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PACEAGING PERSONALITIES

Wlm

Farmer, twventor, philes-
spirr, diplomat, statesman,
geurmel. Amsng the many
farvign fonbs be infradurrd tn
the Bntird Siuirs meve ourly
specialilen us Purmesan
cherse, Gusran wine, snd
Neapolitan warsconl. In
17838 i imparied & malding
machine from Neplrs snd e
berome the Grst produmoer of
spaphtiti and sther pasts
products in Americe.

LEADERSHIP Thomas Jefferson led the way to the founding of
an important segment of the great American food industry : macaroni manu-
facturing. Since 1898 Rossotti has been a leading producer of effective
packaging for macaroni and its related products, and we're obviously proud
of our reputation as specialists in the business. But just as Jefferson went
on to acquire renown in a number of other fields, so too has the Rossott:
reputation for leadership been extended to include a wide variety of othe
products. The flexibility and versatility of our services cover every step o'
production from creative concept to completed package. If you are looking
for a well established and reliable source of supply . . . if you are looking for
leadership in packaging. look to Rossotti: packaging specialists for sevent;

years,

FOR BETTER MERCHANDISING THROUGH PACKAGINC

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

ROSSOTTI CALIFORNIA PACKAGING CORP.

San Leandro, California 94577

ROSSOTTI MIDWEST PACKAGING CORP.

Evanston, lllinois 60602

acaroni Journal

Official publication of the National Macaroni Manufacturers Association,
139 North Ashland Avenue, Palatine, Hlinois, Adidress all correspondence
regarding advertising or editorial material 1o Robert M. Green, Editor,
P.O. Box 336, Palatine, lilinois. 66067.
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C. W. Jack Wolle P :

Emanucle Ronzoni, Jr. Louis S. Vagnino ucts with Chef Husse; large posters 2nd display packages

jn 3’11'.4 .ydduc:

Creating Demand: Gooch Food Products Company (up- |
per left) has a six-point program (scc page 11); Ronzoni
point-of-sale posters and retail advertising (upper right);

of Mucller's (lower right).
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New from

BUHLER

the industry's finest

long goods

DRYER
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@ Senitary off-the-Aeer construction

condensation on the fleer
undernenth and allows fer easy
cleaning.

@ New pesitive-contrel stick eleve-
tor with special stick guides pravent
velling or slipping of long goods
in transfer.

@ Swing-eut panels make inspec-
tion and cleaning easy.

Contrel conter for dryer Eap ot Shinser Mecsreal Compony,

@ Centralized contrel porols ¢
tain unique climate contro!
which allew the product 1o wt
own drying tempersture c:¢
to its water release capob: 'Y,
alse all electrical controls.

@ Positive alr circulation p
uniferm contrelled drying.

@ New design paneling with
cial thick insulatien stops heo!
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F‘S'pochluily designed
to produce long
goods of finest

QUALITY

Here is a long goods dryer that features the
latest techniques and developments in the in-
dustry. Ultra modern and fully automatic,
this new dryer was designed from the begin-
ning with the quality of the long goods prod-
uct in mind. Precise control of temperature,
humidity, and air circulation insure the even
and thorough drying necessary to producing
uniform and sturdy long goods.

Custoem-angineered. Buhler long goods dry-
ers are custom-enginecred (o fit your floor

Pre-dryer. Drying of the product begins im-

mediately at the entrance (o the pre-dryer

to

prevent stretching of the long goods on the
drying sticks. The Buhler “Mammoth” pre-
dryer handles up to 2600 pounds of long goods
per hour and can reduce moisture by 10%.
You can also improve your present drying

A

New pesitive-control stick elevator. This new

stick clevator is an exclusive Buhler fcature.

The sticks are actually picked up by special
pmii

stick guides which control them ively in
transfer. Unlike conventional stick elevator
chain devices, these guided sticks can't roll or
slide from the chain at the transfer point to
the drying tiers, thus practically eliminating
mechanical breakdowns.

Swing-out panels “;::l” lcl‘:;:il. Individual
panels on each of t ryer unils swing out
to provide auick and simple cleaning or in-

It takes Saiy scconds to get at the

interior of the dryer. The panel swings out
far enough to give sufficient room for clean.
ing and maintenance equipment.

operation by imlnllin{ a Buhler pre-dryer in
your present product

on line,

Inquire new. If you are interested in produc-
ing the finest quality long goods while at the
same lime increasing the efficiency of your
operation, call or write BUHLER today.

THE BUMLER CORPORATION, #9235 Wayzsta Bivd.,

Complele Mimraspoia, Minrasots 35006, Phone (813) S45-1801.

Macaroni Plants Do i Ootarte. Prsme Tete usanng e B
by Saios Oflee:

: Nawt York City, 730 Park Avern. Phone:
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DEMACO
CAN COMPLETE
YOUR PROFIT
PICTURE.

DEMACO Automatic Continuous
Lines will insure your maximum profit by eliminating any unneces-
sary production labor costs. DEMACO's rugged equipment also will
give you added bonuses by reducing your maintenance costs (0 a
minimum and by giving you years of trouble free service.

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. * Phone: 212-386-9880, 386-1799
Western Rep.: HOSKINS CO. P.O. Box 112, Libertyville, lllinois, U.S.A. ® Phone: 312-362-1031
Mucn, 1970
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4 GOOD REASONS to jein
THE NATIONAL MACARONI MANUFACTURERS ASSN.

Waeekly Newsletter, Periedic Surveys.

9 Moetings and Conventions; sxchenge idess with cellcagues.

9 Research and ralations in the durum ares. Tochnelogical informaetion.

Up-to-the minute fects end information for your key persennel.

w NATIONAL MACARONI MANUFACTURERS ASSOCIATION
P.O. Bex 334, Peletine, lilineis 60067
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JACCBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specialiting in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitemins end Minersls Enrichment Asssys.

Wd&hkﬂhlﬂﬂ

3—Semeling end Flour Anelysis.
4—Miv.s-analysis for extraneras ietter,
S—Senitery Plant Surveys.

6—DPesticides Anelysis.

T—Bucterislogical Tests for Salmenells, etc.

Year round farm procurement of fresh

shell eggs allows us {o process egg
p.wducts every month of the year.

When you need dried egg solids or
frozen eggs, call on the folks who can
fill your requirements.

U.S.D.A. Inspected egg products.

Egg Selids Frozen Eggs
Dark Telks a Specialty

MILTON G.WALDBAUM

James J. Winston, Director
156 Chambers Street
New York, N.Y. 10007
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Tep Aweed: televivon odvertising went tc
J. Lipton, Inc, President P, ),
Yiviano (right) makes peresentation to Ed-
word A. Horrigan,

Top sweed: point of sale odvertising went
to Ronco Foods. Albert F. Robilio receives
presentation,

Giorgio Macaroni, Inc. Ray
congratulated by Secretary Bob Green.

went to Son
reish (left) is

Tep ewerd: rodio cdvertis

AT THE WINTER MEETING

record-breaking con vention of

delegates met at Boca Raton Hotel

k Club at Boca Raton, Florida, January
122

A Macaroni Family Reunion was held
at the reception Sunday evening o be-
gin activities.

At the First General Session on Mon-
diy, President Peter J. Viviano warned
that we are living in a fast-changing
world and declared: “I live in hope that
the macaroni industry will take advan-
tage of the strides that can be made by
banding together and working In uni-
g

Treodore R. Sills and Elinor Ehrman
repo-ted on product promotional efforts
of T R. Sills and associates on behalf
ol t! : National Macaroni Institute. Mr.
Sills observed: “This has been a good
Jear ‘or macaroni and one of the best
rear for macaronl pohlicity.”

Durum Cus-back

Jt n Wright, president of the US.
Dur 2 Growert ‘\ssociation, applauded
the sults of 7., Spaghetti Safari to
dun | country fust harvest time. Me
decl. ed that the 1969 durum crop gave
hint: tie yields with 33 bushels to the
ure nd 70 percent of the crop grading
¥a. Hard Amber Durum. He caution-
tdh vever that the grower is not satis-
fed ith $1.35 a bushel, and with the

carryover and lower export vol-
ime xpecied, there will probably be a
fut i: durum acreage by a third this
Sprir2 with an increase of Hard Red
Sprirz Wheat planting.

Howard Lampman of the Durum
.!h41 Institute stated that re-evalua-
0 of the enrichment formula had

a race against time. There s gov-
tmmental pressure to make foods more
Butritious.

Maxcu, 1970

Harold Halfpenny, general counsel
for the National Macaroni Manufac-
turers Association, declared that the
meeting held by the Association in
Washington last Fall was an excellent
start, and a similar meeting should be
held this year, as the Association could
do much more in the area of govern-
ment than individuals.

He noted that demands for heavy
spending, more taxes from corpora-
tions, and a $2.00 an hour minimum
wage was being demanded by orga-
nized labor, who have much more pow-
er than business on the political scene
today.

He urged that businessmen make
themselves heard »=4 fight legislation
when it is wrong.

Spaghetti Franchising

Nicholas J. Fiorentino, president of
Mama Tino's of Hollywood, Florida, re-
purted that his firm has six restaurants
specializing in 99 dishes, which are
combinations of eleven kinds of pasta
and nine sauces, catering to [amilies
and young people as a fun-type restau-
rant. Six more establishments are un-
der construction, but the company has
decided that it will do no franchising
for the next twelve months.

He described the problems of using
someone else's money and talent with
personnel matters, and observed that
people are the key to successful opera-
tion.

“Advertising that takes guls pays
ofl,” he declared. “You promote your
business by getting people 1o talk about

you.
Advertising

Advertising was thoroughly discussed
by a panel of experts at the Second

General Session. Papers from panelists
William E. Steers. Milton Simon, and
Charles B. Foll appear in this issue.
These generated questions and answers
that provided the provocative session.

The Macaroni Advertising Gallery
rated high in meeting evaluation. Ad-
vertising in print and point-of-sale ma-
terial was displayed in the meeting
room. Tapes of radio commercials were
played., while television commercials
were shown.

In Print

Top award for Printed MAdvertizing
went to Golden Grain Macaroni Com-
pany.
2nd Place—V. La Rosa & Sons, Inc.
Ird Place—San Giorgio Macaroni, Inc.
‘th Place—Thomas J. Lipton. Inc.
Honorable Mention:

American Beauty Macaroni Company
Gioia Macaroni Company

I. J. Grass Noodle Company
Grocery Store Products Co.

Jenny Lee, Inc.

Prince Macaroni Mfg. Co.

Ronco Foods, Inc.

Poinl-of -Sale
Top award in Point-of-Sale Advertiving
went o Ronco Foods.
2nd Place—German Village Products,
Inc.
3rd Place—C. F. Mueller Company
4th Place—Ronzoni Macaroni Company
5tu Place—Skinner Macaroni Company
Television
Top award in Television Commercials
went to Thomas J. Lipton, Ine.
2nd Place--German Village Products,
Inc.
3rd Place—Delmonico Fowds, Inc.
4th Place—San Giorgio Macaroni, Inc,

(Continued on page 10)
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Ronco Campaign—
(Continued from page 11)

King size bus posters are used in most
of Ronco’s major markets yrar round.
Posters were designed to use the main
theme and large package Vientification.
All three products, spaghetti, elbow
macaroni, and egg noodles were used
at the same time so customers were al-
ways exposed (o all three products
throughout the year.

Newspaperi—bingusines

Because the housewife uses macaroni
products throughout the year, we have
found small space newspaper ads run
on an every-other-week basis through-
outl the year are more effective than
large size ads run on an infrequent
basis. The size and shape of the adver-
lisements have been determined over
many years as the best size to get good
position above the fold and next to edi-
torial material.

Two color ads were used in the
Southern Living Magazine. Again the
same treatment was used so as to carry
the theme through all media. Ads were
run in February, July and October.

Ronco Caps ihe Meal
“Ronco Caps the Meal” was used on
display rards to reinforce the idea at
retal) storr level. To make the display
material flexible, the basic background
card was die-cut the full color,
appetile-appeal cards could be quickly
interchanged. This made it easy for the
salesman to keep displays up longer by
changing the cards and products dis-
played. This also effected production
economlies since full color was used
only on the interchangeable cards.
The complete entry received an Hon-
orable Mention award. The point-of-
sale material won Top Award.

Skinner Uses Seasonal Theme

Skinner Macaroni Company of Oma-
ha, Nebraska uses seasonal themes for
their advertising and merchandising
schedules.

