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PACKAGING PERSONALITIES

ABBE LAZARO SPALLANZANI

Eighteenth century ltalian priest and
biciogist whose early experiments
with microscopic organisms in 1765
disproved the theory of spontaneous
generation of bacteria and led to
bolling and sealing as preventive
measures in the preserving of food-
stuffs. It was a first step In the
direction of food packaging.

SYSTEM The good Abbé followed a systematic program of research
and experimentation. System has its important place within the Rossotti
organization, too. Systematic research, development and production methods
enable us to offer you a unique packaging service tailored especially to fit
your individual requirements. The flexibility of this service now makes it
economically possible for you to achieve space-and-money-saving inventory
control, react immediately to marketing situations, conduct limited as well as
extensive market tests, carry out special on-the-package promotions, and
even set up a packaging machinery system of your own if you like. It's worth
looking into. Why not do it today ?

FOR BETTER MERCHANDISING THROUGH PACKAGING
ROSSOTTI LITHOGRAPH CORPORATION
Executive Offices: Narth Bergen, N. J, 07047

ROSSOTTI CALIFORNIA PACKAGING CORP.
San Leandro, California 94577

ROSSOTT! MIDWEST PACKAGING CORP.
Evanston, Illinois 60602
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A RECORD BREAKING YEAR!
1970 was a very good yesr for

the macaronl business—
better than the record set in 1068 which
posted o gain of 5.7% In sales.

1970 was a year of general economic
recession. Unemployment was sel at
58% of the work force in November,
but the consumer price index rose at a
rate of about 5.5% throughout the year.

Consumers were learning how to
make do—and do without. Newspapers
were filled with advice columns on how
to beat Inflation. The National Maca-
roni Institute publicity theme was most
timely, "Macaroni Makes Sense in the
Seventles.” Hunt-Wesson Foods offered
a cost-paring booklet of recipes called
“We'll Help You Make it"—and got
850,000 mail requests. Time magazine
reporis that menus consisting of the
specialties devised In the days of World
War II rationing were back—and thiy is
why the demand for macaroni, spa-
ghettl and egg noodles was up.

Feeding the Needy

Adding to the demand for macaroni
products were the purchases of the
Agricultural Stabilization & Conserva-
tlon Service, U. S. Department of Agri-
culture, At the start of the year it was
announced that they would buy about
3,000,000 pounis of wheat and soy and/
or milk macarcni for relief feeding to
the needy eround the country. Test-
marketing in New York, St. Louls and
San Dlego had shown high acceptance
for the product. Requests for blds ran
pretty close to expectations, running as
high as 5,000,000 pounds in March, but
dropping at the end of the year when
bids were not taking the full amount
requested. Low prices were the answer,
with the range of $11.70 to $14.55 per
cwt. in December failing to interest
many potential bidders. Complaints
were recelved from some areas that the
glve-away program was hurting nor-
mal business and a better method of
distribution would be through the food
stam,’ program.

Mill Grind Up

The durum mill grind reported by the
Bureau of Census, U, S. Department of
Commerce, showed a galn of some 11%
for the first ten months of 1870, twice
as good as last year's record 5.7%. And
shipping directions for November and
December were sald to be strong. Bome
of the Minneapolis mills disputed the
figure as belng too high, reasoning that
additional grinding of durum was be-
ing done on the West Coast.

A disastrous fire in Grand Forks put
the North Dakota Mill out of operation
in July, They are restoring facilities
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MACARONI MAKES SENSE
IN THE SEVENTIES

and plan to be in production next fall.
Meanwhile, Internatlonal Multifoods
brought thelr Lockport, N.Y. facllities
into operatlon, Peavey is modernizing
facllities at Hastings, and Archer Dan-
fels Midland brought in more grind at
Red Wing, Minn. But milling capacity
which was tight before the fire is still
tight, even with the adidtional facili-
ties being added.

Late Growing Beason

Durum planting was late in 1870 and
acreage was cut sharply in the face of
a large carry-over. The harvest was
about half of 1969's 100,000,000 bushels
and a goodly carry-over remains al-
though increased domestic production
and slightly increased exporis are cut-
ting Into stocks. Cash durum in Minne-
apolis was at $1.61-$1.65 at the start of
1970 and was lower only one other
time: Feb. 27, $1.60-$1.64. In December,
the high for cash durum No. 1 Hard
Amber Durum was $1.84-$1.87, putting
milled products about 60¢ per cwt. over
the start of the year,

The 1070 crop season was one of the
latest in the past twenty years. Mois-
ture supplies were on the short side in
North Dakota going Into the winter, but
snow helped replenish molsture some-
what. Field work was about to get un-
derway in mid-April when heavy rain
and snow hit, Excess molsture hindered
field work so seeding was about two
weeks behind normal on June 1. Rains

were recelved every week in Moy and
temperatures were low, In normal years
virtually all seeding is completed by the
tirst of June, but in 1070 farmeis were
still seeding in mid-June and even Into
July in scattered instances.

Harvest was behind normal but ex
cellent weather prevalled for combin-
ing the earller seeded crops. Intermit-
tent rains during September and later
hampered late crop harvest and the
wind-up of combining became 2 long,
drawn-out affair, The first killing {rost
in North Dakota occurred in mos! areas
of the state on September 13, slightly
earller than normal, but fortunately
little frost damage was reported.

Yield per acre in North Dakotn was
placed at 25 bushels, down 8 bshels
from the record yleld of 1969. Acredge
harvested in 1970 at 1,752,000 was 3%
Lelow the 2,781,000 acres harvested in
1669 and the lowest since 1963.
accounted for 60.3% of the durum
acreage planted in North Dakota. Wells
ranked second with 20.1%.

Egg Prices Drop, Then Bteady

Egg rrices were steadler than in the
year before. With production going int
bigger hands there seems to be a level
ing out of the peaks and valleys of pre-
duction and prices. There was a sharP
drop from the January high of 40¢-
40%¢ per pound for frozen whole eges
to 24%¢ to 28¢ at the end of April. The
range was very narrow during the ba
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ance of the year ending up at 24¢ to
25t4¢ in December. Frozen whites went
{rom 2¢-20¢ at the start of the year to
liu-16%¢ at the close. Dried whole
eggs ond yolks went from $1.60-$1.70
per pound to $1.14-$1.20. Fall ond early
winter weather was mild. Storms in the
major producing and marketing cen-
ters could quickly boost prices.

The Ballas Market Letter notes that
early estimates has the Jan. 1, 1871
laying flock possibly as high as 345
million birds. But the government re-
port of Dec. 1 pul birds of laying age at
$25,887,000 compared to 322,046,000 the
year earller. Slaughter has been run-
ping heavy and it was possible that
there would be fewer layers at the start
of the new year than the year before.

The haich of egg type chicks In No-
vember was 35,000,000 or 4% above
Nov, 1869 but eggs in incubators on
Dec. 1 were down §5%.

The V. Jas. Benincasa Co. reports that
in October the nation's laying flock pro-
duced 5,848 milllon eggs, up 2% from
a year earller, Layers on farms Nov. 1
tolaled 324.5 million, up 2%. The rate
of lay averaged 58.2 eggs per 100 layers
tompared with 58.4 a month earlier and
547 a year ago.

Increase Expected

Egg production is expected to show
gains the first half of 1871. The laying
flock is now 2.6% more than a year ago,
In addition, the numbber of pullets
three months old or older totaled nearly
15 million which Is about 4 million
more than a year ago. With a younger
fock of lagers, the rate of lay likely
will gain and be mere than it was a
year ago. Unless consumptlon at the
consumer level shows a good Increase,
there wil be a large production volume
and lower prices for all types of egg
products. It is certain that feed costs
will be up and some increases in labor,
transportation and other costs. So the
producer is facing a critical situation.

Freight Rates Rise

Freight rates advanced along with
olher costs, The one-day rail strike in
December emphasized the need for the

istration to make proposals to

ess for a' more stable situation.

The long and costly truck strike in mid-
year discommoded the entire public and
wded 1o the Infatlonary spiral, A
tic Committea for the National
Macaron| Manufacturers Association,
ni‘”'l‘d jointly by Martin E. Coughlin
X Thomas J, Lipton, Inc. and Guy R.
tckman, Jr. of Hershey Foods Cor-
Poration, did yeoman service In prepar-
malerial for the Natlonal Classifica-

i Board of the Trucking Association
Preserve classifications for dry maca-

Fesnuany, 1971

ronl and noodle products in the face of
inquiries concerning dinners.

Labor costs advanced during the year
and while some macaroni manufactur-
ers observed that the supply of labor
had improved in most areas, the quality
left something to be desired. “Warm
bodles, no motivation,” was a frequent
complaint.

Macaroni Movement

Grocery MIr, magazine carried o re-
port on warehouse withdrawal data col-
lected by Selling Areas-Marketing Inc.
for the period Nov. 28, 1969 through
Feb. 20, 1970, Pasta, as one of the 68
product categories, showed an increase
In sales of 10.5%. Rice posted a 7.2%
gain, Instant potatoes were up 4.1%.

Packaged pasta dishes gained 11.5%
while canned pasta products only
moved up 1.7%. Canned soups were up
1.4% while dehydrated soups took a
7.8% jump. Soups are good carriers for
noodles and macaroni products.

In the sauce section, Italian food
sauces were up 18.4%, while dry gravy
seasonlng and sauce mix rose 5.6%.
Sauces and tomato paste parallels the
pasta seasonal profile—rising in Janu-
ary and February, dropping after Lent.
There is a pick-up in September and
October as children go back to school
and adults eat heartier meals. Then
there is a slight drop at the end of the
year, The great peaks and valleys that
used to occur with the summer slump
have largely been erased with the
growing popularity of macaroni salads
and out-door eating.

Progressive Grocer magazine, in an
extensive study of A & P supermarkel
operatlons in the Detroit area, present-
ed interesting demographic information
on dry macaroni products. This appears
on page 00.

Ado About Nutrition

Civil engineer Robert Choate made
headlines by dlsparaging the nutrition-
al contribution of breakfast cereals.
The cereal industry made a good rebut-
tal but as is iha case with many con-
sumerism issues, the inital complaint
made the impact.

The American Food Council, made up
of several food assoclotions, supporied
a fall campaign for Nutrtional Aware-
ness explaining the Basic Four Foods
Classification: milk and dairy products;
meat, poultry and fish; frults and vege-
tables; cereal foods. While carried wide-
ly in the press, its impact in the grocery
stores was limited. Milan Smith, execu-
tive vice-president of the National Can-
ners Assoclation, was elected to head
the campalgn In 1971 and promises an
earller start on publicity,

Macaroni Publicity

Macaronl publicity through the Na-
tional Macaronl Institute capitalized on
the theme “Macaroni Makes Sense/
Cents In the Seventies." Day-to-day
publicity releases went to every media.
A shopping bag was mailed to grocers
stressing related item sales and profits
(“Macaronl is our bag, too"). A speclal
TV Kit went to 100 stations around the
country in May telling consumers how
to economize In their menu planning
and shopping by utllizing macareni,
spaghettl ond egg noodles, In December
a similar malling told telecasters how
“Macaroni Makes Sense to Dieters.”

In September, the Fourth Annual
Press Party for the New York corps of
writers for magazines, syndicated col-
umns and related item advertisers was
held at the Rifle Club. It hit a bulls-eye.
In October, the National Macaronl In-
stitute was host at a cocktail party and
reception at the National Newspaper
Food Editors Conference. The serving
of macaroni and noodle products as
hors d'oeurves and finger food made
copy all over the country.

So much of the industry's organized
efforts are in the building and mainte-
nance of consumer acceptance for mac-
aroni, spoghetti and egg noodles
through the work of the National Maca-
ronl Institute that it was proposed that
the Institute and Association be jointly
financed to broaden support of this
work. This will be discussed at the
Winter Meeting being held at the Hotel
Americana, San Juan, Puerto Rico, Jan.
24-28,

Meetings

The Assoclation’s Winter Meeting last
January saw a highly successful ex-
hibit of macaroni advertising and heard
Interesting discussions from three emi-
nently successful agencies serving mac-
aroni clients.

In April the Association collaborated
with the Food & Drug Administration
to put on a full day's session on good
manufacturing practices. This was fo!
lowed by a seminar on packaging just
preceding the Packaging Show In New
Yoik City.

