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“C.R. Rossotti says:

@®)¢'s time for some trips. During these next few months
| plan to visit as many of my friends and customers as
possible to tell them' about the new Riegel/Rossotti asso-
ciation. And there's lots to tell. New facilities. New capa-
bilities. Expanded services.

eépt I'm going to start with the two plants where the
Rossotti packaging will be done—in Hazelwood, Mo.
(near St. Louis) and
Newark, N.Y. (near
Rochester). I'll be work-
ing closely with all Riegel plant,sales
and marketing people.

@®The tradition of the Rossotti fam-
ily is one that has always kept me
deeply involved in every phase of
the Rossotti Packaging System
which for two generations has meant 58
service and economy to so many. iy

®@Bt the Riegel/Rossotti plant visits are just the begin-
ning. You'll be seeing me in Dallas, Ft. Worth, New Orleans,
Shreveport, Memphis, Chicago, Minneapolis, Kansas City,
Omaha, Denver, Louisville and then back to Saddle Brook,
New Jersey—where |'ll make my new office among my

new Riegel associates. Rossotti Cheos>
plus Riegel is working. Best g, .
of all, it's working for you.2® Rlegel PﬂCkagmg
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HE 33rd Annual Durum Show In

Langdon, North Dakota attracted
some 330 samples. The winners all had
64 pound test weight or better and
Leeds was the outstanding variety.
NMMA Sweepstakes Winner was Ray
Campbell, a 4-H boy from Egeland.
The Durum Queen, picked for beauty
and talent, was a Langdon girl, Judy
Lynn Waltz,

Mel Sjerven Reporis

Mel Sjerven of the Southwestern
Miller attended the show and wrote this
report:

Presuntations made by representa-
tives of the pasta industry and U.S.D.A.
at the sessions similarly covered a wide
spectrum, ranging from optimisim over
achievements to concern over problems
ahead, Durum millers and macaroni
manufacturers from great distances,
state agricultural officlals and officers of
grain growers' groups, mingled with
durum growers when sesslons were not
in progress, exchanging views 1bout
markets, quality evaluation and the
outlook for durum.

Participation in Langdon far exceed-
ed the 75 to 100 persons in the Jaycee
Skating Rink for the formal part of the
meetings. The town's populace and a
crowd from miles around gathered for
two of the Durum Show's special
events, the Miss Durum Pageant on
Mondny night and the spaghetti ban-
quet Tuesday evening. Out-of-towners
were special guests at a Durum Show
Stag later Tuesday night.

Langdon s In the heart of the prime
“durum triangle” of North Dakota,
which accounts for a major portion of
U.S. production. The facilities of the
town are utilized fully during the three-
day event; hotel and motel space at a
premium ond arranged far in advance,
Arrangements were made by durum
show officers, headed by Allyn Hart,
president. John Wright, president of the
U.S. Durum Growers Association, was
a leader in program planning.

Durum on Ground

On the 110-mile drive from the Grand
Forks airport to Langdon, visitors to
the area saw piles of durum on the
ground, some flelds in awath and others
where the crop was still standing. While
most of the crop was gathered before
late-season rains came, substantial acre-
age in best producing area was uncut.

he area recelved six Inches of rain
during and just prior to the Durum
Show, further delaying completion of
harvest, As to 'he wheat piled on the
ground, a typice1 grower comment was
that “we'd rather take our losses in the

4

John Wright, president of the U.S. Durum Growers Assoclation, pre:

sents a plague to Robert

M. Green, executive secretary of the National Macaroni Manufacturers Association, for
for dedicated service and leadership to the durum wheat Indullg of the United Stotes.

rand Forks Herald photo

field than on the market,” reflecting
dissatisfaction over prices.

Samples in the show covered a range
of 58 to 65 lbs, per bu, plus in test
weight, meajor portion in “bright and
heavy" category but with enough
weathered and light durum to remind
show participants of the crop’s vulnera-
bility to vagaries of nature. Wide qual-
ity variatlon was In distinct contrast
with year ago, when harvest was gath-
ered with fewest weather interruptions
In many years.

Bob Green Day

The Tuesdoy sesslon bore the title,
“Bob Greer Day,” In honor of Robert
M. Green, executive secretary of Na-
tional Macaroni Manufacturers' Asso-
ciation. Mr, Green has been an active
participant and supparter of the Durvm
Show for many years. He spoke Tues-
day morning on “Problems and Outlook
for the Semolina Industry.”” The pasta
industry has done well for 25 years, Mr,
Green sald, by “promoting quality prod-
ucts from quality wheat,” He outlined
his association's information and edu-
cation efforts,

“In fact," Mr. Green said, “we have
done so well that we are getting com-
petition In the form of imitation, which
is supposed to be the highest form of
flattery.” Mr. Green relterated the con-
cern of macaroni manufacturers that
substitution of ingredients is dangerous.
He pointed out that the rust years of the
1850's graphically illustrated the im-
portance of duram to product accept-
ance.

Referring; to the proposed revision of
macaroni standards to provide for the
new carn, soy and wheat product, Mr,

Green sald manufacturers objected to
“calling it macaronl.” Also, he said, the
Food and Drug Administration did not
consult ‘the macaroni industry belore
proposing, on its own, the new stond:
ards. The Industry has built up con-
sumer acceptance and the higher pro-
tein product could be provided within
the current standards, he asserted. The
problem is a political one, he said, urg:
ing his audience to voice objections to
their Congressional delegations.

Mr. Green cited as another threat to
noodle standards the proposed esiab-
lishment of a manufacturing facility In
Seuttle by a Japanese consortium repre-
sented by Tolkyo Technical Trading Co,
Ltd. The proposed plant would produce
Oriental ramen-type noodle from sofl
white wheat. In addition to the guality
problem, Mr. Green pointed out that
Seattle officials had been misled bout
the number of jobs the mew fucillty
would create. Mr, Green touched cu: the
challenge provided by imports of -asta
products from Canada and Italy.

Ncrth Dakota Mill

Sam Kuh), new general manat * of
North Dakota Mill and Elevator, L rand
Forks, N.D,, gave a slide presen tion
on the “Forward Look for the North
Dakota Mill and Elevator." The color
slides, along with Mr, Kuhl's conunen
tary, outlined the progress that has
been made in rebullding the facility
that had been almost destroyed by 2
fire on July 28, 1870, The presentation
actually was a tour through the mill 8t
its current status, along with flash-
backs to some of the damage caused by
the firc and explosion, The 5000-c¥!
durum unit is expected to be in operd
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tion | ‘¢ in November, Mr. Kuhl sald,
while | rogress in the bread flour unit of
the 5. e size 1s somewhat later. The
slides howed the installation of the
newe:' in milling equipment, contrast-
ing wiin the old units.

Glum Export Picture

“The export wheat pleture s not
bright,” the Durum Show was told by
Richard K. Bell, director, Graln and
Feed Division, Foreign Agricultural
Service, U.S.D.A,, Washington. Mr. Bell
sald that no decision had yet been mude
on export wheat estimate for the
November review of the wheat situa-
tion, but “in all honesty, the previous
estimate of about 650,000,000 bus s too
high by at least 50,000,000 bus." He
clted ns principal reason for the \de-
crease the “rough competition}| bding
encountered in world market st
year's 25% increase was due to ') com-
bination of circumstances, he pQintéd
out, including short crops In 'x\
and Eastern Europe and sharp ab
cutback In Canada. For 1871-72, he
larger crops in Europe, Argentina,\Cpx

poris” Mr. Bell said, referring to fact
that by far major portion of durum ex-
porls are for dollars. He encouraged
durum farmers to keep in mind several
Important influences, Including the lift-
ing of the 50-50 regulation on cargo
preference regarding sales to Com-
munist countries, the effects of the
Nixon Administration’s new economic
policy with its 10% import tax, textile
negotistions with Japan and the port
strikes. All of these factors are of major
Importance to 1071-72 expcrts, he said.

In reference to durum, “we must do
sometinng to broaden export ouilets,”
Mr, Bel! said. Of 39,000,000 bus exported
In the vear ended June 30, 1971, about
20,0000 bus went to the European
Community and most of balance to
North Africa. Thus, markets are too
concen'rated, especially with Increased
fompetition from Canada and Argen-
tina, i polnted out. Italy and France
are meking great efforts ‘o become self-

b ©'Malent in durum production, accord-

ini lo Mr. Bell, who estimated that
aly's imports will be down tr 22,000,
2{00 bus from 28,000,000 in past season.
b: sugpested that France has an even
Her chance of becoming self-suffi-
cient than Italy,
3 In North Africa, Canada has Algeria
lﬁ“’t‘d up,” Mr, Bell sald, pointing out
L US. Is handicapped because Al-
ﬁm Is not recognized diplomatically.
e e wheat production In Argentina
vealxmmd late in season, Mr, Bell re-
. that recent telegraphic informa-
on sald that durum was not hurt as
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ada and Australla provide Increhdedy

competition. A f
“Durum ls paying its own way In e ]

much as other wheat and 10 to 15%
larger crop could be expecled at harvest
in November.

Even with current dim view of ex-
ports, longer-term prospects look “quite
good for durum,” Mr., Bell stated, in-
cluding expanded business’with Japan,
Germany nnforthﬁ!dén.

Corp., Minhaaphijs; In g prief presenta-
34K morous anec-
dotes, told

roni," conclt th the following:

Off-farm stocks were 27,161,000 bus,
against 25,501,000 on the same date in
1870, an increase of 1,570,000, or 6%.

Durum Exports Far Below 1970

Export clearances of durum during
first quarter of 1971-72 marketing year,
July-September, amounted to only
4,563,000 bus, down 64% from 12,882,000
in same period of year ago. Dollar sales
comprised 2,385,000 bus. Outgo was
especially disappointing in light of fact
that durum had advantage of being

y covery of macas ayallable throughout first quarter via

ports not affected by dock workers'
strikes.

/

mogt versatilp, They can be part p any, eat Talk

mepy from goup to dessert. And, cons
trary fo popplar bellef, it's 1jgt fatten-
e of uncooked quronl;
sufficient forj one serving, confa LJda

not much morg i\‘l' e

CHieQ
y transportatiofh ",3"1.
s on how frejjin Jrates
I gb! be reddced to get grainlgir/o! the
» f pcked Dgkotas at more ffavorable
% Roilronds have propos¢d a faster
aglling and ubloading time fo conserve
eqiipment.

Gobod Quali
nee Goodfellow

of Qrop Quality
Counyeil and Br. neth A. Gilles,
vice-president Yor ricglture, North
Dakoth State Ugiversily, fnderlined the
qualit; reparts With theflarge amount
of this YearR\crdp ding No. 1 Heavy
and ha nge t gniformity, A
check frd (\ o #he Universipy

tor hJfellqwshik exgal Technoldg
was poygerifed, & igg a long-sphgd-
ing praghicd ;

The grptplo! macAfoll manufdctfrers
and milleys {hat atleNdgd the phoy was

larger thaok tdual dhdithey efjoyed the
shop talk d@nd len g of sculine
society. The\@Am dftol pyf oyt by the
industry wad]mentidngd fevgral times
and apparent}td e

e [

Sharp Inc o
Diirum $

Stocks of d ‘ I positions Oct.
1 totaled 127,288400 b@s, compared with
104,500,000 on ‘e flhe date in 1070,
an increase of \M8,7MP00, or 22%. On
the other hand, (e gdum total was off
2,124,000 bus, orfi2% fifrom 120,417,000
in 1969. It compafe§wWith 107,649,000 on
Oct. 1, 1068,

Farm stocks of durum totaled 100,-
132,000 bus, as of Oct. 1, agalnst 78,018,-
000 on the same date of the preceding
year, an increase of 21,214,000, or 27%.

by Joseph Halow, Exec. VP,
Great Plains Wheat, Inc.

No other sector of the working popu-
lation could be more interested than
the wheat producer in hoping for the
success of the President's wage-price
freeze in curbing inflation. The wheat
farmer has not benefited from wage in-
creases, since he is self-employed, and
wheal prices have, remarkably enough,
remained falrly constant during the
pust decade. They have fluctuated sen-
sonally but within about the same
range and have not risen in pace with
the rise in the cost of living. If wheat
prices were considered in light of the
inflation of the last decade and meas-
ured in terms of the corresponding
deflated value of the dollar, they could
be considered to have declined, ond the
¢heat producer is receiving less in pur-
chasing power for each unit he pro-
duces, It is only the wheat producer's
remarkable productivity which permits
him 1o continue in spite of the cost-
price squeeze. The efficient farmers
have had to produce more bushels to
maintaln their position, ond in some In-
stances this has obviously helped them
to improve their lot. Increased produc-
tion must be converled Into sales, how-
ever, for the farmer is unable to con-
tinue to store his grain indefinitely, nor
can one expect the U.S. Government to
do so0, Since domestic milling needs re-
main fairly static, this extra produc-
tivity must be either fed to livestock or
exported. Use of wheat for feed implies
that its price must be able to compete
with corn, which, in a year when corn
is very abundant must mean low wheat
prices. The more acceptable solution
would be to move it into export mar-
kets, and here the producer should and
does expect full cooperation from the
U.S. Government and the grain trade to
provide the proper climate for ex-
panded exports.

(Continued on page 6)
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Wheat Talk—
(Continued from page 5)

To maintain a strong export flow, it
is necessary that U.S. wheat be able to
compete in price, terms and qualily,
and the USDA continues its endeavors
to keep US. wheat priced competi-
tively. The joint efforts of the USDA,
producers and wheat organizations have
succeeded in producing wheat whose
quality image abroad is very good. The
proper climate implies, however, more
than price and quality. 1t implies a
trade policy which favors exports and
it implies unimpeded movement of
grain into export channels. Recent
events interfere with the latter condl-
tion.