In the Fall of 1968 the national elec-
tions were used as the theme for an
election contest.

In the Spring, 1969, theme was “Kids
Like Macaronl,” and spaghetti, and
noodles. In the summer this was
changed to “Kids Like Macaroni Salad.*

Fall campaign featured Skinrer
Kitchen Alds, a scoop, an egg sepriator,
a funnel, and a strainer, on a rremium
redemption offer. This offer *sas adver-
tised in Good Housekeeping Magazine,
in addition to newspapers, radio and
television.

12

All of ‘hese campaigns are put into
sales Gvomotion kits for Skinner repre-
sentatives to present to customers. Kits
contain all point-of-sale materials such
as banners, display cards, recipe foldr
holders or recipe pads, plus a printed
presentation for the salesman to use
with the grocer, a sales bulletin, profit
chart, promotion contract and order
form for reordering materials.

This entry received an Honorable
Mention sward.

The Egg Market

V. James Benincasa Company market
commentis in January stated: “It is
doubtful that frozen eggs or dried egg
solids wili reach the low prices of 1969,
Inflation is still with us. There is an
improvement in the marketing of con-
sumer goades and some population in-
crease. The increase of available fundx
for the food stamp program to feed the
needy and the school lunch program
could bring an increase in the USDA
purchase of dried scrambled egg mix.
In 1969, 15,021,000 pounds of mix were
purchased and in 1968, 16,686,000
pounds.

“On the other side, the willingness
to believe that inflation and an eco-
nomic slow down will decrease prices.
That more eggs will be produced and
that tight money and high carrying
costs for warehouse sorage stocks will
put downward pressure on egg prices.
Cold weather has continued to slow egg
production. Future prices, as a result,

Ballas Reperts

Ballas Egg Products Corporation
market letter at the end of January
said: “Users of frozen and dried eggs
continue to buy very sparingly. This
has kept breaking at a comparatively
low level. Warehouse inventories con-
tinue to decline and eventually the
breakers will buy at a price, but what
price? It was felt that at $12 per case
into plants a volume of business could
be done. We have not seen this price
yet, and may not for another month or
wwo. Weather, retail sales, extent of
dainage done to 30 to 45,000 cases per
wetk due to severe weather, Easter in
Myrch, and Passover in April, plus de-
mand for proceased eggs are ali factors
‘0 be considered. Sovue relief is expect-
ed week to week and month to month.”

The warehouse report on January 1,
1870:

Pounds
Frozen Egg Whites ....... 6,801,000
Frozen Egg Yolk ........ 11,888,000
Frozen Whc!s Eggs ...... 22,058,000
Frozen Egg Blends ........ 1,811,000

s atdal

A total of 42,554,000 pounds com ares
with 71,048,000 in 1968 and 894 004
in 1967. This Is 7,025,000 pounds | low
December 1, 1989, the month pri -

Egg Production

The Natlon's laying flock proc aced
5,851 million eggs in December, up §
percent from a month earlier and J per.
cent shove a year earlier. Layers on
hazA during December averaged 3231
rillion, | percent above both the pre-
vitsis tnonth and December 1968.

Kgg production was up 10 percent
from a year earlier in the South Atlan.
tic region, 3 percent in the West North
Central and 2 percent in the East North
Fautral and Bouth Central. Production
ws doern T percent in the North Atlan-
tic and | jporcent in the West.

Layera v farms January 1 totaled
3728 nillion, compared to 3206 on
Dsrevanber | and 317.1 on January L
1063. Increases from a year earlier
were: South Atlantic, 8 peivent; East
North Central and South Central, 2 per-
cenl. Each of the other regions declined
1 percert.

Rate of lay on January 1 averaged
58.8 eggs per 100 layers, up | percent
from the 583 a month earlier and up
about 2 percent from the rate a year
earlier. Rate of lay was higher than a
year earlier in all regions except in the
North Atlantic where it declined ? per-
cenl.

New Egg Products
Requirements

The Department of Agricultu has
amended its voluntary egg produ 1 in-
spection program by specifying ddi-
tional pasteurization requireme: for
a variety of egg products and by tab-
lishing procedures to prevent j ible
contamination of egg products rind
processing and packaging. The ¢ nd-
menis were effective Feb. 1.

All Pasteurised

All egg products processed und  the
Department’s inspection prograr ar
required to be pasteurized. Previ sl
the regulations specified pasteuri. tion
temperature and holding time for ° hole
egks, but provided for equivaler
sulls in pasteurizing other egg pro<ucts
The updated requirements now in:lude
specified minimum pasteurizing lem*
peratures and holding times for uther
egg products.

The voluntary egg products inspec
tion service is provided by Consumef
and Marketing Service. Users pay a Ie¢
to reimburse the Depariment.

THE MACARONI JOURNAL
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Report of the Director of Research

W 3H to review briefly the activities

¢ my office for the past six months
wd mphasize those matters of impor-
une: o the industry.

Labeling Requirements of
the State of Wisconsin

For many years macaronl manufac-
wrers have been disturbed by the re-

¢ wirements of the State of Wisconsin
% tat call for macaron! products to be

abeled “Free from Arificial Color.”
Some time ago we wrote to Mr. John
G. McClellan, the Administrator of the
Generz] Laboratory Division, protesting
teir antiquated regulations. It is now
patifying to note that the State Laws
d Wisconsin have recently been re-
vised. In a letter received from Mr.
McClellan dated January 5, 1970, we
tave been officially notified that the old
wction 97.305 has been repealed, and
dso section 12 relating to Federal
Standards is now in effect. This means
hat the Wisconsin law has now the
ame standards for macaroni-noodle
poducts as are contained in Part 18,
Chapter I, Title 21, of the Code of Fed-
ml Regulations.

Amsndment 1o 1he Federal
Standards of ldentity

On October 4, 1969, there appeared a
stice in the Federal Register reporting
ipet ‘ion filed by the Lake States Divi-
wn ! the St. Regis Paper Company,
Zhin ‘ander, Wisconsin. This company
Reci cally requested the following
tan; - that dried Torula yeast be in-
dude aus an additional ingredient un-
%r tional ingredients in macaroni
wric nent. The optional ingredients
voul therefore permit the use of dried
Iast (Brewers' type), dried Torula
fast cartly defatted wheat germ and
faric d farinaceous materials.

Dri | Torulu yeast is similar in prop-
trtie: protein content and enrichment
2gre ents to Brewers' yeast presently
wrm. ‘ed. The origin of Torula yeast
th ' it comes primarily from the

liquor from pulp mills. The en-

are destroyed during the drying
“+ of the Torula yeast. It is ac-
tle 1o the Food & Drug Adminis-
. and is now being used in a num-
T of products for improving the pro-
‘in Lalance.

Ytast has been used to @ very limited
Teat by macaroni manufacturers in
% pust twenty-five years. It is used

as an ingredient in the high
Fulein maczroni product to a maxi-
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by James J. Winston

mum extent of three percent in order
1o raise both the protein quantity and
quality. It has a protein content of ap-
proximately fifty percent and is equiva-
lent 1o dried Brewers' yeast but it sells
for a quarter to a third less. It was
therefore my opinion after conferring
with President P. J. Viviano and mem-
bers of the Standard Committee that
the Association should not take any
written action on this matter and per-
mit this ingredient to be included in
the Standards for those who might
want to use [t.

Suggested Amendment fo Federal
* Standards of ldentity

A review of the Standards of Identity
for macaroni products shows that all
products can be enriched optionally
with the exception of Milk Macaroni
p. 16.2; Whole Wheat Macaroni p. 16.3;
Wheat and Soy Macaroni p. 16.4; Wheat
and Soy Noodles p. 16.7.

Whole wheat macaroni products
which are very seldom manufactured
do not require any additional vitamins
since they contain a significant quan-
tity of thiamine, riboflavin, niacin and
iron. However, Mlk Macaroni and
Wheat and Soy Macaroni-Noodle Prod-
ucts are low in enrichment nutrients.
Today, as a result of the White House
Conference on Nutrition, one of the ba-
sic recommendations is that all cereal
and staple products be enriched 1o com-
ply with the government's standard for
good nutrition. Since Milk and Soy
Macaroni Products are becoming im-
portant commodities for distribution
under the U. S. Department of Agricul-
ture program to help nourish the needy,
it seems 12 me that it would be timely
to take steps to amend the Standards to
permit the optional enrichment of Milk
Macaroni, Wheat and Soy Macaroni,
and Wheat and Soy Noodles. Your
thoughts on this matter would be ap-
preciated.

USDA Program 1o “Feed the Needy”

In August, 1969 the USDA purchased
its first order of 960,000 pounds of elbow
macaroni fortified with soya flour and/
or milk solids. This merchandise was to
be distributed in New York City, St
Louis and San Diego.

This initial order was to be evaluated
for acceptability. On November 5, 1
wrote a letter to Dr. Fred Senti, Deputy
Administrator of the USDA inquiring
about the results of this program. In

late December, 1 spoke to Mr. Neill
Freeman, Administrator of the food
and Nutrition Service, who told me that
we would hear shortly in writing from
the Department. On January 2, 1970,
Mr. J. R. ldol, Deputy Director of Com-
modity Distribution, USDA, wrote as
follows:

“Dr. F. R. Senti has forwarded your
letter of December 5 to this office and
asked us to comment on your request
for information about the evaluation of
the macaroni products purchased under
announcement CD GR 25,

“At this time we have only prelimi-
nary results from the Wheat-Soy and
Milk Macaroni Pilot Tests that are be-
ing carried out in New York City, St
Louis County and San Diego. However,
questionnaires completed during the
first month in 8t. Louis and San Diego
and during the first two months in New
York indicate that macaroni products
are well accepted by the families par-
ticipating in our donated foods pro-
gram. A high percentage of the partici-
pants interviewed are saying they
would like to continue getting maca-
roni.

“Althought interviewing has been
completed in the testing arcas, we are
still tabulating results. We hope to have
our final report completed soon.”

GMA Conference In Washington

On October 21 [ attended a meeting
sponsored by Grocery Manufacturers of
America in Washington, D.C. as a rep-
resentative of the macaroni industry.
The purpose of the meeling wus an
effort to develop an industry-wide sani-
tation program in cooperation with the
Food and Drug Administration.

The program emphasized the im-
portance of the problem of Salmonella
contamination in food prucessing. An
important function is to alert food
processors, particularly smaller ones
who may not have technical staffs at
their command, to the danger of this
type of bacteria. Another [unction of
this joint meeting is to help insure
management against the economic con-
sequences of a product recall. As pan
of an education program for industry,
GMA has published a brochure entitled
“How Food Manufacturers Can Control
Salmonella.” 1 have sent a copy to
members of N.M.MA.

April 16—Seminer on Good Manu-
fecturing Practices in cooperation
E:: FDA, St. Moritz, New York
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by Peter ). Viviane

INCE our last convention in July,
many important events have taken
place that require appraising. In August
we had the Spaghetti Safari which was
conducted by the Sills organization.
The Safari took a group of outstanding
national food rditors to the durum area
where they saw firsthand how our raw
material is erown and processed. This,
without a doubt, made a tremendous
impression on these peonle who can do
us a lot of good in the way of publicity.
In September we had a mreting in
Washin«ton. Some of our Congressmen
and S-nators were invited to att>nd va-
rious functions. The ufternoon mesting
was nreceded by co-ktails and a lunch-
eon. Those of you who read reporis of
the meeting can appreciate the caliber
of guvernment speakers we had. We
also invited the Congressmen and Sena-
tors to a dinner that evening which was
preceded by a ~~ption on the roof
patio of the Washinton Hotel. The
patio on the roof overlooks Washington
and the view is really a siht 1o behold.
This mexing was attended by some
forty macaroni manufacturers and al-
lies, plus, of course, the haored guests.
We certainly let the Warhington peo-
ple know we exist. The sneeting was 50
fruitful 1 would recommend that we
have more meetings in Washington in
the future.

The day following the Washingtion
meeting we had a food editors luncheon
in New York at the Rifle Club, Tiro a
Segno. This was also conducted by the
Sills organization. This luncheon was
attended by some of the most outstand-
ing food editors in the business. It is
certainly a credit to the Sills organiza-
tion when so many outstanding food
editors accep! an invitation of this type.
The macaroni manufacturers acted as
hosts, greeting the guests, and arrang-
ing to have al least one manufacturer
ut each table to answer any questions.
It was a tremendous job of public rela-
tions for the industry. We mude many
friends among those who can give us
good publicity.