In September, the second Washing-
ton, D. C. meeting was held featuring
spenkers from government and Wash-
Ington-based associations. Representa-
tives in Congress joined In at a recep-
tion ond dinner party in the evening.
A regional meeting in San Francisco
was held in October just prior to the
NMI reception for Food Editors.

Coming up in May (10 to 31) will be
a Macaronl School to be conducted by
Buhler Brothers in Zurlch, Switzerland.

(Continued on page 28)
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UST before the holidays the National

Macaroni Institute sent a program
kit to one hundred television stations
around the country. The kit contalned
two coples of the script that follows,
three colored slides (No. 1 Macaroni
Saolmon Salad, No. 2 Spaghetti Fish
Supper, No. 3 Festive Egg Noodles and
Burgers), plus a poster—the U, 8. De-
pariment of Agriculture Dally Food
Gulde. Also in the kit were a box of
elbow macaroni, thin spaghetti, and
wide egg noodles. There were also 100
recipe leaflets for the programmer lo
offer to viewers: “Macaroni Makes
Sense to the Dieter.,”

Ten-Minute Message

The telecaster was Invited to adapt
the material to fit the format of the
show. The script takes approximately
ten minutes, and here it is:

With the holiday season approaching,
and its inevitable round of parties, most
| women will be shopping for new
i clothes. And what a wonderful array of
fashions from which to choose! There's
the midl, and thote luscious long
scarves and shawls and ponchos. All
those marvelous pants suits! New styles
in capes. And there are the most un-
i usual shoes we've seen In years.
| If you haven't succumbed to the
| midi-look, you probably will by the
time the big social season arrives, And
if you have yet to own a pants suit, it
won't be long 'til you do. But before
you go out on that shopping expeditlon,
give a thought to how you're going to
look in the new fashions. Belts are back
in favor. . .and the waistline is on view
again. This may cause a bit of a prob-
lem for some ladies. Clothes have not
fit snugly for years ... a great camou-
flage for an extra pound here and there.

But now] Now a good many women
are going to feel the need for a diet and
exercise program in order to shape up
for the holidays and the new clothes
they will want to wear.

Dieting Suggestions

The Natlonal Macaroni Institute has
some dieting suggestions for you. This
leaflet has nine menus, all calorie-
counted, and recipes for delicious dishes
made from macaronl, spagheiti and egg
noodles. We'll tell you a bit later how
you can get a copy.

Here's one of the main dishes sug-
gested In the leaflet I just showed you.
This is Macaroni Salmon Salad; a big
serving of It contributes only about 307
calories. It's included in a menu which
has a total calorie count of unly about

6

547, Now wouldn't you enjoy eating
that delectable looking salad, while
knowing that you were eating a meal
designed to help with welght control?

Macaroni Makes Bense

Yes, macaronl does make sense for
the dieter. The reason is because a good
welght control diet is based on a good
normal diet. Take a look at this Daily
Food Guide developed by the United
States Department of Agriculture. Nu-
tritlonists advise that it is easy to plan
the doy's meals by choosing foods from
each of four groups.

Take the milk group, for example.
1 guess everybody knows that every-
one in the family needs some form of
milk every day.

And here's the meat group. Again,
everyone knows that meat, or fish or
poultry belong in the diet every day.

Then there's the vegetable and fruit
group. Everyone should have four or
more servings every day. Citrus fruit or

Macaroni Makes Sense to the Dieter

tomatoes are a must, and so ar. deep
green or yellow vegetables.

Now take a look at the breud and
cereal group. Macaroni—which is a
generic term for macaroni, spaghelii
and egg noodles, is included in this
group. Too often would-be dieters fry
to eliminate this whole group from the
menu. Yet nutritionists tell us that we
need some of them every day. Mucaronj
products supply protein and can be
used to extend the more expensive pro-
tein foods. Most macaroni products are
enriched, which means they are excel-
lent sources of the B-vitamins and iron.
And the carbohydrate value is impor
tant, too. We all need carbohydrates lo
meet energy needs.

More Main Dishes

Here's another main dish from the

menu and reclpe leaflet I showed youa |

few minutes ago. The spaghelll is
dressed with a low calorie Italian dress-
ing and is a zesty accompaniment to the
brolled fish fillets. A generous servinp
of both the fish and spaghetti gives you
only about 395 calories. And with &
vegetable, fruit and milk to round out
the menu, you will have something
from each of the four food groups, and
consume a low 550 calories.

Festive Egg Noodles and ‘Burger
give you practically ithe whole meal;
there's the ground beef from the meat
group, egg noodles from the cefeil
group, green peppers from the vege-
table group. And yet the caloric cou
per serving is reasonable, at about 466.
The menu also includes jellicdd coo-

(Continued on page 8)

Macsreal Salmen Saled
THE MAGARONI JOURNAL §

The risht combination for 71

MALDARI QUALITY
MALDARI WORKMANSHIP
MALDARI SERVICE
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Macaroni Makes Sense—
(Continued from page 6)
somme, fresh pineapple and milk to
bring the total to about 588. Which is
Jjust about right for the main meal when
the total for the day should be at least

1200,

So remember, if you are diet-con-
sclous you should be nutritionally
aware, too, and follow this Dally Food
Gulde, Choose from the milk group, the
meat group, the vegetable-fruit group,
and the cereal group—which includes
those wonderful macaroni products,

Information Available

It you'd like information which will
help you to plan nutritionally adequate
meals, we recommend two booklets
from the U.S. Department of Agricul-
ture. One is “Family Fare—A Guide to
Good Nutrition” Home and Garden
Bulletin No. 1, which costs 45¢, The
other {s “Food and Your Weight,”
which costs 15¢ and Is mentioned on
this leaflet prepared by the National
Macaroni Institute. Both booklets may
be ordered from the U.S. Government
Printing Office in Washington, D.C,, zip
code 20402,

And this leaflet, “Macaroni Makes
Sense {o the Dieter,” is freel Just send
a self-nddressed stamped envelope to
the station and ask for “Macaroni.”
We'll be happy to mall you a copy.
Write soon, the supply is limited,

Happy dieting—happy shopping!

Professor Says Pasta In ltself
Is Not Fattening

PAEAN of praise for pasta and a

resounding rebuke for those who
dare suggest it may be fattening, has
been {rumpeted through Italy's aclen-
tific world. The author is a dletician,
Professor Mario Finzi, of the University
of Bologna, who has written a paper
entitled “Pasta Foods—Opinlons &
Prejudices” for the journal Tecnica
Molitoria.

The following are extracts from the
article:

“The Idea that pasta is fattening and
that it should never pass the lips of
anyone desiring to keep his figure is
part and parcel of a bundle of preju-
dices that I could term the ‘science fic-
tion of f30d'. Pasta In itself, taken as a
food on its own, it not fattening, of
course . it Is fattening if large quantities
are consumed, if it is too highly season-
ed or if it Is followed by \uo generous
helpings of other foods or washed down
by too coplous a flow of liquid. How-
ever, the same applies not only to pasta
but to all other foods—fats, meat, even
fruit,

8

Watch Your Liquids

“The reason for the highly depre-
cated process of putting on welght is
that more calories are taken in than are
expended. Merely to eat pasta does not
put it on. I would add one very im-
portant point: a great deal also depends
on the intake of liquids.

“To avold putting on weight, one
must calculale one's dally requirement
of calories and eat a balanced diet, In-
corporating different types of food. A
typical meal I recommend to anyone
wanting to lose weight consists of 70
grams of pasta, seasoned only with to-
mato sauce and a little oil, green vege-
tables and fruit.

“In addition, this so-called “dissoci-
ated regime's Is valuable in that it is
very easy on the digestion.

“There is another factor that most
housewlves do not appreciate, since all
types of pasta are usually lumped to-
gether, as if they were identical from
the point of view of composition and
biological-nutritional value, and that is
that some forms of pasta tend to be
more fattening than others.

“A general rule is that pasta Incor-
porating egg, spinach or milk Is less
fattening than ordinary pasta, since it
has a higher protein, and consequently
a lower carbohydrate, content.

Easlly Digested

“Finally, I do not agree with the view
that pasta is indigestible; if the diges-
tive system Is working properly, it is
easy to digest. This applies particularly
to people who work, to children and
young people at school and college, to
all those, in short, who lead an active
life and nred a high calorie intake.

“It should be borne in mind that
pasta is not eaten all on its own, with
no sauce; such famous physiologists
working in the field of nutrition as Bot-
tazzi have demonstrated that pasta with
a tomato sauce, butter and ol!, sprinkled
with the traditional parmesai cheese,
constitutes u dish that is not only
healthy but s truly complete, contain-
ing as it does vegetable and animal pro-
teins, carbohydrates, fats, mineral salts
and vitamins. And need we mention the
highly nutritious enrichment of the
equally traditlonal ‘bolognese' sauce, or
meat and tomato?

“Furthermore, food manufacturers
are now marketing various types of
pasta which satisfy a very wide range
of nutritional reau:licments and which
differ widely.

“l refer to the lletary ‘pastina,’ or
small pasta shapes, produced as baby
foods, with added animal protein, vita-
mins and in some cases enzymes, to
muke it even more digestible, There are

BRI R e R e a
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also types of pasta which are gluten.
and complete protein-enriched, and g
on.

“When a housewife goes to her Lulch.
er, she does not ask for a pound of
meat, but for a pound of stewing steak
or ox liver; the same should apply
when she shops for pasta,

Pasta Every Day

“People who lead an actlve life, who
rapldly use up their dally intake of
calories, should eat a good dish of pasta
every day; In its tradition, Italy leads
the rest of the world in this respect.

“Farticularly recommended s a plate
of pasta for children, adolescents and
young people. For children between 6
and 10, 80 grams of pasta a day are
recommended, 100-120 grams for chil-
dren of 10 to 15, and as much as 150
grams for young people over that age.

“This information is based on many
years' experience, supported by very
interesting tables of data on which I
myself have drawn when discussing the
problems of rational diet during the
years of development. For adults in
general, 100 grams are sufficient, al-
though those engaged in heavy manual
work will need more."

Curing Ulcers With Pasta

From the Pasta Post, published by
Pasta Foods, St. Albans, England,
comes this bit of detective work to
uncover a medical gem. They have dis-
covered the following passage from the
Eric Ambler novel “Uncommen Dan-
ger';

“You would not think to look al me,
to see me eating with you now, that two
years ago the doctors told me that |
must have an operation for ulcers of
the duodenum. It is true. I have a stom-

(Continued on page 26}
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How Different Supermarket Customers

Buy Dry Macaroni Products

Progressive Grocer magazine hos
made a study of A & P supermarkets,
profiling the customer of the world's
largest food chain on a broad basis. As
models for their type, seven different
A & P stores in the company’s Detroit
Division were selected for close scru-
tiny of thelr typical customers: upper
income, Negro, blue collar, apartment
dweller, young family, small town and
—because of its emergance as a unique
type unto itself—discount foods.

The study renders obsclete once and
for all the concept of operating super-
markets on the premise that all cus-
tomers are average—and therefore buy
the same merchandise in similar
amounts. A & P supermarkets were
audited over a 13-week period, Febru-
ary through April, 1870, to determine
the differences in purchase patterns by
consumers. The groups were defined as
follows:

The High Income Customer: Vanguard
In the Revolution of Tastes

Better educated, more affluent, with
diverse tastes and Interests, the high
income shopper presents the greatest
opportunity and challenge.
® This customer Is white, in her early
forties.
® Husband Is white collar or profes-
sional worker.

® Famlly Income is more than $15,000
annually,

¢ Emphasizes entertaining.

L] :‘.‘nn afford and is responsive to qual-
ty.

® Leading salad maker.

¢ Likes low-cals.

® Presents greatest opportunity in

merchandising frozen foods, nation-
ality foods.

The Negro Customer: Loyal to Store,
Product, Sise, Brand

The Negro slore is located within the
densely populated, predominately black
central city area, close to the riots of
1067, The store's trading area embraces
54,600 households, of which 18% in-
clude three or more children. Detroit
leads U.S. major cities in average fam-
fly use,
® About 22% of shoppers were in

$7,000 to $10,000 category.
® 12% earned more than $10,000,
® 20% were at $5,000 or below,

® 45% of shoppers were women alone
or with children.

® 25% were couples; 25% men alone,

® Highest store sales for pork, poultry.

® High use of spices and special sauces.

® Misconception: the Negro shopper
will not always put economy second
to national brand name, While it
may be true in some categories, it

wasn't so In private label dairy
products.

