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i Ole! Spanish Fiesta Salad is Promoted

SUMMER is the salad season!

Kraft Foods and the Spanish Green
Olive Commission are pushing a maca-
ronl salad, with some 3,000 Kraft repre-
sentatives bullding displays with post-
ers 28” x 22" and shelf talkers that men-
tion you will need Kraft mayonnalse,
eggs, macaroni, tomatoes, cheese, ham,
and kidney beans.

A National Macaroni Institute release
glves a recipe for Macaroni Salad with
Curried Eggs. To prepare curried eggs,
the following instructions are given for
twelve halves: Halve 6 hard-cooked
eggs. Remove and sleve egg yolks.
Blend yolks with 2 tablespoons mayon-
naise and % teaspoon each—salt, curry
powder and Tabasco. Fill whites with
yo'k mixture, plping through pastry
tube, if desired.

Macaroni Salad with Curried Eggs
(Makes six servings)
1% {ublespoon salt
4 to 5 quarts bolling water
3 cups elbow macaroni (12 ounces)
V2 cup diced green pepper
¥ cup diced celery
V4 cup chopped pimiento
2 tablespoons minced onion
% cup mayonnaise
4 cup dairy sour crean:
1 teaspoon curry powder
2 teaspoons salt .
V4 tenspoon pepper
2 teaspoons lemon julce
Curried Eggs
Parsley and green pepper rings
Add 15 tablespoons salt to rapidly
boiling water. Gradually add macaroni
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Drain In colander. Rinse with
cold water; drain again. Combine with
all remaining Ingredients, except Cur-
ried Eggs, parsley and pepper rings; toss
and chill. Arrange salad and eggs on
platter. Garnish with parsley and pep-
per rings. Serve on salad greens, if de-
sired.

Pimiento-stuffed olives brighten up a
dish of pasia and Baked Farfalle with
Nlives 18 n tasty dish. Farfalle means
“pniterfiies” in Itallan and the name of
thix pasta describes its appearance, You
cou'd use the macaroni shape called egg
bows just as well. Either shape is an
inteesting change from the more famil-
jar vlbows or egg noodles, Blices of
bright pimiento-stuffed olives add appe-
tizing volor as well as sprightly flavor,
This carvserole Is a satisfying one, what
with the filling quality of the pasta and
the extra good flavor of three kinds of
cheese,
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model for the Flamenco dancer artwork on the

J e B
Build Profits with @ Spenish Fieste This Summer, Join the Spanish Green Olive Commls-
sion and Kraft in a cooperative promotion this summer on “Spanish Fiesto Salad.” Full
color point-of-purchase material will spotlight the one-dish meal which features Spanish
imiento-stuffed olives ond Kraft Mayonnaise in an elbow macaroni saled, deviled eggs,
om and cheese roll-ups and sliced tomatoes on a bed of lettuce. At left is Betsy Jure,
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ter, who Is holding a tray of the related

item package offered by the promotion, and Eduarda Erice, commercial attache for Spain,
who displays o sketch of the 18" x 22" poster. Both the poster and a full color die-cut
shelf talker are availoble In quantity from your Spanish ollve supplier or Kraft salesman.
Bulld displays and profits with this excellent warm-weather sarving suggestion for your

shoppers,

Baked Farfalle and Olives
(Makes six servings)
Fine dry bread crumbs
1% tablespoons salt
4 to 5 quarts boiling water
12 ounces farfalle or egg noodle bows
(about 6 cups)
2 tablespoons bulter or margarine
1 cup freshly grated Parmesan cheese
(4 ounces)
1 cup diced Swiss cheese (4 ounces)
1 cup diced Cheddar cheese (4 ounces)

¥4 cup pimiento-stuffed olives,
chopped
Thin White Sauce*
Sliced pimlento-stuffed olives

Grease shallow 3-quart baking dish
and coat with bread crumbs, Add 1%
tablespoons salt to rapidly bolling
water, Gradually add farfalle so that
water continues to boil, Cook uncovered,
stirring occasionally, until tender. Draln
in colander, Toss with butter, then
Parmesan cheese. Add Swiss and Ched-
dar cheeses and chopped olives; toss
lightly. Turn half the mixture into pre-
pared dish; top with half the White
Sauce®. Repeat layers. Sprinkle grated
Parmesan cheese or bread crumbs on
top, if desired. Bake In 350° oven 25
minutes. Garnish with sliced olives.

To prepare Thin White Sauce (maks
344 cups): Melt 3 tablespoons butter or
margarine in saucepan; blend in 3 tabl: -
spoons flour. Gradually add 3% cups
milk; cook, stirring constantly, un'l
sauce simmers 1 minute, Add ¥ te. -
spoon salt, ¥4 teaspoon pepper and da :
mace.

Another macaroni reclpe whi
makes good use of the color and seaso:
ing powers of pimiento-stuffed olives
Spaghetti with Olive Sauce. This Is ¢
easily prepared dish which will also |
kind to the budget.

Spaghetti with Olive Bauce
(Makes four servings)
1 pound ground beef
1 medium onion, chopped
2 {ablespoons olive oll
1 can (8 ounces) tomato sauce
1 tablespoon tomato paste
¥ cup sliced pimlento-stuffed olives
3 to 1 teaspoon basll leaves
Salt and pepper to tasie
1 tablespoon salt
3 quarts boiling water
8 ounces spaghettl
Brown beef and onlon in hot oll in
saucepan. Stir in tomalo sauce. tomalo
paste, olives, basil, salt and pepper 10
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\aste. Cover and simmer 1% hours. Stir
occasionally.

