This led to the grouping of four
or flve prospects who reacted similarly.

Mel was able to predict, for instance,
that shy, hesitant buyers wanted their
minds made up for them by the sales-

man; that a man who talked ofte
about his wife and children was unlik
ly to react favorably to belng wined
#nd dined; that a buyer who owes hi
position to family connections wants ta
be told how sagaclous he ls,

He learned to cope with and under
stand common buyer types such as ths
impulsive, the self-opinionated,
taciturn and the hostile. He also d
veloped techniques to motivate the
He knew which buyers thought only in
terms of material gain and those who
responded to more subtle stimuli such
as pride, fear, envy and curlosity.

In a few years, Mel became such an
astute observer of human nature that
he became one of the three top camern
in his company. He was also asked to
conduct the course in sales psychology
in his firm's tralning division.

Although most buyers can be classed
into types, an alert salesman will nevet
count on any response in an interview.
His motto is: Expect the unexpected
1o two persons will react In exsctly the
same way all the time. You must make

allowances for deviations fr-m onelg

cause or another. A buyer m-y hav
had a fight with his wife or 1e ma
have been just chewed out by “is boss
The salesman who has trair 4 him
gelf in psychology takes the un: cpecied
response in stride. He know: huma?
beings are complex organism

How To Get Interest

The psychologically oriente. saler
man soon learns ways to captire !
buyer's attention. From his studies of
scores of other prospects, he Immt_1
how to open the interview, arouse cun
osity, when to talk and when only ¥
listen. He knows how to tap buyer!
interests and to discern his problem*
This is because a salesman meets 3
most every situation more than once:
The trick is to benefit from your P™
vious exposure to it.

A baseball pitcher knows ho¥ to
throw to particular batters becausé
has faced them before. One hitter “1!]
murder a high pitch while anothef ¥
a sucker for an inside curve. But evelf
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peoftin 8 new man comes into the
jague and the pitcher has to guide
}im. T e new batter may knock o few
wlls cut of the park before pitchers
fnd hi . weakness and learn his strong
points.

So il is with selling. You can learn
from cxperience even though the ex-
perience was o bad one. The worst
thing is not 1o lose the sale, but to gain
mo insight from the Interview. An old
man, who retired as vice president of o
luggage firm, told me many years ngo:

‘eA salesman moy not ring up an
order all week, but if he's awake and
ilive he can pick up enough valuable
information in that week to triple his
«amings in two years."

Learn From Experience

Actually, almost everything can be a
learning experience for the salesman.
Go Into a department store and walch
{he interchange between clerk and cus-
tomer, Take a trip sometime out to a
model home and observe the way visi-
tors react and the questions they ask.
Think of yourself as a buyer and list
the factors which prompted you to pur-
thase your car, home or boat.

Observe Objects

A salesman's observatlon should also
extend to the objects in the prospect's
ofice. A particular picture, souvenir or
plaque con reveal a world of informa-
tion about its owner. An "8-ball" paper
weight migiht mean the buyer has a
wnse of humor about himsell. Early
American decor might indicate the man
is a t-uditionalist and not receptive to
new i'ecas and products. A clean, un-
dulte -d desk could be a tipoff that the
gy b aind it has a neat, precise mind
and v.ants facts given to him in one,
Iwo, t ‘ree order.

Lor 2 noticed that a prospect wore a
minia :re gold football on his key
thaln. \ question or two disclosed that
he ha. been an All-American tackle at
i mid -estern university. It so happen-
e thit 1 had a pair of hard-to-get
lickets for a pro-game that Sunday.

I offered him the tickets, a gesture
which delighted him. So he would not
tonsider them a bribe, I left immediate-
Iy without pressing him for an order.

owever, in the next five years that
min became one of my top customers.

Some salesmen don't give themselves
the chance to learn about the prospect.

ey are so concerned with their own
Message that they never bother to
listen 10 {he prospect’s response. Ask-
ing searching questions and listening
thould be a part of the salesman's rou-
line. Buyers want to be understood.
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They want to know that you are sin-
cerely interested in them.

You learn more aboul a prospect by
inviting and encouraging him to ex-
press his views and ideas. This puts you
in a much betler posilion to sell him.

Jim Gilcannon, a top-flight container
salesman, told me:

“Most of what I learn about buyers 1
learn by asking questions and listening
with both ears to his answer. I orrived
at this method the hard way. When 1
first started, 1 asked questions all right,
but I never really listened to the an-
swer. 1 was usually planning my next
move. Well, oflen my next move was
out the door. 1 found out that buyers
can tell when you're giving them your
tin ear.”