The Discount Cusiomer: Non-Foods
Are a Koy Attraction

Discounting may be defined as an
operational - merchandising approach
aimed at Increasing traffic and volume
through reduction in gross profit mar-
gin and/or lowered operating costs
which are reflected in lower prices to
the consumer, Generally, a Progressive
Grocer survey found, ' discounting
ranges from a reduction in overall store
sargin of from 2 to 5 percentage points,
for an average cut of 2.8,

There are few characteristics special
to discount store clientele; they have
somewhat larger familles, are more
price-conscious and shop somewhat

! Weskly Total Unit Bales % fo
Dry Macaronl Products Sales % to Weekly Total
Composite Store $105.28 33 656.7 .51
High Income 130.87 .23 514.9 39
Apariment Dweller 134.62 23 503.6 40
Negro 160.19 28 " 6389 52
Blue Collar 103.65 .33 679.1 53
Small Town 240,38 40 7203 .55
Young Family 270.08 A5 8322 .65
Discount Store 307.83 52 855.3 .68

Composite store data were derived by averaging weekly sales of the seven

stores audited in the A & P study,

Movement based on 13-week period, February-April, 1870,
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more frequently than the average, The
store has very few Negro customers
There were more first-time customery
here than in any other A & P studled,

The Young Famlly Customer: Open 1o
Suggestions That Lighten the Load

The new community, develcped over
the past ten years, provides the base of
skilled blue collar workers ard young-
er, white collar workers. Many own
their homes for the first time. Nine oul
of ten occupy single-family hoimes.
® Four out of ten have at least one
child under 6.
® 96% have at least one under-18 child
at home,
® Median family income was around
$8,500 three years ago and Is now
about $10,500.

® Average Thursday-through-Saturday
ticket is $21.29, by far the highest
of any store surveyed.

® Housewlfe shops alone nearly % of
the time, although male shoppers ac-
count for 1/6 of weekend shopping

{rips.
® Produce is a standout dept.
® Convenlence is her motlo.

The Blue Collar Customer: Buyer of
the Basic, a Challenge to Change

They live quietly in a mode:! one-
family home which they own, Husband
is the breadwinner earning just over
$10,000. Somewhal old-fashloncd In
tastes, they are older In years, nedian
37.3 vs. 205 for white collar man. They
are a shrinking percentage of the work
force. Growth rate is only about '3 of
the white collar groups,
® Meat and potatoe, bread and buller

eaters,
® They are the best bakery customers.
¢ They are avid gardeners,
® Cost-consciousness evident but de-

s.ite careful budgeting she will not
always forego those items she truly
wants just for the sake of economy:

The Apariment Dweller Customen
A Big Appetite for Variety

1t is a falrly common scene for a blg
clty of the Seventies: middle-income
apartment dwellers living in a sell-
contained, integrated development and
surrounded by a belt of low-income
blacks, Typical shopper is in her late
30's or early 40'a.
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+ Half ¢f the households represent 1-2
persois.

« A third have only two children.

+ 18% are retired.

o Best customers for deli items, gour-
met {vods, and frozen foods, particu-
larly convenience items,

The Small Town Customer: Parily
gelf-Sulficiont, Parily Dependent

This small town had a population of
sbout 21,000 some 50 miles from De-
troit. The town serves food producers
ad - processors, Farmers represent
sbout 11% of shoppers during the busy
Thursday-thru-Saturday period. More
than half of the customers are blue
cllar, workers employed in local can-
neries. and  other 'industrial plants.
White collar workers in the area make
up 10% of the clientele with 11% are
retired.

Meat and produce sales are lowest
among test stores, although luncheon
meat sales rank first. Pizza mix sales
run 170% above average among stores;
dry macaroni products 58%, and rice
5%,

A & P, World's Largest
Food Retailer

Progressive Grocer reporis:
Number of Stores—4.604

Opera’'ng In 35 states and Canada
the natlon's largest and oldest chain
(established 1859) maintains more than
{wice the number of stores of the next
largest chain—in fact, more than the
numbe: of food stores in the states of
Hawaii, Alaska, Wyoming, Utah, Ne-
;{l:l. New Mexico and Montana com-

ed.

135,000 Psople in A&P Family

With 54,000 full-time store employ-
ees, 50,000 part timers and 31,000 more
in manufacturing and supporting serv-
kes, A:P's “family” of 135,000 persons
Is amo ¢ the largest in the nation. The
lotal ensily exceeds that of such indus-
irial giants as Bethlehem Stee), RCA,
DuPont, General Dynamics and East-
man Kodak,

80,000,000 8q. Ft. Supermarket

I all A&P's stores could be consoll-
daled into one supermarket it would
measure more than 60,000,000 square
feet, featuring 1,500 miles of shelving
ad 240 miles of refrigerated cases.
Ceiting checked out wouldn't be much
o a’ problem, however. Merely select
one'of the 20,840 handy checkouls.

11800 Different Items

In its 32 divislons A&P offers cus-
11,600 different brands, slzes

L0y

In August, 1966, Progressive Grocer did a similar study on ten Kroger stores
in the Cleveland area. Here is dollar sales volume from that study (base 100 equals

the 10-store average):

Young

Weekly Dollar Sales Married
Dry Macaroni Products $107.00
Dry Macaroni 75.79
Dry Spaghetti 4177
Dry Noodles 47.20
Canned w/Meat 36.91
Canned Meatless 16.37
Dinners 75.76

Blue High Small
Collar Income  Negro Town

$110.00 $64.00  $76.00  $115.00

7707 45.21 53.87 81.69
45.22 25.03 36.77 42.04
47.23 £3.18 45.81 85,72
40.54 27,00 3236 37.04
12,60 17.81 24.54 1030
62.24 45.23 20.34 45.58

and kinds of packaged groceries. Each
week A&P sells 254,000,000 units of
merchandise, a yearly total of 13.2 bil-
lion units worth about 43¢ each.

Largest Private Labels in Industry

Operating 23 manufacturing and
processing plants with 13,000 employ-
ees, A&P produces 408 grocery flavors
and varietles plus an additional 500
dalry and fish items. Approximately 12
percent of A&P volume is in Ann Page
and Jane Parker labels, a volume which
ranks A&P ahead of such well known
grocery manufacturers as Stokely-Van
Camp, Gerber, Green Giant, Purex,
Lipton and others.

A&P Buys Blg

To fill its weekly needs, A&P would
need a shopping bag the size of fen
super tankers. Sample weekly amounts:
8,900,000 1ba. of chicken, 4,000,000 heads
of lettuce, 6,000,000 ears of corn, 7,600-
000 hands of bananas, 1,000,000 water-
melons, 2,200,000 cases of canned peas,
500,000 lbs. of sugar.

40,000 Mils Communication Network

To link its 33 produce field buying
offices with 38 terminal sales offices,
thus providing up-to-the-minute grow-
ing, shipping and supply conditions,
A&P operates 40,000 miles of private
telephone lines, enough to circle the
earth more than 1% times.

Keeping shelves and cases full re-
quires 550,000 deliveries each week to
stores by A&P and its 2,720 suppliers.
Thus, In a year 28,600,000 deliveiles are
logged In, as are 5,300,000 calls by
broker and manufacturer salesmen.

Trucks Operated: 2400

Rumbling ‘cetween warehouses and
A&P stores are some 2,400 trucks oper-
ated by or for A&P, many pulling trall-
ers—3,500 in fact. Bumper to bumper
they would create their own traffic jam
66 miles long.

Army of Shoppers—Every Dayl

Every day more than 3 million cus-
tomer transactions take place in A&P
stores—22 mililon a week—114 billion

a year, In ringing up $5.7 billion annual
sales I1's as though A&P collected $1.35
from every man, woman and child in
the world.

$442 Million Worth of Free Parking

Some 17,000,000 cars park each week
in the 860,600 parking stalls maintained
for A&P customers. At an average of
£0¢ per parked car, the value of this
free service amounts to $442 million in
a year.

U.S. Public's Favorite “Banker”

No one but no one—not even Bank
America and Chase Manhattan Bank—
cashes more checks for the public than
A&P, Each week customers cash 1,500,-
000 checks valued at $756 million. By
year’s end the total is 78 million checks
worth $3.9 billion.

A & P £arnings Climb

Great Atlantic & Pacific Tea Co,, is
feeling no profit pinch as it moves more
strongly into discounting.

Earnings were up more than 4 per
cent for the third quarter and 8 months
ended Nov. 28. Volume slipped about a
half per cent for the quarter, but ad-
vanced 1.1 per cent to a record for the
8 months.

Third quarter earnings were $12,802,-
000, or 52 cents a share, 43 per cent
above last year's $12,366,000, or 50
cents. Sales declined to $1,395,487,000
from $1,403,107,000.

Some of the sales decline may be
attributed to the “planned program to
phase out obsolete stores,” which re-
duced facilities by 160 stores, or 1 mil-
lion square feet, during the latest pe-
riods, A&P sold it plans to construct
100 larger stores in 1870,

For the ® months, profits were up 4.1
per cent to $37,456,000, or $1.51, from
$35,904,000, or $1.45. Sales were $4,233,-
444000, versus $4,188,421,000,

Lower taxes contributed to the profit
increases for both the quarter and 9
months, Tax payments were about 5 per
cent lower for the quarter and about 7
per cent lower than for the 8 months.
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You might well expect Peavey to be a
major factor in the milling and distribu-
tion of durum products. The reason?
North Dakota’s durum wheat fields where
virtually all the nation's durum crop is
grown—are in the heart of Peavey Coun-
try (see map). This is a broad, wheat-rich
land that nupRlian the Peavey mills that
gpecialize in the milling of Semolina and
urum flour,

urum is an important product of
Peavey, along with a multitude of other
antarpriaea related to the growing, stor-
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apecity {60,000 hundred-weights a day,
much of it, of course, in durum.
No vonder macaroni and spaghetti
manufacurers have come to rely most
vily vn Peavey for their quality dur-
um products, And it all starts ‘way out
i Peavey Country’.

age, transportation, merchandis:* g and
rocessing of cereal grains, Peav ¥ 11'
Rlsh!y eﬂgcient. operator in this ¢ mplex
business because its operativ a are
streamlined and coordinated to ' e nt

egree.

Durum mills operated by Pea: ¢y “3
located at Superior, Wisconsin, ";‘}“w
Forks, North Dakota and Buffal, he
York. Peavey Flour Mills process W ea
received from 700 grain elevatora I‘W;
in the areas producing the finest W"F"
in the world. Peavey has total milling

W Merchandsing and commodity futures ollices; @ Terminals;

& Plut mills and mix plants; sk Flour sales offices and ware-
: B8 Counlry elevatar, feed and service facilities; €

t1 of Peavey Company and National Grain Co. Ltd.

PEAVEY COMPANY R KagiMlidas ounom swonr

Flour Mills
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The Outlook for Canned Meat

The Corporate Planning Depariment
of American Can Co. says this about
meat:

Farm Income derived from the sale of
meat animals Is a major source of in-
come to farmers. The proportion of
farm receipts accounted for by meat
animals has averaged aeround 31%
throughout the 50's ond early 60's.
However, starting with 1885, farm mar-
ketings of meat animals—especially
cattle — acceleraled in response 1o
sharply upward trends in personal in-
come and the concurrent increase in the
demand for red meats.

Approximately 37% of all farm in-
come in 1860 was derived from meat
animals with the nation's farmers re-
ceiving an estimated $17,600,000,000
from such marketings. While this repre-
sents a record 14% increase over 1868,
nearly 12% of the gain was ascribed to
sharply higher livestock prices. Strong
consumer demand for red meats cou-
pled with tight supplies were the prin-
cipal factors responsible for the dra-
matic price hike in 1868, For example,
hog prices were up 23%.

Meat Is a major item In the budget
of the Amerlcan consumer, accounting
for about 25% of every dullar spent for
food. Poultry purchases are equivalent
to 4% of the total food bill, eggs 3%,
and fish and seafood 2%.

Canned Bpaghstti Leads

Paced by a'swe-average growth of
canned spaghettl meat items between
1869 and 1975, car.ned processed meat
products as a whole are expected to
grow at an average rate of 3.7 per cent
a year through 1875, iccording to a
study just published by the Corporate
Planning Department o’. American Can
Company.