Rapid Change

In the past six months we have ac-
complished much. The industry has
moved forward; however, changes tale
place so rps/idly it is difficult to ever
know whelder we are keeping pace. It
is a known fact that the Association
and the Institute have gone a long
way on a modest budget—and 1 mean
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modest as compared to our food com-
petition.

Since we are living in a fast-changing
world it might be well to vake inven-
tory of the present situation and evalu-
ate our position. It was once said by
some intelligent individual that three
things are certain: death, taxes and
changes. The latter concerny me now.
Change is something we have all come
to recognize but many of us do not
understand it and many of us do not
belleve that it takes place so rapidly.
It is impossible to conceive what will
happen to the macaroni industry with-
in the next five or ten years, but you
can be assured that its complexion will
take on a different appearance. How
are we equipping ourselves to cope with
this never-ending change? Are we just
living in the past by underselling and

dealing our petition? Or are we
trying to band together in unison as an
industry to find solutions for continued
existence? The old adage is always true:
uniied we stand, divided we fall. Our
real future competition is not even
among ourselves but with other foods
and the rapidly changing habits of the
American people.

During my term of office many sug-
gestions have been made to update the
rule of our Association, thereby en-
abling it to function in a manner that
would better equip its members with
tools to understand and cope with these
changes and the flerce competition from
other foods. A committee for long term
planning was appointed. They came up
with many ideas and | made some sug-
gestions. But to date no real action has

ASEECO

been taken. Yesterday the comt iiee CONVEYING SYSTEMS

had a meeting. Many things were zain
discussed but unless the mazaroni nas.
ufacturers have a real Interest : i ;
real desire to band together, ma y of
these ideas will never be put into ! :ing

Food Habits Changing

Recenlly many articles have been
written about the food habits of the
American people and the change in dix
Kiplinger has a knack for condensing
any subject and did a nice job in their
November issue on this subject. Here
is a paragraph: “Food, a basic industry,
is about to und:rgo some majuer
changes. We have just had a peek »
government projections on food, food §
prices, and the type of food people will
be buying in the next few years S0
whether you are in some branch of the
food business or notl, the changes are
worth noting for investment reascns or
just personal. To start with, eating pa!
terns are shifting and accelerating
People will eat fewer baked goods and
women will use less flour, also fewver
eggs, less whole milk and cream. Fro-
zen and chilled foods and vegetables
will continue to outrun fresh stufl in - I
grocery stores. Frose— potatoss will : o o A —

scom In popularity, Fuh consumption - VIBRATING CONVEYORS

will rise slowly. Dried and dehydrated

foods will come faster. Many focd sup- 1deal for conveying: Coreals « Bnack Foods » Powdered Prod.
plements will be developed to [rovide ucts ¢ Frozen Vegetables « Chemicals « Detergents « Insecti-
profein for poor people unable fc afiord cides » Seeds « Macaronl » Flour » Pharmaceulicals « Beans »
meat. The cost of euting will o up Rice » Metal Parts « Chips and Scraps. Sanitary Construction *
probably 20 percent by 1975. A witch for easy cleaning: Capacities up 1o 4200 cu. ft./hr. Models for
in eating habits to more expensiv high- i1 screening, dewatering. cooling. heating.  Bulletin CVC-20.
ly processed foods.” Genllemer thes LR Y 71 WG A

changes are going to uke plac D I \@EECO BULK AND SURGE STORAGE SYSTEMS
wheat products are on the decli . 0w AUTOMATIC BELY STORAGE STATIONERY BIN STORAGE

i For ‘Non-Free Flow- For ‘Free-Flowing'

x "?:'dl' ‘T: I.u;:yh:outo, i: : n: ing’Materialssuchas: Materials with auto-

- It s m portan ol Snack foods, cookies, matic’in and out feed

industry W"m ":‘:"d sup; me {rozen loods, stringy- systems, gates, alann
programs as rance.

wel-sticky and other and controls. Capaci-
More Competition

‘M\‘M.

ASEECO LIFTYS

BELT CONVEYORS

A comgiete line of standard belt conveyors with modern,
streamlined [rames — sanitary construction and “quick con-
nect seclions™— Special features are offered such as: Lorig
sell-aligningt drive pulleys—Powered rotary doffers for wip-
ing belts on return side = lust tight enclosures — Flat-wire
and mesh wice steel belts, Write fur Bulletin CC-20,

“bridgy” itema. Capac- ties up o 120000 Ibs,

ities up to 70,000 lbs. Bulletin CBS-10.
Another one of our competitor s the Bulletin CAC-10.
rice industry. Has anyone follow | the
type of publicity and aggressive Iver

tising being done by the rice inc an’ T
In order to get attention the rice oul
cil mixes a little sex and food f - ter
rific sell. They have coined the word
“varicety.” Their slogans are: “Wi.y nd!

road?
Em  him & ll':l:::’ﬂ;n::“ll.:: ::,’,..;‘:u ELECTRIC PANELS AND CONTROLS

anythiing” The Key to Practical Automation is in the design and application ol electrical
; ecent tumpanents such as, photo contruls, sonar devices and solid state relays. Asevcn
The high price of meat in l. ot thgineers incorporate proven concepts which are accepted as standard and do :
m:’:’h‘h‘:dhﬂl:‘:‘ "-;;:‘d:‘:?mw Bl require extraordinary altention. < |
ven "
to keep up with the inflation and with
(Continued on page 16)
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The President’s Roport—

(Continued from page 14)

recession, our industry has enjoyed a
nice business. However, us these eco-
nomic situations change and as people
get accustomed to the price of meat, the
eating habits will again resume. Meat
will again soar—we are a nation of
beefl eaters—and government statistics
say we are going to consume more beef
per person than ever before. So do not
be lulled to sleep by this present hey-
day.

As mentioned, the Institute is doing
a fine job, but its operations have to be
expanded if they are to cope with the
ever-increasing competition of other
foods in the future. During the past
year we have had some dropouts—man-
ufacturers who have discontinued con-
tributions to the Institute. 1 have per-
sonally sppealed to these individuals to
rejoin the Institute—to no avail. Many
other manufacturers have never joined.
These manufacturers are taking advan-
tage of a free ride. As | stated before,
this is a job that cannot be accomplish-
ed without the support of the entire
industry—both morally and financially.
It is the job of every one of us to try
to sell the program and approach those
manufacturers who are not currently
contributing.

Otatistics

In 1965 suggestions were made to
report certain operating cost ratios
which would give the industry valuable
information about the percentage of
various costs, including selling, admin-
istration and menufacturing. All of
these percentages would more or less
be compared to sales. This type of re-
porting was done for many years by a
group of midwest manufacturers. The
information was very enlightening and
provided a guideline for our business
management. This idea died on the vine
because of no interest.

During my term of office the sugges-
tion was made to report pertinent sta-
tistics for the benefit of the industry
which would include production figures.
Various bulletins have been sent out by
our Secretary In an effort to determine
the interest in such reporting. Only ten
manufacturers have answered.

Many sources write to Bob Green,
our Secretary, requesting statistical in-
formation. To give you an idea of how
Bob has to reply to such requests, a
recent letter to the Department of Agri-
culture Economics of North Dakota
State University is a classic example.
“Fur the industry we use U. 8. Depart-
ment of Commerce bimonthly reports
on the durum mill grind for an industry
barometer, also pieces from trade mag-
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azines such as Chain Biore Age Buper-
market Saley M2zual that analyzes the
micaronl 2cpartment.” Unless we have
some form of statistics we will never
be able to answer questions for our
own needs, much less for outside insti-
tutions. Now s the time for action!

Techaical Mosting

In mid-April in New York Cily we
are planning to have our next technical
seminar for the industry. Good manu-
facturing practices will be discussed
with Food & Drug Administration per-
sonnel and then we will have a Semi-
nar on Packaging just before the Pack-
aging Show. This would be a good time
to have your second line management
brush up on various technical aspects
of business today,

1 have tried to touch briefly on many
subjects which I felt warranted some
highlighting, but time does not permit
much detailing. I still live in the hope
that the macaronl industry will take
advantage of the strides that can be
made by banding together and working
in unison. Thank you.

Packaging Show Theme:
“Directions in Packeging —
Sell — Systems — Society”

Major directions in consumer desires,
packaging for the Inner city and eco-
nomics that affect the packaging funec-
tion in industry and business will be
the subjects of the opening session of
the American Management Associa-
tion's 39th National Packaging Confer-
ence.

The conference is held annually to
run concurrently with the AM.A. Na-
tional Packaging Exposition. The show
will be held in the New York Coliseum
April 20 through 23 while the confer-
ence will take place at the Americana
Hotel April 20 through 22. The show
will be the largest industrial exposition
to be held in New York during 1970.
Over 400 companies will exhibit and
some 45,000 visitors from some 50 coun-

tries are expected.
Conferences and Clinics

The theme for this year's conference
and show is “Directions in Packaging
.+ . Sell ... Systems . . . Society.”
After the opening session Monday
morning, which all registrants attend,
the next two days will be devoted to
concurrent conferences and clinics.

At three luncheon sessions, promi-
nent speakers will speak on consumer
protection, packaging and labeling reg-
ulations, and shipping regulations.

Five concurrent sessions Tuesday
morning will feature “The Marketing/

Packaging Interface,” “The Internat: 1.
al Outlook,” “Rigid Packaging Di .
tions,” “Machinery Systems Directic s
and “The Packaging Specification.”

On Tuesday and Wednesday af r.
noons, there will be concurrent cli iy
to deal with individual questions in he
areas of “, ., Sell," “. . . Systems™ .nd
*. . . Boclety.”

Five additional concurrent sessions
Wednesday morning will have as their
topics “Communication Through Puck.
age Design,” “Selling and Servicing the
Distribution Channels,” “New Technol-
ogy Makes New Markets,” “Non-Rigid
Packaging Directions and “Solid Waste
Management.”

The Packaging Enscutive

An unusual feature of the conference
this year will be the free distribution
to all registrants of a copy of an 80-page
study report, “The Emergence of the
Packaging Execulive,” to be published
by the A.M.A. o the opening day of the
conference.

Thousands of products for the pack.
#ging function will be demonstrated
under simulated factory conditions
About 80 types of machinery and equip-
ment, €0 types of materials and sup-
plies, 20 types cf services and 25 types
of containers wili be exhibited.

For Information

Information about the confercnce
may be oblained from the American
Management Assn., 135 W. 530th St.
New York, N.Y, 10020. Rapid reg: ‘ra-
tion cards which eliminate time on-
suming registration procedure a' the
door for the show are available om
Clapp & Poliak, Inc., 245 Park Av ue,
New York, N.Y, 10017,

Next Month: Buyers’ Gu e

Winter Meeting
Registrants

Maceroni Menufecture:

Mr. Ralph Sarli
American Besut)r Macaroni Co.
Kansas City, Kansas

Mr. Anthony M. Vagnino, Sr.
Amcrican Beautyt Macaroni Co.
Denver, Colorad)

Mr. and Mrs. Horace P. Gioia
Bravo Macaroni Company
Rochester, New 'Work

Mr. and Mrs. John Roberts
Buitoni Foods Curporation
South Hackensack, New Jersey

(Continucd on page 18)
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APRIL 16 - SEMINAR ON GOOD MANUFACTURING PRACTICES
in cooperation with the Food and Drug Administration

APRIL T7-18 - SEMINAR ON PACKAGING
pointers on methods, materials and machines.

How does your package rate?

As a container?
As a salesman?
Display well?
Eye-catching?
Invite handling?

Look like
good value?

Easy to
price mark?

Do you picture
the product?
Are product name,
brand name
easy to identify?
Have you given
complete
directions,
suggested uses?
Is your package
easy to open,
close, store?
Bring your
questions

to a panel

of experts.

PACKAGING NEEDNT
BE A HEADACHE...