Rall Strike

Shortly after the seillement of the
steelworkers labor contract which pro-
vided for a 30% wage increase over the
following 30 months, the rail unions
struck. Settlement of the rail strike in-
cluded a 42% increase for workers over
42 months, The {reeze notwithstanding,
this will undoubtedly have lo be re-
flected in increased rail rates in the fu-
ture. The wheat producer is not dis-
turbed at the prospect of seeing another
sector of the work force improve its
economic situation, but since the price
the producer recelves for his wheat Is
the terminal point value less frelght
from his farm, increased freight rates
tend to decrease his income. Increased
frelght rates from inland terminal to
export points increase the f.o.b. port
price of U.S. wheals, and unless the In-
crease is cancelled out by an increase in
the export subsidy, serve to make U.S.
wheats less competitive in world mar-
kets. Strikes preventing transfer of
wheat from seller to buyer are ob-
viously prejudicial to sales.

Dock Strike

The West Coast dock strike has had
longer lasting and more serious conse-
quences. Whereas there are other inland
possibilities of moving grains, such as
trucks, barges, etc., there is no substi-
tute for steamers In export shipping. In
the U.S., whereas mills must ultimately
return to U.S. wheat production for
their source of supplies, foreign buyers
can and quickly do turn 1o other sources
when supplies from any one country
are cut off. Their loss of confidence In
a supplier is difficult if at times not im-
possible to overcome. Even the tempo-
rary interruption in sales to any im-
porter is prejudicial and dangerous, but
the possible permanent loss of any part
of a market is disastrous to the wheat
economy and consequently the {otal
U.S. economy as well. Any Increase in
port handling costs will ultimately

o i s il i S i A e i sl

mean an increase in the export price,
serving to make U.S. wheats less com-
petitive in world markets, increasing
further the pressure on the wheat pro-
ducer in the cost-price squeeze.

Kenneth A. Gilles

K. A. Gilles
Heads International Society

Dr. Kenneth A. Gilles, Vice President
for Agriculture of North Dakota State
University assumed the presidency of
the American Association of Cereal
Chemists on October 13 during the an-
nual meeting at the Statler Hilton,
Dallas, Taxas. He will serve as presi-
dent until November 2, 1072 at which
time, he will become chairman of the
Board of the Association.

The American Association of Cereal
Chemists has approximately 3000 mem-
bers and serves as the professional so-
ciety for cereal chemists and technolo-
gists interested in marketing, utiliza-
tion, basic research in all phases of
basic and applied science of the cereal
grains. It has sixteen sections ond three
divisions which are concerned with
carbohydrates, milling and baking, and
oilsceds, Membership is comprised of

people primarily from North A:erica
and from most of the countries f the
world which utilize cereals for fo. | and
feed.

Since the founding of the org iniz.
tion in 1914, Dr. Gilles is only tl.c sec.
ond person from North Dakota 1o be
clected head of the Assoclatior. Dr.
Mangels was a previous president,

A member of the society for twenty.
five years, Dr. Gilles has served as
Editor-in-Chief of CEREAL CHEMIS.
TRY from 1961-1868, chairman of the
Northwest Section in Minneapolis, and
on numerous policy and technical com.
mittees of the Assoclation. Last year,
he spent a month in Australia as foreign
guest lecturer for the Cereal Chemistry
Division of the Royal Australian Chem-
ical Soclety.

Dr. Gilles has been at North Dakola
State University since 1881; he was
chairman of the Department of Cereal
Chemistry and Technology until 1063
when he became Vice President for
Agriculture.

Mark Heffelfinger Honored
Mark W. K. Heffelfinger, execulive
vice president and director of flour
milling operations for the Peavey Co,
Minneapolis, has been made an honor-
ary member of the American Associa-
tion of Cereal Chemists. The honor was
awarded at the 56th annual meeting of
AACC In Dallas, Texas. It is conferred
in recognition of unusual service by
unanimous consent of the AACC board.

CEREAL CHEMISTS
EMPHASIZE NUTRITION

FXPERIMENTATION olmed at im:
~ proving nutritive quality of bread
and bread products occupled an impor
tant place in the 56th annual ineeting
f the American Assoclation of Cereal
Chemists at the Statler-Hilton hotel in
Dallas. The program, which ran from
{)ct. 10 through Oct. 14, included a total
of 138 papers.

Sclentists from Kansas Staic Unlk
versity reviewed the results cf nev¥
studles on use of additives. uch &
colionseed flour, to increase proein "
wheat flour. Other sclentists stated pro-
tein Is not the limiting nutrien! int
US. diet, with only few Instances of
protein malnutrition found. 1n fack
there is evidence to assoclate man¥
discases with excess protein in diel.

New products, which include flovf
and protein additives for overseas ¢
sumplion where protein ls definitelf
needed, were the subjects of paper*
The Impact of standard milling proce
dures on vitamin A and other nutrient
levels were discussed.

(Continued on page 8)
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Ceral Chemists
Emphasize Nutrition—
(Continued from page 6)

Wilbur 8. Claus, Carnation Co, Van
Nuys, Calif., reminded scientists at-
tending the meeting that their com-
panies must recognize the consuming
public. The corporation can no longer
be an impersonal, nondescript organiza-
tion but a llving entity that must be
concerned with social behavior. Scien-
tists must shoulder a responsibility for
high standards of integrity, working for
the protection of the consumer, Dr.
Claus added.

Papers on Protein

“Nutritional Evaluation of Proteins
by Biologleal Methods,” a paper by J.
M. McLaughlin, Department of National
Health & Welfare, Ottawa, attracted
attention. He pointed out that lysine is
usually the limiting amino acid in cer-
eals, Proteins which are markedly de-
ficlent in lysine pose a particular prob-
lem in evaluation by rat assay. Such
protelns may have a high quality for
maintenance purposes but poor quality
for growth. The rat's lysine require-
ment, relative to other essentlal amino
aclds, is Jower for maintenance purposes
than for growth, Although most protein
is used for maintenance in the human,
the growing rat appears to give a valid
measure of prolein quality for humans.

Dr, P. A. Lachance, Rutgers Univer+ -

sity, New Brunswick, N.J., In a paper
titled “The Need and Effect of Supple-
ment Protein," pointed out that, con-

trary to the belief of laymen and many °

food technologists, protein is not a
limiting nutrient in the U.S, Isolated
instances of proteln malnutrition have
been identified but it is difficult if not
iinpossible to equate activity in the pro-
tein food field with a public health
problem due to protein shortage.

Protein Problems

3 ] be:, B :
Dirs Eehopize deeiuven thud g ch g L protein quality of Ineakfnst cereals are

demonstrated In protein-calorl; mal-
nutrition, proteln quuntity is oftn more
limiting than protein q.:ality. "The U.8.
diet is rarely lacking in sufficient pro-
tein. There is limited evidence demon-
strating that protein quality (protein
imbalance) may be a problem under
certain ethnle or low-income dietary
situations. On the other hand, therc ’=
at least circumstantlal evidence to indi-
cate that high protein intake, such as
seen in the U8, and other developed
countries, Is assoclated with a higher
incidence of major disease, including
heari isease. Concurrent nutrification
of quality protein sources Is a mechan-
ism which would promote balanced
nutrient intakes and might thwart the
misuse, particularly the excess inges-
tion of dietary protein,

]
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Attention also focused on a report,
“Evaluating the Effects of Supplemen-
tary Protein” presented by Constance
Kies, University of Nebraska, Lincoln.
Using nitrogen balance as criteria of
protein nutrition, she found vast dif-
ferences in several common cereal

of child's requirements, accordi 5 1
Nablsco, “this fortlfication pr. ides
one-third of his daily iron and nore
than one-third of his vilamin nec ;"'

Front panel package copy : ads:
“Fortifled with Five Essential Vit mins
Plus Iron" pfd directs the reade: 1o a

breakfast foods. She cautioned that re- .vitamin and mineral «chart on the side

sults of such a study may be lnﬂuenced'r'

panel ‘of ¢ach packages

by all of the activitles of the hufnan . ~The: continulng prpEram of foriifica.

subject in a given study. v

L. R. Hackler, New YorkState Agri¢’
culture Experiment Station, Genevg,’

presented a “Nutritional Evaluationof

Protein Quality in Breakfast Food’Cer-*"

~tfon by Nablisco concentrates on the im-

.provefnent of nujritional quality, the

ompany stated. “As with_ the enrich.
thent g-cookles and crackers,” the com.
pariy points out, “the vitamin and min-

eals” at the meeting. Mr. Hackler paid/#//¢étal fortification of Wheat and Rice

“Breakfast cereals have been i th
limelight during the past year and as
a result, research has been stimulated
in this area. Generally speaking, break-
fast cereals are purchased on aesthetic
attributes such as texture, appearance,
flavor and color, not on nutritional
quality.

“Although protein undernutrition is
not a major problem in the U.S. today,
the present investigations were under-
taken to evaluate the protein quality
of several breakfast cereals."

Mr. Hackler sald some of the break-
fast ccreals studied support growth in
weanling rats equal to casein when the
protein level in the diets was either 9.7
to 52%. When 35% of the protein in
the diets was supplied by the breakfast
cereal and 65% of the, protein from
caseln, the growth of ‘weanling rats in
some instances was better than with
casein alone.

“Although’ nutritionists have known
for a long time of the possible comple-
mentary effect of proleins, the results
of this study pgint out the very difficult
problem of translating results from ani-
mal studles where a single protein is
fed, to humans, where more than one

. protein s consumed,” he said. “Thus,

it Is almcst impossible to duplicate hu-
man consumption patterns In anlmal
study. Other criteria for evaluating the

protein efficlency ratlo, amino acid
composition, avrilable lysine, essential
amino acld inder and requirement In-
dex.”

Nabisco Forties Two Cereals
Nabisco, Inc., wiach has been using
enriched flour for all its wheat-based
cookles and crackers since September,
1970, will begin a fortification program
in December for two of its child-oriented
dry breakfast cercals, Wheat and Rlce
Honeys. Both are “puffed" .cereals.
The two newly-enriched dry break-
fast cereals will provide a minimum of
one-third the average adult minimum
dally requirements of vitamins Bl, B2,
B6, niacin, vitamin C and jron. In terms

" Honeys does not affect caloric value, nor

,does l¥ cause, any change in laste,
flavor or texture of the cereals.”

“Promote Bread” Says Mayer

America Is in trouble, nutritionally,
Dr. Jean Mayer, noted nutritionist, told
baking executives at the opening of the
74th annual meeting of the American
Bakers Assoclation, and increased bread
consumption=—at the expense of high-
fat, sugar and salt-laden : products—
could alleviate the problems in the na-
tional-dietary.

Dr. Mayer, professor of nutrition in
the School of Public Health of Horvard
University and an adviser to the White
House on nutrition matters, was the
lead-off speaker at the A.B.A. general
sessions on Monday, Oct. 25, at the
Americana hotel in Bal Harbour, Fla.

He criticlzed bakers for not telling
the nutritional story about bread in a
more convincing way when their prod-
uct is, Indeed, under attack., “Extra-
ordinary prejudices about bread have
been built up,” he said, “and your ad-
vertising has not dealt with these effec-
tively." . .

Mluunccpllo.n on Calories

Aniong ‘the public prejudicc: Dr
Mayer listed are “gross overestir ation
of the calorie content of bread” .nd 8
misconceptlon that “meat is the only
source of protein.” )

“The bread industry os a whoi: has
not taken pdvantage of the fart that
it has an @nswer to many of (" na
tion's health problems,” he said “The
industry has been blind as to whal
could be done to promo'a bread in 8
nutritional context,” Dr, iiayer added
H: urged the industry i “morc en
Lightened self-interest” to point out the
value of bread's low-fat, low choles
terol, low sugar, low salt profile, com*
pared with other foods. This will re
quire, he sald, “a more intelligent mar-
keting effort” in an attempt to “recap:
ture the market share of market you
have lost.” As a nutritionist, Dr. Mayer
sald he would be happy to see a Su¢

(Continued on page 22)
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FOR AUTOMATING YOUR PLANT CONTACT ASEECO—iho Engincering
and Manulacturing lirm with 25 years ol Macaroni Plant experience.

One sourca responsibilily from Concep! to Operation to "Alter Sale Setvice"
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The Good That Advertising Does

Lioyd E. Skinner, Skinner Macaroni Company
Federal Trade Commission Presentation, October 1971

T is a pleasure to appear before you

and present my thoughts and atti-
tudes about the “good that advertising
does,” and to explain its importance to
our company and those who buy
Skinner products. Advertising Is an
integral part of my business, I have
been in the business world for almost
four decades. In my early years with
the Skinner Macaroni Co., I worked in
every department prior to becoming the
firm's Chief Executive Officer almost 20
years ago. Without consumer advertis-
Ing, my company could not have main-
tained its historical philosophy of pro-
ducing only the very finest products.
What good does advertising do? Let me
llustrate.

The Macaroni Indusiry

The macaron! industry is very diverse
in terms of company slze, management
philosophy and marketing technlques.
Our industry Is composed of "about 75
companles, some fairly large (three
times my size), some very small and
some in between— some who manufac-
ture an excellent product and some who
manufacture a product that it bullt on
a low-pricz strategy and in my opinion
“leaves room for improvement." Be-
cause of the nature of our industry,
there are no one or two firms which
dominate the industry on a natlonal
basis. Instead we have many sirong
regional brands.

There are a varlety of philosophies
among the companies in our business,
Some of the small firms were started by
families who, let us say, produce pasta
downstairs and live upstairs. There are
some who buy the least expensive raw
materials and are satisfled with the
lesser quality product these produce.
There are a limited number of manu-
facturers who produce from the finest
premium grade wheat avrilable and
turn out a top quality macainnl prod-
uct. The industry would serve ‘vell as
an example of the spirit of American
competition. It Is marked by very
strong competitiveness.

We are quite proud of our plant in
Omaha, Nebraska, It is one of the na-
tion's most modern macaroni plants, It
is fully automated. The equipment has
the latest technical advances that con-
tribute to quality production. We have
invested more than 3% million dollars
in this plant because we want to pro-
duce top quality pasta.
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Lieyd K. Shinner

“A Better Product”

We use only 100% semolina in our
macaronl products. Pasta requires skill-
ful and knowledgeable manufacturing,
but in terms of raw materials, it is
nothing rore than wheat, water and
enrichments. The better the wheat, the
better the macaroni. The Wheat Flour
Institute says, “Careful research has
shown that durum wheat, ond durum
wheat alone, has all the qualities to pro-
duce the finest macaroni,” and this is
what we use—the highest grade of dur-
um available—100% semolina. It is also
the most costly grade of wheat. That
stops some manufacturers from using
it. They buy an ingredient of wheat or
blend of wheat at lesser cost and lesser
quality.