The new study, entitled “The Out-
look for Canned Meat and other Proc-
essed Meat Products 1875, estimates
that canned spaghetti meat products
will grow at an average annual rate of
6.8 per cent, or from 259-million lbs. to
380-million, between 10689 and 1975,
Furthermore, this product will account
for 12 per cent of the total canned meat
volume In 1875, up from 10 per cent in
1868,

Stews and Chill

Canned meat stews are expected to
amount to 250-million 1bs. in 1875 while
growing at a rate of 4.1 per cent a year,
Canned chill con carne should increase
approximately 3.3 per cent a year to
200-million 1bs, canned beef hash 2.8
per cent to 105-million lbs. and canned
ham 2.7 per cent to 420-million lbs.
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In the non-canned meat area, the
study shows sausage products increas-
ing 4.6 per cent a year, sliced bacon
rising 3.1 per cent per year, and other
sliced products growing an average of
3.9 per cent annualy,

Promotion Possibilities

American's meat forecast implies that
the canned meat industry will maintain
its recent 5 per cent share of the total
meat business at the retall level. How-
ever, it adds that if the Industry sets a
goal of 8 per cent of market share for
1975, and is successful in accelerating
its growth sufficlently to realize this
goal through new product innovations
and eflective advertising, promotion
and merchandising, the one percentage
point increase in market share would
have the effect of adding $350 to $400-
million to the canned meat market at
the retall level in 1975,

The Potato Situation

The National Commodity Research
& Statistical Service has this to say
about the potato situation:
¢ Fall production is estimated at an

all-time high of 251,600,000 cwis.

versus 236,500,000 cwts. in 1969 and

220,800,000 in 1868.

e Stocks of potaloes in storage as of
Dec. 1 were at record levels of 173,-
060,000 cwts. versus 162,600,000 in
1969 and 152,800,000 in 1868.

® Movement of potatoes for the month
of December ran below year r9o
levels. Large Idaho processors w.re
shut down for a week to ten days
due to lack of business.

e Canada has a record crop and 2,000,-
000 cwt. more in storage than a year
ago.

e Furope has large crop, So there will
be no export business to Canada or
to Europe.

e Frozen french fry holdings in cold
storage are as record levels. The Dec.
1 report revealed that there was
510,000,000 pounds in storage versus
388,000,000 in 1869 and 358,000,000 in
1968,

® Table stock consumption of potatoes
is down and it is predicted that farm-
ers will dump potatoes in March and
Aprll thereby depressing cash mar-
kets.

Tuna Hit for Lent

Macaroni products, cheese, salmon,
sardines and eggs will be given greater
emphasis in Lenten promotions by
some retailers who are avolding tuna in
light of the mercury scare according to
Supermarket News.

Whaeat Planting Increase?

Farmers planted 2 to 5% morc acres
of winter wheat last fall than thoy dig
the year before, some experts say.

That isn't much of an increase, bhut
it's enough to break a pattern of stead.
ily shrinking acreages in the past three
years. Most observers expect the ex-
pansionary trend will accelerate sharp.
ly next April: spring wheat plantings
could jump 25% or more.

If these forecasts turn out to be cor-
rect and if the weather is favorable,
farmers could harvest two to four mil-
lion more acres of wheat this year, The
crop could total 1.4 billlon bushels, ap-
proaching the record 1.57 billion bush.
els harvested in 1868,

Allotments Eliminated

The new farm program eliminales
allotments, but this was not certain lasi
fall. Many winter wheat farmers usual-
ly overplant their allotments as insur-
ance against crop fallure in some fields.
In past years the extra acreage had fo
be plowed up, fed to cattle or otherwise
kept off the market. This year the
added acreage can be harvested, pro-
vided the farmers set aside specified
amounts of land production.

Spring wheat farmers are not ham-
pered by uncertainty about the farm
program. Moreover, spring wheat is in
short supply and commands a premium
price. Thus, observers say, the slage is
set for fence-post to fence-post plant-
ing.

Charles Nelson of the North Dakola
State Wheat Commission says he ex-
pects at least one million more acres to
be planted next year, and possibly two
million more. Spring wheat sceding
covered 10.8 million acres in 1870. Stan-
ley Moore, secretary-treasurer f the
North Dakota Farmers Union, pr-dicts
plantings could increase 20 to 25° and
spring wheat production could ¢ uble
if weather Is good.

General Mills Pledge

General Mills, Inc., nationally finous
multi-product food company, hu: an-
nounced it will contribute as much a8
$25,000 to the American Associution of
Cereal Chemists' (AACC) Development
Program, which is attempting lo raise
a total of $350,000 to finance expansion
of the organization's services and con
struction of a headquarters building.

The announcement came in the form
of a letter of Intent from Dr, Frank C.
Hildebrand, vice president of the Min-
neapolis-based industry leader, which
stated in part, *. . . the objectives of the
AACC Development Program merit our
support.”

(Continued on page 16)
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General Mills Pledge—
(Continued from page 14)

The letter went on to say that in
order to encourage individual contribu-
tions, the General Mills gift would be
in part a “matching gift" dependent
upon the amoun's contributed by indi-
vidual company members of the AACC.

Terms of the letter call for a mini-
mum gift of $10,000 plus matching
funds of two dollars for every one dol-
lar given by a General Mills employee
for a maximum total contribution of
$25,000.

In addition to construction of a new
headquarters bullding, the successful
outcome of the AACC Development
Program will allow the organization to
Increase the number of Its member-
industry services including:

1. Expansion, modernlzation and im-
provement of its communications ByS-
tem.

2, Establishment of a computerized
library of educational materials.

3. Field assistance in program plan-
ning for local chapters,

4. SBtudy courses for lab technicians.

5. Speclal orientation courses for
scientists new to cereal Industry,

General Mills Report

General Mills announced that earn-
ings for the first half of fiscal 1970-71
showed a seven per cent increase over
the comparable period for the previous
year,

Chairman James P. McFarland re-
poried record net earnings of $24,178,-
000, or $1.12 per common and common
equivalent share, for the 26-week pe-
riod ended November 28, 1870. This
compares with $22,652,000, or $1.05 per
share, restated for the first half of last
year,

Sales for the first half reached $587,-
745,000, a gain of over eight per cent
from $523,685,000 a year ago.

Trends

Commenting on trends of the second
quarier, McFarland noted that slow re-
fail sales in the pre-Thanksgiving pe-
riod were reflected by a falling oft of
reorders for craft, game and toy items
In November. Furthermore, he noted
grocery store sales as reported bby the
Depnrtment of Commerce also slowed
In growth rate from last year, already
offecting sales of some convenlence
products. He said the total ready-to-eat
cereal market was off somewhat as a
result of publicity given to nutrition
questions. The effect on Big G cereals
was mixed, with TOTAL and Kaboom
up and Cheerios and Wheatles off from
a year ago.
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R. J. Tarieton presents pledge te Dr, F. C, Hildebrand,

As a result of the November slow-
down, McFarland reported second
quarter sales were $301,741,000, or
about seven per cent above last year's
$283,448,000,

IM Gains

William G. Phillips, IM board chair-
man and president, has reported con-
solldated net earnings for the nine-
month period ending Nov. 30, 1970 up
8% on sales increases up 15%.

Mr, Phillips singled out several areas
as contributing to the company's over-
all performance. One was a continuing
strong preformance in U. 8, formula
feed and International operations.

“Bakery mix and durum product vol-
ume has Increased from a year ago. We
also benefited from an excellent quar-
ter for King Foods' portion-controlled
meat products, gains in the dry cereal
market by Kretschmer Wheat Germ
and the performance of consumer prod-
ucts in Canada, especially pickles,” Mr.
Phillips said.

On the negative side, he noted egg
prices were down compared to last
year's high but this was expected.
Lower margins were experienced on
both U.S. and Canadian flour vrlume.

A D M Appointment

Archer Daniels Midland Co. has
elected Roy L. Erickson, secrefary and
general counsel, as a vice president of
the company. He joined ADM in 1048
and has served in a variety of manager-
lal positions In the financial and legal
areas.

Service Centers
At Poultry and
Egg Meeting

Slx Service Centers will be a new
feature at the Institute of American
Poultry Industries’ 42nd Fact Finding
Conference in Kansas City, Mo, Feb.
11-13.

Howard H. Richey, chairman of the
Institute board of directors, says the
Service Centers will cover arcas in
which the Institute is active all through
the year,

The centers and those who will be In
charge are;

Environmental Control Center—Dr.
Harold Buyens, Swift Dairy and Poul-
try Co.,, who is chairman of the [nstl-
tute's recently appointed Enviror men-
tal Control Committee.

Ressarch Center—A. Barde I gers,
Armour and Company, director « ! the
Institute Research Council,

Bafety Center—Roy Gretzer, C rgill,
Ine, chairman of the Institute's &fety
Committee with Jeannine Ayd lotte
and Joan Moore, nurses from Ru!-ton-
Purina's plants at Berlin, Md. an¢ Wa-
terville, Me.

Murketing Conter — C. Wendel
Muench, director of promotions for the
International Trade Development
Board and consultant to the Institute
on marketing, and Edward W. Priche,
Egg Consulting Service.

Traffic Center—Wendell Tuchy, In-
stitute traffic manager.

Quality Control Cenfer—Margaret
Huston, Institute sclentific director.

Harold M. Williams, Institute presi-
dent, points out that with business be-
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coming nore and more complex, oper-
ating r 'nagers are relying on special-
ists In 1ese different fields.

“Mar - company executives tell us
they're .aking a ‘tcam’ approach,” Wil-
lams s.ys. “They are bringing their
own sp cialists to Kansas City—1to get
the mo:t out of Fact Finding."

Current concern about environmental
control and what it involves Is expected
{o bring many processors and growers
o talk with Dr. Buyens and other
members of the Environmental Control
Committee.

A summary of replies the Institute
received In a survey of industry people
indicates that problems causing greal-
ut concern in environmental control
are! Sludge from disposal units, clean-
up wastes, free-flying feathers, surface
run-off on ranges, blood, and house
litter,

Industry executives are also concern-
«d with the impact of the occupational

health and safety legislation, They
want to know how to sel up a safety
program and how to make employees
safety-conscious. They want to know
what help a nurse can be and how to
work with their insurance carriers to
reduce both rates and claims.

Gene Shephard, Institute programs
director, says industry people are In-
vited to send in questions they have in
any of the six areas. They may also
make specific appointments with peo-
ple in charge of any of the service cen-
ters,

Egg Mix Purchases

The U. S. Department of Agriculture
has resumed purchasing egg mix for
distribution to needy families. Pur-
chases will be made with funds au-
thorized under section 32 of Public Law
74-320. Most of the 16.8 million pounds
of egg mix which the government pur-
chased In 1868 has been’ distributed.
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Bids are asked for egg mix packed 12
ounces in No. 2¥4 cans or 6 ounces in
plastic laminated foil pouches. The mix
is a high protein dried food product
consisting of 51% whole egg solids, 30%
nonfat milk solids, 15% corn olil, and
1% salt. Whole egg used in the mix
must be processed in plants operating
under the voluntary egg products in-
spection program of U.SD.A's Con-
sumer & Marketing Service.

Food Technologists Meet

The 315t Annual Meeting and Exposi-
tion of the Institute of Food Technolo-
gists will be held on May 23-27, at the
Americana Hotel in New York City.
The program is buit around the theme,
“New York—New Ideas.”

Host for the meeting is the New York
Section of IFT which has named E. E.
Alt, Jr, CPC International, as the
Chalrman of the General Arrangements

(Continued on page 20)
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Unloading, storage,
transfer, and rebolting

BUHLER

automatic

Continuous operation... 24 hours a day

Here are modern production methods at their best . , . truly automatic
and cantinious production lines that cperate 24 hours a day. And
at the same time, they also provide automatic storage for long goods
so you can do all packaging during the daylime shift.,

From the truck or car which delivers the raw material to discharpe
of the finished product, each step is carried out by modern equipment
designed to produce the best possible product in the most economical
possible manner,

Whether you manufacture long or short goods, you will be pleased
to discover the savings which a modern, automatic all-Buniir
production line can offer you.

T '« WL * Y O

. AUTOMATIC PRE-DRYER

production lines

Flexible...to fit your available floor space

Typical Bunter bulk handling and bolli long and short goods
production lines ure shown on these pages. In actual practice, how-
wver, the bulk handling system is engineered to fit your existing
facilities and the Press, Spreader, Pre-dryer, Finishing Dryer, Auto-
matic Storage, and Cutter need not be installed end-to-end. Thus, if
your present floor space in your present building does not lend
itsell 10 such a plan, it's possible 1o arrange the various units
side-by-side or on different floors.