At Hotel St. Moritz On-the-Park, 50 \Cuntral Park South, New York City,
close to the Coliseum, site of tha Packaging Show, April 20-23

Reservations for rooms and seminars through
National Macaroni Manufacturers Association
P. O. Box 336, Palatine, lllinois 60067
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(Continued from page 16)

Mr. Frank Denby Allen

Mr. Jesse Flanery

The John B. Canepa Company
Chicago, IMlinois

Mr. and Mrs. R. H. Willlams
Mr. and Mrs. John H. Linstroth
The Creamette Company
Minneapolis, Minnesota

Mr. and Mrs. Peter J. Viviano
Mr. and Mrs. Joseph P. Viviano
Delmonico Foods, Inc.
Loulsviile, Kentucky

Mr. Banto DiMaggio
Gattuso Corporation Lid.
Montreal, Quebec, Canada

Mr. and Mrs. Stanley Tregillis
German Village Products, Inc.
Wauseon, Ohilo

Mr. and Mrs. Anthony H. Giola
Mr. Robert O. Faller

Giola Macaronl Company
Buffalo, New York

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

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

Mr. and Mrs. Robert 1. Cowen, Sr.
A. Goodman & Sons, Inc.
Long Island City, New York

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

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

Mr. Leo C. Ippolito
Ideal Macaroni Company
Bedford Heights, Ohio

Mr. and Mrs. Paul F. Reining
Mrs. Ruthe Neely

Inn Maid Products, Inc.
Millersburg, Ohlo

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

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

Mr. Harold L. Suttle

Mr. and Mrs. E. A. Horrigan
Mr. and Mrs. Jay Goerk
Mr. William Graeme
Thomas J. Lipton, Inc.
Englewood Cliffs, N.J.

Mr. and Mrs. H. E. Toner

Mr. and Mrs. C. F. Mueller

Mr. and Mrs. L. R. Thurston, Jr.
C. F. Mueller Company

Jersey City, N.J.

Mr. and Mrs. Louls J. Coniglio
Miss Psula Coniglio

Mr. Russ Coniglio

Mrs. Pauline Coniglio

Mr. and Mrs. Joseph Baggio
Miss Francine Saggio

Mr. John Saggio

Miss Marie Gangitano
Paramount Macaroni Company
Brooklyn, New York

Mr. and Mrs. Luke Marano
Philadelphia Macaroni Co., Inc.
Philadelphia, Pennsylvaria

Mr. and Mrs. T. J. Settanny
Prince Macaroni Mfg. Co.
Lowell, Massachuseits

Mr. Nicholas A. Rossi
Procino-Rossl Corporation
Auburn, New York

Mr. and Mrs. Al Ravarino
Mr. and Mrs. W. J. Freschi
Ravarino & Freschl, Inc.
St. Louls, Missouri

Mr. Albert F. Robilio
Ronco Foods
Memphis, Tennessee

Mr. and Mrs. E. Ronzonl, Jr.
Ronzonl Macaroni Company
Long Island City, New York

Mr. and Mrs. R. J. Guerrisi
Miss Joan Guerrisi

Mr. Michael Guerrisi

San Giorgio Macaroni, Inc.
Lebanon, Pennsylvanis

Mr. and Mrs. Lloyd E. Skinner
Mr. and Mrs. H. G. Stanway
Mr. W. E. Clark

Skinner Macaroni Company
Omaha, Nebraska

Mr. Anthony R. Viggiani

Mr. John D. Herrick

Mr. A. M. Aymong

Toronto Macaronl & Imported Foods
Ltd.

Toronto, Ontario, Canada

WINTER MEETING REGISTRANTS

Mr. Willlam J. Viviano
Mras. Thomas J. Viviano
Tamico Foods, Inc.
Tampa, Florida

Mr. and Mrs, R. D. McGoldrick
Mr. and Mrs. Paul B. Miner
Viva Macaroni Mfg. Co., Ine.
Lawrence, assachusetls

Mr. and Mrs. Albert 8. Welss
Mr. and Mrs. Robert Burnham
The Weiss Noodle Company
Cleveland, Ohio

Allies, Guests and Staff

Mr. and Mrs. E. W, Kuhn

Mr. and Mrs. John Roarke
Amber Milling Division, G.T.A.
St. Paul, Minnesota

Mr. and Mrs. George A. Utler
Mr. and Mrs. C. W. Kutz

Mr. and Mrs. William A. Julien
ADM Milling Co.
Kansas City, Missouri

Mr. and Mrs. A. H. Smith
Armour and Company
Chicago, Illinois

Mr. and Mrs. D. D. Brodie
Aseeco Corporation
Los Angeles, California

Mr. and Mrs. Leonard P. Ballas
Messrs. Steve and Craig Ballas
Miss Tracey Ballas

Ballas Egg Products Corp.
Zanesville, Ohio

Mr. and Mrs. Joseph Russo
Miss Joann Russo

Ballas Egg Products Corp.
New York, New York

Mr. and Mrs. Paul Benincasa
V. Jas. Benincasa Company
Loulsville, Kentucky

Mrs. Maria Teresa Braibanti
Mr. and Mrs. Cesare Valletti
Mr. Renato Sacchi

M., G. Braibanti & Company
Milan, Italy

Mr. Ralph Hauenstein

Mr. Nicholas Moreth

Mr. Emest Fiebig
Braibanti-Werner/Lehara, Inc.
New York, New York

Mr. and Mrs. Ralph Burgess, Jr.
The Buhler Corporation
Minneapolis, Minnesota
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Mis« Mary Campanella
8 Campanella & Sons
Jersey City, New Jersey

Mr. and Mrs. C. W. Anderson
Carpbell S8oup Company
Camden, New Jersey

Mr. and Mrs. F. K. Smith
Carlisle Corporation
Carlisle, Pennsylvania

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

Mr. and Mrs. Oreste A. Tomel
Ciayton-Tomel & Associates
Chicago, Illinois

Mr. and Mrs. Al Christenson
Crompton & Knowles Corporation
Bellwood, Illinols

Mr. Vance Goodfellow
Crop Quality Council
Minneapolis, Minnesota

Mr and Mrs. Joseph DeFrancisci, Sr.
Mr. Nat Bontempi

DeFrancisci Machine Corporation
Brooklyn, New York

Mr. and Mrs. G. David Murphy
Dismond Packaging Products Div. of

Diamond National Corporation
Chicago, Tllinois

Mr. and Mrs. Robert Hewitt

Diamond Packaging Products Div. of
Diamond National Corporation

Bali-Cynwyd, Pennsylvania

Nr. L. 8. Willson

L 1. duPont de Nemours & Co.
Filr: Dept, Packaging Sales Div.
Wil rington, Delaware

Sr. H. H. Lampman
Dut im Wheat Institute
Chi. 1go, Mlinois

Mr. .nd Mrs. Carl R. Piowaty
Em: isol Egg Products Corp.
uﬂulm llllnoh

Mr. ind Mrs. P. H. Knowles

PR

Mr. and Mrs. Charles M. Hoskins
Hoskins Company
Libertyville, Illinois

Mr. and Mrs. W. B. Deatrick
Mr. and Mrs. 8. F. Maritato
Mr. and Mrs. D. W. Pemrick
Mr. and Mrs. W. A. Brezden
Mr. A. M. Rondello
International Multifoods Corp.
Minneapolis, Minnesola

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

Mr. and Mrs. Walter Nisbet
Kelly-Erickson-Jones Co.
San Francisco, California

Mr. Richard N. Frank
Mr. Ralph Frank, Jr.
Lawry's Foods, Inc.
Los Angeles, California

Mr. and Mrs. Ralph A. Maldari
D. Maldari & Sons, Inc.
Brooklyn, New York

Mr. Charles B. Foll
McCann-Erickson, Inc.
San Francisco, California

Mr. and Mrs. Mel Krigel
Mr. Barry Krigel
Monark Egg Corporation
Kansas City, Missouri

Mr. and Mrs. T. Gibson Gray
National Egg Products Corporation
Social Circle, Georgia

Mr. and Mrs. Robert M. Green
Mrs. Vera Ahrensfeld
Nutional Macaroni Mirs. Assn.
Palatine, Illinois

Mr. and Mrs. William E. Steers
Needham, Harper & Steers, Inc.
New York, New York

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

Mr. Ray Wentzel

Mr. and Mrs. Alex Frank

Miss Denise Frank

North Dakota Mill and Elevator
Grand Forks, North Dakota

Mr. Paul Abrahamson

Mr. Tom Ridley

North Dakota State Wheat Commission
Bismarck, North Dakota

Mr. and Mrs. William H. Oldach
Mr. Hugh Oldach

Wm. H. Oldach, inc.
Philadelphia, Pennsylvania

Mr. Giorgio R. Ameri
Ingg. N. & M. Pavan
Galliera Veneta, Padova, Italy

Mr. Alexander R. Gordon
Peat, Marwick, Mitchell & Company
New York, New York

Mr. and Mrs. M. W. K. Heffelfinger
Mr. and Mrs. E. E. Powers

Mr. and Mrs. L. 8. Swanson

Mr. and Mrs. W. H. Grady

Mr. and Mrs. D. G. Wilson

Peavey Company Flour Mills
Minneapolis, Minnesota

Mr. and Mrs. Charles C. Rossotti
Mr. and Mrs. John Tobia

Rossotti Lithograph Corporation
North Bergen, New Jersey

Mr. and Mrs. O. J. Robison
St. Cloud Poultry & Egg Co.
St. Cloud, Minnesota

Mr. and Mrs. Sidney Schneider
Schneider Brothers, Inc.
Chicago, 1llinois

Mr. and Mrs. Theodore R. Sills
Miss Elinor Ehrman

Theodore R. 8ills, Incorporated
New York, New York

Mr. Milton Simon
Simon & Gwynn, Inc.
Memphis, Tennessee

Mr. and Mrs. Melvin 8. Sjerven
The Southwestern Miller
Kansas City, Missouri

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

Mr. John W. Wright

Mr. Richard K. Saunders
Mr. Ron Anderson

Mr. Miles Ophaug

Mr. Richard Stalker

U. 8. Durum Growers Assn.

Mr. Gordon R. Christensen
Universal Foods Corporation
Milwaukee, Wisconsin

Mr. Louis E. Kovacs
Vitamins, Inc.
Chicugo, llinois

Mr. . A. Viviano, Jr.
Vitamins, Inc.
Plainfield, New Jersey

Dr. and Mrs. Milton G. Waldbaum
Mr. Hobert G. Berns

Milton G. Waldbaum Company
Wakefield, Nebiaska
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Advertising Visibility and Advertising Relevancy

by Wiliem E. Steers, Directer and Choirmen
of the Pelicy Committes, Neodham, Harper & Steers

HE title I've given to this brief dis-

tion is—I think you'll agree—very
modern and contemporary. However,
what | have to say I think you will ind
a bit old fashionedl so I'll try to make
it brief.

The two words visibility and relevan-
cy have been in the dictionary a long
time—however, their usage has grown
tremendously in recent times.

Last summer [ was flying out west in
a private plane with a publisher in the
Negro press that I've known for a long
time. We chatted and 1 happened to
tell him about my twin brother who
recently had been made president of
his company. My companion turned to
me and sald, “Gee, Bill, I never knew
you had a twin brother—how come you
have so much viibility and he has
none?!” In the okl days 1 think we
might have said, “Gee, I didn't know
you had a twin brother—that's a big
Job—he must be smart—I'd like to meet
him sometime.”

My other word, relevant, we hear all
the time—everything is either relevant
or irrelevant. A wevk ago last Saturday
night I sat next 10 a very nice lady
from Bronxville who told me about her
son who came home from Notre Dame
for the holidays with some schoolmates.
On Sunday morning., as she prepared to
g0 to mass, she asked the boys what
mass they planned to attend. They re-
plied they did not plan to go—they felt
it wasn't relevant.

Gain Accoplance

I won't try to explain this youthful
revolution=Ill merely say that 1o me
to have visibility in advertising means
getting your product and its brand
name through to your customers and
prospecis—and advertising relevancy
means once you get through you deliver
an appropriate story that will build as-
ceptance and a favorable attitude to-
wards your product by all users and
pruspects. You should be known for
something—something good.

The story should be relevant to the
viewer's or listenet's or reader’'s per-
sonal need—it should be clear, credible,
original, attractive and durable.

But are there [orces helping us or
hindering us in achieving advertising
relevancy?

When I en\ered the advertising busi-
ness just 40 years ago, 1 was taught
that the advertising function started
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with research—research that defined
the market for a product or service—
and that the definition of this market
was followed by two creative functions
—namely, copy and media working to-
gether to influence the market.

I'm sure this basic explanation still
holds true—but it seems to me that at
times it's lost in the welter of statistics
that surround us and in the develop-
ment of specialists — specialists each
with his own language and terminology
and specialists who attempt to substi-
tute their own specialty for the com-
plete advertizsing function.

Too Many Specialists?