This gives my product many advant-
ages over most competitors. My product
looks better, it cooks better and It tastes
better, It stands up better under cook-
Ing than the lesser grades of wheat
flour used by some manufacturers.

1 invest many thousands of dollars
each year in my own system of distri-
bution centers throughout my market-
ing arens In the midwest, southwest,
southeast and far west, These give me
another advantage of readily avallable
product that is fresher,

I am sure you can see from this that
to provide these benefits to the con-
sumer—summarized by the term "“a
better product"—that our costs force us
to be priced a penny or two more on
the shelf,

» Communicating With Consumars

Now, of course, none of these ad.
vantages can be of any benefil to the
consumer unless she knows aboul it and
buys the product. How do we tell her?
How do we communicate to her the
advantages that our product has over
the others she is offered?

Our product costs her more. She is
not going to take it off the shelf without
a very good reason. We are in the
mighty tough positior: on that shelf un-
less we have some way of communicat-
ing with her about our product. With
7000 items in a Supermarket, each one
gets 1/5 of a second of the shopper's
viewing time (20 minutes). If we don'l
tell the consumer, no one else will.

That's why we must have advertis-
ing.

How do we separate ourselves from
our competitors? Those who sell for less
. +» those who do not use prime ingre-
dients . . . who do not match my produc-
tion facilities . . . who do not have as
fine a product? The answer Is advertis-
ing.

Advertising also is one of the only
ways a small compsny like ours can
compete with the giant brands for 8
share of the shopper's dollar simply be-
cause no one has a corner on creativity.
With a much smaller budget, it is ditf:
cult but certainly possible for the crea-
tive, inventive manufacturer to com:
pele with much larger corporations. A
man must be free to take his product,
his story to the public.

Price only should not be th- con:
sumer’s yardstick for product or :'s val-
us. Competition based on price alone
will not enhance the prospect- of 2
more nutritious product for th. com
sumer.

Ads Stimulate Productior

Advertising permits us to scl ouf
products to more people, stimlating
mass production and more ¢ Nclent
plant operations and helping us 1o hold
down costs. That business cycle helps
us to reduce sales expense.

The consumer has accepted advertls:
ing as a means of communication be-
tween manufacturer and consumer. I!
is a fact today that the average con
sumer has more faith in an adve
product—a famillar face—than she has
in the brand she has no acquaintanct
with whatsoever. This Is true for masf
reasons, including the fact that adve®
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tising tells the consumer something
about @ product . . . and implies to the
consurser that the manufacturer is
proud <f his product and stands behind
it.

Al Gkinner we use advertising for a
number of purposes. To explain our
quality story I8 only one purpose. We
also use advertising to help the con-
sumer with a tested recipe, to offer
money-saving coupons, to explain a
new product, and, of course, to intro-
duce our product and company to a
market we have just entered, Another
consideration, of course, is that due to
the great mobility of our population,
we must continue to tell people about
our product even where have been well
accepted for years—simply because of
the great Influx of people into that
market from other areas of the natlon.
In addition, each year millions of young
women marry and become homemakers.
We must continue to tell about our
products to these new shoppers.

Examples

PUT THIS IN YOUR CASSEROLE
AND COOK IT—This is an attempt in
straight-forward language to explain to
the consumer why Skinner is a better
macaroni product. At the same time,
the ad contains an offer for a cookbook
which we published, The cookbook has
recipes and much other information
which Is helpful to any homemaker.

SAVE MONEY—SAVE CALORIES
WITH ROMA MACARONI MEALS—
Roma is a brand name we recently
purchased in the San Francisco Bay
grea. This ad illustrates one of the
mears we have of combatting miscon-
ceptions about our product. It is possi-
ble--very possible— to use macaronl,
spa;iiottl and egg noodles in low calorie
me: . This ad gives two specific low
¢l recipes. It also gives a 10¢ cou-
Pon On the West Coast the Roma brand
we - irchased was “quite a ways" down
lhl_ st In sales and consumer popu-
lari:, . After the purchase, we converted
thi: .3 a No. 1 Semolina product—to our
knc.ledge, the first product of this
max'mum quality to appear in volume
on the West Coast, This ad is one of the
Wuyz we had of calling this to the atten-
tlon of consumers. Incidentally, as a re-
ult of our move to semolina and the
advertising of this benefit to the con-
Sumer, other West Coast pasta manu-
facturers subsequently improved thelr
Product with better grades of wheat.

:Kumm_'mz GUEST MACARONI
LOOKS BETTERM, COOXS BETTER,
4ASTES BETTER—Ads such os this
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enable us to show the appetite appeal
in our product.

SAVE MONEY—SAVE CALORIES
recipe folder—This is an extension of
our media advertisinf—a recipe folder
offered free to the consumer at the groc-
ery store shelf,

WE'RE PUTTING OUR MONEY
WHERE YOUR MOUTH I18—How bet-
ter can we carry personal salesmanshio
to thousands of consumers in o market
than to talk to them through n news-
paper advertisment such as this. We be-
lieve in our product—believe in it
strongly enough that we only ask the
consumer to try it, in a situntion where
she cannot lose: If she does nat like it
for some reason, she sends i of the
two coupons back to ur und r*e gels a
full refund of the purchuse price. If she
does like it, she sends the othur coupon
to us and receives a coupon good for
the next package free, our way of say-
ing thanks for trying it.

Mutual Benefits

The Skinner Company Is more than
half a century old. It is still a small
company, in the area of 10-11 million
dollars in sales, spending less than 2%
of its sales volume in direct advertising
to the consumer. But we feel it Is a
pretty mighty 2%—a facet of the free
enterprise system that has been re-
sponsible for a good measure of ‘our
growth and success over the decades.

So advertising has been good for us.

And advertising has been good for the
consumers of our product, too, because
it introduced themn to a quality maca-
roni product that they continue to re-
purchase year after year.

Two Other Storiss

1 would also like to tell you about
two other smaller irms from my area
because their stories, too, reflect “the
good that advertising does.” One is
Winnebago Motor Homes of Forest City,
lowa. The other is Morton House
Kitchens of Nebraska City, Nebraska.

Advertising has played—and con-
tinues to play—a vital role in the suc-
cess of these two remarkable growth
stories. An interesting ond very impor-
tant consideration in both cases Is the
economic strength Winnebago and Mor-
ton House are contributing to the rural
communities in which their plants are
located.

Winnebago

Winnebago is a recreational vehicle
company located in Forest City, Iowa.
This company has grown from 4% mil-
lion dollar sales in 1866 to more than
70% million in 1871, This success has
been a result of recognizing a trend in
the industry, filling a need of the con-
sumer and aggressively advertising.

From a meager beginning the com-
pany today employs more than 1,700
people in a community of 3,841 popula-
tion. This represents a remarkable
thrust for the economy of Northeastern
Iowa, With the farms and farmer popu-
lation decreasing, the growth of Winne-
bago in Forest City has added greatly
to the employment of the area, making
it possible for people to live in a rural
environment and to halt to some degree
the migration to the metropolilan cen-
ters.

As a sidelight to the success of Win-
nebago, Forest City is now bullding a
hospital and improving their alrport
facilities and strengthening their Junior
College due to the full employment of
the area. This was all made possible
through the ability of Winnebago to
build a superior product and deliver
that story through advertising to the
consumer,

VWinnebago advertises in three media:
(1) To owners of present recreational
vehicles through an ad such as this.
(2) To the general public with ads in
Time, Reader’s Digest, Better Homes
& Gardens and other media like this.
(3) As the Industry leader, they are now
employing television to provide greater
penetration of the mass market,

The Winnebago success story would
not have beren written without a quality
product and consumer advertising.

Morton House

Morton House Kitchens, a producer
of o full line of quality canned meats
and baked beans, is located in Nebraska
City, Nebraska. In 1961, sales totaled 4
million dollars. By 1068, gross sales
reached 13% million dollars at which
time the company was acquired by Lip-
ton Ten. This growth was accomplished
through selective advertising and good
sales effort.

Adverlising was employed to com-
municate the Morton House slory: A
good-tasting, quality product, priced
competitively. National womens' maga-
zines, local hometown newspapers and
radlo—both local and national—have
been used.

Arthur Godfrey for several years was
the primary spokesman for the Morton
House stoiy. Not only did he carry the
message on his national radio program,
but he was employed in magazine and
newspaper advertising and In point-ol-
sale,

To effectively communicate the appe-
tite appeal, on a small advertising bud-
get, national womens' mo3Jazines were
employed. Through this medium, hon-
est reproduction can be accomplished
showing the quality and the promise of
good toste, Here are several examples
of magazine advertising which told of

(Continued on page 14)
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That’s Right...

the new DEMACO DRY EGG FEEDER

is a tompletely automatic method of adding eggs to your mixer.

Fs .’-'?:u‘.-.,o!-l;:a.w:-.uzﬁ‘-'l' VAl

It's easier than "breaking eggs'* or egg dosing, less messier 00, and offers these outstanding features:

4 Completely sanitary
& All parts non-corrosive
¥ Easy to clean

He: 's how it works:

The level indicator in the hopper of the
volumetric feeder actuates the discharge

of the dry eggs from the storage hopper to
the hooper of the volumetric feeder. A
constant head in volumetric feeder is main-
tained eliminating variations of delivery.
This feeder delivers a pre-set amount of dry
eggs to the mixer. Manual adjustment of
delivery rate is provided.

A drum or bag of dried free flowing
2qgs is placed onto the vibrating table.

The stainless steel wand is inserted into

ihe dry egg container and the vacuum pump
is started, to draw the eggs into the storage
hopper. When the storage hopper is fully
charged, the vacuum pump automatically
shuts off,

The egg feeder and conveying system will deliver from 14 pounds to 140 pounds of eggs per hour at a
m. ximum variation of 2% of set delivery rate. An optional Model will deliver from 55 pounds to 550
pouinds of eggs per hour, also of a maximum variation of 29% of set delivery rate.

or additional information, specifications amd quotations, contact

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237 © Phone: 212 - 386-9880, 386 - 1799
Western Rep.: Hoskins Co., 509 East Park Avee., Libertyville, lllinois 60048 * Phone: 312362 -1

031
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The Good Advertising Does—
(Continued from page 11)

Morton House's economy, quality and
good taste.

Morton House has grown phenomen-
ally because it was able to advertise, to
tell its story, to compete with the glants.
The result—a successful company em-
ploylng more than 300 persons In a
rural community of 7,600 population.

Without the opportunity to advertise,
to talk directly to the consumer, Morton
House would not have grown nor pros-
pered,

1 belleve this conference has been of
benefit to government and to business.
There has been a healthy and construc-
tlve dialogue. We have mutual respect;
we have common objectives. If we
understand each other, we can accomp-
lish what we both seek—nothing more
than good products and services priced
fairly . . . and advertised honestly.

-

The Guest Macaroni

“The Guest Macaroni” is the theme
of a full-color ad for Skinner Macaroni
in November Issue of Family Circle,
Better Homes & Gardens, and Good
Housekeeping. The ad advises readers
that the recipe for the appealing maca-
ronl dish shown in the ad is found in
the new edition of “What's for Dinner,
Mrs. Skinner?" which she can order for
only flve Skinner labels.

MACARONI IS5
NUMBER ONE

SPECIAL television kit was sent

to womens' programs producers
across the couniry for National Maca-
ronl Week.

The kit contained a script, three slides
in 35 mm color, a sample package of
elbow macaroni, another of white egg
noodles, and a third of thin spaghetti.
Also included was a Swiss Cheese Mill
and a recipe leaflet “Macaroni Is Num-
ber One."

Here is the way it went:

OU may wonder what we mean
when we say “Macaronl Is Num-
ber One."

To begin with, when we say “maca-
roni" we are talking about not only the
familiar elbows, but also about egg
noodles of different widths, and the
various kinds of spaghetti, plus shells
and the other special shapes. These are
all members of the macaroni family,
called pasta by the Italians.

Macaroni has been designated “num-
ber one" by the National Macaroni In-
stitute, whose members say that it Is
“number one” in popularity. versatility,
convenience and economy. And the new
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leaflet gives recipes to back up the

claim.
Popularity

Popularity, for instance, is [llustrated
by slide number one, beautiful Maca-
ronl Salad with Currled Eggs. This
would be the perfect thing to serve your
friends at a buffet supper, because
everybody loves macaronl. The cheer-
ful golden hue comes from curry pow-
der in the salad dressing. Rits of pi-
mlento and green pepper a.e brilliant
color accents and in pleasant contrast
to the pungent curry flavors. Stuffed
hard-cooked eggs are also seasoned
with curry powder and complete the
high protein value of the attractive
salad platter.

Versatility

Macaroni is “number one"” in versa-
tility, Macaronl combines with any
meat, with fish, poultry, cheese and
eggs. It can be put in a main dish or a
side dish, salad or soup, and can be a
snack, an hors d'oeuvre or a dessert,
It's for the young, the old, and for those
in between. It's for tamily and com-
pany, for plenic and lunchbox, for
breakfast, lunch and dinner. Slide num-
ber two Is Spaghetti with Eggplant
Sauce, which Is an Interesting new way
to serve the favorite strangs of pasta,
No meat In this dish, but if you sprinkle
over some freshly grated Parmesan
cheese you'd be willing to settle on this
as a main course,

If you have a small cheese mill (like
the prop) you'll find it fun to let every-
one grate his own cheese at the table.
This one comes from Switzerland and
was actually designed for grinding

Switzerland Swiss cheese. By the way,
have you ever tried Swiss chec:: o
spaghetti? A favorite dish of our: calls
for a pound of spaghettl cook: | al
dente (which means tender, yet still
firm) then tossed, while still pipin hat,
with one-third cup of melted Lutler
Then toss it again—quickly—with g
half-pound of grated Switzerland Swiss
cheese, The mellow nut-like Aavor of
the cheese is ideal with the bland pasta,
Some people like freshly grated hlack
pepper added to this dish, which Is
marvelously simple and yet grand
enough to set before the most demand.
ing of gourmets. This combination
serves to illustrate the convenlence of
macaronl, which is easy to cook, cooks
in only a few minutes, and is easy to
serve. It keeps well, so there can always
be a supply on hand for instant use

Economy

And now for economy. Always in
season, macaroni is always low in price.
And besides, It can extend the higher
priced protein foods into more servings,
and stretch leftover meat Into anotiier
meal. Slide number three is Ham
Noodle Bake, an attractive mixture of
diced cooked ham and egg noodles In
a cream sauce nicely seasoned with
mustard and celery seed. Chopped
onion and green pepper provide addi-
tional flavor,

Proper Cooking

Just one little—but important—com-
ment is in order here, Macaroni Is
“number one" oaly if properly cooked.
You must use a large pot, plenty of
furiously bolling water, and you must
not overcook the pasts. The National
Macaroni Institute's lenflet includes
these simple directions which will
guarantee perfect results every lime
you cook macaroni—or spaghettl ¢ egg
noodles.