Your nearest BUILER representative can give you valuable help in

reducing production costs through plant modernization. Call him or
write The Buhler Corporation, Minneapolis, Minnesola 55426, today.
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¥
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. AUTOMATIC FINISHING DRYER

AUTOMATIC STORAGE UNIT




Food Technologists Meet—
(Continued from page 17)

Committee. Program Chairman is Dr.
William J. Hoover, Kansas State Uni-
versity, Manhattan, Kansas, and the
Exhibitors Advisory Committee Chair-
man is H. B. Rogers, Nestle Co., White
Plains, N.Y.

Advance programs and registration
forms will be avallable on request dur-
ing March, Exhibitors brochures are
avallable on request right now. Over
85% of the Exposition space s already
committed,

Requests for exhibitors brochures
and advance programs should be ad-
dressed to D. E. Weber, Director of
Conventlon Services.

Packaging Show

The completely re-built McCormick
Place, Chicago, will be the site of the
American Management Association's
National Packaging Exposition and its
accompanying conference in 1871.

Destroyed by one of the most dis-
astrous fires in the nation's history,
McCormick Place has been completely
rebuilt and now slands as the most
modern exposition hall in the world.

The show will be open from May 3
through 6 with the conference ending
one day earlier. One of the major con-
veniences made possible by the reopen-
ing of McCormick Place will be the use
of a single hall for both exposition and
conference.

Virtually every facllity to make a
visitor's trip productive has been incor-
porated. Visitor requirements were
studled by modern research methods.
Specialists in lighting, acoustics, cli-
mate and traffic control were consulted.
Restaurants, capable of feeding 25,000
persons daily, range in type from snack
bars to those featuring haute cuisine.

40th Year

The year 1871 marks the 40th staging
of these companion events.

Many exhibits will concentrate on
cost cutling techniques to offset upward
spiraling production costs while others
will offer new marketing approaches to
stimulate lagging sales.

Advance registration cards for the
show may be obtained from Clapp &
Poliak, Inc, 245 Park Ave., New York,
N.Y. 10017, Information about the con-
ference is available from the American
Management Assn., 135 W, 50 St., New
York, N.Y, 10020,

Science Is a search for meaning in what
is going on in the natural world, in the
history of the universe, its beginnings and its
poasible future,

—Victor Welsskopf

20

PMMI EXPO
Dates Announced

Packaging Machinery Manufacturers
Institute has announced that the 9th
PMMI show to be held in Atlantic City,
November 15-18, will have 200,000
square feet of exhibits featuring pack-
aging machinery, packaging-related
converting machinery and packaging
materials,

The concurrent program will feature
presentations by eight national packag-
ing-related assoclations and profession-
al socleties.

Robert A. Potdevin, president, Pot-
devin Machine Company, Teterboro,
New Jersey, has been elected president
of the PMMI for 1971, He succeeds
Arthur J, Olsen, FMC Corporation.

John 8. McClintock, vice president
and general manager, G. T. Schjeldahl
Company, East Providence, Rhode Is-
land, was elected first vice president of
the assoclatlon, and A. E. Motch, execu-
tive vice president, R. A. Jones & Com-
pany, Cincinnatl, Ohlo, was elected sec-
ond vice president.

Committee Appointments

President Vincent F. La Rosa has an-
nounced appointments to committees
in the National Macaroni Manufactur-
ers Assoclation for the new year, The
Executive Commiitee is composed of
the president, the three vice presidents:
Vincent DeDomenico, Frank D, Allen,
and Nicholas A, Rossi, and the secre-
tary-treasurer Robert M. Green.

The National Macaroni Institute
Committee, concerned with Industry
product promotion, will have immedi-
ate past-president Peler J. Viviano as
honorary chairman. Assisting him will
be Albert Ravarino, Robert 1. Cowen,
Sr.,, C. Frederick Mueller, Emanuele
Ronzoni, Jr, Lloyd E. Skinner, Fred
Spadafora, Louis S. Vagnino.

Standards

Standards and Research Committee
reviews and interprets recommenda-
tions affecting the Standards of Identity
for macaroni and noodle products and
other policies of the Food & Drug Ad-
ministration, It considers research proj-
ects for macaroni-noodle products and
their raw materials, reporting to the
Board of Directors. Paul Vermylen is
chairman, Members are Roger DiPasca,
Louls Coniglio, L. R. Thurston, Jr., Al-
bert 8. Weiss, Lawrence D, Williams,
and James J, Winston.

Durum Relations

The Durum Relations Committee
works In lalson with such groups as
the Durum Industry Advisory Commit-

tee, U.S. Durum Growers Assoc tion,
Wheat Commissions, and the Srop
Quality Council. Lloyd E. Skin :r |y
chairman. Members of the comr ttee:
Vincent DeDomenico, Joseph La osa,
Stuart Seiler, Walter F. Villaume, Rob.
ert H. Willlams.

Public Affairs

The Public Affairs Commitiee, chair.
ed by Nicholas A. Rossl, keeps up with
what Is going on in Washington with
the ald of Information from the U, 8,
Chamber of Commerce, Counselor Har-
old Halfpenny, and other sources. The
successful Washington meeting in the
fall has attracted a good turn-out of
macaroni manufacturers and their rep-
resentatives in Washington the past
two years. Committee members in-
clude: Lester R. Thurston, Jr, Mario
Plazzolla, Saverio Arena, Joseph P,
Viviano, Jerome L. Tujague, Jr., Alan
Pascale, Paskey DeDomenlco, Robert
Willlam, and Will Dade.

Traific

The Traffic Committee has co-chalr-
men: Martin E. Coughlin, Direclor of
Traffic for Thomas J. Lipton, Inc., and
Guy R. Heckman, Traffic Manager for
Hershey Foods Corporation. They did
yeomen service in preparing material
for the National Classification Board of
the American Trucking Assoclalion to
maintain freight classifications on dry
macaroni and noodle products. They
have issued a call for other mocaroni
company traffic managers to ussist
them on traffic matters of concern to 4 . ) by =1 | 1o v .
the industry, G AL : a1 , ; o Tl Tl
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Scales or volumetric filling equipment
will be optional with the buyer
(Continued on page 34)
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Handling Competing ltems

Here are comments by President Watson
Rogers ot the annual meeting of the Na-
tional Food Brokers Association:

E have sent out a new pamphlet

colled “The Professional Ap-
proach to Handling Competing Items."
This was mailed to NFBA members and
also had widespread circulation among
the principals of this nation. You have
recelved the brochure, so I will not
comment on its contents nor repeat the
statements that were made in this im-
portant document.

However, 1 would like to comment on
how serlous this is for the food broker,
and agaln repeat that the great major-
ity of these problems were not caused
by the brokers themselves. They were
caused by the continuous new product
development, as well as the accelerated
merger movement among our princi-
pals,

Naturally, we ask all principals to be
tolerant and to give the broker involved
an opportunity to prove he can mer-
chandise both lines successfully, There
have been times, of course, when one
of the principals has rot agreed to this
and a mandate has been issued for the
broker to resign one line or the other.
This Is the problem I would like to dls-
cuss with you,

In the past, many NFBA members
have made serlous mistakes when they
recelved such a mandate. Invariably
the decision was made to keep the ac-
count paying the most money at the
time. This is understandable when you
consider the profit squeeze that faces
you. But you should take the longer
view. See how much money Is involved
in the long run. As an example, one
account may be paying $20,000 annual-
ly and another $10,000. Invariably you
kept the $20,000 account. Shortly there-
after another conflict developed and
the $20,000 account forced you to give
up another—maybe a $12,000 to $15,000
principal. In other words, the broker
lost far more than he would have, had
he deslgned the larger account to Legin
with, You can no longer conslder the
money lnvolved in just the one case.
You must ask the question; can I really
live with this man? If he is the type
that takes an unreasonable attitude on
compeling items and other problems,
the sooner you resign his account the
better off you will be.

Conglomerates

This year we heard of another prob-
lem on competing items. If it grows, it
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Wetsen Regens

could mean real trouble not only for
the brokers but to many of the fine
principals we represent. These are oc-
caslonal Instances, but they are of such
serlous nature thet I must mention it
here. I am referring to the problem
where one division of a conglomerate
says that their brokers cannot represent
any division of another conglomerata if
the two have any lines competing, It
has been reported that such demand has
been made even though the broker in-
volved does not handle a competing
item. As one good principal said, “This
surely Is an extreme definition of a
conflict.”

In my opinion, a principal making
such a demand could be in restraint of
trade. If this happens, FTC or possibly
the Justice Department might want to
take a serious look at such practices. If
you are approached on this problem,
you should point out to the sales man-
ager the danger his company would
face with such a policy. You would be
doing him a great service by asking him
to check this carefully with his own
general counsel. He should also be sure
that his corporate board of directors
understands the consequence of what
he is doing. I am sure the sales manager
would not want to be the cause for gov-
ernment action agalnst his company.
Such developments,’ in my opinion,
could cause the government to move
against all mergers more vigorously
than in the past.

Glving Up Accounts

Speaking of giving up accounts, I
would like to ask you what you are
doing about the princlpals who come
to you and say you no longer will han-

dle the sales to a certain customer |p
your area. From now on this customer
will be handled through another or
ganization which may be a buying
group or a so-called food broker o
cated hundreds of miles away from the
market. This is hard to take when you
have spent years building up your prin.
cipal’s line with that particular cv iy~
er, The first question you should .t is

. why Is thls decision being made? Why

should any customer want to deny him.
self the valuable services of the local
food broker—unless he is getting some
kind of kickback or participating in
some possibly lllegal scheme.

Do you admit to your regular trade
you have agreed to this scheme thal
may be putting them at a price dis-
advantage with their local competitor?
How can you honestly look a customer
in the face when you have agreed to
let a competitor secure his merchandise
ot a price advantage? This could be at
a price less the regular brokerage or
less part of the brokerage, or monies
paid in so-called promotional allow.
ances.

May I also remind you of the legal
dangers you face as was brought out In
the FTC case against Henry Broch &
Company which, as you know, is a food
broker in Chicago. As you recall, this
case was taken to the Supreme Court
where they upheld the FTC action, This
case was not against a principnl, not
against a buyer, but agalnit o food
broker, where it was charged he greed
to accept less than the regular broker-
age for one particular account, This was
done to enable the seller to give this
one buyer a cheaper price. Why
shouldn't the FTC file chrages :alnst
a food broker when he beconm-s in-
volved, or a party to, these ilegal
schemes?

Cost Squeess

The cost squeeze among your custom:
ers Is so great, they cannot withstand
any degree of price discriminutions.
You should realize the far reaching ef*
fect before you agree to becoming 2
party to any of these schemes. You
must also think of the legal significance:

Often brokers say if they refuse such
a proposal and resign the account, theY
would lose this principal and some
other broker would accept the line. 111
resigned an account for that reason,
would immediately tell every cuslomer
in my area why I resigned the accoun!
—that I didn't want to be a party ¥
what could be an unfair and discrim!*
natory practice—that I could not sk
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hm tc buy the merchandise when I
had reason to believe that his competi-
tor may be getting a better deal.

Also, I think you brokers should go
after some of the business you have
been missing. As you know, some of
your customers who operated buying
offices for the purchase of private labels
have found them unprofitable and have
been closing them. Some of this buying
has been switched to so-called food bro-
kers, which means of course, that the
principal is paying the cost for this buy-
ing activity rather than the customer.

What are you doing in your local area
to sell these customers on your serv-
ices? Are you pointing out the valuable
sales and merchandising services you
can render locally which are not pro-
vided by the so-called broker who is
bundreds of miles away? There is a
great potential in this area if you will
go after this business.

Private Label

Recently I talked to a big customer
who had just made arrangements with
1 certain group to handle all of his pri-
vate label purchasing. I asked him why
did he make such arrangements? He
sald it would not have happened had
the local brokers approached him in ad-
vance of this deal to outline what they
tould do in this area of private label
sales, Be sure your customers are kept
constantly aware of the valuable serv-
ices you can perform on private labels,
Certainly any type of wholesaler has
i great advantage when he cooperates
fully with the local broker. The record
Is plain on this throughout the nation.
The wholesale distributors who have
worked closely with local food brokers
have shown the greatest progress. It is
only rstural for the food broker to want
to help those wholesalers who cooper-
tle wi'h him. This is more important
loday vith the effectiveness of brokers'
relail .rganizations and in some areas,
d.velopment of end-user men for
the institutional field. I truly believe
that :yme wholesalers are penalizing
thems- Ives by tying in with some of the
buyin;: schemes. And, you are neglect-
ing your responsibility if you don't

polnt this out to them.