Too often, it seems to me, the adver-
tising profession and the people within
it seem to be members of the 20th cen-
tury cult of specialists unaware of the
responsibilily of the individual in an
increasingly organized society. I have
always thought of advertising as a net-
work of interdependent functions—and
yet today, we seem to be cither special-
ists or administrators.

Today the small agency man seems to
be the only total advertising man—the
only man who can grasp properly the
whole function of advertising and
tackle it In all its variety and fascina-
tion. I've often said that the large mod-
ern agency needed more “small agency”
men.

It's also true that often in the adver-
tising business (at least in the areas
I'm most familiar with) we tend to be
what might be called cannibalistic. We
tend lo criticize and tear down existing
structures—without seriously consider-
ing their worth—and to create new ones

rather than build on foundations that
have evolved through the years.

For instance, have you ever noticed
how a new copywriter on an account
often seems to be (lrying to discredit
those who have writlen on the account
before him. A copy man pays little need
to the old guard, hiding behind the
claim that his copy is contemporary.
The so-called young, aggressive media
buyer pays little heed to the old guard
whom he claims are print media men.
Even print and TV copywriters appear
to be competing against one another.
and of course agency men are all ex-
perts on tearing down the ads and com-
mercialy other agencies turn out. Even
the newly appointed agency often
makes its first item of business on the
new account o discredit the old agency.

I suppose this is human nature but
in the advertising business we seem 1o
be more destructive than necessary.

Waich Your Goals

But what's all this got to do with
you and me—the macaroni business—
advertising visibility vs. advertising
relevancy?

Well, I think that in an age of highly
specialized talents—that we must be
extra careful that our basic tools of
media and copy to influence our mar-
kets are working together properly :nd
that our adverlising is relevant to the
short term as well as the long ' ™m
goals we have for our products.

Sometimes, 1 think, everyone is b
sessed with the idea of achleving * si-
bility—with little or no concern reg d-
ing the message delivered or imj e
sion given along with this visib 1y
You will recall this was the old pr. ci-
ple of P. T. Barnum of circus fame - ho
is reportedly to have said, “I don't ure
what they say about me as long as ' "¢¥
talk about me.”

Well, he was only selling circus t. k-
ets and 1 hear he's no longer doing 00
well. I'm sure you and 1 agree that it is
important what they say about us wien
they think about us! This Is what |
mern by advertising relevancy — the
building of a favorable attitude or con+
viction for a product during this »
called visibility.

1 don't mean to minimize the im-
portance of just plain visibility—espe-
cially for well established basic prud-
ucts such as the varieties of pasta you

(Continued on page 24)
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Visibility end Relevancy—
(Continued from page 12)

folks sell. It can serve as a reminder to
serve your products. Our research often
showed that certain products were well
liked and accepted by consumers but
the consumers themselves were puzzled
why they didn't serve them more often.
They needed a reminder.

There is nothing new about getting
through to people with a story that is
germane to what we are trying to sell,
but 1 do remind you that a good deal
of advertising today doesn't seem ger»
mane to what the obvious goals of a
product should be.

And 1 also suggest that this may be
because business has become a disjoint-
ed group of speciulists—each selling his
own specialty—taking full credit for all
the successes and disowning any fail-
ures that might have occurred.

Creativity

For example, everyone seems 10 be
stressing the importance of creativity—
and that creativity is being different—
something that does not conform to the
usual.

I'm reminded of a story that a minis-
ter at home made during a sermon on
the subject of creativity. He told how
he had seen two figures walking down
Fifth Avenue in front of St. Patrick's—
both with long hair, blue jeans and the
long strands of beads. He couldn't tell
whether they were a boy and a girl or
two boys or two girls. As they ap-
proached him he was able to determine
that one was a boy and one a girl. He
pointed out that their non-conformity
in dress made it difficult to tell the
sexes. He went on to say, however, that
although creativity was non-conform-
ity, non-conformity was not necessarily
creativity,

1 suggest that some advertising today
is much like the two figures—non-con-
formity but not creativity.

One of our leading agency creative
people was quoted not long sgo as hav-
ing referred to some of our youthful
creative people as “The new breed who
have r.o regard for how well an ad sells
the product. He went on to say that
these pseudo intellectuals who are now
flocking to advertising, these callow
hall baked overpaid young men and
women haven't the slightest interest in
how the consuming public reacts to
stimuli any more than abstract painters
have.”

A little harsh I think—and 1 certainly
didn't intend to discredit our youth of
today—nor to discredit the advertising
agency business or the peu, " in it
However, you people are an Impuse we
link in the advertising function—prob-
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ably the most important link—in help-
ing to define the markets for your
products by drawing on your deep
knowledge and experience in those
markets.

An old and close friend of mine
dropped In last year just after Ed Toner
had extended to me an invitation to be
with you at this meeting. This fellow—
no longer with us—was copywriter of
considerable note In the advertising
business and responsible for many out-
standing campaigns. He was the one, 1
believe, who named all the Buick cars
with such fancy names.

1 asked him what words of wisdom
1 could pass onto a group of prominent
members of the Macaroni Manufac-
turers Association about advertising.

He said that he felt that the misuse
of the word creativity might do grest
harm to the advertising business—that
it might set it back more light years
than the word “hucksters™ did.

He felt the problem was that the
word “creativity” was being used as
catchword and could be & snare and a
delusion. In too many hands it coald
produce bad advertising.

He went on to point out that there
are no shortcuts tc the true creative
process and you can only creale effec-
tive and persuasive communication
about something or about somebody for
some good reascn.

The Basics

The discipline in achleving this car.
ried one through the old familiar wods
of what, who, why and how.

‘What do we have to offer thal e
serves (0 succeed?

Who are the people we must reach?

Why should the prospect belicve
what we promise?

And how do we “create” the magic
that puts them all together o make the
sale?

That's creativity, There are no short-
cuts and its a hard but rewarding disd-
pline.

It's obvious, too, that the knowledge
of what, who and why Is best supplied
by you—yvur years of experience ia
your markets, the products in it—the
people who sell it and who buy it and
why they buy it

You have to supply it to the advertis-
ing process. You have to give it to the
fellow who is supplying the “how.”

As you all know, life seems to be like
a pendulum—one factor becomes very
important, then another—the pendulum
swings back and forth.

Today it is creativity. I used to say
that in good times creativity was on lop
—in less good times it became “market-
ing." The discipline of study and know-
ing are the factors which hring success
or failure.

CREATING DEMAND

by Milton Simon, Founder Cheirmen,
Simon & Gwynn Advertising Agency

IRST, let me say that this is a new

role for me, speaking at the Nation-
al Macaroni Manufacturers Association
meeling as an expert on advertising.
My previous meetings with you have
been confined to an expertise on horse
racing and camaraderie. This latter, of
course, has been one of the most re-
warding benefits I've derived from
these meetings. I've gotllen to know
many of you and can say with all sin-
cerity that I have never known a group
that is characterized by greater warmth
and good feeling. You really make one
who visits you not only welcome but
wanted.

I must say, too, that I am equally im-
pressed by the seriousness of your
meetings—the dedication each of you
puts into his committee responsibilities.
This, too, has made me more conscious
of a desire to contribute something of
value to your meeling.

You know, 1 have seen the power of
advertising from both sides of the desk.

I've been a principal of Simo: &
Gwynn Advertising Agency since 1936
And my conviction of the power of ad-
vertising comes from my associ:iioh
with advertisers whom we served An
account of Simon & Gwynn was ard is
a treasured thing—we learned to« ¥
become a part of our rlient's businis
not just make ads and place them. And
this is something vital to the busiess
of advertising. Your agency shouli be
a part of your marketing organization.
a part of your sales department, a part
of your promotional and merchandising
department, and to a limited degree, 8
part of your overall management tcam
This is the way advertising function$
best, and since my few words are of
this broad subject, 1 did want to make
i clear that advertising is more than aa
arm of your business. It's a vital direc
tional force for it. It must have

for our agency, because with this kind
of attitude, we built our business fro®

(Continued on page 27)
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(Continued {rom page 24)
it in—by concentrating on the growih
of ¢ ir sccounts, and in so doing, letting
tha growth determine the growth of
our agency. Most of the accounts we
ser od had & longevity of ten years, and
ia r.any instances, from twenty to thir-
u;mlml’oodshnhmaclim
of vurs since 1997,

But the other thing 1 wanted to men-
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5 1 don't know on what basis—
L how sold you are on its efficacy. My
mise is to tell you two main points
f like for you to remember and take
with you for profit. The first point
this:

"As 3 manufacturers of dry macaroni

% 990 'ucts in your sales area, most of you

&

ably have a unique and distinctive
s ntage enjoyed by few other food
s ufscturers.
/4 1 second: If and when you decide
to ivertise, observe these basic guide
I In your advertising program.

1 Stress versatility of your product.
1 Appetite sppeal.

2 Main dish favorite with entire
b ly,

Number One

L t's take the first point first. What is
Yo unique advantage as a food adver-
tise ? Just ths. The fact that you make
ma« ironi products and have no, or very
lim. ed, national competition from na-
tionilly established brands. 1 realize
that there may be exceptions for some
o you where regional or sectional
brards may be throwing out a barrage
of big time sell in parts or maybe all
of your ares, butl 1o the best of my
knowledge, there Is no true coast to
tast and border lo border macaroni
marketer. There is no Procter and
Gamble selling macaroni—no Kraft
{except in convenience foods)—no Lib-

Mancu, 1970

by's—not one. As an example, Super-
market Magazine reported recently
more than 1,813 food products adver-
tised throughout America. These food
products spent nearly $300 million in
petwork TV, and nearly $400 million
on spot TV. Only 12 dry macaronl and
noodle brands were sdverlised at all
Network TV? Nothing. And on spot
TV? Less than $§ million.

In your marketing and sales ares,
then, you have the opportunity of being
the King of the Road. You can give the
appearance—the image—of a natihnally
known, nationally accepted product in
your trade area by the way you adver-
tisc—that is the smart and impressive
look of quality—and the copy approach
you use—the “sell” words. Now, this is
a tremendous asset, and if you're not
exploiting it, you're missing & mighty
big bet, in my opinion. You can make
your advertising dollars go farther be-
cause you don't have to overcome the
impressions a national advertiser can
make with his oversize budget. When
your consumer thinks spaghetti and
macaroni, she thinks yours, because you
are the advertised brand. You have
greater shell space-getting-ability be-
cause your store managers like to fea-
ture the leader. And you can overcome
the private label boys because they
don't advertise. In fact, this is another
reason for you to advertice, 1o keep
their shelf space down and yours up.
So, if you haven't an advertising budg-
el, if you don't apply a percentage of
your sales to advertising, it's high time
for you to start one. And don't think
simply because you don’t have this na-
tional competition that you don't need
sdvertising. You need it to keep your
business increasing. Your competition
is out there in other forms—conveni-
ence foods, convenient macaroni prod-
ucts, main dish items such as meat and
fish, side dish items such as potatoes
and rice. But with no big national mac-

aroni maker fighting you, what a ball
you can have selling the many ways
spaghetti and macaroni czn be served—
selling its good taste, the many ways
the whole family like it. And you don’t
have to talk economy. Sell the “sizzle”
first. They'll get the savings message
when they see the price tug on a box
of spaghetti and then compare that with
sirloin or pot roast. What brand of spa-
ghetti or macaroni makes the differ-
ence? Your brand, of course. Because
you can make them think there really
isn't any other.

Number Two

Now if you agree with me that it
makes good sense for you to advertise
—in fact, that you hardly can afford not
to, what is the best way for you to tell
and sell the merits of your product and
your brand?

First, let's establish one thing. 3 you
think everybody likes spaghetti or
macaroni as much as you or your fam-
ily does, chances are you'll be wrong.
Macaroni products, as we all know,
have 2 great following in the East, and
in certain urban areas where a particu-
lar ethnic population is great. But the
per capita consumption of spaghetti
and macaroni nationally still leaves a
great deal of room for improvement.
And it can be increased.

Your business sales should show an
annual increase of somewhere betwnen
8 percent and 15 percent, with just a
modest ¢xpansion in your territory.
You've got a lot going for g¥ou to get
that increase, in my opinion. In the first
place, the population increase alone
will account for a great part of it. The
percentage of increase in population be-
tween 1960 and 1970 is about 10 per-
cent. But more importantly, the great-
est increase is in the area of young
people. Today, people under 40 years
of age account for over 60 percent of
the total population. The 20 year to 40
year group alone is over 50,000,000
strong. The average median age is 27
rLars.