You already know how popular ! aca-
ronl products are. Send for the | aflet
with these recipes which illustrate zon-
venlence, versatility and economy Just
send a stamped self-addressed env lope
to this magazine and ask for 'i.aca-
roni.”

We'll send you a copy of “Mac ron!
is Number one.” You'll enjoy thes de-
licious new reclpes.

Press Parties

The press party in Los Angeles Oclo-
ber 14 was attended by every hlfl“’
macaroni manufacturing firm in Call-
forria ond some half-dozen food edl-
tors, Tne luncheon at Cave des Roys
was excellent with fettuccine the pastd
course,

Two announcements of merger wert
confirmed at the meeting: American

(Continucd on page 38)
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Ad Daily, a subseription newsletter
edited by E. F. Buxton and Sue Fulton,
recently wrote on macaronl products
marketing. The item that follows Is a
digest of their material,

N old-fashioned, fattening food

category, with sticky competition
and only a slim growth rate has turned
into a winner In the present recesslon
economy. Macaroni products which in-
cludes maceroni, spaghettl, and egg
noodles, in 1870 jumped from the usual
3 to 5% annual increase to 10%, with
an annual sales volume of $500 million
or more. Percapita consumption of
macaroni products has risen from 4
pounds in the early 1950's to 7.5 pounds
and is expected to show another gain
this year, Indusiry experts see reasons
for growth other than macaroni's bud-
get price, as a meat strefcher in main
dishes; (1) Increased popularity of eth-
nic cooking, the products cut across
multiple foreign culsines, (2) Greater
recognition of their versatility as a side
dish, especially noodles and macaronl,
although America is still a meat and
potato society—per capita potato con-
sumption is more than 100 lbs. And
pasta faces stiffer competition from
flavored rice mixes, which have doubled
sales in the past 5 years. (3) Seasonal
consumption has ‘essened. Sales plum-
met in summer months far less than
they did in the past, and this is at least
partly credited to the popularity of
macaroni salad.

The Melting Pot

Pasta products are widely used by
Americans and cut across all income
groups. Macaronl is used by 80% or
more of all U.S. families. “You can
have spaghetti sauce without meat—
or with lobster." Marketing men talk
about heavy users as large user groups
in the regional patterns of consumption.
In Bridgeport, where the majority of
the population is Italian, per capita
consumption is probably 20 pounds. In
Houston, it may be only 4 pounds. And
in North Carolina, where rice is the
staple, only a pound. Elbows are the
top type in sales in the upper Midwest
with large German ond Scandinavian
populations. Noodle eating appears
highest in areas with large Jewish
populations, as well as eastern Euro-
peans.

Spicy Competition

The macaroni business is unusual in
that there is no natiopal brand; there
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are many local and reglonal flrms—
sbout 100 across the U.S. who compete
vigorously, Largest in the East is Muel-
ler who sells only east of the Missis-
sippl. West of the Mississippl, it is
American Beauty. The fragmented na-
ture of the fleld is attributed partlally
to the small, local origins of firms—
“Italian grocery stores, and housewlves
selling noodles door to door.”” Another
view: “These family operaled com-
panies are satisfled with a modest 1llv-
ing, while a large corporation, seeing
the modest growth rate of the industry,
is more likely to invest Its resources in
other areas” For smaller firms, too,
there is the pressure on profits from
distributlon. “They will kill you on
shipping costs as you move further
from the factory” and promotional ex-
penses for entering new markets is
heavy against entrenched competition.”
“The Itallans kiss each other on the
cheek socially, but fight to keep each
aother out of their marketing areas" and
every major market has its family. Ron-
zoni, dominates in New York; Prince is
first in New England; in Chicago it is
Red Cross; in Philadelphia there is San
Glorgio; in Buffalo, Gloia,

The Movr=s

Not that expansion Is impossible. The
big, as in most fields, are growing big-
ger. Ronzonl recently successfully in-
vaded Philadelphia, using its Initial
weakness to advantage (a commercial
dramatized a demonstration by Main
Liners, annoyed that only Italian neigh-
borhood stores carried the brand);
Prince has edged its way into New
York. Creamettes, largest Minneapolis
brand, has achleved wide, if thin, dis-
tribution——moving Into Los Angeles,
Dallas, and Atlanta recently, It is the
only brand using national magazine
advertising. Red Cross has expanded
southward, moving next door from
strength to strength rather than trying
large geographic leaps. Most signifi-
cantly, Mueller, with virtually no
change in geographl territory has in-
crensed its market share in the East
from 18 to 30% in the past 8 years,
helped by a large sales force and the
industry’s largest ad budget, close to
$2 million. Still, marketing time ap-
pears to move at a different pace than
most packaged goods: “We're still a
new brand in Minneapolls,” says an
American Beauty exec. “We've been
here only 12 years."

Typlcal results when a major new
competitor moves into an area is that

the leader retains its share, while sec.
ondary brands, with no big huse of
strength, is pushed oft the chell, A
further bar to expansion e that clalms
of product superlority are difficult. “It's
almost i-possible to demonstrate brand
superiori.s. Taste Is too Influenced by
the fact that the product is generally
served under a mountaln of sauce"
One indication that the housewife con-
siders macaronl a commodity is the
leaping gains recorded for lower priced
private labels.

Hew Products

New products would seem to be a key
to developing brand differentiation.
They have, however, been few and un-
lucky. Most macaroni men see litlle
potential in speedier-to-compare, con-
venience versions: “It's already a con
venience product (traditional European
housewlves would make their own spa-
ghetti or noodles).

The industry still remembers General
Foods Minute Macaroni Introduced
several years ago. It fell apart in the
pot, because housewives typically over-
cook pasta products. Besides, it Is rea-
soned, once that housewife gets oul 2
pot of boiling water, it makes little
difference whether cooking time is |
minute or 7. Faster, easler to prepare
macaronl products actually invelve no
feats of technology. A thinner, smaller
cut will automatically cook faster and
as used In some convenience dinnef
products, may not require the rdded
task of draining in a colander after
cooking.

Increased nutritional concern : n the
part nf government and supposec ¥ the
consumer has helghtened Inter st In
enriched macaroni products in ecent
years. The idea Is hardly new. T’ sitoni
has reached a limited market in New
York with “20% proteln” (13% i typ!
cal). Recently there was an exp nsive
and unsuccessful effort to dvelop
macaroni boosted with non-fu Y
milk. Goodman's tried and withdrew
the premium priced 20% proteln noodle.
General Foods currently has the in-
dustry up in arms with a pr oduc
called “Golden Elbows.” This high pr
tein product, apparently designed fg'
lower income groups, it considered
fraud"” because “It lsn't macaronl at 8
—it's made from corn and soy."

Macaron! producers may be reticen!
to launch new items because their prod:
uct lines are already so voluminous. If
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New " rk, for.example, it is possible to
purch. .2 some 95 different cuts. Many
lines . :lude 30 to 40 or more different
shepe. and sizes. These long lines are
the r.son many producers carry out
store-c 2or delivery with at lzast a por-
tion ci their supermarket accounts: “no
sore s going to warehouse 30-40
jlems”” Supposedly the Itallans in-
vented o variety of macaronl forms to
“keep themselves amused" because it
is such a staple in thelr diet, Such
goodies as emorini (little cupids), cap-
pelll di prete (priest's hats), riceiolinl
(litle curls), mostaccioli (little mous-
taches), etc. Macaroni companies have
done little to promote the fun or func-
tion of thelr specialtles to the consumer.
About 80% of sales are concentrated in
stralght spaghettl, elbows, and flat
noodles. There have been attempts to
make names more understandable “but
frequently these only add to confuslon.”

New Bhapes

New shapes are still invented occa-
sionally. One company tried to resur-
rect wagon wheels—inspired by the
success of Campbell's Spagheiti-O's.
Spaghetti-O's were sold to kids as easler
1o eat than straight spaghettl. But the
housewife didn't want a kids product
when she cooked spaghetti fresh, Spe-
clally products, despite lack of promo-
tion generanlly, have been galning in
sales helped by food page recipes,
familiarity in Itallan restaurants, and
travel. Lasagna has tripled in sales in
the past 5 years and now is the number
4 selling ftem, Manicotti and rigatonl
have 0 gained.

Related Items

Ma:: “onl companies have also tried
lomc  into new related product areas
~%0 - with only limited success.
Princ: :nd Ronzonl have added ready-
made aghettl sauces as a natural ex-
tesic. of the brand name. Ragu
(Ches' rough-Ponds) still owns the
mark:  though more aggressive adver-
Using :cently has been helping. Shelt
ltems .t more easily with companies
distril. ions systems. However, a few
have moved into’ frozen, prepared
enlree;. Buitonl in New York, now has
10 ent:ees, including ravioli, lasagna,
manicoltl, and zitl, Creamettes has had

f modest success in the Midwest with a

boll-In-bag line—macaroni and cheese,

$Paghelt! with sauce, and Buttered noo-

i Overall the frozen food business

leaping, but competitian s heavy

from almost every major food

m‘f-nhu a raft of other Italian
W specializing in frozen entrees.

Decemaen, 1971

et La ¥, ‘SR Syt Yot ptve et £\ i el 2t
AP AT VO PR Lt S bR i R ¥

Disappointing Dinners

Perhaps the largest number of new
products forays have been the the so-
called dry convenlence dinner category.
The category originated decades ago
when Kraft Macaronl Dinner (dry
macaroni plus powdered cheese), with
its virtues of cheapness and bland taste,
New types have increased plus price
and completeness, including sauce
packets or canned sauce with dry pasta,
and premeasurement of spices for
housewives with low confidence. While
dinners would seem a logical oppor-
tunity for macaronl companies to de-
velop more differentiated products,
many executives now have a dim view
of the potential of the category and see
several reasons for fallures: overly high
prices for quality of results—and quan-
tity (typically four scanty servings);
both proliferation of items with low
purchase frequency; and lack of intro-
duction of new varleties to sustain in-
terest. A significant factor has been
competition from a growing array of
national food marketers—although
many of their entries too have failed.

The dinner category has in fact been
growing rapidly, now about $110 mil-
lion—up about 26% in the past year,
hardly a healthy period for most con-
venlence foods. Krafl controls close to
half of the market; an estimated 10%
of its sales are in macaronl & cheese
although it moved into spaghettl dinners
and simple noodle combinations several
years ago.

Several Markets

According to some analyses, the din-
ners market is actually several markets
in one, with the various brands not
necessarily competing with each other.
Kraft and Chef-Boy-Ar-Dee—plain-
jane or “emergency” fare, more like
canned pasta in usage as side dish or
children's fare. The Betty Crocker line
(Noodles Stroganoff. ‘mondine, and
other invented recipes) is. seen {o move
more in the area of more interesting
potato substitutes or side dishes, a menu
component where the housewife is will-
ing to experiment. The quite fancy
Lipton dishes may compele more with
frozen foods. A growing number of big
firms (Pillsbury, Del Monle, and many
more, have eyed the dinner market,

More new entries appear to focus on
menu planning help with main dishes,
trylng the boxed ingredients to fre-
quently used inexpensive meats (ham-
burger, chicken), which the housewife
adds herself. Family oriented Hunt
skillet dinners (stroganoff, mexican,
lasagna), the highest priced yet at about
90¢ Is based on hamburger, for example.
While not yet national, it has nipped off
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about 5% of the total market. Others
see potential in more exotic, fun to pre-
pare dishes, than the current rather
drab market leaders, targeted to the
heavy using younger housewife. Still
others see the need for more precisely
targeted main dishes, meeting needs all
the way from “quick and easy"” to gour-
met “kits" for women who really like to
cook. One new entry, for example, will
offer convenlence in terms of assemb-
ling hard-to-find ingredlents but will
take 40 minutes to prepare.

Celeste Expands Markets

Quaker Oats is expanding distribu-
tion of its Celeste frozen Italian foods
to selected markets in the east, west
and midwest. The line has been pre-
viously distributed solely in the mid-
west,

Items include pizza and 15-0z. cheese
ravioli and beef ravioli dinners. In areas
where consumption of Italian foods is
high, an additional 2 pound size of the
raviolis will be Introduced, along with
26-0z. manicott! dinner and a 16-oz.
boil-in-a-bag tomato sauce,

The campaign Is backed by spot TV
and mall coupons. Newspaper ad in-
serts will feature 10¢ off coupons.

Italian Cooking

Progresso Foods Corporation has
launched a campalgn of TV, magazine,
radio and point-of-sale commercials
with the theme “Progresso presents a
short course in Italian Cooking."

Four 30-second spots run during a
half-hour segment of the Today Show,
to be supplemented by spots on such
programs as the Johnny Carson Show,
Dick Cavett Show, 11 O'Clock News,
David Frost Show, Concentration, and
the Merv Grifin Show, Some radio ad-
vertising is to be used on the west
coast,

The short course was the theme in
magazine spreads in October and No-
vember issues of McCall's and Family
Circle. These ads included mail-in
offer for 50¢ worth of store coupons.

Retollers are offered store material
for holding a Festa Itallana store-wide
promotion.