Fast Growing
We are proud, of course, that the food
roker continues to be the fastest-grow-
Ing scgment in the food industry. As
rokers continue to upgrade thelr oper-
atlons, more and more food processors
switch to brokers when they real-
that a salaried sales organization
@nnot match the performance of to-
8 modern food broker. Without
Question, today we have the top food
markeling people in the natlon in the

brokerage profession.

<1971

Along with our growth, we do have
problems. That is why our National
Chalrman mentioned that our entire
Management Conference will be de-
voted to “the broker's cost squeeze.”
How can we continue to perform the
multitude of more and more services
demanded and pay for them with the
brokerage rates that have been in effect
s0 many years?

Principals should take a serious look
at the cost of these extra services they
are demanding. They should ask do
they actually contribute to increased
sales and are they worth the pirce. We
are grateful that some principals have
realized this problem. A number of
them have made adjustments during
the past year. We hope the trend will
continue,

With the proper cooperation of your
principals and with your continuous ef-
forts at upgrading your own operations,
your marketing effectiveness can reach
new heights. In this way, you can be
sure that more and more of the food
sales of this nation will be handled
through food brokers.

Brokers Stress
Management’s Role

“The role of management in our in-
dustry s a perpetually demanding one
and a realistic responsibility. Food
brokers accept this responsibility with
confidence. There is no better way to
assure for ourselves a continued key
role in food and grocery distribution for
the future.” So stated G. Clifton Pearce,
National Chairman of the National
Food Brokers Association.

Mr. Pearce announced that the Asso-
ciation now had on the press its latest
management ald for its members. This
is the “Food Broker Management Infor-
mation System,” prepared for NFBA by
the accounting and management firm of
Ernst & Ernst. “This is a tremendous
breakthrough for food brokers in estab-
lishing a stronger operating procedure
including accounting contracts and
management objectives. This work cov-
ers a variely of subjects and should be-
come one of the valuable reference
sources for food brokers” (Prepared
solely for the use of NFBA members,
the book will be priced at $25.)

He called on the nation's manufac-
turers to maintain the trust and mutual
respect that has been established
through the years. “We hope that the
newer people who have jolned our
principals' organizations will quickly
develop this same close working rela-
tionship that their colleagues have en-
joyed for so many years.”

BT R,

Rising Cosis

Commenting on the cost squeeze fac-
ing food brokers, he reiterated that ade-
quate compensation is the best invest-
ment a manufacturer can make. "I also
want to congratulate those manufac-
turers who have responded by increas-
ing their compensation to the food
broker. I have been informed that many
different principals have recognized the
problem and have adjusted brokerage
rates. Undoubtedly, many others are
studying thelr schedules and are seri-
ously considering proper adjustments
that can be made. We urge all manu-
facturers to look into this situation.
Don't walt until the broker finds your
line unprofitable. The time to act is
bafore that happens!”

Because of the food brokers concern
over the problem of rising costs, the
1971 NFBA Mid-Year Manaogement
Conference is being developed on the
theme of ‘How Can We Deal with the
Problem of the Grocery Cost Squeeze,’
he reported. "In addition to the Man-
agement Conference, NFBA will pro-
vide for food brokers a balanced pro-
gram of seminars and workshops In
1071, These are designed to keep you
and your organizatlon abreast of the
newest techniques and finest methods
devised to serve your principals, cus-
fomers and consumers,”

Broker's Position

With the Convention exploring im-
portant challenges and opportunities,
Mr. Pearce outlined the food brokers’
position. “Our position is one of out-
standing sales service for the manufac-
turers we represent. Manufacturers use
food brokers because they know they
can be a more complete, more economi-
cal, and more effective sales service
than any other method of bringing
food products to the consumer. Our re-
sponsibility to the industry we serve
and to the ultimate customer is to do
the best possible sales job, including
the necessary followthrough. The cus-
tomer we sell to must be able to depend
on our completing the sales service pro-
vided in behall of our principals.

“Food brokers must continue to be
ethical In their entire phllosophy of
doing business. Our responsibilily as
food brokers s to perform our essentlial
sales function as honestly, as intelli-
gently, and as effectively as possibla. In
its performance, we musl continue to
maintain our integrity as independent
businessmen, devoted to service to our
principals and to the industry, keeping
in mind that in the final analysis we
must all work together for the benefit
of the consumer.”

23




" ChallengDEMACO  with
youproduction problem.

LASAGNA?

Use a Demaco Continu-
ous Line with our La-
sagna Stripper and get
the benefits of automat-
ic production with virtu-
ally no scrap or break-
age.

For additional information, specifications and quotations, contact

DE FRANCISCI MACHINE CORPORATION

4645 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. ® Cable: DEMACOMAC *® Phone: 212-386-9880
Western Rep.: HOSKINS CO. P.O. Box 112, Libertyville, lllinois, U.S.A. ® Phone: 312-362-1031
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School Lunch Regulations

Final revisions and amendments to
Federal regulations governing the op-
eration of the National School Lunch
Program have been announced by As-
sistant Secretary of Agriculture Rich-
ard E, Lyng.

These regulations implement Public
Law 01-248, which broadened and im-
proved the National School Lunch and
Child Nutrition Acts,

Public Hearings

For the first time in the history of
the National School Lunch Act of 1848,
regulations were issued in proposed
form on July 15, with an invitation to
any interested parly to submit com-
ments, suggestions, or objections by
August 6. “We were pleased with the
response,” Assistant Secrelary Lyng
sald, Over 100 individuals and organi-
zations submitted communications.
“We belleve the final regulations repre-
sent a substantial improvement over
the proposed regulations because of the
suggestions and comments received,”
Mr. Lyng added.

Under the final regulations, local
school authorities continue to have
their previous obligation to serve free
and reduced price lunches to children
they determine to be unable to pay the
ful price of the lunch. Such officials
now will have to include the criteria
they will use in making such deter-
minations In standards of eligibllity
which must be approved by the State
educational agency and be publicly an-
nounced in the community.

Criteria

These standards of eligibility must
take into account three mandatory cri-
terla—family income, family size, and
the number of children in the family
attending school or pre-school day-care
centers. Additionally, on and after Jan-
uary 1, 1971, any school children from
a family whose annual income is at or
less than the “income poverty guide-
lines" pres-ribed by the Secretary of
Agriculture must be served a free or
reduced price lunch,

The Income poverty guidelines for
the 1970-71 school year were announced
by USDA on August 4. For a family of
4 members, the Income poverty gulde-
lines is $3,720 a year in income. (The
guldelines for other size families are in
USDA press release 2347, issusd August
4, 1070.)

The new regulations, published in
the Federal Register on Friday, Sep-
tember 4, spell out how local school
officials shall publicly announce their
standards of eligibiliv’ for a free or for
a reduced price lunch. Information
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must be sent lo parents, by letter or
notice, as the school year begins and
the same information must be made
avallable to informational media in the
community, The letter or notice {0 par-
ents must be accompanied by a form
which families can use to make applica-
tion for free or reduced price lunches
for their children.

The final regulations provide that a
school must offer free or reduced price
lunches to children from families whose
application indicates that the family
meet the announced standards of elgi-
bility, When school officials wish to
challenge the continued elgibility of a
child they must do so under a hearing
procedure which gives a family ad-
vance notice of the information that
indicates its children may no longer
meet the school's cligibility standards.
However, the child will continue to get
free lunches while the challenge is un-
der consideration,

Performance Standards

For the first time, as required by
P.L. 81-248, the regulations establish
certaln performance standards for
schools which recelve only federally
donated commodities for thelr non-
profit lunch programs. Called “com-
modity only schools" in the regulations,
these schools must accept the same ob-
ligations with reapect to the service of
free or reduced price lunches to needy
children as schools that recelve Federal
cash assistance for their lunch pro-
grams.

Assistant Secretary Lyng pointed
out, however, that P.L. 81-248 does pro-
vide certaln exemptions for private
nonprofit schools in the National
School Lunch Program if these schools'
lunch programs are directly adminis-
tered by the Department of Agricul-
ture.

Among other major changes spelled
out In the final regulations are the re-
vised rules for the expenditure of spe-
clal cash assistance funds—those au-
thorized by Section 11 of the National
School Lunch Act. Prior to the passage
of P.L. §1-248 these funds could only be
used to assist schools that met certain
standards of need. Now these Section 11
funds can be used to assist in the serv-
ice of free and reduced price lunches
to needy children in any participating
school, based upon the school's need
for such speclal assistance.

Sage Saying

From every blush that kindles In thy
cheeks, Ten thousand little loves and
graces spring to revel in the roses.—
Nicholas Rowe,

How Are Your Sales Cont:ols?

Sales managers: how are your sales
controls?

Effective and productive need crgan.
Ization as much as anything. They must
know how to plan and utilize time to
full advantage, Above all, they must be
disciplined. These virtues are often
made, not born,

A salesman's responsibility should
include proper communlications on his
contacts, time, cost and follow-up. Man.
agement must enforce accountability,
Ineffective salesmen are a big problem
in losses in renewal business, lost op-
portunities for new business and wasted
dollars in territory coverage, adverils-
ing, promotion, customer relations, ele.

Take a look at your program. Here
are some elements {o consider;

1. Sales Control Chart

Do you have your own chart for re-
viewing sales contacts made on all key
accounts? Do your salesmen and repre-
sentatives have thelrs? Are these re-
viewed periodically? Such charts are
vital to good territorial management.
They contain names of accounts, selling
days per year and contacts made.

2. Call Reports

‘'he most successful companies re-
qulre reports on every completed inter-
view (not weekly summaries). Report
should be concise and informative and
should detail sales progress.
3. Call Bummary Sheets

This summary can be used fur &n
overall weekly view of sales contacts.
It works well in conjunction with the
sales control chart. It does not rcplace
call report.
4, Itineraries

Insistence on weekly, monthly, -uar-
terly and annual itineraries helps ales-
men do a better job of plannin and
gives management an Important con-
trol device, Far too many compani: § are
not on top of salesmen's territor.il or
contact planning.
5, Expense Report

This report should accompany call
reports, call summary sheet and i'iner:
ary for better control of costly expensé
dollars.

Eat Better i
“How to Eat Better for Less Money
by gourmet James Beard and wine ex
pert Sam Aaron is recommended bY
Business Week magazine, “Beard 15
great in his comments on kitchen siuff
from meats to pasta, and Aaron clearly
explains such things as vintage year
prices and how to deal with a wine
merchant.” Simon & Schuster, $8.95.
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DELRIN ROLLERS

BELT CONVEYORS
R amiet

line of sanitary,

clal designs avallable,

ACCUMAVEYOR

The only Aulomatic Bell Stor-
age System with first-in and
first-out for the slorage of
non-[ree-flowing materials
such os snack foods, cookles,
frozen loods and/or other
Items prone to bridge.

Capaclties up to 70,000 |bs.
Bulletin CAC-20

ELECTRIC PANELS AND CONTROLS

The key 1o practical sutomation is In the design of a syslem using elecirical components such as
phola controls, sonar devices and solid siate relays. Aseeco engineors incorporate proven commer-

lly avallable componenis which are standard and do not require extrsordinary attention.
mlnl a plant expanslon, conlact Aseeco Corporalion for the following Inu{-

You are contemp 4 i
trl an

sinnmllll;ndlltlndcl:rdllud belt
veyors applicable to most conveying applications. Custom spe-
dak o Werite for Dulletin CC-20

TR ERAT T ST T

MODULAR VIBRATOR
DISTRIBUTION
SYBTEM

A unique sysiem for the
simultaneous distribution and
delivery of non-free-flowing
products from slorage lo mul- Ing.
tiple packaging points, on de-
mand by the use of a modu-
lar vibrator concepl.