Another factor is the growth uf the
black population. These families con-
stitute potentially @ large macaroni and
spaghetti market. Scripps Howard sur-
veys in Memphis, for instance, show the
black purchases of spaghetti and maca-
roni products, while representing only
37 percent of the city in population,
account for 45.3 percent of all macaroni
and spaghetti sales.

And inflation itself should be a big
ally of yours. The cost ol most other
main dish products is going up in great-
er proportion than macarcni products

But in the final analysis, you've got
to show ‘em ur tell ‘em 1o sell ‘em. How?

(Conlinued on page 28)
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(Continued from page 27)

First, you've got the one grestest
product in the world to make the
mouths water and kids say, “Mom, let's
have that tonight." SBhow spaghetti and
meat balls—spaghetti and tuna cas-
serole—spaghetti and cheese—spaghetti
or macaronl in the hundred and one
ways that make it either a main dish or
side dish of delight.

Show noodles in salad—noodles in
puddings—noodles with butter—~noo-
dles, instead. Don't forget, the ldaho
pecple are selling potatoes and Uncle
Ben is selling rice. Every time your
customer serves those Items, you're
losing a sale. Sell the appetite appeal
and versatility at the same time. Fea-
ture recipes—feature them at the point
of sale. Feature 'em in your advertising
~—get your local newspaper to run them.
And see tr; it that Ted Bills gets "em to
run. The more ways and times that your
customer sees spaghetti and macaroni
featured, the more apt she is to try iL

Get 'em (o use spaghetti mare ofton.
Most families serve it as a main dish
meal but once or twice a month, at
most. Soma only every other month.
They could enjoy it once or twice a
week. Your own advertising can sup-
plement the great work done by your
National Macaroni Institute and Ted
Sills.

Merchandies

Another thing. Be sure your salesmen
merchandise your advertising. The final
sales are made at the shell—always—
or at a display bin. Homemakers may
be appaaled to on the air, on TV, in the
newspaper—but when that sweet young
thing hauls Junior and her shopping
cart down the aisle, the only thing that
really counts is if and when she stops
and puts your product in the cart. And
not just spaghetti—but macaroni and
noodles, too. We've worked out a very
interesting point of sale with our client,
Ronco Foods, that makes certain that
the super never runs out—or almost
never—ol the various ilems In our line
—and they make up quite a bunch to-
day—from vermicelli to seashell noo-
dles. They'll all move if they're all there
and we want 1o make sure they are.
Because if they're not there for a week
or 30, the computer throws "em out.

Ronco Approsch

All right, I'd like to tell you some of
the things we've done in the past and
are currently doing for Ronco. Recipes!
We can't stress enough the importance
of recipes, and just as important, the
visual reproductions of the food item
itself, in those media that best show the
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dish itself. What we try to do Is convey
the impression of the variety of inter.
esting, tasty, and easy lo prepare spa-
ghettl and macaroni dishes.

For example, look at some of these
imaginative spaghetti and macaroni
dishes crezled by our agency’s home
economist, right in our own test kitch-
en. Chicken Liver and Noodles. A very
tasty main dish with noodles as the
base. Or Mest Ple, a dish combining
ground beef and elbow macaroni. How's
this for an imaginative macaroni dish?
Cabbage rolls. This is the kind of serv-
ing a woman will get compliments un
—{or her ability to serve the unusual.

Or this one—combining two low cost
ingredients into a main dish of real dis-
tinction—Chicken Spaghetti. Or a sum-
mer salad suggestion—featuring Roncu
elhow macaroni and diced cooked
chicken.

The point is, recipes can sell appetite
appeal, versatility, and yes, economy,
too. Recipes in magazines, too, to sell
macaroni's versatility. Small space ads
for recipes, and visuals to support them,
are quite effective in small-space ads
Even at point of sale, we carry forth the
versatility of macaroni products with
full color pictorials of various finished
dishes, each Interchangeable by meana
of a background die-cut piece that pro-
vides for changes In visuals in keeping
with the floor displuy of the featured
product. Full color is employed only in
the cards themselves to effect economy
of production.

And on the subject of point of sale,
there is a very effective means of mak-
ing sure each store keeps fully stocked
in all the variety of sizes and items of
your brand. Each Ronco salesman has
a book of strips which cover every item
and size in the line. In the space pro-
vided in the book, the salesman himself
can writle in the ordering number for
the particular retailer. This expedites
the ordering by the store clerk, and is
particutarly important in keeping items
restocked when they might be sold out.

How 1o Spend Your Money

How should a regional macaroni ad-
vertiser spend his dollars in advertis-
ing? Well, we can only tell you how we
at Ronco do it. And I'll say that we have
done it consistently for over 30 years.

We love TV. We'd love to have the
dollars to spend on it with the frequen-
cy we would like—but we can't.

To do s0 would mean quadrupling
our budget and leaving everything else
out. The big food advertisers have been
spending from 70 to 90 percent on TV,
and 1 think they're on the right track.
But in order to get the impact value we
need spread throughout the year—we

run what we call a burst of TV, a* he
best viewing periods of the year for
both viewers and consumers, in + 1
we call AA cities — the larger n 1o
areas. We buy what we call the we «ly
plan—35 or 10 spots a week——:60's nd
120

In newspaper, we feature small 5, ice
ads on the food pages. Roughly, wu iry
to be in the papers once every viher
week.

Outside king size bus posters, in
color, which we use the year round, 12
months a year in all markets, constitute
one of our best advertising media, in
our opinion. Coat-wise it's & bargain—
abuut 25 cents to 335 cents a thousand
impressions as against from $3 o 3§
thousand on TV. But bus posters reach
not only the mass of consumers on the
streets, but influence the trade as well,
since the buses pass by most of the food
outlets in the metro areas.

Cur only other medium is Southemn
Living, a magazine whose circulation
practically parallels Ronco's distribu-
tion. We run four color ads periodically
throughout the year.

A Buggesied Campalgn

And now, before 1 conclude, 1 want
to leave you all with a thought that |
feel offers a tremendous opportunity for
you as a group to sell dry macaroni
products in 1970 with a unique selling
proposition that is both timely and con-
vincing. 1 would't necessarily recim-
mend this for a single brand or ¢'m-
pany because I think each brich
should concentrate on selling app: e
appeal, recipes, main dish and side st
suggestions, and product quality.

But with the retognized inflatio ¥y
trends ‘hat seem 10 be es:zalating »* "¢
rate of 6 to 8 percent a year, : al
prices, particularly, are getting tc ¢
point where the average homem °f
must seek a solution. And I mair n
that one of the best solutions L]
Macaroni Piaduct Main Dish thate: 7
combires with cheaper cuts of r o
(chicken, ground beef, or fish) o1 ¥
itsell, can provide a satisfying and -
joysble main dish at prices that !l
effect great savings for the homem: T
in the $4,000 to $15,000 income buc !

I'd like to suggest that the Natic Jl
Macaroni Institute consider a nati. il
campalgn of paid newspaper ads, on ' ¢
food pages of every major metro & a3
in each of your markets that would 1l
this story: Beat the high cost of mcat
with versatile, tastefu), nourishing. snd
economical macaroni, spaghetti, and
pure egg noodle main dish meals.

We ran a )ittle survey among wur
office gals to find out how often their

(Continued on page 30)
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

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

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

quality.

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

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

oT9 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills et Rush City,

Manch, 1970

Minn.—General Oftices: St. Paul, Minn, 55101
TELIPHONE: (812) $44.94))




/
\

Creating Demend—
(Continued from page 28)

families served a main dish meat eve-
ning meal and how much they paid for
the meat itself. What kind of meat they
used and preferred. Well, ths answers
were fairly consistent: Most of those
surveyed indicate that they served a
meat course every evening. This is to
be expected. Most served chicken most
often (number 1 choice) and this is to
be understood when we realize the
price of chicken as against other cuts of
meat. Chicken is about 35 cents a pound
in comparison to roast $1.00 and up—
steak, $1.25 and up, and even the cheap-
er cuts of meat—hamburger—between
69 cents and 80 cents. This will vary
somewhat in different parts of the coun-
try, but in the main, it's fairly preva.

lent.
Regional Ads

1 submit that the National Macaroni
Institute could consider appropriating a
budget of regional alvertising—in those
newspapers where you each have dis-
tribution, or merhaps in a regional
printing of L'y ~ Look; or some pres-
tige magazic. t tell macaroni's story
from a point of view of taste, versatil-
ity, and ecomomy. I've even suggosted
a prototype ad that will illustrate my
concept in achieving this purpose:
“Beat the high cost of meat with versa-
tile, tasteful, nourishing and economical
spaghetti and pure egg noodle and mac-
aroni main dish meals.”

Then, in a chart we would point out
the comparative cost of meat per serv-

ing (the average we discussed) versus
the average cost per serving of a main
dish of macaroni combined with meat,
fow] or fish. At the top portion of this
chart: “Here's what the average family
of four spends for meat as an evening
main dish meal. The cost per serving.
using about a ninety cents per pound
average, is 45 cents. With an individual
serving estimated at a half a pound
(and this is rather high, but we want to
give them every break), cost per seev-
ing of meat as a main dish for a family
of four is about 45 cents. Mulliplying
by 4, the family cost per serving is
$i.80. Seven days a week (if they don't
eat out), is $12.60. And even If they do,
they couldn't beat 45 cenis a serving.
Per year, their meat bill is costing a
family of four $625.00. And this is con-

sarvative.
More Savings

Now let's see what that same family
could save serving o macaroni dish
meal only twice a week. Assuming they
use spagheiti with meat sauce, we'll
say—spaghetti at 27 cenls per pound,
a good cheap ground meat (60 cents »
pound, and you'd need about % of a
pound)—40 cents — tomato paste 13
cents—total about 80 cents. Let's tack
on 15 cents a pound to that for inci-
dentals (garlic, seasoning) and we get
up to a dollar a pound. But this pound
of macaroni and meat will serve five
people—easily—making each portion
cost only 20 cents. That's the big edge
we have with a macaroni extender
maiz dish meal—more servings per
pound of meal. So—cost per family of

four—380 cents (4 times 20 cents)—«
per week for this main dish feat
(two times a week only)—$1.60, (
per week with macaroni and m
twice, and meat only 5 times—8$9.0(
against $1260 a week in the up
chart, or $468.00 per year. Thus,

savings are 25 cenls per serving, §!
a family, $3.00 a week, or $177.2
year.

Now this means something to a fa -
ily today—this can be their insura:. e
money—almost their vacation mon:y.
The point is the savings are there with.
out any sacrifice of taste; satisfaction of
nourishment. and you add the extra di-
mension of versatility.

In the »d, we suggest an interesting
macaroni—and main dish festure—an
appetizing spaghetti—and dish—and a
challenging noodle—and dish. As you
can see, we invite the dealer to write
for the free recipes, and we close with
the slogan, “Use your Noodle more
often” You'll find the taste and the
savings just great.

Well, 1 hope these thoughts will find
a receplive ear with many of you. They
certainly express a solid way 1o sell dry
macaroni in today's inflationary mar-
ket, as well as basic appeals to young
housewives in encouraging them to use
their imagination and stimulating their
sense of pride in offering variety und
culinary skill in the preparation. Maca-
roni is still a relatively untapped source
of additional main dish and side dish
meals. We must continue to make this
polential clear to the lady that count« -
the bomemaker.

- -
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Th§ Agency and Client Relationship

by Charles B. Foll, vice president, McCeann-Ericlison

HEN 1 was invited to address this

mos! distinguished grouvp on this
most auspicious occasion, 1 was ex-
tremely honored—also, quite frankly, I
was frightened almost to death. Try to
put yourselves in my position. For
twelve years, I've been working at tke
full-time task of pleasing one macaroni
manufacturer. You can understand my
concern when faced with the prospect
of trying to please all the major maca-
roni manufacturers in the country at
the same time. As if this weren't enough
for one bent, but not broken spirit—
I'm on the platform under the watchful
eye and chairmanship of my very own
day-to-day client. However, now that
I'm here, | take courage from the warm
and kindly faces in the sudience. It is
casy to see | am among [riends—{riends
who have a warm affection for adver-

tising people.
30

An advertising counselor worth his
salt doesn't try lo please simply for
pleasing’s sake. He does his homework,
makes his recommendations with as
much creative intelligence as possible.
He is not trying for client Brownie
points—he is working to move product.
Of course, he knows the asency has no
vote in the final decision. But, if he and
his client have found a basis for mutual
trust—and his recommendations are
sound—he is always on firm ground.