Constitutional Convention

N.M.M.A. Winter Meeting

Doral Country Club
Miami, Florida

Jan. 23 Board of Directors meet.
Jan. 23 Evening Soclal.
Jan. 24 State of the Indusltry.
Jan. 25 Nutrition & Eating Patterns.
Jan. 26 Constitutional Considerations.
Jan. 27 Board of Directors meel.
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the Pure. Golden Color of Quality

King Midas Semoling and Durum Flour
Quahty with a runming start on all the athers

PEAVEY COMPANY

Flour Mil!
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GROUPS THAT SHARE POWER
MUST PULL TOGETHER

By

ARCHIE K. DAVIS
President,

Chamber of Commerce
of the United Stales

Until President Nixon's [§#
dramatic  cconomic  policy
statement on Aug. 15, we
Amcricans  had not really
faced up to our troubles.

The postwar era of total American industrial and
technological supremacy has ended. We now live in
an age of intensifying international competition, Yet
we have continued to behave, in many ways, as if
nothing had changed.

Our economic problems have been steadily com-
pounding. We have grown accustomed to wage in-

-creases of 30 to 40 percent over three years, which

have resulted in escalating prices in the face of rela-
tively high unemployment. Our balance of payments
position remains highly unsatisfactory. The United
States faces its first trade deficit since 1893, The Fed-
cral Budget deficit for the fiscal year which ended last
June was a near-record $23.2 billion. We are living
through a deep-rooted and persistent inflation which
has shown few signs of abating.

The reason is that inflationary tendencies in our
economy have become chronic because of the rise of
the welfare state, the growing imbalance in the power
of the labor unions, and the shift of employment

_ towards the scrvice industries.

The welfare state pushes the Federal Government,
under any administration, toward chronic budget
deficits, and we have had 16 years of such deficits
in the 21 fiscal years since 1950. Budget deficits that
recur so regularly contribute to expectations of infla-
tion, even though deficits incurred in recessions may
not contribute to excess demand in a technical sense.

Thcrc are many new and costly forces at today's
union bargaining table. They include unrealistic
wage expectations of more militant union members
who, expecting that chronic inflation will continue,
want protection from both past and future inflation.
They include wage scttlements patterned on 10 per-
cept-per-year increases over a three-year period in
basic industries like steel, compared with annual
productivity gains of only three percent in output per
man-hour.

The result of excessive cost-push by unions in
cconomy pledged to full employment has been les
sened resistance by employers to excessive wap
demands. And the result of the wage-price spiral has
been the loss of competitiveness in American prod-
ucts—und jobs—in the marketplaces of the world,
Therefore, we arc sceing an ominous trend toward
government restriction of trade with other countries
in order to protect union jobs and industry products
in affected industries,

But building discriminatory walls of tariffs and
quotas to keep out forcign products would only bring
retaliation as trading partners prohibit or restrict our
exports to them,

Business certainly has its share of the responsi-
bility in our society, and it is incumbent upon cvery
businessman to acknowledge that.

However, business is no longer the dominant in-
stitution; at least, not in the sense that the business-
man is free to operate pretty much as he chooses.
Power today is shared with other groups; therefore,
these other groups must also bear a proportionate
measure of responsibility.

It is essential thot all powerful groups in America
recognize this joint responsibility, and realize the
absolute necessity for pulling together. Success can
no longer be taken for granted, as part of the
American heritage.

So labor has a vital responsibility to do its share
in halting inflation. That means helping to increasc
productivity by agreeing to the abandonment of
featherbedding and other man-made incfficiencies
And it means moderating wage demands to a leve
consistent with gains in productivity.

Just as labor must hold down wage demands, st
the businessman must do all in his power to hok
down prices. Neither of us is completely innocent
Both of us are equally burdened.

But more importantly, government must exercist
that fiscal responsibility which is neccessary to ow
very survival,

The sooner labor, management and government
recognize our interdependence—the absolute neces:
sity of making this coordinated system of ours work
—the greater will be our self-assurance,

The stakes arc too high today to permit us the
luxury of fighting among ourselves. As a world
leader we must demonstrate a capacity to keep our
own house in order—a capacity 1o exercise self-
discipline. We must pull together.
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and Best Wishes
for a Healthy,
Prosperous and

Happy New Year

D.MatpaRl & Sons, InC.

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

America’s Largest Macaroni Die Makers Since 1903 - Wiih Management Continuously Relained In Same Family
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Promote Bread—
(Continued from page 8)

cessful recapturing of the markel by
bread.

It is up to the baking industry, he
sald, to take the lead In dispelling the
common fallacies about bread. One of
these fallacies, he polnted out, lies in
the very promotion of bread and cereal
products as one of the four basic food
groups. Stating he never thought the
Basic Four food groups served a good
teaching aid, Dr. Mayer pointed out
that under the grouping vegetables and
fruit are classified as vitamin and min-
eral sources, milk as calclum-giver and
meat as protein source. But bread and
cereal products are said to be energy-
producing. “To most people, energy
means fat. In effect, you are saying
bread Is fattening," Dr. Mayer sald,

Quite the contrary is true, he de-
clared. Still, the effect of promoting
bread as one of the Basic Four foods
is that “every woman in America thinks
she needs only to look at a slice of
bread to get fat."

Bokers Endorse
Uniform Enrichment

At the recent convention of the
American Bakers Association, the mem-
bershlp approved a resolution giving
the ABA staff authority “to advance the
concept of uniform state enrichment
legislation.”

Joseph M. Creed, AB.A. general
counsel at the Washington headquar-
ters, sald the resolution gives the asso-
clation officers authority to study model
state enrichment statutes, without con-
sidering specific proposals.

A new model uniform enrichment
law has been drafted by the Nutrition
Committee of the Millers' Natlonal
Faderation and was recently unani-
mously approved by the Federation's
Executive Committee. The Federation
is walting to take further action on the
proposal until it has been considered by
other concerned organizations, includ-
ing the AB.A.

The new model law has been pro-
posed as a result of moves in states to
effect thelr own and diverse require-
ments in the field, which creates diffi-
cult problems for both flour millers and
bakers, Another important factor in the
move for a new law is the expected
momentary announcement of a change
in the bread and flour enrichment
formula to effect increases in nutrient
levels. Currently, 28 states have com-
pulsory enrichment laws that generally
reflect the enrichment standards
adopted in 1941,
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Expert Discusses
Institutional Food Hazards

One meal in six is eaten out by the
general population. Many more are
consumed by patients in hospitals and
mental Institutions. It is national policy
for children to eat at least one meal a
day Ln school; some schools serve break-
fast as well, Because of the growth in
eating out and the nature of food pur-
chasing and food handling in restau-
rants and institutions, nutritional and
microblological problems are increas-
ing, says an expert in Institutional food
service, Roslyn Willeit.

Mrs., Willett, president of Roslyn
Willett Assoclates, New York City, food
service consultants, and chairwoman of
the Women's Political Caucus, Inc,
New York, New Jersey, Connecticut,
has an important summary of the prob-
lems in the August issue of th2 Cornell
Quarterly of Hotel and Restaurant
Management. The article grew out of
an overview address given by Mrs.
Willett at the American Medical Asso-
ciation's Foods and Nutrition Council
Resource Meeting, held in Washington
on February 17, 1871, L £

Problems of Conirol 3

Complete microblological conu;ol of
foods is neither feasible nor desirable,
according to Mrs. Willett, In fact, she

¥

says, people may be too well protected

from germs In the U.8. “Human beings

are beiter off with their defenses up and |

occasionally put to the test,” she says.
She warns that in our zeal to exercise
our specialties, real hazards can be lost
sight of. 4

She cites a developing bellef by pub-
lic health people that the vague
chronic ill health of middle-aged and
older people Is preventable. Not much
is really known about cumulative ex-
posure to foodborne hazards. The long-
range effect of fertilizers, pesticides,
food additives, and packaging materials
is largely unknown. More also has to
be known, she says, about the nutrl-
tlonal quality of food in order to pre-
vent troubles that come from lack of
necessities as well as the presence of
things that should not be there. More
must also be learned nbout the indi-
vidual body's requirements for nourish-
ment.

There are two problem areas In food
service, according to Mrs. Willett. First,
new food service systems use much
more processed food and second, they
all entail a delay in service from the
time of preparation.

Processing, says Mra. Willett, changes
the spoilage cues from ones the custo-
mer would recognize. Normal signs of
spoilage may be absent.

In addition, processed foods, she ays,
are so new that they are unregu'iled
as to content. An B-ounce portion ¢ hal
food may contain as little as i-14;
ounces of protein. The rest is minutely.
diced vegetables, gravy, fillers, and
additives. Composition breakdowns are
often unavailable for such products, she
adds.

Problems with food servic, arise
from new systems that depend on such
processed foods or on delay in service
after cooking, says Mra, Willett, These
are compounded by the fact that food is
often not prepared by people who know
food or microblology.

Intelligent Management

She believes that a change in empha-
sis in food service can go far toward
minimizing foodborne hazards. With
intelligent management, use of partly-
prepared and easily handled raw food
can often produce greater savings than
use of fully prepared foods.

In addition, she recommends research
into the preservation of raw, whole food
in transit; that food service supervisors
be required to demonstrate understand-
ing of pathways of contamination in
systems that hold food for later con-
sumption; that work schedules be ar-
ranged to keep food service employees
with colds or other disorders away

‘trom food; and that these employces be

allowed to make up lost time on part-
time or replacement time bases.

Old Southern Italion Sauce
Old Southern Ttallan Sauce is being
promoted this fa!l with a coupon offer
based on a refund of the purchase price.
The copy theme stresses the point
“Don't bother to heat—don't add any
meat—just pour on Spaghettl and eat”
According to Bruce Phipps, owner of
Old Southern, the idea of usin: his
Italian Sauce at room temperatur. was
brought to his attentlon by his dau nief,
Shannon, who started fixing this h.rmy-
up recipe for herself, Subsequen ly 8
series of test panels have confirmcii the
appeal of using Old Southern 1! ian
Sauce at room temperature.
Advertising is oppearing In F.mily
Circle, Woman's Day and Metro news
papers.

Florida’s Two Dorals
Get “AA" Meeting Rating
The prestiglous Oficial Conlerence
Guide, edited by Edward C. Bursk (Ed
tor of the Harvard Business Reviewh
has selected both Doral Country Club
of Miami and Doral On-The-Ocean of
Miami Beach for its highest rating=
u‘e “ "

NMMA Winter Mesting
Jan. 23-27, 1972
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the durum people.

NORTH DAKOTA MILL

1823 Mill Road, Grand Forks, North Dakota 58201
Telephone (701) 772-4841




Open Dating Proposal

One of the natlon’s leading business-
men proposed a new approach to solve
the thorny open dating issue, Aaron 5.
Yohalem, a Senior Vice President of
CPC International Inc., called for the
establishment of an ad hoc group repre-
senting the consumer, Industry, busi-
ness, government and consumer activist
organizations to formulate and imple-
ment o balanced and thorough resolu-
tion of the question of open dating.

Mr. Yohalem also suggested that an
outstanding, preferably non-partisan,
member of congress join the group to
fashion the basis for such model federal
legislation which would especially seek
to assure balanced uniformity, rather
than a hodge-podge of dating require-
ments varying from state to state. He
added that the group should include
various concerned third partles, in ef-
fect, amlcl curiae such as the Consumer
Research Institute, outstanding publi-
cations in the field, university research-
ers and foundations.

Mr, Yohalem put forth his plan at a
Conference on Food Stability and Open
Dating sponsored by the Food Sclence
Department of Rutgers University as-
sisted by the U.S. Department of Agri-
culture/Economic Researcn Service.

Objectives

Mr. Yohalem declared the purpose of
the ad hoc group would be clear: to
arrive at the most comprehensively use-
ful expression of the new consumer-
ism's completely justified insistence on
the public’s collective right to know.
He saw the ad hoc group accomplishing
three important objectives.

1. Resolving the question of open
dating in a fashion that meets consumer
needs for meaningful Informetion and
that Is also consisient with manufac-
turer capabilities.

2. Drafting federal preemptive legis-
lation which assures both consumers
and manufacturers of national uni-
formity—not conformity—in open dat-
ing requirements,

3, Determining via that legislation a
reasonable mix of reliance upon vclun-
tary means that can best achleve our
mandated consensus: in other words,
how can open dating be best imple-
mented in areas where genuine prob-
Jems—not susceptible to quick im-
prints of an open date—do obtain.

Sald Mr, Yohalem: “This proposal
offers, in my opinion, a rational work-
nlliz methbd by which to resolve the
opbn dating questipn. Bul perhaps even
more important isthat, if this approach
proves successful for this problem, it
may also prove to be the answer to a
number of other nettlesome consumer
issues which have so far defied effective
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resolutions. We may well be pioneering
a landmark approach to consumer
Issues that could be as effective as arbi-
tration has been in labor disputes.”

Consumer Issues Committes

Mr. Yohalem, who is a member of the
board of Directors of the United States
Chamber of Commerce and a member
and former chalrman of the Chamber s
Consumer Issues Committee, cautloned
that an open mind must be maintained
by doctrinaire advocates of open dating
since open dating is not universally
applicable. He said "It is demonstrable
that the some product could have a
valid life expectancy ranging from a
few months to many years, depending
upon the clrcumstances of its handling
and storage. An arbitrarily imposed
minimum period in such cases might
well result in wasteful and expensive
returns of otherwise perfectly good and
healthful products. A dogmatic open
dating approach on some types of prod-
ucts with a long shelf life could well
result in consumers passing up older,
but perfectly usable and efficacious
foods in favor of ‘newer’ products. Such
unused goods would be returned to the
manulacturer who, in turn, would have
to rass on these losses to the consumer
in the form of higher prices.”

Punitive Legislation

There Is much talk in Washington,
according to Mr, Yohalem, about puni-
tive legislation which would compel the
food Industry to adopt open dating.
Such duress, he observed, would not
only be undesirable in and of itself, but
duress, most important, does not work
in our society. “The proven efficacy of
voluntary compliance on great public
issues by industry,” sald Mr. Yohalem,
“has been demonstrated on so many
occaslons in our history that its value
must be consclously employed in. any
programmed approach to open dating.”
Mr. Yohalem declared that whether the
question concerns advertising whether
it is product safety, whether it is open
dating—voluntarism is at stake. And
that the new consumerism puts the his.
toric validity and the very viable tradi-
tion of voluntarism in our American
free enierprise system to ils severest
test.