Posliive delivery on demand.
No starvation possible. No re-
clrculation which causcs
product degradation, Feed
any number of packaging
machines at different ralos

Any line can be exlonded to
service addillonsl points. No re-
turn runs, Compact, sell clean-
Write for Bulletin CMV=10

simullancously,

Write for your nearost representative,
T RE
)

A

NITLLLL

hank

I, supply ol equip H

tnled services: Plant engineering and layoul,

trection and startup, All from one with one responsibility.

IEEENENENENSEEAENEEE]

1820 W, OLYMPIC BOULEVARD, LOB ANGELYES, CALIF, SO000S » (213) 385-8081
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Meetings—
(Continued from page 5)

Visits are planned to macaroni planis
and equipment manufacturers in north-
ern Italy arranged by Pavan and Brai-
banti. The finale will be a visit to the
IPACK-IMA Show held in the Milan
Fairgrounds.

Curing Ulcers—
(Continued from page 8)

ach of iron"—he thumped it to prove
the point and gurgitated violently—
“but it is thanks to no doctors. They
wish only to put you to the knife, to
cut and probe and pry. But I said no.
No prying and probing Into me, my
friends; I have a better way. They ask
me what it is, but I laugh. [ am not one
to be tricked Into telling such things to
prying doctors. But you are no doctor
and I will tell you. Pasta is the secret.
Nothing but pasta. I ate nothing but
pasta for six months and I am cured.
I am no prying Italian, but I tell you
pasta is good for the stomach. Maca-
roni, fettucine, tagliatelle, spaghetti,
they are all the same; all are pasta and
all good for the siomach.”
It's not so novel,

Container Disposal to Be
Discussed in Italy

The Rotary Club of Salo, on the
Brescla side of Lake Garda, under the
specinl patronage of the 184th District
of the Rotary International, and with
the patronage and {echnical-scientific
help of the European Packing Federa-
tion of London, of the Italian Packing
Institute of Padua, and of IPACK-IMA
(international Exhibition of packing
and packaging and industrial food-
processing machinery), has announced
and organized an international con-
gress, to take place at Gardone Riviera,
from the 22nd to 24th. May 1871, on the
theme: "A problem of the seventies:
the disposal of used throwaway con-
tainers, to prevent the increasing de-
filement of man's natural environ-
ment.”

Meet in May

The speakers at the congress, which
has been arranged in the context of the
technical-scientific events planned for
the seventh edition of Ipack-Ima, to be
held in Milan from the 24th to 30th,
May 1071, will be qualified European,
American and Aslan ftechnicians and
experts, whose addresses will be sup-
plemented with slides and films, to
provide the listeners present with a
serles of solutions to the themes put
forward, In particular, in line with the
general pattern laid down for the orien-
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tatlon of the work of the congress, a
close - study will be made, after the
problem at the centre of the congress
has been defined, of the following as-
pects which, for reasons of clarity, have
been split up into four groups:

1. Throwaway containers in Europe
and the United States; the continuous
growth in the dimensions of the phe-
nomenon arising from used throwaway
containers; the problem of container
packs from a quantity standpoint with
regard to the future; the viewpoints of
the userc of container packs in relation
to the problem under examination; the
opinions of the authorities concerned
and of the general public on this mat-
ter,

2, The development of new tech-
niques and methods to cope with and
solve satisfactorily the problem of dis-
posal of the accumulation of refuse
caused by throwaway contalners; tech-
nical problems linked to and stemming
from the use of paper and cardboard
packs; metal container refuse; plastic
contalner pack refuse; the role of glass
containers in the disposal of solid
refuse; the preventive function of con-
tainer pack designers, in order to ob-
tain a closer degree of co-operation in
the solving of this problem,

3. Man's natural cnvironment and
the pressing need to avold every pos-
sible form of defilement and pollution
resulting from throwaway containers;
the disposal of solid refuse and the role
of the industries engaged in manufac-
turing different types of packs and con-
tainers; the need for action at all levels
to ensure a satisfactory prevention and
defence policy; steps that the public
authorities can and must take in this
field; keeping the public informed.

4. The future of this problem; devel-
oping and extending possible solutions
for the recycling or destruction of
refuse; refuse incineratlon problems;
research, needs, and aims to be achlev-
ed within the next few years; public
and private organizations for a satis-
factory solution of the problem.

Research

You have to have the brashness to
create; you have to have the toughness
to experiment; you have to run the risk
of failure; you have to be honest enough
to learn from what happens; you have
fo be brave enough to start over; you
have to be willing to be judged on what
you contribute . , , this is research.

—Raymond M. Halner

67TH ANNUAL MIEETING
N.M.M.A, — JUNE 1317
The Broadmeer, Calorsde Springs

Creamette Poetry

Yankee Doodle went to town,
A-riding on his pony;

His brow was clouded with a frown—
He was out of macaroni!

For Yankee, and his darling wife,
And all the little Doodles,

Loved macaroni next to life—
And how they went for noodles!

He reached the town his pace he stayed;
Spoke he, “I'll shop an hour,

Before I'll take the stuff that's made
From ordinary flour,”

At last, a busy store he spled
Whose window bore a sign—
“Good News!" It read—"You'll find
inside
The entire Creamette line!"

Here'’s Yankee Doodle back from town,
But now he leads the pony—

That sturdy heast is loaded dow:
With Mo!, :r's Macaronl.

And Yankee, as he skips along,
Roars out a lusty ballad,

About the joys of noodle soup,
And macaroni salad.

Back home, “Oh, Joy!" the goo: wile
said,
“Why, Yankee,—that's just gra: I!"
The label on each package read—
“Creamettes” and “Mother's” L and.

Now, friends, here's where my tory
ends,
Be happy, like the Doodles—
Next time you buy, just specify
“Creamettes” and “Mother's" noudles.

—

Great Investment

Advancing, improving and upgrading
the skills, the knowledge, the talents
and abilities of all our people at all
levels will continue to represent one of
our most important investments in the
future.—H. E. Johnson

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consiulting and Analytical Chemists, specializing in
all matiers involving the examination, production
and labeling of Macaroni, Noodte and Egg Products.
1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs aond
Noodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extrancous matter,
5—Sanitary Plant Surveys.

é—Pesticides Analysis.

7—Bacteriological Tests for Salmonello, etc.

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

EUROPEAN TRIP

21 days in Switzerland and Northern ltaly —
May 10-31,

Macaroni School in Zurich conducted by Bubler
Brothers.

Visit Venice and the Pavan plant at Galliera
Veneta,

Weekend in Florence, then travel north to Bo-
logna, Cento, Parma and see Braibanti instal-
lations and works at Fava and Zamboni.

IPACK-IMA Show in Milan brings together a
great collection of macaroni equipment and
manufacturers.

Last call for this educational opportunity of a
life-time.
Write . . .
NATIONAL MACARONI
MANL 74 CTURERS ASSOCIATION

P.0. Cox 336, Palatine, lll. 60067
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Work Injuries Rise

The tabulation below from the Hand-
book of Labor Statistics, 1969 shows
that the injury frequency rate in the
macaroni industry is rising. The rate is
the average number of disabling work
injuries for each million employee-
hours worked.

Year Frequency
1958 19,0
1059 18.2
1060 16.2
1861 20.1
1862 104
1663 223
1964 29.0
1865 203
1867 35.7

Ten Commandments
For Safety

From the American Management As-
sociation.

Although these ten Commandments
have been around a long time they are
still worth using as guidelines for a
good safety program. They can also
serve as an excellent basis for starting
a salety program or to strengthen an
existing one. However used, hopefully
they will be of value in putting that
extra effort into the safety activities,

1. You are a supervisor and thus, in a
sense, have two familles. Care for
your people at work as you would
care for your people at home. Be
sure each member of your staff un-
derstands and accepts thelr person-
al responsibility for safety.

2. Know the rules of safety that apply
to the work you supervise, Never
let it be said that one of your em-
ployees was Injured because you
were not aware of the precautions
required on the job.

3. Anticipate the risks that may rise
from changes In equipment or
methods. Make use of the expert
advice that is avallable to help you
guard against such new hazards.

4. Encourage your employees to dis-
cuss with you the hazards of thelr
work. No job should proceed where
a question of safety remains un-
answered. When you are receptive
to the ideas of your employees, you
tap a source of firsthand knowledge
that will help you prevent needless
loss and suffering.

5. Instruct the staff to work safely, as
you would guide and counsel your
family at home with persistence
and patlence.

8. Follow up your instructions con-
sistently. See to it that the staff
maoke use of the safeguwirds pro-

vided for them. If necessary, en-
force safety rules by disciplinary
action. Do not fail the company,
which has sanctioned these rules, or
the staff who need them.

7. Set a good example. Demonsirate
safety in your own work habits and
personal conduct. Do not appear as
a hypocrite in the eyes of others.

8. Investigate and analyze every acci-
dent—however slight—that befalls
any staff member. Where minor in-
juries go unheeded, crippling acci-
dents may later strike.

8. Cooperate fully with those in the
organization who are actively con-
cerned with employee safety, Their
dedicated purpose Is to keep every-
one able and on the job and to cut
down the heavy personal toll of
accidents,

10. Remember: Not only does accident
prevention reduce human suffering
and loss; from the practical point,
it is no more than good business.
Safety, therefore, Is one of your
prime obligations—to your com-
pany and your fellowmen.

Box Car Safety Check

Due to the frequency of accidents
involving divider doors in rallroad box
cars, Campbell Soup Company estab-
lished inspection procedures to be fol-
lowed in order to prevent recurrence of
this type of accident. The following
procedures were set forth:

1. Coordinate with the Transporta-
tion Department a standard procedure
of inspection by the railroad of the
divider doors prior to the car's coming
into the plant.

2. Qualified  company inspectors
should be appolnted at each warehouse
to carry out inspection of cars prior to
loading or unloading. Inspection pro-
cedures are listed as follows:

Empty Cars

A, The Inspector should cautiously
open the side door of the car and, using
a strong light, inspect for possible door
failure or any doors which are in loose
condltion,

B. If the doors appear to be locked
in position after visual Inspection, the
inspector, using a ladder, should climb
up and visibly inspect the bolts holding
the door to the hanger track.

C. It the bolts appear to be in order,
the pins should be unlocked by the
center handle, and the car turned over
1o the loading crew.

D. I the bolts appear defective or
missing, chain or heavy steel cable
should be secured between the inner
frame of the door and around the “I"
beam rall on which the door rides.

After the door is secured, the pln
should be unlocked and the door placed
against the side of the car und the
railroad notified,

Loaded Cars

A. Cars having a door load should
be worked down to a level of approx.
mately three feet. The inspector should
then, standing on top of the case, make
a visual and manual inspection of the
door hangers for missing or loose bolls,

B. If such bolts are loose or missing,
secure a piece of chain or heavy cabls
between the frame of the door and
around the “I" beam rall.

C. For cars with no center load, the
inspector should visually Inspect the
doors using his ladder and light as pre-
viously described. If the inspection re-
veals missing nuts or bolts, the doar
should again be secured by means of
chaln or cable.

D. If, upon opening the dor, It is
evident that the divider doors are
sprung or tilted, the inspector should
arrange for a fork lift loaded with
pallets to bear against the door while
the inspector, using his ladder, visually
and manuslly inspects the hangers and,
it necessary, secures the door with
chain or cable. Only after the door Is
secured should it be unlocked and
moved out of position.

These procedures have been arrived
at after much discussion with the rail-
road, the Insurance company, and
Campbell Soup Company.

Where New Workers
Will Come From

A labor force increase of 15 million
workers (to 100 million) by 1140 will
come as a result of 41 million «ntering
the labor market and 28 millic leav
Ing. Young workers taking th. r first
job will account for 34 million of the
increase; another 6 million ill be
women, and the remaining 1 mnillion
immigrants,

Productivity and Pay

“We must restore the balance that
has been lost between wages and pro-
ductlvity. We must receive the falr
day's work for which we pay the falr
day's wage. For upon this balance resis
our national ability to cope with ln{ll-
tion, to resolve the crisls of cost"—
James M. Roche, chairman, Genersl
Motors Corporation.

“The beginning of a savings account
is often a crisis in a man's moral des-
tiny, a revolution destined to make
over his whole life,"

—Albert W, Atwood
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And the National
Macaroni Institute
offers:

— Market Research

— Promotional Materials
— Recipe Folders

—— Educational Materials

—— Nutritional Information

Are You Using
the tools of
your trade?

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

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

—— Industry Representation
— Committee Work

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

— Information Central

Join today . . . add to industry intelligence.

We want to apply for membership

Your name _p

Company.