So, with your permission, I'd like to
talk about agency and client relation-
ship from the client's point of view.
Yes—Irom the client’s point of view.
Unless an advertising man can put him-
sell on the other side of the desk and
relate to his client's problems and ob-
jectives, he’d better get into another
businest.

The client—macaroni manufactu -
if you will—can only trust his ad a;
cy when he is sure that those repres: -
ing his account are treating his dol ¢
as lovingly as if they were their ¢
This may sound trite, but it is fur
mental. For example: let us suppose 7
& moment that you want to promo! 4
product that has been miserably sl -
moving. You want to change its im: ¢
You rename it. Then, you call in y F
agency. You carefully outline your
jectives. You point out that these ob; -
tives are limited. After all, you co !
afford a large investment in an uotr d
idea. Then, a few weeks later, y'ur
agency comes back with a spectacuisf
presentation. First, there's a television
storyboard. Then they unveil a nev#
paper campaign, and an outdoor desikn.

(Continued on page 32)
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Agency-Client Reletionship—

(Continued from page 30)

and a magazine program, and a little
sky-writing to kick it off. Several things
have j one wrong here: first of all, your
agency hasn't taken your objectives
ssrivi'ly (or has ignored them alto-
=%}, and has refused to work within
rralistic economic limitations. Addition-
ally, and probably the most irritating
aspect of all, time has been wasted—
valuable time. The agen'y has com-
pletely upset your timetable for the
packaging and marketing of this prod-
uct.

You're the Boss

Because you are the client—and your
hard cash is on the line—you can ex-
pect your agency to be Interested in
your product. They should know how
it's manufactured, how it's marketed,
and what competitive factors are in-
volved, among other basic things. Yes
ingredients, production processes, and
government standards should be fa-
milar to them. A knowledge of these
things will enable your agency to talk
your language—and more importantly
—understand your language. Further-
more, keeping aware of your problems
in production, marketing and comoeti-
tion puls the agency on the right crea-
tive “track,” minimizing the spinning
of wheels and wasting of time.

Today there's a strong trend within
advertising creative groups to ignore
all these things. Som» misguided few in
their ivory towers feel knowledge of
product stifies their free approach 1o
communication. What they are really
saying i+: “The client doesn't know
what he wants—we are the geniuses—
we're not going to let the client put us
into a box.” While I can emnhasize with
them, 1 cannot agree with their think-
ing. 1 like the creative mau who, when
armed with all the facts, ran produce
a bright and original s munication,
one that is on target. /1 d, 1 also like a
rreative man who will accept the truth
that there is more than one way to
communicate the same {dea. There are,
we are happy to report, an increasing
number of these bright, young cooy und
art people in our biiness. When a
writer can say: “Okay, I see why you
don't like it. You know. ther+'s always
another way to do it. We'll be back next
Monday with a new appreach.™ If he
can say this, and mean it, he'll be a
pleasure to work with and his com-
munication will sell product for you. Of
course, your reasons for turning down
his first effort should be sound. You just
don't say, *1 don't like it—back to the
drawing board!"

32
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Train Yous Agency

Now, from the client’s point of view,
on what ground should he meet his
sdvertising agency? 1 really believe,
after twenty years' association with a
preity fair cross-section of clients, that
a manufacturer gets as much out of his
agency as he is willing to share with
them. 1 mean the trust he is willing to
extend—the information he Is willing
to share—the extent to which he con-
siders the client-agency relationship a
partnership in the full sense of the
word. | don't mean to imply that the
P and L statment is any of the agency's
business. But it is 1o your advantage to
keep the agency apprised of your sales
situation on a continuing basis. Share
your markel reporis with your agency
—whether they be Nielsen or SAMI or
ary other. If your agency really appre-
ciates this parinership, your advertising
expenditure will more than likely be
your most profilable expense.

As you well know, it costs money to
train men to the point where they start
making money for you. By the same
token, it costs time, money and patience
to train an agency. Yes, “train an agen-
cy.” Don’t expect an agency o come lo
you with all the answers to your partic-
ular problems. Just how many manu-
facturers have your exacl company
policies, your competilive and your
marketing problems? For example,
every part of the country is different.
In some areas, consumers are so potato-
oriented that they seldom think of
macaroni. An advertising philosophy
that could b2 su:cessful elsewhzre more
than likely wouldn't work as well in
sich a region. But, onze your advertis-
ing agenty is conversant with your par-
ticular company, its policies—your par-
ticular market, its idiosyncracies—and,
once you have built a mutual trust be-
tween you—then, for the love of money,
stick together! It is expensive and it is

wasteful to change agencies. Furth .
more, agencies are continually cha: .
ing from within—creative people ¢ -
tinually move around from shop
shop. So, it's entirely possible tha
you do change agencies, you'll |
yourselves working with the same p
ple you couldn't work with in
agency you just fired.

We'll bet that with a little more eff 1
on your part, yor might make the hip-
py discovery that your present agercy
can give you the service and results you
are looking for.

Things Are Changing

As we know, everything is changing
—people’s tastes in food. styles, recrea-
tion, and their reaction to advertising
approaches. That which made custom-
ers beat down the doors a few years
ago may nol even noticeably enlarge
the irises of their eyes today. First with
radio, then with both radio and tele-
vision bombarding them night and day,
the American homemakers are being
inoculated against *run of the mill” ud-
vertising. Then, too, each product has
its own noise level—depending on the
competition. Care must be taken that
you dor't try to out-shout the competi-
tion. Maybe whivpering is the attention-
getting contrast nesded. Tien, there are
such things as end runs, when the fron.
tal assaults fail.

The advertising business ls growing
more sophisticated each year. The «ld
“seat of the pants” intuition has boen
replaced with some very sound mea i1
ing devices. Copy research can prov: 10
be a time and money-saving tool
you—if you'll authorize your agent
use (. Coupled with markel infor
tion, copy research can give you pr
direction.

Yes, and there are new tools
which to measure media today.
Simmons Study, Starch Reports.
Nielsen Television Report, the A
and many others. But, media is !
than just a juggling of fgures. M
can be creative. Bright agency pt
are always coming up with new
interesting ways to create atter
through unusual use of standard m:

In summary, you and your ag
have much to offer each other—li
10 eath other—learn from each oth
and you'll keep up with and stay at
of the rapidly-changing marketplac:

There's an old standard story which.
with some effort can be adapted to uf
subject. The scene is the meeling roum
at the advertising agency. The wall 1
covered with charts. The liquid-voiced
account executive has poured out his
plea for approval. The recommendation

(Continued on page 34)
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Agency-Client Reletionship—~
(Continued from page 32)

has been stated: the sponsorship of a
two-hour Sundsy afternoon movie on
television. Now, all faces turn toward
the end of the table where sits the greal
one—the man with the money — the
client. He rises slowly. His cigar twirls
in his mouth. He frowns. It is so quiet
you can hear a strand of spaghetti snap.
Then he speaks: “Why do 1 have to do
all the thinking around here? Why
don't you people get out of your offices
once in a while and find out what's
guing on in the world? This is probably
the stupidest recommendation I've ever
heant A Sunday afternoon television
movie! X waste of money! You people
should know ‘hat on Sunday afternoon
nobody Is watching teievision. They're
all out playing Bocce Ball”

About Rice-A-Roal

1 would like to comment briefly on
Rice-A-Roni. When Golden Grain first
started marketing this rice and vermi-
celli side dish back in 1858, it had the
enviable distinction of being the only
one of a kind in a brand new category.
Oh, those good old days! There really
was a need for it then—it sparked a
little life into the static rice department.
1 remember the first slogan we used:
“Something nice has happened to rice—
Rice-A-Roni!” As much as we at the
agency would like to take a few bows
for Rice-A-Roni's early success, we
must admit that there is nothing partic-
ularly brilliant in successfully launch-
ing a product that has no competition—
a product that is a pioneer in a brand
new category. Furthermore, Rice-A-
Roni tasted great. It was a new taste.
And it more or )2ss sold itself—back in
those good old days.

But it wasnt long before the big
food people, onu after another, imitated
Rice-A-Roni. And, as the competiticn
grew, it was necesrary to pour out more
and more money in order to hang onto
our franchise. Today, there are a hall-
dozen national brands of rice mixes
with at least 37 different items—all
fighting for that elusive shell space.

This doesn't take into consideration
the dozens of small, local brands scat-
tered through the countiry. So, the bat-
tle goes on. Of course, as the competi-
tion increases, so does the noise level
of rice-mix advertising. Looking back,
it is apparent that our strongest impact
was made by being first. Of course,
there aren't too many today who re-
member that fact. So we must continue
to be important in the category, and
that is becoming more and more expen-
sive for Golden Grain each day.

However, we do have some advan-
tages. Our advertising theme has work-
ed well from the beginning. Rice-A-
Roni took au option on the good food
reputation of S8an Francisco at just the
right time. Starting in about 1959 maga-
tine food editors, travel editors, and all
the best-read columnists began talking
about San Francisco—eulogizing it as
one of America’s favorite cities. We
couldn't have planncd it better—but of
course, we didn't plan it—it just hap-
pened. And, it just happened that our
jingle worked. Thousands of them
don't, you know. This one just happen-
ed to. And we are still using the theme
of San Francisco and various versions
of the Rice-A-Ronl jingle today. After
over twenty million dollars of invest-
ment, they are securely the property of
Golden Grain—and they continue to
give Rice-A-Roni a distinctive per-
sonality.

Our jingle started out in 1958 as a
simple wood block rhythm tune. It has
been rearranged many times without
losing its identity.

Yes, as 1 look back over those rough
years when Golden Grain was educat-
ing the American consumer concerning
the delights and uses of Rice-A-Roni, I
think of Gustaf Olson. You see, those
were mighty rough days, because in
addition 10 educating the public, the
trade had to be educated—sold, if you
will. And there were times, believe me,
many times—when we didn't know if
we'd ever succeed. So, in conclusion,
I'd like to explain why those early,
rough marketing days remind me of
Gustaf Olson. Now, Gustal Olson was
a farmer from the green north country
of Sweden. He came to America and
plunked out his savings for a twenty-
acre plot of rocks in North Dakota. And
then Gustaf went to work. He hauled
rocks from sun up to sun down. And,
after five years of sweat and toil, a
farm emerged out of the rubble. And,
after this farm spread beautifully over
twenty full acres, Gustaf was noticed
by the minister of the Svenska Fri
Shirken back in the village. One Sun-
day, the preacher got into his buggy
and pald Gustaf a visit on the farm.
“Gustaf. My dear brudder. You certain-
ly have a vunderful blessing from da
Lord, He most certainly hass given you
a might fine farm. Vouldn't it be nice
if you paid Him your respects next Sun-
day by coming in to Shirken and saying
taks s0 muka in the collection box?"
Well, Gustaf wiped his brow and said
to the preacher: “Ya, Preacher Svenson,
da Lord hass been mighty good to me.
Ya. Ay have to agree, dis iss mighty
fine farm. But—yoo should have seen
it ven da Lord had it.”

silita

it lsa’t Easy

A recent editorial in the Wall § et
Journal read as follows:

It's anything but easy to save m ey
in these inflated times, 30 per ips
everyone should be grateful to K nt.
Wesson Foods for offering to save the
housewife the sum of one dollar or. her
food buying. To achieve this econ: my,
though, she will have to do her bu;ing
in some rather special ways.

To begin with she must buy a buttle
of Hunt's Catsup and a boftle of Wes-
son Oil, carefully removing and pre-
serving the labels. Then she must buy
two cans of Hunt's Tomato Sauce and
two cans of Hunt's Tomato Paste, care-
fully noting down the can sizes and the
code numbers on the botloms of the

cans.

Then the buying gets less restricted:
the consumer can purchase any three of
the following: Spaghetti, macaroni, rice.
hamburger buns, ground beef or frank-
furters, quantities unspecified. But for
each of the three items she buys she
must either save the box or label show-
ing the brand or save the supermarket
cash register tapes, circling the price of
the item and noting its name alongside

By that time she has almost reached
the last plateau. All that is left to do is
to fill out a coupon, cram all of the
labels, boxes, notes and supermarket
tapes into a package and ship them off
to Hunt-Wesson, which will reward her
with a coupon redeemable for $1 a! the
grocer’s.