As to whether that test could be met,
Mr. Yohalem said; “Open dating pre-
sents an opportunity to demonstirate
that the food industry genuinely pro-
vides preeminently satisfying service,
efficlency, attention and care of the
highest order to advance the quality of
life.

“Properly acted upon, we as an in-
dustry can take and hold the initiative
on this concern, certainly preempt an
issue that can be preempted, and volun-

tarily eliminate an entire area of : joug
vulnerability."

Manager of
Consumer Relations

Sara Jean Thoms has joined Inter-
national Multifoods In the new position
of manager of consumer relations.

In this job she will handle a wide
variely of public relations projects with
emphasis on consumer products pub-
licity.

Miss Thoms, a 1868 Iowa State Unl-
versity home economics journalism
graduate, joins the Minneapolis-based
diversified Multifoods from Pillsbury
where she managed that compony's
Bake-Off program,

A natlve of Waverly, Iowa, Mis
Thoms worked briefly for Webb Pub-
lishing, St. Paul, and the Fayette Coun-
ty Union newspaper, West Unlon, lows,
before graduating from college.

Miss Thoms s a member of the
American Home Economics Association
and the American Home Econon :sts In
Business.

New Guide

The National Safety Council p blica:
tion, “Guide To An Associatio Loss
Control Program,” has been re. ‘itlen,
edited, and revised, For the fir: time,
the booklet now Includes a sec. n of
“Product Safety" program and :deas
‘This section is written on the L sis of
what the manufacturer can and hould
do to produce a safe product, T s can
be used as a guide by an associu .on t0
assist all members,

The Guide still includes idecs and
information on how an assoclaticn can
operate an effective member company
safety service.

Do you want a copy? Write or call
Paul Sheppard, National Safety Cour
cil, 425 North Michigan Avenue, Chi
cago, Illinols 60611,

Single coples are available for ass0
ciation executives.
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Microwave drying, the first really new development In a long time, has been quietly proven

by some of the largest pasla producers.

B |t dries ten times faster W It uses 1/5 the space W It reduces dryer maintenance to
about one hour a week (all stainless steel) W It improves product quality ® It can double
or triple production M Lower capital Investment B It generally can be Installed without

shutting down the line W Are you ready for it?

CRYODRY

CRYODRY CORPORATION

A subsidlary ol Armour and Company
3111 Fostoria Way, San Ramon, Cal, 84583
415/837-9108
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There's More to Dust than Meets the Eye

UST is blue skies; dust is clouds;

dust is blood-red and golden sun-
rises and sunsets. Dust is also a darn
nuisance. It can cause pollution, hay
fever, allergles and emphysema. And,
it takes a lot of work and know-how to
control It.

Nevertheless, dust is important to all
of us, You'd be surprised to know how
many poets have written about it . . .
and how often the Psalmists have men-
tioned dust In the Old Testament of the
Blble. Most of the references are pretly
gloomy—things like the “Dust of the
Ages" or “Dust thou are to dust re-
turnest.'”

But, on the other hand, we've all been
entertalned by Western stories and TV
dramas where the Bad Guys and the
Villains “bite the dust.”

Every businessman and every house-
wife knows how t>nacious dust can be
and how hard It is to remove it. How,
despite every effort, dust gets inside
every office, every place of business,
every plant and factory, hospital and
doctor’s clinic.

It's Everywhere

Dust, scientlsts have found, Is really
one of the few universal substances. It's
everywhere—quite literally.

Ralloons put into the stratosphere
above the North and South Poles—
thousands of miles away from any place
of human habitation—have discovered
the presence of millions of tons of dust
even In these remote corners of the
globe, Every year, winds sweeping over
the Western plains deposit tons of dust
on every square mile of New England;
automobiles emit exhaust fumes and
burning ofl and coal add millions of
tons of dust into the air every year.
Volcanic eruptions put billions of tons
of dust into our skies—in some areas
literally “blackening out the sun" for
days or weeks at a time.

In China, scientists have discovered
deposits of wind-blown dust 700 feet
deep! That's about 200 feet more than
the Washington Monument is highl

And, as If these causes of dust weren't
enough—the world's oceans dump bil-
lions of tons of sall dust into the air
through evaporation—and don't think
that plenty of it doesn't find its way
into your home or place of business. It
does. It reaches every spot on the face
of the earth.

You can't get away from dust—no
matter who you are or where you are.

However, the KEX National Associa-
tion has made dust control its business.
Its member affiliates, which are elther
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In the business of dust control or re-
search Into causes and cures, once
starled to compile a list of all the
sources of dust, When the list reached
over five thousand, everyone threw up
thelr hands In disbelief and despair.
Sclentists say that the causes of dust
are almost endless.

Consider your own home or office—
every time a person walks in the door,
dust comes in with him, hitchhiking on
his clothes and shoes. Opening a door
or window lets in the pest of all pests
—dust.

The Harm It Doas

The harm that dust can do in a place
of business is seemingly endless. It can
contaminate products, ford or even
persons. Dust-borne gerras can be a
serious health hazard, spreading colds,
respiratory diseases and a host of other
ailments. They (the germs) can infect
minor cuts or scratches—gum up the
wirking parts of a machine, clocks,
watches or printing presses—also type-
writers.

Maybe the most common nuisance of
all Is the way dust spoils the appear-
ance of a place of business, giving that
*not quite clean look” which customers
dislike. Dust can spoll the appearance
of merchandise, even if it's brind new.
Have you ever seen a beautiful gown,
shop-worn before it's even been pur-
chased?

What Can Be Dons?

But what can be done about all this?
Until recently dust was somewhat like
the common cold. Everyone talked
about it, but there wasn't ver, much
anyone could do about It. However,
with the rise of the new dust control
methods, something is being done about
it today.

Some years ago, the telephone in-
dustry, concerned with the vexing
problem of dust in switchgears and
other electronic equipment, got to-
gether with Callaway Mills (now Deer-
ing Milliken), to experiment with chem-
jcally-treated sweeping tool covers and
mops. The result was a new approach to
dust control. The dry mops really did
remove the tiny particles of “invisible”
dust—almost too small to be seen by
the naked eye, but which, unfortunately
Is always very much present. The ex-
periment become the birth of a new
Industry.

Within the past few years, thousands
of U.S. firms have switched to the new
method of dust control—which s, quite
literally, “sweeping the country.”

The KEX Natlonal Association is a
trade organization with members v hose
activities have been based on u new
approach to controlling dust.

Most of us know the usual ways of
cleaning. Everyone hes seen a janitor
use a broom to sweep the floor and then
go over it with a wet mop. Bul, the
chemically treated mops do this in hall
the time, because walls, floors, and
other surfaces are cleaned with jusi one
pass of the treated mop. KEX asserts
that the new methods materially reduce
cost. KEX has made this statement
publicly hundreds of times without
challenge, Of course, many people are
skeptical of anything that is new.

However, a small demonstration will
illustrate the KEX point. We asked
skeptics to have their best people
broom-sweep and then wet mop a floor.
It looks spanking clean, but, then, as
soon as it dried, without a single foot
ever having been set upon it, we have
the same person go over the floor with
a treated dry mop. Invariably, the
chemically treated mop will be literally
black with resettled dust, fine particles
and “Invisible" dirt.

Remarkable Growth

The phenomenal growth of the dust
control Industry is due to this simple
fact—that the new chemically treated
mops really remove fine dust and dirt
particles which conventional methods
do not touch.

The public relations advantages to 2
business which Is really clean—and
looks it—are fairly obvious. Dus! con-
trol is important to any business ‘hich
deals with the publie,

For example, consider hosvitals
Some years ago, many will reca'l ine
nationwide scare that went arour 1 be_"
cause of the spread of “Staph,” " rep
and other infections. Many infc tions
were spread by simple dirt and dush
tracked in on people's shoes and loth
ing. A germicidal agent, added ) the
treated dust control products, d astic-
ally reduced this danger. Hospltal. were
among the largest early users of t-cated
mop dust control,

Now, KNA franchise holders add
germicidals to all of their mops. I
spective of their use, KEX has had somé
interesting experiments conducted ol
American University In Washingto™
D.C., by Dr. Martha C. Sager, 8 na“““;
ally-known blologist. In hundreds °‘
tests, Professor Sager, has proved th
this germicidal treatment really knoeks
the little bugs out for the count.
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A reoont survey conducted by Dr.
sager, 1o is Director of the Institute
of Envi-onmental Systems Analysis at
Americcn Unlversity, holds considera-
ble sign/icance for building service con-
tractors who wage a constant battle
against dirt, dust and bacteria.

Dr. Sager's studies, undertaken in
conjunction with the KEX National
Assoclation, were to determine if the
three basic types of germicides, which
are commonly added to treated dry
mops, dust cloths and treated mats are
effective in controlling bacteria,

Her concluslons, after hundreds of
tests, were that “each of these germl-
cides affect bacterial cells in a different
manner, but each Is effective in de-
stroylng the organism and/or its ability
to reproduce.”

Chemically treated aids “can be the
first line of defense in institutional germ
warfare," according to Dr. Sager. Room
contamination by airborne bacteria
fungi and mildews has been proven to
be reduced by these specially treated
products.

Electrically Charged

Well, how is this done? Dust particles
are electrically charged. Airborne bac-
teria, molds, yeast and mildew spores
are also chemically charged. These
germs become attracted to dust parti-
cles and stick to them because of thelr
mutual eleciric charges. The bacterla
and dust then circulate In the air and
in bulldings and finally settle on the
floor, the furniture, or on the nearest
human being,

Dust control compounds containing
germicides are also electrically charged
and atfract dust-bearing bacteria be-
cause of all these positive and negative
charges. The dust is held to the treated
surface ond the micro-organisms are
than ntt2-kod by the germicide.

There ure two types of gram positive
and grii . negativr. oranlsms attacked
by the ; :rmicides. Staphylococcus aur-
€us rer::..ents one of the maln groups
of airb: e bacterla, and Escherichla
coli rej-:sents the large group of in-
}“ﬂml vzcteria, Both groups common-
Jﬂmlh ainate amblent alr in institu-

onal complexes although neither
Organist: forms resistant spores.

Each proup represented by these two
t‘;'M:les containg members whose ability

Produce disease fn human belngs Is
:"“L Many severe Infections—loss of
“"'T'l- legs, eyes, even life itself, can be

Used by pathogenle gram positive
focel represented by Staph aureus, and

the gram negative organisms such
3 Pseudomonas,

Fast Bactcrla Reproduction
Bacteria also reproduces rapidly. One

S

bacterial cell can produce billions of
offspring in a 24-hour period. But, when
the bacteria tracked into rooms or
bulldings or coughed into the air are
caught up by the germ-proof cleaning
aids, this rapid reproduction is pre-
vented by the disinfectant chemical.

All enclosed spuces occupled by hu-
mans support a certain airborne micro-
bial population. A study of microorgan-
isms shed by humans has revealed that
“typical contributions ranged from §
{o 50 microorganisms per minute from
different areas of the body,” according
to an article by D. R. Heldman and
F. C. A. Sergla on “Microorganism
Shedding by Humans."

“Sanitizing the room by scrubbing
the room as well as the body areas can
reduce contribution indirectly but a
gradual increase in contribution was
found in the 60 minutes which followed
washing and sanitizing,” say Feldman
and Sergia.

Track in Dust

One of the most common methods of
spreading dust and germs is by the
feet . . . by humans simply tracking it
In on the soles of their shoes.

However, with the advent of the
chemically treated mat, this potential
hazard has been enormously reduced.
The KNA has sponsored several inves-
tigations into the effectiveness of the
mats,

A recent laboratory study conducted
by Dr. Sager at American University to
determine the effectiveness of anti-
microblally treated mals on alrborne
populations was conducted as follows:

A closed environmental chamber was
constructed and equipped with an aero-
sol spraying device for introducing bac-
teria into the chamber and a Gelman
air sampler was used for removing
samples of air. The following three sets
of conditions were then imposed during
the many tests:

1. No mats present in the chamber.

2. Untreated mats present in the
chamber.

3. Germicidally treated mats in the
chamber.

Mechanisms for circulating air in-
cluded small animals in cages and a
small battery-operated fan. An nerosol
spray of a 24-hour broth culture of
Staph aureus was introduced into the
chamber. Following at intervals of one
hour, air samples were extracted using
the Gelman air sampler. Alr samples
were incubated at 37 degrees C for 48
hours and total bacterial counts re-
corded, The results indicated that anti-
microbially treated mats can and do
reduce numbers of airborne micro-

organisms In areas where the ratio of
the mat surface to room area is ade-
quate and when cleanliness and germi-
cidal treatment of the mats is ample.

This data indicated that certain
amounts of blotic contamination can
be obtained in institutional complexes
such as factories, offices, holels and
hospitals through the use of germicid-
ally treated mats and other specially
treated cleaning aids. This kind of
microblal control is intended to help
reduce airborne microorganisms, Its
purpose is not to provide a sterile en-
vironment.

Kex Control

So you see that dust, although it is an
inescapable part of our lives, can be
controlled now by KEXADIZED prod-
ucts and the search for additional meth-
ods of dust management continues.

Weight-Lifting Limit

In Los Angeles, a Federal judge has
ruled that the sex of a worker has
nothing to do with the person’s ability
to lift 50 pounds.

U.S. District Judge David W. Wil-
liams' decision declared invalld a sec-
tion of California's protective laws for
women which, among other things, pro-
hibit an employer from requiring fe-
male employeces to lift more than 50
pounds in the course of their jobs.

The case arose when a clerk-typist
disclosed that fact that she had been
denied a promotion because the com-
pany saold she would have to lift ob-
Jects weighing more than 50 pounds.

To require her to lift such weights
would have violated the California
Labor Code, the company said, and
thus they gave the job to a male em-
ployee who had less seniority.

In making the ruling, the judge said,
*. . . there are without doubt a sub-
stantial number of women who could
lift over 50 pounds, and a large number
of men who could not, and, therefore,
it does nol appear necessary that a posi-
tion requiring such lifting be filled by a
male,”

An attorney for the Federal Equal
Employment Opportunity Commission
sald the ruling “emphasizes the need
for the legislature to act on the matter
by providing protective laws to both
men and women."