A successful salesman studies not
only the prospect but anlso the people
around him. It's a wise idea, for exam-
ple, to take mental noles on sccretaries
and receptionists. They too exhibit be-
havior patterns that can affect the out-
come of the interview.

Be Polite To All

Salesman “X" is brusque and conde-
scending to receptionists and yet won-
ders why he has to wait so long to see
the prospect; and why the prospect Is
cool when he does get to see him.

The answer is that the receptionist,
by the way she announces o salesman,
can influence the boss' opinion of him.
The simple rule here is to treat the re-
ceptionist politely and considerately.
Yet some salesmen can rush through
thousond offices without even noticing
what the receptionist looks like. These
men aren't using their natural power of
observation. It's surprising, too, since
many of these girls are attraclive and
well-groomed.

The prospeel's nssistants and col-
leagues should also be scrutinized for
characteristics which may reveal in-
sights into the head man's thinking. A
casual word with an auditor or even a
clerk could prove valuable.

In short, everything is grist for the
salesman’s mill. Nothing that can help
him sell should be overlooked or ig-
nored.

Compliments Help

A sharp-eyed salesman, for example,
will look for something distinclive
about the buyer ond compliment him
on it. This may be a well-cut suit or
tastefully furnished office. The seller,
who employs this gambit, knows it will
work beeause he has tried it before. He
makes it a regular practice to seck out
uncommon features about a prospect
and commenting about them.

Sell and Learn
There's more to an interview than an
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order blank and pencil. Go into a pros-
pect's office with the idea of selling
him, of course, but also try to learn
something at the same time. Some men
learn mighty fast when they get locked
out of their car because they forget to
carry an extra key. But in human rela-
tionships they never seem to benefit
from experience. This Is crucial to the
snlesman's earning power. If he doesn’t
acquire knowledge through contact, he
may os well go Into some other busi-
ness.

Salesmanshlp involves human rela-
tions. What you learn from this experi-
ence makes the difference as to whether
you climb to the top income bracket or
become one of the also-rans.

How Is Your Score?

Here is a little self-evaluation chart
to sce If you are a student of human
nature. A score of nine “yeses” is prom-
ising.

Yes No

1. I can remember the color

of the suitl of the last pros-
pect 1 saw. _ -

L

I try to compare the be-
havior of one prospect with
that of another. —_ -

3. I try to motivate prospecls
on the basis of what I've
learned about them. —_ -

4. 1 alwoys remember that
I'm dealing with a human
personality as well as a
prospect. —_— —

5. I keep some kind of file on
the different prospects 1
contact, = =

(=]

. 1 try to open the interview
on a nole that will please
or arouse the buyer. - -

-3

. 1 mentally catalogue the
objects in the buyer's office
for what advantage they
can bring me. =

-]

1 listen to the prospect for
clues as to his desires, —_ —
0. I always leave a buyer's

office having learned some-

thing . T
10. 1 am courteous and consid-
erate of receptionists and
other secondary personnel, — —

. I study mysell to give me
a better insight into the
buyer. —

12. I Aind out from older sales-
men ther psychology of
selling. -

(Copyright 1084—George N, Kahn)
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I¥’s easy 1OBUILD YOUR
PRODUCTION

RESULTS
with DEMACO

To meet your requirements DEMACO offers
you the widest possible production ranges
for long goods, continuous lines and

short cut continuous lines.

! D o s et

\-m

AR AR TR O Before buying investigate the many feafures
AW SRS DN and advantages of the DEMACO lines.
Remember, whatever your needs, DEMACO
helps you to operate faster and with greater profits.
/
( If you have a production problem, we

have the solution.

Call or write for details.

DE FRANCISCI MACHINE CORPORATION

. :
46-45 Metropolitan Ave., Brooklyn, NY. 11237, US.A. ® Cable DEMACOMAC *® Phone: 212-386-9880 |

d Western Rep.: HOSKINS CO. P.O. Box 112, Libertyviile, Illinois, US.A. ® Phone: 312-362-1031 t I
) i Tue Macarost JOURNA! FenRuary, 1969 . i
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“Business Is not busy-ness. It's all
right to be rationally busy; it's all
wrong to be buzzy. Little men are the
buslest, the fussiest, The fellow who
‘hasn’t time' for anything will one day
wake up and find that other people
‘haven't time' for him. —B, C. Forbes

Golden Grain Appointment

Harold C. Saar of Chicago has been
appointed Marketing Manager for the
Golden Grain/Ghirardelli Company's
Midwest territory.