The last thing we want to do = o
discourage thrift, but we still can't 'clp
wondering whether there isn't an « er
way.

Kraft Uses Premium

Kraft Foods is offering cordless =c-
tric scissors to promote packaged
ners during 1970.

The premium will be offered
sumers for $2.25 and two box tops
any Kraft dinnes packages. Retail
of the RCA mini-scissors is sald
$4.50.

An ordering coupon is printe
packages along with a side pane
nouncing the premium. Packed wit
scissors is a coupon offering a Ru!
maid Sewing Susan (tray for st
sewing items) for $2.50 (retail
said to be $3.08), plus one Kraft di
boxtop. )

Point-of-purchase malterial is 2t aile
able from Kraft salesmen.

66th Annual Meeting, NMMA
Whitefece Inn
Lake Plecid, N.Y.
July 19-23, 1970
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People buy insurance for one
big reason: protection.
Insurance protects lives,
property, businesses and lots
of other important things.
When you buy our durum
products, you automatically
have an assurance of top
quality. There's never a faste
failure. The flavor, the color,

north dakota mill & elevator

Maacy, 1970

2

insurance
policy.

the quality and the service are
built-in.

So, why take chances?

Rely on the durum products
from the North Dakota Mill.
It's like an insurance policy. -1

the durum people.

GRAND FORKS, NORTH DAKOTA (701) '72-4841
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You might well expect Peavey to be , transportation, merchandisii - and
major factor in the milling and distribu. ﬂEﬁl‘" pr it e gy
y e

tion of durum ucts. The reason? t tor in this
Famous North Dakota's durum wheat fields where business bcu:mu opcrltl:? p:":
virtually all the nation’s dmm crop is streamlined and coordinated to t} - nth

. - of Peavey Coun- de
fori Lry (see map). This s broad, *Dun -'
Orlts biprmibiedies hudiontiyy

lize in the milli
durum g:cmhm 2 in t ng of Semolina and 5:;:.. Nor‘:& "u'lﬁf Bulllo“;;"

L 1 3

Durum is an importiant uct of ived from 700 tors located plaaty; .

Wheat Peavey lhn with a multitude of oher mbo uo'aolmpmdu.:i‘u‘: :::.ﬂnﬂ wheat !::m.:rw L’:mﬂ'&'”
any and

4°AY) PEAVEY COMPANY B KingiTlicas suss rosscrs
Flour Mills
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Increasing Enrichment

by H. H. Lempmen, Executive Director,
Durum Wheet Institute

AST July at Coronado you heard

the report of the Durum Wheat
Institute. You may recall I told you
what we had done, and what durum
millers were planning to do. Then you
were asked several questions dealing
with the iron fortification of your prod-
ucts and their other nutritional contri-
butions to public health.

Since that time we've done what was
outlined. But at the same time the in-
dustry represented by the Durum
Wheat Institute and the Wheat and
Wheat Foods Foundation has been pre-
occupled in & race against time. The
goal was re-evaluation of the enrich-
ment formula before someone—like
government—did it for us.

Almost a year ago, Dr. Philip L.
White, Secretary of the Council on
Foods and Nutrition, American Medical
Association, sald that beginning now,
there will be more pressure on manu-
facturers to make foods more nutritious
(*Hunger — USA" — Columbia Broad-
casting System Documentary, Senate
Select Committee, et al).

Some of you already know that pres-
sure. Skinner makes a “Milk Mac." La
Rosa pioneered the development work
on a dry, extruded form of a comn-soy
cereal blend. The milling and baking
industries have jointly petitioned the
Food and Drug Administration to in-
crease by more than three times the
amount of assimilable iron in enriched
flours, bread and bread type products.

Petition Filed

That petition was filed November 5,
and later amended to narrow the range
to from 32 to 38 milligrams of iron per
pound of bread and from 56 to 60 milli-
grams per pound of flour. On November
8, the Food and Nutrition Board and
National Research Council, approved a
resolution calling for univcrsal enrich-
ment of all cereal products. The Board
recommended, among other things, that
standards for macaroni and noodle
products be changed to permit the addi-
tion of no less than 40 mg. and no more
than 60 mg. (of iron) per pound.

On November 25 a group of millers,
bakers and wheut growers led by Mark
Heffelfinger agaln met in Washington
with Dr. Mark Hogsted, chaitman of
Food and Nutrition Roard, and Dr.
Amold Schaeffer, chief, Nutrition Pro-
gram, U.S. Public Health Service. The
industry asked Drs. Hegited and

a8

President Nixon, who addressed the
Conference, suggested $3,600 a year.
The delegates later voled to Increase
that amount to $5,500 a year for a fam-
ily of four pursons.

Last week a Task Commitiee of the

Washingien Mooling

The last three days of this third week
of January the manufacturers and dis-
tributors of iron, and members of the
iron committee of the Food and Nutri-
tion Board will meet in Washington.
The first objective is to find Anancing,
up to $100,000, for research determining
the more assimilable forms of iron. The
second goal Is to develop standard
specifications that would assure that the
various forn.s of lron used by the indus-
try will be constant in form, value and

quested from the iron manufacturers

will match even larger sums being

spent on iron research by the USDA.
There will be other meetings to fol-

rather than be pushed

sure we will all bauefit in the future by
working together — durum growers,
durum millerz and macaronl manufac-
turers—as we have in the past.

A number of promising conventional
tall breeding lines are currently b«ing
evaluated. Some show about ten [er-
cent higher yields than Leeds. Many *x-
perimental semi-dwarf durums sho up
to thirty percent higher yield. Colcr bs
generally rated below Loeds in t7:se
higher yielding lines. Problems ' th
leal diseases and head uterility | ive
been encountered in some of the : ni-
dwarf materials. All experimental ur-
um breeding lines are being iacn -ed
in Mexico this winter in the Crop G k-
ity Council sponsored program.

Lesda Pepular

Leeds durum released to grower
the North Dakota Experimental Stu"
In 1966 was grown on sixty percer'
the North Dakota acreage, 75%
South Dakota and 51% In Minnes.t:
Wells durum ranked in secor plac: i
these states, but continued as the lcad-
ing variety grown in Montana. Leeds
was seeded on 30% on the Montand
acreage, an increase of 27% over 1963

Leeds and Wells durum are
to pnvdutrmdmmnw-

(Continued on page 40)
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" Over 65 years developing extrusion dies for
. creatively designed lood products.

D. MaLpar! & Sons, Inc.
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the satisfaction of extrud-

Maldari . . . never say die

BROOKLYN, N.Y., US.A. 11218




gt e

P,

e e £ 17

INDEX TO
ADVERTISERS

Poge
Amber Milling Division .. 20
A DM Milling Co. . < n
Asooce Corporation . .. .. .. .. .. 18
Brolbanti & Compony, M. § G. %1
Crampton & Knowles Corp. ... 33
Det'rencise! Moching Corporation . ... &7
lntimations! Mobifosds Corp. ... 42

Dismend Pockoging Preducts Div. .. 41

Josshe-Wissten Lobersteries, lac. . ]
Moldori 500, D, boe. ... ... B
Montenl, P. A6 . ... D
Motionel Mocoseni Mirs. Asen. . .. . -7
Heoith Dohote Ml § Eleveter 38
Posvey Compeny Plour lills . 3-37
Retsatel Livhograph Corporation . ... 2
Sellonsh Mochine . e
Weldboum Compony, Miben @. ... §
CLASSIFIED
ADVERTISING RATES
Wont Ade ... ... TS Contn por line

Drylng Unite ® Cutting Mochines
Continuons Production Prossss end
Sheoters: 15 to 250 Lb. Per Mowr
Complete Line of
GIACOMO TORESANI
MACHINES

"“We Invite Your Inquirles”

SoBROOK Machine

BROOKLYN, W.Y. 11218

Phone: (213) HY $-5922

Durwin Ressarch—
iwContinued from page 38)

ever, the rapid shift to Leeds could soov,
see the durum acreage again seeded w0
only one variety. SBuch a situation is not
desirable, &s it would make the region
more vulnerchls ta attack should Leeds
become wueceptible to a new race of
rust. Therefore, Ziversifcation of the
acreage with new durita varieties with
different sources of rv resistance and
competitive yleld will Le needed.

In 1969 some change in the wheat
stem rust picture was observed. A new
race of rust tentatively identified as 15
B-§ was found for the first time from a
few widely scattered collections made
from winter and spring bread wheats.
Tests are under way to determine dur-
um and spring bread wheat susceptibil-
ity to this new race, but results from
these tesis have not been completed.

Papers on Durum Resesrch

Dr. Kenneth A. Gilles, Vice President
for Agriculture, North Dakola State
University, reports that bound volumes
of research studies on durum are being
given 10 the library of the National
Macaroni Manufacturers Association.

Proteias

The first is a Ph.D. thesis by David
E. Walsh entitled “The Proteins of Dur-
um Wheal” This work represenis a
four year study and includes basic re-
rearch data on durum wheat proteins,
together with some newer concepts of
objective methods for measuring color
and firmness of spaghetti. These meth-
ods were developed during the course
of the study.

Bprouting

The second thesis by Ruey-pin Leu
entitled “Effect of Wheat Sprouling on
Spaghetti” was completed In 1989 for
a master’s degree. Mr. Leu's work con-
sisted of developing methods for sprout-
ing durum wheat and for testing these

was the development of the Falling
Numbers Method for testing wheat

sprout.

Dr. Gilles comments: “In my opinion,
probably two factors arose in this work:
(1) & challenge to previously held con-
cepts and (2) acknowledgment of the
fact that mixtures of sprouted and
sound wheats may give unpredictable
results. In general this paper probably
raises as many questions as it answers,
but this, I think is good because it did
provide some necessary background in-
formation upon which current research
is being conducted. 1 trust, as a result

work, we will assist
nnla‘l‘l:m
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process.’
Abstracts of the papers are !|:ing
prepared for fulure publication.

Quality Reports

Final quality reports for the 186
North Dakota Hard Red Bpring Wheat
and Durum crop are available in print.
ed form from the North Dakota State
Wheat Commission, P,O. Box 9§56, Bis-
marck, North Dakota 583501.

The crop quality survey is conducted
annually as a cooperative effort of the
North Dakota State Wheat Commission,
North Dakota Extension Service, Ex-
periment Station and country elevator
managers.

Cansdian Cargess

Canadian Durum Cargoes, a quarter-
ly bulletin reporting quality data on
durum exported from Canada, is avail-
able from the Grain Research Labon-
tory, Board of Grain Commissioners for
Canada, Winnipeg.

ADM Eammings Increase

Higher earnings for both the quarter
and six months ended Dec. 31, 1963,
were attained by Archer Daniels Mid-
land Co., sccording to Lowell W. An-
dreas, president.

For the second quarter of the com-
pany's 1969-70 fiscal year, net earnings
from operations fotaled $2,539055,
equal to $1.60 & share on the common
stock, against $1,684503, or §1:0 2
share, in the same period of last sear.

For the six months ended Dec. 3! net

to
$221 a share on the common @ xk
compared with $2.385,003, or §1°2 3
share, in the same period of 1068

IM Seles, Earmings Up

A 25% increase in consolidate’ net
earnings on a 4% rise In sales w re
ported today by International M 'ing
Co. for the nine months ended Nc 3%
1969,

According to Willlam G. Pn 'iph
president, consolidated net earnin; : fof
the nine months amounted to $4,327 31&
equal to $1.63 a share on the cor moA
stock after provision for preferred livi
dends. This compaies with net income
of $3,461,479, or $1.28 & share, in the
same period of last year.

The increase in the nine-month car®
ings was attributed to b
proved results from industrial flour in
the United States, more favorable e&f
prices and improvement In Canada, in
part reflecting recovery from two major
sirikes a year earlier.
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Launching
a new

look?

It your product needs a boost 1
may be the package that prowides
the Lift-oft We can assisl you in
every phase ol yout packaging pro-
gram — trom the draang board 10
putting it i a planned sales orbdt

We ofter top qualily ofiset letter

press and gravure, plus sales orn-
ented designs Even counsel with
you on the best hiling and closing
equipment Trus s Total Capabiiity
from Diamaond Packaging Proa-
ucls There's a Diamond man who
can work with you 1o launch your
product into new sales Call us

OIAMOND NATIONAL CORPORATION
730 e AVEPAR NEW YORS & ¥ 0017 2WILST TID
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