Addres:

City. Zip i

Send to NMMA, Box 336, Palatine, lllinois 60067
3l
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For Trade Relations

Linwood F. Brown, director of trade
relations for General Foods Corp., has
been appointed chalrman of the Gro-
cery Manufacturers of America Trade
Relations Directors Committee. Brown
will serve a two-year term. He replaces
John D, Scott of the H. J. Heinz Co,

Brown brings 35 years of grocery
products marketing to this post, all of
them with General Foods. He was
named director of trade relations for
GF In October 1062 being at that time
the West Central Region manager for
the company's Jell-O Division.

GMA Elects Four
New Directors

Four new members have been elected
to the Board of Directors of the Grocery
Manufacturers of America, Inc, the
Washington-based trade association
which represents 167 major American
grocery manufacturers.

The four new board members are
Gordon Ellis, President and Chlef Exec-
utive Oficer, Falrmont Foods Co., Oma-
ha, Neb,, whose term expires in Novem-
ber 1871; Arthur E. Larkin Jr,, Presi-
dent and Chief Operating Officer, Gen-
eral Foods Corp., White Plalns, N.Y.,
whose term expires in November 1873;
James W. McKee Jr, President and
Chief Administrative Officer, CPC In-
ternational Inc, Englewood Clifts, N.J.,
whose term expires in November 1073;
and Ben H. Wells, President, The
Seven-Up Co.,, St. Louis, Mo, whose
term also expires in November 1073,

The election of the new board mem-
bers brings the total number of GMA
directors 1o 37.

Lloyd Skinner Re-elected

Lloyd E. Skinner, President of Skin-
ner Macaroni Company, Omaha, Ne-
braska, has been re-elected to a three-
year term on the Board of Directors of
the Grocery Manufacturers of America.
Mr, Skinner has served on the GMA
Board of Directors since 1964, He Is also
a memker of the Southwest Merchan-
dising Committee of the GMA.

Mr. Skinner also serves on the Board
of Directors of the National Small Busi-
ness Association and the National Mac-
aronl Manufacturers Association.

Skinner Macaroni Officials
After twenty-one years as president,
Lloyd E. Skinner has been named chair-
man of the Skinner Macaronl Company.
H. Geddes Stanway has been named
{o succeed Mr. Skinner as president.
Succeeding Mr. Stanway as executive
vice-president is Willlam A. Henry,
who had been vice-president, market~
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Lieyd L. Skinner
ing and assistant to the president.
C. Mickey Skinner has been elected

vice-president, plant operation and as a
director.

General Mills Appointments

E, Robert Kinney, who has served as
Executive Vice President responsible
for General Mills' consumer food opera-
tions, was elected Executive Vice Presi-
dent and Chief Financial Officer by the
company's Board of Directors.

H, Brewster Atwater, Jr., Vice Presi-
dent, Consumer Foods Group, was pro-
moted to Executive Vice President, as-
suming responsibility for The Gorton
Corporation, a subsidlary producing
seafood products, Advertising and Mar-
keting Services, Trade Policy and Cus-
tomer Relations and Purchases as well
as the six divisions which comprise the
Consumer Foods Group.

Finance and Conirol

In announcing the elections, James P.
McFarland, Chalrman and Chlef Execu-
tive Officer of General Mills, sald Kin-
ney's new position reflects the “impor-
tance of finance and control in the pur-
suit of our objectvies, General Mills to-
day,” he said, “is a billion-dollar com-
vany with growing sales. In an organi-
zation of this slze in a fast-changing
world, virtually every major Jecision
involves flancial and control considera-
tions. While exercising overall, coordi-
nating responsibility for activitles of
the Vice President-Finance and Treas-
urer, Vice President and Controller,
Vice President and Director of Taxes
and Vice President and Diizctor of Cor-
porate Growth, Mr. Kinney will work
closely with the Chairman and Presi-
dent in guiding General Mills' progress
through the years ahead.”

Kraft's Production Veep

Luke Davis has been appointod Sen.
for Vice President of Production fyr
Kraft Foods according to an Bnnounce.
ment by company President O, E
Swaln.

Reporting to Davis will be the Direc.
tor of Production, with the responsiblj.
tles for cheese procurement and j
cheese products; and the Director of
Production, responsible for all other
products; the Manager of Technlcl
Production Control; and the Manager
of Production Adminlstration.

Creamettes Winter Compaign

Two full-color ads formed the main-
stay of a winter push for Creamettes
Elbow Macaronl,

In the December issue of Family Cir-
cle magazine a full-page ad had a dou-
ble headline: “Some Like It Hot—Some
Like It Cold" Double photos and
recipes were given for Baked Spaghetti
Supper and Ieebox Macaroni Salad,

The January issue of Family Circle
carried another four-color ad, this time
proving the value of Creametles as 2
simple and qulck-to-make side dish. In
seven minutes, says the ad, you can
serve “Creameites Macaroni wilh Bul-
ter,” a side dish everyone likes.

These two placements were supple-
mented by insertions in other consumer
magazines, small space ads in over 200
newspapers, and network television.

The High Cost of
Government Grants

The director of a neighborhood
health center wrote an HEW offickl
that he regretted having requested
varlous federal grants for his center.
The reason: Application costs came o
more than $50,000 because of varying
procedures and guidelines used by the
different agencles administering the
grants.

They Both Share the Blame
“Nelther the Administration nor the
Congress is doing a sufficlent job (of
holding the line on spending). And
neither is without substantial respons-
bility for our national budget course
and our natlonal budget results."—Rep
George Mahon (D-Tex.), chulrman
House Appropriations Committee.

A Younger Population

It you sense that there seems to be
more young people around Wd":"
you're right. In the past decade, the
population 14 to 24 ycars old incre
almost 12 million, to 39 million, and th?
proportion of total U.S. population 1o
from 15 per cent to 19 per cent.
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,émmf Unique New VMP-3
Extruded Noodle Dough Sheeter-1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter \:’M?-!

1S High § Noodle Cutter, Type NA-4 working in con-
ﬁ:cﬂ:: wll: lrhu 0111\1 -3 for continuous 1600 lbs. per hour operations,

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

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

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

H fords Aexibility for 1600 1bs. or 1000
OpGCIfY range — ;!l;:ap:m?::o:n; ::m.luur outputs cen be arranged.

Qrge screw for slow extrusion for better quality.
ngineered for simplicity of operation,

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

1s. Automatic proportioning of water with flour,
ctchless sr?:;.:'.m.nmnml for water chambar,

jece housing. Easy to remove screw, easy to clear.
H|Y &T l':;::ltlon In'twun screw chamber and head.

ewly designed die gives smooth, silky-finlsh, uniform shest

anclosed in steel frame. Compact, neat design,
OtQ“y Moests all sanltary requirements.

Division of Carlisle Corporation
280 Wallabout Street
Brooklyn, N.Y. 11206, U.S.A.
Telephone (212) 387-7540
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INDEX TO
ADVERTISERS

A D M Milling Co. SNy
Amber Milling Division 15
Aseeco Corporation ... . a7
Buhler Corporation, The ... _18-19
Cl Machine .... 33
DeFrancisci Machine Corporetion ..... 24-23
Diomond Packeging Products Div, ... 35
International Multifoods Corp. ... 3
IPACK-IMA 29
Jacobs-Winston Laeboretories, Ine. ... 29
Maldari & Sons, D, Ine,y oo 7
Netionel Macaroni Mfrs. Assn, .. .. 29.31
Peavey Company Flour Mills ... -12-13
Rossotti Lithegraph Corporati
Triengle Package Machinary Co. ... 21
CLASSIFIED
ADVERTISING RATES
Want Ads ... ... $1.00 per line
Minimum $3.00

Display Advartising ... Rates on Application

WANTED—Subscribers to the Macearoni
Journal, $6 for 12 monthly issues, Add
$1.50 for foreign postage,

FOR CHANGE OF ADDRESS: Plesss allow
four to six weeks if you change your ad-
dress, Remamber to send us your Zip Code,

Available from Inventory—
(Continued from page 20)

According to a Triangle spokesman,
the company recognized some time ago
that all customers could not make im-
mediate full use of the capabilities of
the customized bagging equipment with
its special speed and convertibility op-
tions. In addition, the extra capabilities
of these machines required longer man-
ufacturing and delivery schedules.

Triangle is now building an inven-
tory of these single-tube bag machines
with the same attention to quality
workmanship that is given to all its
equipment, As a result, the bagging
machines can be in production at a
customer's plant in as little as six to
eight weeks. And since the units are
manufactured in quantity and to uni-
form specifications, the attendant cost
savings are passed on to the buyer.

With the addition of the in-stock
models, the packaging Industry will
have a wider choler: of equipment capa-
bilities, as well as price and delivery
times. Triangle, of course, will continue
to offer its customizad bag machines to
customers whose packaging applica-
tions are more demanding.
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How Your Dollar Is Shrinking

Half of all Americans were born be-
fore late 1042, Since then the value of
the dollar has shrunk 58 cents.

This has taken only 28 years, And if
this rate continues, the 1942 dollar will
be worth only 18¢ in another 28 years.

The maln reason for the decline in
the dollar's value since 1942 has been
federal spending—and particularly def-
icit spending,

It this Inflation continues and the
dollar shrinks at the same rate for the
next 28 years, what is in store for the
average worker?

What will he have to earn—or pay—
in 18¢ dollars just to equal the same
amount In terms of today's 42¢ dollars?

® $7,200 in wages would have to be
$16,800.

® $3,000 cars would cost $7,000.

® $25,000 homes—58,000,

® $4,000 college tuition—$8,400.

® $275 television sets—almost $640.

® $125 suits of clothes—$260.

® $25 pairs of shoes—$58.

At this same rate of inflation a fam-
lly's weekly budget would have to rise
as follows:

® Food—{rom $38 to $89,

® Housing—from $43 to $100.

g ¢ Clothing and laundry—from $25 to
58,

® Transportation—from $17 to $40.

If inflation continued at the same
rate, and the Federal Government spent
the money necessary to provide no

more services than it provides today, in
the next 28 years:

® Spending would rise from $195 bil-
lion to $455 billion.

® Debt would rise from $386 billion
to $900 billion.

However, both spending and the defi-
cit have been Increasing far more rap-
idly than the rate the dollar has been
declining. If spending and debt Increase
the next 28 years at the same rate they
have since 1842;

® Federal spending will jump to
$807 billion,

® The debt will go up to almost $1.7
trillion.

Candidates for Congress ask for your
support,

Lo Lt L R R

When they do, ask them if they plan
to keep the government's spending
within its income. Or do they plan to
continue deficit spending and hasten
the day when our dollar could be worth
only 18¢.

The Danger in More Taxcs

“Approximately 35 to 37 per cont of
the total income of the United States
goes to federal, state and local taxes.
I bell?/e that amount is high c:ough.
I believe that when a nation t..es a
substantially larger portion of t:¢ na-
tional income than that for taxc thal
nation loses its character as a fr. - pri+
vate enterprise economy and bc omes
primarily a state-controlled and ¢ jenl
ed economy.” President Richari M.
Nixon.

1971 will be the year
of the consumer

Purchasing Power of the Dollar

Read down for value equivalent to 100¢ in varlous years

1800 100¢

1810 93¢ 100¢

1920 40¢ 47 100¢

1930 47¢ B7¢ 120¢ 100¢

1840 B7¢ e8¢ 143¢ 118¢ 100¢

1850 33¢ 30¢ 83¢ 60¢ 58¢ 100¢

1980 27¢ a2¢ 88¢ 56¢ 4 Bl¢ 100¢
1970 20¢ 24¢ 52¢ 43¢ 36¢ 62¢ 8¢

DNata: Bureau of Labor Statistics and Federal Reserve Bank of New York
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Headed for

a new market?

Then you know thal packaging too has to be _geaved for
market appeal as well as economical production. It will
be if you call on Diamond Packaging Products for Tolal
Capability. We help at every lurn. Work with you lo plan a
complete program. Design the packages. Produce them
with top reproduclion and machineability. Even counsel
with you on the best filling and closing equipment. Our
Total Capabitity has worked successtully for others. Call
us for proof. There's a Diamond man eager to steer you
in the right direction,
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DIAMOND PACKAGING PRODUCTS DIVISION
OIAMDND NATIONAL CORPORATION
733 THIRD AVENUE NEW YORX,N ¥.10017,1212) 887-1700
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