—Sun Francisco Chronicie

Doral — Golf Haven
NMMA Golf Tournament to be held
Tuesday, Jan. 25 on PGA Champion-
ship course. This Is in addition to the
usual extras—tennis, swimming, fish-
Ing, bicycling, etc,




BUHLER EXTRUDERS
are the most saditary you can buy!

Model TPCE shown above
is equipped wilh specially-
designed 1win head

E |p|e|e|y Re'deslgned. Buhler s now line of extruders have

d vasic features which have made BUHLER the tavonte throughout

1 rid plus many new improvements which put of tar ahead of any
<ou can buy in North Amenca today!

Super Sanitary

@ Structural members are completely enclosed. can 1 collect dust
or dirt

@ Molors and drives are in the open. away from product area com-
pletely accessible for service

1 1 7

e Drive guards are open al boltom so dust falls through can't e
accumulate tion Umique

® One-piece mixing trough has smooth rounded corners lor easy walls
cleaning. no place where dough can lodae

@ Unique trough design wvirtually eliminales product hangup on
mixer walls

® Outboard bearings on mixer shalts abuolutely prevent any prod-
uct conlamination by lubncant

Finest Quality Product
o Ellicient vacuum completely de-aerates product
o All processing elemenls are of proven desian are properly sided
and balanced to rited capacily

S¢ 2n Models Available

‘Aodel Lbs./hr. Capacity
HAE (Single Screw) 660- 1.320 ﬁ‘:‘:';;;,'ﬂ.l”:,”|' '?:lfll'r.' ,‘:_ 1 % ' I:,.,’ ' i
=AD (Double Screw) 1320- 2,640 RMong Deannas o enatts Peodyes - oot
PEE (Single Scrow) 1000- 2 000 i i
'BD (Double Screw 2000- 4000
CE (Single Screw) €.000- 4000
CD (Double Screw) ' 4000 -8 000
CV (Four Screw) 8 000-16 000

! Built Drives -

@ All molors, sprockels, chains and eleclrical controls are stan-
dard components readily available throughout the U S

ull Details on 1he new Buhler extruders and other Macaran

A ng Equipment. Call us or write. The Buhter Corp. 8925 Wayzata ;

f nneapolis, Minn. 55426, 612-545-1401 / Eastern Sales Ofice 580 A ﬂ / \
ve., Englewood Clills, New Jersey 07632 201-871-0010 = Buhlet

t 4 Don Mills, Onlario. Canada 416-445-6910 Pross base and be!l guard iefeet e g o n
cient design and attention fo e e e e |
press Base as slutdy casy, arceeo 0 &

have smooth weldds For iy learang

Complete
Macaroni
Plants by




R A T T g e

PASTIFICIO BARILLA

URING the National Macaroni

Manufacturers Associalion Euro-
pean Tour last May, all of the partici-
pants had the opportunity of visiting
the Barilla pasta factory, located in
Pedrignano, near Parma, in Italy.

The Barilla factory is the largest in
the world and the most modern con-
cepts and techniques were used in ils
construction.

The Barilla factory is inclusive of six
mammoth production lines built by
Broibanti & Co. of Milan, and each of
these lines is equipped with Braibanti's
latest automatic extrusion press: The
Cobra/4000.

Two of the lines are designed for
short goods production and while each
line was designed and guaranteed for
only 8,800 pounds of production per
hour, cach line is now delivering well
over 11,000 pouncs of dried product
cach and every hour around the clock

The drying of these enormous
amounts of product is being done by
giant models of Braibanti's standard
Teless Dryers.

Long goods, considered by most
manufacturers to be difficult to produce
is being manufactured on four addi-
tiona! lines that were developed and
supplied by B aub- i Eath of these
lines ot Barills s with a fully auto-
matic Cobra/4000/1. extrusion press,
followed by a “GPL" Tunnel Dryer.

Big Seller

More “GPL" Tunnel Dryers are sold
throughout the world than any other

I. The technicion shown in the foreground
gives some idea of the tremendous size
of the Braibonti Cobra 4000C short
goods press.
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Partial view of press room showing Braibanti 4000C and 4000L short goods and long goods

presses.

type of dryer and as can be seen in the
photographs which accompany this
article, the reasons for this popularity
are quite simply that the “GPL" is
sunitary, produces product which is
freo from checking, is known for its
trouble free operation, and delivers
product whose quality is unsurpassed.

Only a company, such as Braibanti,
that denls only in pasta production
equipment and which is constantly
seeking new machinery and production
techniques and thus advancing the
technology of the pasta industry, could
hope to develop the monster sized ma-
chines required by Barilla.

2. GPL Dryers cn two of the four Braibanti
long goods lines. Each of these dryers
has ten drying tiers and is about 30
feet in height. These dryers are specially
designed to handle the massive output of
the Braibanti Cobra 4000L long g:zods
presses, and to produce produce to Bo-
rilla’s exocting standards.

Pasta Specialist

At its inception in 1833, Braibanti &
Co. decided to specialize in pasta pre-
duction equipment and with this spe
cinlization they understood that their
success or fallure would depend solely
on their willingness to be ahead of their
time in the machinery they offered
This risk proved 1o be well worthwhile
since they have become the unques
tioned leaders in the technicies and
technology of pasta production, and
their customers have always 1 en sup-
plied with the right equipment »dothe
job tiey wanted done. As an xample

(Continued on page 3.

3. Stripping operations on the -4'0':2'““"‘:
10,000 pound plus long gotds .M
Each of these lines is equipped ..jh@
IPACK high speed strippers, ond it ot
mal operation Is 16 hour puthc!"D'
eration is used in conjunction with 44
standard 24 hour per day ©p¢r®
schedule of the presses.
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Pastificio Barilla
(Continued from page 30)

of this ablility to supply the right equip-
ment for the job, more than three-
quarters of the automatic lines in use in
the Barilla factory were supplied and
installed by Bralbanti and each of these
lines preduces over 11,000 pounds of
dried and finished product per hour.
The Bralbanti research and develop-
ment teams are constantly tesling new
construction materials and searchiny
for new ldeas (such as the applicatior
of elecironics), so tha! the murareri
manufacturing Ind...ry can keeg vice
with the progress of our modern world.

Other Plants Visiled

The people who participated in the
tour's visit to Barilla had the oppor-
tunity of seeing for themselves the im-
pressive output and the operational
efficlency of these monster Braibanti
lines. For those members of the tour
whose Interest was not atuned to quite
this grand a scale, other Bralbantl
equipped plants were also visited. These
included the Buitoni factory in Sanse-
polcro, the Cortlcella factory in Bolog-
na, and the Pagani factory in Rovato.
In these factories, while the scale of
operations reached only a fraction of
Barilla's, these same concepts of prod-
uct quality and operational efficiency
were also clearly in evidence.

Because it dared what no one had
tried before and succeeded, Braibanti
& Co. is very proud of the equipment
that it supplied to Barilla and has given
the macaroni industry of the world a
new tool: The Cobra/4000 Press.

Industrial Feeding Is Big Job

Every day it takes 10,000 entrees,
6,000 sandwiches, 2,000 hamburgers,
200 gallons of soup, and 1,200 assorted
ples to satisfy the appetites of most of
the 27,000 employees at Eastman Kodak
Company's largest manufacturing fa-
cility.

These were among statistics cited by
Stephen J. Pajeski, Kodak's food serv-
jce manager for its Kodak Park Divi-
sion, in a report to Research & Develop-
ment Associates for Military Food and
Packaging Systems.

“Industrial feeding has come a long
way since World War 11, which defi-
nitely was the liftoff stage for th: ma-
jority of in-plant feeding opera!.ons,”
Pojeski said. “What began as a benefit
—good food, subsidized prices—has in
many cases now become almost a neces-
sity.”

Feeding the 27,000 employees in the
Kodak Park Division— about 70 per-
cent of whom rely on company-pre-
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pared food for at least one meal a day
—creates some basic problems, Pajeski
explained.

Basic Problems

One is that menus must offer a tasty
variety of food to retain employee inter-
est. Another is that different menus
must be provided for office and produc-
tion people. Office personnel need a
lighter menu to avoid drowsiness later
in the day, while production people
need more substantial food to main-
tain physical energy. A third problem
is that of making good food available
at a low price.

City Within City

Meeting these problems efficlently is
difficult at Kodak Park, because this
manufacturing plant is like a city with-
in a city. It is seven miles long and has
20 miles of streets, 15,000 telephones,
its own power plant, water department,
fire department, railroad, and more
than 175 manufacturing buildings.
Some operations go seven days a week,
around the clock.

“Qur commissary services 27 satellite
feeding units at the Kodak Park plant
alone, plus the requirements of hot
food and bakery products for other Ko-
dak divisions elsewhere in Rochester,"
sald Pajeski, who earned his degree in
hotel and restaurant administration at
Cornell University, “We do our produc-
tion early in the morning, cart and
truck the items to the satellite locations,
then plck up the equipment and left-
overs, and start fresh all over again the
next morning.”"

The biggest expense in food produc-
tion and handling is not the food it
self, but the cost of labor and the bene-
fits provided for food service em-
ployees, Pajeski added. This means that
one of his operation's biggest concerns
is finding new ways to minimize the
effects of the inflationary spiral of re-
cent years.

Keeping Efficlent

According to Pajeski, efforts to keep
the industrial feeding job efficient gen-
erally take three forms: continual
streamlining of the orgunization, man-
agement development, and productivity
increnses. Some of the programs con-
ducted to assure efficiency Include
make-or-buy studies of bakery prod-
ucts, butcher-shop preparation, soups,
breaded fish and even dishwashing
operations. Also studied are new sys-
tems such as vended cafeterias, in
which Kodak prepares its own food
items for vending In machines. Em-
ployees then purchase the items from
the machines and re-heal them almost

instantly In microwave ovens i, se-
lected cafeteria locations.

“Operations like these require that
today’s industrial food service manager
have the skills of a purchasing -uent,
packaging agent, packaging expei!, in-
dusirial psychologist and food iech.
nologist,” Pajeski concluded. “And In
working with people, he must he as
up-to-date as the behavioral scientist
to involve the employee in the seiting
of goals, planning and declsion making
for food selection and preparation.”

Putman Food Awards

Putman Publication (Food Process
ing) Food Awards for 1871 go to three
unique products that are sales-oriented
toward the revolutionary “hot snack”
market.

Lipton's “Cup-A-Soup" creates a new
segment in the soup market—a hearty,
robust instant soup that is ready-to-eat
and packaged conveniently in single
servings.

Jeno's that imaginative marketer of
plzza and pioneer of the hot snack mar-
ket, wins a dual award in new product
development for Snack Logs, a snack
substantial enough that it could serve as
a meal substitute, and Snack Tray, the
first single package containing an assort-
ment of plzza varieties.

Toial Approach

Top Honors winners hit the mari In
their soundness of concept, uniqueneis
of product, and professional marketing
strategies. Each received a top rating In
“{otal approach"—the coordinated el
forts in research, production, packaging.
and marketing—that is abundantly evi-
dent in their successful introductions
into the marketplace.

“Single-serving ‘real’ soups arc bound
to be successful,” declares nne of the
judges. “The Lipton concepl is excel-
lent."

The availability of an Instant, ingle
serving soup should open up ma:y new
areas of soup consumptlon for ti: com
sumer. If one serving of soup ls ‘esired
with no cooking, no waste, no cuns to
open, and no pots to clean—"Cup-A
Soup” is particularly suitable. Applica
tions and serving ideas are nun erows:
one person desiring soup_ for lunchi
several people who want diferent
soups; as a warm, filling snack; 85 snma'l
thing different for the “coffee Dreak’s
and for outdoor actlvities such as camP”
ing or boating.

Five varletles of “Cup-A-Soup™
Chicken Noodle, Beet Flavor Nood
Onion, Tomato, and Green Pea—ente!
fest markets in the fall of 1970.

THE MACARONI JoumnAt

ALt

m\ﬁ

i

)

N/

CHRISTMAS 1971 3 GREETINGS 1971

00000000000000000000000

, There’s more to do...

> Give more to Christmas Seals.

: Its a matter of life and breath.

Peceusen, 1971

CHRISTMAS 1971 3 GREETINGS 1971

ocC

0000000000

) O

=
\ |
D\

= (BA\W

d

000000000000

Space contnbuled by the publisher as 3 public sarvice

3

e A R S A A S T

e




(WIRPEE VRS

Henry €. Hubberd, Jr.

Diamond Packaging

Technical Services

Henry C. Hubbaud. Jr. was appointed
Director of Technical Secvires for Dia-
mond National Packaging Products Di-
vision, it was announced by Willlam C.
Dufty, Vice President and General
Manager of Eastern Operations of the
Division. Mr. Hubbard has been asso-
ciated with Diamond for nearly eight
years and has a cumulative 43 years of
experlence in the graphic arts industry,
specializing in printing and packaging.

Most recently, he has served in Sales
and Fleld Service positions with Dia-
mond and has extensive background in
manufacturing. He will continue to be
headquartered in the company's Balti-
more cffice.

Mr, Hubbard is active in several trade
assoclations having served as Director
in the Litho Club of Baltimore, Inter-
national Printing House Craftsmen and
the National Folding Box Association,
plus numerous service organizations.

Diamond Packaging Products is a
division of Diamond International
Corporation, a leading manufacturer of
printing, packaging, rnachinery sys-
tems, paperboard, lumber and con-
sutner goods.

Consumer Studies
Aid Graphics

The first in a series of consumer
studies calculated to seriously affect
current marketing and packaging prac-
tices during the next decade, ls sched-
uled for release across the country by
the Alan Berni Corporation of Green-
wich, Connecticut.

The Berni Corporation, a marketing
design firm specializing in consumer-
tested graphics for business and indus-
try, say the studies are intended to pro-
voke change.

“Our objective is to highlight, for
manufacturers and retailers—via d'rect
contact with consumers—some of the
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glaring deficiencies in visual communl-
catlons being employed by many adver-
tising, marketing and packaging execu-
tives,” states Alan Berni, president of
the firm lssuing the reporis.