Paul DeDomr~nico, vice-president of
Golden Grain, sald Saar will oversce
activities for Rice-a-Ronl and other
company products throughout the area.
In addition to rice and pasta products
under the Golden Grain label, Ghirar-
delli chocolate candies and foods are
now scheduled for nationwide distribu-
tion. They have recently been test-
marketed in the Chicago-Milwaukee
area,

Saar, 45, joined Golden Grain recent-
ly after 18 years with Harry S. Schier-
holz & Co., Chicago food brokerage, as
head of its frozen food department.

The natlve Chicagoan is a private
pilot and retired Air Force captain. He
is a director of the Midwestern Frozen
Food Association.

a8
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Ralph Sarli

Ralph Sarli is a vice president of
American Beauty Macaroni Con.pany.
This company has far flung operations
in the Midwest and West Coast, with
manufacturing plants at Kansas Clty
(where Mr. Sarli is located), Denver,
St, Louis, St. Paul, Dallas, Phoenix, Los
Angeles and San Diego.

Early Start

Ralph has been in the macaroni busi-
ness since he was a boy. He started
working in the warehouse and plant in
1932,

He started college at the University
nf Southern California in 1935, and dur-
ing the summers of 1937 and 1938 called
on the retail trade in Kansas City.

Upon graduating from the University
of Southern California in 1939, he re-
ceived a Bachelor of Science degree in
Business Administration with a major
in Advertising. He immediately began
work in Kansas City, calling on whole-
salers and chains in the area under the
able direction of the company presi-
dent, P. F, Vagnino.

Naval Officer

From the period of November 1841
to Joanuary 1043, Ralph Sarli took a
leave of absence from the company to
serve as an ensign in the United States
Navy as a gunnery officer.

Afler returning from service, he was
assigned to sales for the Kansas City-
Wichita Divisions, and was made sales
manager for about ten years thereafter.

Bapve
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Ralph Sarli

He was elected to vice presidency in
1050 and assumed managerial responsi-
bilities for the Kansas City Division.

He was elected 1o the Board of Direc-
tors of the National Macaroni Manufac-
turers Association in 1858.

His charming wife, Mary Helen, is
well-known to the delegates who at-
tend macaroni conventions., They have
two children: a daughter Melinda, age
19, who is attending Loretto Hcights
College in Denver, and Steve, age 16,
who is a junior in high school.

One of Ralph's favorite recipes is
Large Shel-Roni With Meat Sauce.

Large Shel-Roni With Meat Se ice
1 package Large Shel-Roni
(1 pound)

1 pound Ground Beef

1 No. 303 can Tomatoes

1 6-ounce can Tomato Paste

3 tablespoons Oil
Va4 cup Chopped Onion

2 cloves Garlie

1 teaspoon Salt

1 teaspoon Sugar
V3 teaspoon Black Pepper
Vi teaspoon Oregano
V4 teaspoon Sweel Basil

Heat oil in large heavy skillet. Add
garlic to ol and mash with fork. Re
move garlic fragments after brown
Add beef and onions. Fry till brown
Add can tomatoes. Mix ond mash with
meat. Add tomato paste, seasonings ﬂ'!d
2 cups water. Stir well. Bring to boil
Reduce to simmer and cook slowly till
thickened.

Pour over cooked macaroni and serve
with grated cheese. This recipe makes
6 to B servings.
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Then you know that packaging too has to be geared Igr
markel appeal as well as economical production. It will
be if you call on Diamond Packaging Pr_oduc!s for Total
Capability. We help al every turn. Work with you lo plan a
complete program. Design the packaggs. Produce them
with top reproduction and machineabilily. E\fen counsel
wilh you on the best filling and closing equipmenl. Our
Tolal Capability has worked successlully for others. Call
us for prool. There's a Diamond man eager lo steer you
in the right direction.

DIAMOND PACKAGING PRODUCTS DIVISION
DIAMOND NATIONAL CORPORATION
733 THIRD AVENUE NEW YORK.N Y 10017, 1212 687-1700
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lease hememben...

We are fully equipped to satisfy your
every durum requirement — with that
all-important plus...Service.

DURUM

DURUM DIVISION
nternational

MILLING COMPANY INC.
GENERAL OFFICES: MINNEAPOLIS, MINNESOTA 83418