Consumer surveys certalnly are not
new to corporate executives, but ac-
cording to Bernl the use of such mate-
rial In developing relevant design con-
cepts for products, packages and even
Corporate Identification Systems and
architecture, “Is dangerously behind the
times."

Monthly Reporis

The consumer studies, which will be
jssued monthly for an unspecified
period beginning the second week In
October, will be sent to any interested
retall or manufacturing organization.

The validity and objectivity of the
reporis were the responsibility of Dr.
William Capitman, a visiting professor
on Marketing and the Social Sciences at
Yale University, and the author of
many works on market research, who
structured the project.

“QOur initial study was conducted by
means of personal, in-dep’h interviews
with consumers from Norin Carolina to
California,” relates Dr, Capitman,

He added that this particular study
deals with the changing eating habits
and buying attitudes of the American
public, It contains information on how
these “changes” will drastically in-
fluence the direction of food packaging
and marketing.

Organic Foods

As an example of the type of mate-
rial that was gleaned from the investi-
gation one housewlife from Charlotte,
North Carolina, who exemplified the
trend of awareness of the exisxtence and
characteristics of organic fouds, sald,
“Yes, 1 have heard of thera—I think
they would be great— but I don't see
that kind of stuff in my grocery store.

The obvious question that arises is,
should processed food manufaclurers
drop what they are doing and go into
the organic and “natural” food business,
or should they attempt to honestly com-
municate the benefits of their products
better than they have in the past?

The report reveals that even when
the idea of organic or natural foods are
rejected, respondents are defensive and
tend toward extreme positions. Like the
lady from California who told re-
searchers “I pay little attention—T've
read about it, but it we like a product it
doesn't worry me that it might contain
some chemical or another. As long as
the kids eat it I buy it"

Exposures k Accldents

As a result of the spate of “exp.osurey”
and accidents in the food industry, Le,
the soup and tuna scare, cyclam:.ies ele,
researchers found a mounting concern
and demand for more information.

Housewives are reading labels, and
they want to know more spccifically
what is in the products they buy,
Packaging also come in for a blast: “My
opinlon is that it is time we got wise to
how we have been cheated by the pack-
agers, and should stop buying their
products unless we read labels more
carefully,” was the way one housewife
put it.

The report also showed a deep con-
cern with products which oversell in
their illustrations, with ecological fac
tors In packagings and in eas'er to open
packages.

The sponsoring organization's pres.
dent states, “To our knowledge, this is
the first time such studies have ever
been conducted. At the very least, il is
the first time such information has ever
been made public."

New Consumerism

The reason Berni gave for his com:
pany undertaking this unique project
in the place was the “apathy and Tack
of understanding by Industry of the
‘new consumerism'.”

We feel it 1s essential that industy
awakens to the fact that consumers ant
no longer inclined to be dictated to
The new consumer is sophisticated, and
becoming even more so, and it is vitally
important for manufacturers and re
tailers to be aware of this trend and re
spond accordingly,” concludes Bernl.

The reports will be sent, without bl
gation, by wriling the Alan Berni Cor
poration, Marketing, Design and Re
search Center, 6866 Steamboat Road,
Greenwich, Connecticut 08830.

Dr. Philip L. White to Speck
Dr. Philip L. White, Director, Depatt
ment of Foods & Nutrition, Americat
Medical Assoclation will be @ feal
speaker at the NMMA Winter Meellnf
on Tuesday, Jan. 25,
He will report on a recent symposiu®
on eating patterns and thelr influenct
on purchasing behavior and nutritie®
Food habits of special groups will®
considered: the elderly, the adolescents
and the poor.
Dr. White has been helptul 10 ¥
the past when the brochure on
nutritive values, of macaron, 8
and egg noodles was developed fot
general distribution.
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Scrambled Eggs

There's nothing “sunny side up"
about the egg production business in
California: it's a scrambled mess.

Ask Lou Corbetta, who presides over
a flock of half-a-million birds produc-
ing 5,000 cases of eggs a week at Certi-
fled Egg Farms in Gilroy.

He's one of the producers who an-
nually market the more than 6-billion
shell eggs needed lo satisfy California's
appeti‘t

It isut just that he resents the fact
that every week this year—excepting
those in January—he's recelved less for
his eggs than their cost of production.

It's the way that eggs are sold . . .
and the volceless role of the producer
in determining price.

Few Facts

“The weakness of our industry is the
abysmal lack of solid facts: how many
hens? . .. how many eggs? . .. how
much surplus?”, Corbetta told the
Council of Californla Growers. *With-
out these facts, hit-and-miss ‘guessti-
mating’, not the laws of supply and de-
mand, govern egg pricing."

Coming off a lifelong, successful ca-
reer as a building contractor in the
highlv comzetitive New York City mar-
ket, Corbetta retired in California,
starting his egg production business in
1860 “just to have something to do."

“Around that time there were more
than 6,000 egg producers in the state,”
Corbetta explained. “Today, thanks to
a pricing system that is a blend of fan-
tasy, whimsey and pure orneriness, the
number has been reduced to 678. Thous-
ands of small producers have simply
evaporated and most of those left have
such large investments they can't quit,
even when their cggs are being given
away,”

Despite the size of his operation and
the savings made possible by ralsing his
own pullets and manufacturing his own
feed, Corbetta says his cost of produc-
tion averages 28¢ per dozen for a meld
of all eggs. The return this year has
ranged as low as 10.2¢ and Corbetta
estimates his average for 1871 will be
“about 24¢."

Corbelta says eggs should no longer
be marketed as farm commodities, but
rather as manufactured ltems. Multiple-
age flocks result in a flat curve of pro-
duction through the year and costs, too,
remain basically stable.

Price Concerns

“As for consumption, studies show
that 85% of the housewives buying eggs
are unconscious of price. If a shopper
needs eggs, she buys them . . . whether
they're on ‘30¢ special' or regularly
priced at 59¢," Corbetta sald,
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Today producers market their eggs
through dealers on a consignment basis,
with no idea or control of the price
they'll eventually get.

“In the period last year from May 8
to July 11, the price I recelved jumped
up about 14% . .. and then between
September 12 and November 7 it
dropped about 20%," Corbetta sald.
“Something besides ‘supply  and de-
mand' is causing the yo-yo ups and
downs of egg prices.”

Said O. W, Fillerup of the Councll of
California Growers; “Egg production in
California s a classic example of an in-
creasingly common phenomenon—the
agricultural subsidy operating iIn re-
“m.ﬂ

PCB Problem Considered

A semlnar on the complex PCB prub-
lem was a feature of the Poultry and
Egg Institute Research Council's meet-
ing in Chicago.

W. B, ! ~ager~'s, Monsanto Chemi-
cal Compau.y, ex; .ined the nature of
polychlorinated biphenyls (PCBs) and
how they are used.

They have been used since 1028, he
sald, mainly in such products as elec-
trical transformers because they are ex-
plosion-proof and in capacitors because
of their Insulating properties, They
have also been used in some paints,
packaging materials, ink, marking pen-
clls and compounds, carbonless carbon
paper, and adhesives.

“Some of those uses have been dis-
continued,” he said. “But they continue
to cause problems because PCBs resist
degradation. The very properties that
make them valuable are the ones that
cause problems. They can migrate into
feeds and foods, where they are ab-
sorbed by the fat."

How can they be destroyed?

“By incinerating them at 1800°F."
Papageorge sald, *“and washing the
stack gases.” Only Monsanto and two
other places in the country are equipped
to do it, he said.

Panel Participanis

Dr. W. J. Stadelman, Purdue Uni-
versity, moderated the discussion.
Others taking part in it were:

H. C. Mussman, director of laboratory
services, Consumer and Marketing
Service, U.S. Department of Agricul-
ture.

Robert Young, head of the poultry
department, Cornell University,

Wendell Phillips, Campbell S8oup Co.,
Camden, N.J.

Morris Cover and Don Schwall, Ral-
ston Purina Co., St. Louls.

Key May, Holly Farms Poultry In-
dustries, Wilkesboro, N.C.

John Dodge, Agway, Inc, Syracuse,
N.Y,

Connor Kenneit, Poultry D vision,
Consumer and Marketing Servi. :, US,
Department of Agriculture, W .shing.
ton, D.C.

The scientists agreed that the people
involved in the recent PCB probl.m had
acted responsibly—reporting th: prob.
lem to the proper authoritles, enlisting
the help of sclentists, and keeping
others in the indurtry informed.

It was agreed that disclosure of the
problem was an important factor in
bringing the situation under control as
fast as possible. Disclosure also helped
to build public confidence in the indus.
try.

Mussman sald USDA's residue pro-
gram is designed to monitor antibiolles,
hormonals, heavy metals, and chlorin-
ated hydrocarbons, which include pesti-
cides and PCBs. USDA's objective
sampling programs are statistically de-
signed to uncover any excessive res.
dues.

If a problem shows up USDA then
employs a selective sampling system lo
determine the extent of the problem
They then monitor until the problem
Is solved.

Dodge reported that his organization
has an established procedure for deal:
ing with emergencies, When one arises,
a task force immedlately swings inte
actlon and devotes its entire attention
to the problem.

Margaret Huston, Institute scientific
director is preparing a summary of the
seminar, which will be available 1o
those who are interested.

Dr. Forsythe Elected

Dr. Richard H. Forsythe, Henningsen
Foods, Inc., Springfield, Mo., will suc-
ceed A. Barde Rogers, Armour and
Company, as director of the Council.

The Council was organized in 1052
Members are scientists in Indu:‘ry, th
government, and the colleges. it meels
semi-annually, It functlons ‘hrough
four divisions—poultry, egg, microblol
ogy, und production.

At its fall meeting the divisicns con
sider what research would be of great
est help to the industry, Their combined
recommendations are made avaiable 0
directors of experiment station:, hea
of poultry science and food scicace de-
partments, government and jnuust
research laboratories, and other inter
ested agencles.

The Council approved a resolution
urging financial support from industry
for the Natlonal Poultry Rese
Foundation's research programs on lev
kosis and other diseases, Though ¢
HTV vaccine has brought tempors”
relief from Marek's disease, much ’:‘
search is needed to eradicate Mare*!
disease and lymphold leukosis.
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CHAMBE OF EOMMIRUE T 11 LMD ATANY

By Carl H. Madden, Chief Economist
Chamber of Commerce
of the United States

High productivity—or output per man-
hour—is the basis for a growing, healthy
economy and a rising standard of living.

The produclivity of the U.S. worker

is

still the highest in the world, but at 2.5
percent annually the growth in US. pro-
ductivity In the 1965-69 period was gen-
erally below competing nations: Japan
(13.4 percent), Holland (10.6 percent),
France (6.9 percent), Germany (64 per-
cent) and Great Britain (4.3 percent). The
best US. productivity performance for
one year in the decade of the 1960's was
in 1962, reflecting the recovery from the
1960-61 recession, but since that time
productivily galns have been unimpres-
sive. To Improve our productivity and
our ability to compete inlernationally we
need more capital investment per worker
in the form of more and better machines

and better education and skills.

{d monprofil status for Feders) iicoms

NMMA Winter Mesting
Doral Country Club,
Miami, Florida
Jan. 23-27, 1972

Rene Semson

Dr. Samson
Serves in Algeria

Romeo Desjardins, vice-president
with Canadian Executive Service Over-
seas, reports that his colleague Dr. Rene
Samson, formerly technical director for
macaroni production in the several
plants of Catelll in Canada, has ac-
cepled an assignment to go to Alglers
where he will spend a few months ad-
vising a government organization, SN-
SEMPAC, with thelr semolina and
macaronl manufacturing problems.

This Is a voluntary assignment under
Canadian Executive Service Overseas
takes care of Dr. Samson's accommoda-
tions and expenses while in Algeria
while C.E.S.0. defrays the cost of trans-
portation.

Dr. Samson retired in 1965 ond Mr.
Desjardins followed him a year later, It
is good to know that both remain active.

Press Parties—
(Continued from page 14)

Beauty Macaroni Company has ac-
quired Perfection Macaroni of Fresno
as of October 1; and Anthony Maca-
ronl will acquire the operations of the
Gold Medal division of Grocery Store
Products, which in turn had been re-
cently acquired by Clorox,

In Chicago, representatives of all
Chicago papers lunched with a delaga-
tion of mid-western macaronl manu-
facturers at Como Inn on October 21.
Here a buffet of proscuitto and melon
and antipasto was served preceding the
three pasta entrees of Noodles Alfredo,
lasagna and rigatoni with meat sauce,
Wine added to the festivities and good
fellowshlip.
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Seasons Greelings
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Give Younselh o Gift!

If you are looking for an inexpensive gift that will
be good twelve months durin? the year consider a sub-
scription to the MACARONI

customer, colleague or employee,

The subscription rate goes up with the next issue to
$8.00 Domestic, 10 Foreign. ‘b VS S——

Act now and save 2.00! Send your check, name and
address to

The MACARONI JOURNAL
P.O. Box 336
Palatine, lllinois 60067, U.S.A.

OURNAL for your valued
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JACOBS-WINSTON
- LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitamins and Minerals Envrichment Assays.

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

3—Semolina and Flour Analysis.
4—Micro-analysis for extraneous matter,
S5—Sanitary Plant Surveys.

6—Pesticides Analysis.

7—Bacteriological Tests for Salmonello, etc.

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

INSTANT NACARONI gy | e
PATENTS FOR SALE il BIE 0.0

A holiday wish T D

May the Christmas season bring you
a full measure of peace and oy.
And may health and prosperity be yours
through the New Year.

Mr. Bayard Scotland passed away re-
cently. He had over 50 years experi-
ence in the macaroni business.

The Toast-A-Roni Co. is offering for
outright sale one domestic patent cnd
four foreign patents, plus the 500 Ib.
per hour pilot plant equipment.

For Further information write:

TOAST-A-RONI CO.

1030 Maple Court DIAMOND PACKAGING PRODUCTS DIVISION
Lockport, lil. 60441 DIAMOND NATIONAL CORPORATION
“ 733 THIRD AVENUE, NEW YORK, NEW YORK / 10017

I
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