Meanwhile, add 1 tablespoon salt to
rapidly boiling water. Gradually add
spaghetti so that water continues to boil.
Cook, uncovered, stirring occasionally,
until spaghetti is tender. Drain in col-
ander and serve with meal sauce.

Cooperative Publicity

Cooperative publicity comes from
many sources. Among recent releases:

Ripe Olive Advisory Board featured
macaroni in a Freezer to Oven Italian
Roast in a Sunday magazine story.

Spanish Olive Oil combined Spanish
Eggplant and Macaroni for a Mediter-
ranean Casserole.

Kraft Foods sent out a relense com-
bining macaroni with salad dressing for
a Hot German Macaronl Salad, pictured
in color.

King Crab Association displayed a
Beef Noodle Casserole as the main dish
of @ menu beginning with a crab appe-
tizer.

Campbell Soup used cooked pasta
ingredients in Tetrazzini Soup and
Supper Soup Italiano recipes in releases
fo major markets.

Hunt Tomato Products had spaghetti
in a ring as a part of Beel Burgundy
Spaghetti,

National Broiler Council featured cgg
noodles in Chicken-Pennsylvania Dutch
Style serles of recipes.

Processed Apple Institute suggested
macaroni for a speclal microwave cook-

ing feature; also used curly noodles in a
Curly Noodle Apple Kugel recipe.

Armour Food Company releases o
casserole pholo of canned chili with
noodles.

American Lamb Council combined
lamb neck slices and noodles in a re-
lease to major market newspapers.

Reynolds Metals showed how to pre-
pare a Cottage Cheese Noodle Ring in
foil-lined ring mold.

Osterizer used their top of the table
tempura cooker to prepare lasagna.

A National Livestock & Meat Board
release: Leftover Special—Cooked Beel
and Noodles.

National Fisheries Institute displayed
ocean perch fillels on egg noodles with
sour cream,

The Poultry & Egg National Board
showed the serving of Chicken Paprika
on egg noodles in a Hungarian spe-
clalty.

Rice-A-Roni Has
Goodhousekeeping Seal

Something “new” has been added to
Rice-A-Roni “the San Francisco Treat.”

Front panels of packages of all nine
flavors of Golden Grain Macaroni Com-
pany's best-selling rice mixes now are
emblazoned with the Good Housckeep-
ing Guaranty Seal.

Dominic Forle, national sales man-
nger, said, "We at Golden Grain are in-
deed proud that our Rice-A-Ronl prod-
ucts, including our new enriched Long

Grain & Wild Rice, have achieved this
exclusive position over all other com-
petitors in the marketplace.

“Actual supermarket surveys have
shown that when the Seal goes on, sales

go up.”

According to Scott Montgomerv, San
Francisco-based regional manager for
Good Housekeeping, “For those prod-
ucts that earn it, this Guaranty provides
the believability and confidence that
are so essential in today's climate of
consumerism.”

Prince Push on Radio

Prince Macaroni Mfg. Co, Lowell,
Mass., oirs their musical jingle “Wed-
nesdoy is Prince Doy" in a campaign of
one-minule announcements on all ma-
jor AM and FM radio stations in New
York Metro and New England Markels
over the summer period, which started

June 26,

The spots integrate “live" copy be-
tween the opening and closing jingle
that is delivered by radio personalities
in their respective programs. Prince
products being promoted are:

1. Prince Spaghetti—more different

varleties than anyone else . . . to
keep Wednesday interesting all

year,

2, Prince Bauce—all seven varieties
have authentie ingredients—the last
word In sauce.

3. Prince Macaroni—for preparation
of warm weather dishes with tuna,
ham or other favorite ingredients.

4. Prince

Curly Egg Noodles—ihe

first new twist in noodles in 2500

years,

Over 500 spots are scheduled in the
New York Metro market plus another
1300 spots in New England markets
that run through the Labor Day holiday.

(Continued on page T7)
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your future extruded resulls
will improve . . . with a Maldari die

Over 65 years developing extrusion
dies for creatively designed food products.

D.MaLbaR! & Sons. InC.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11218
Telephona: (212) 499-3555

America’s Largest Macaroni Die Makers Since 1903 - With Management Continuously Refained In Siame Family
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Prince Push on Radio
(Continued from page 5)

Radio stations carrying the Prince
announcements are WABC, WOR,
WHN, WNEW, WNBC and WRFM in
New York. Stations in New England in-
clude: WBZ, WHDH, WJIB in Boston;
WTAG in Worcester; WPRO, WEAN,
WIAR, WLKW in Providence; WTIC,
WDRC, WRCH in Hartford; WHYN,
Wt 'R in Springfleld; WELI in New
H.ven; and WGAN in Portland.

Catchy Jingle

The Prince muslcal jingle has always
produced excellent results In boosting
brand awareness and creating consumer
demand for Prince Spaghetti, Prepared
Snuvces, Macaronl and Curly Egg Noo-
dles, The idea behind the originally con-
ceived jingle was to utilize Prince's
long-time theme which was designed to
stake out one day a week, Wednesday,
at ‘Prince Day,” the day every house-
wile should serve Prince products.

‘The musical score for the jingle was
the first commerclal tune from the pen
of Mary Rogers, daughter of composer
Richard Rogers. Venet Advertising, Inc.,
Prince's agency, was responsible for the
Iyrics and getting Mary Rogers to write
ike tune,

Although Prince's major thrust has
been in television, the current cam-
palgn of radio announcements provides
continuity of effort during the warm
weather months as consumers turn to
the outdoors and use of pasta and sauce
products for plenies, barbecues, elc.,
:ccording to Zal Venet, agency presi-

ent.

Mueller on Radio

Radio statlon WPAT, New York, ad-
vertises that Mueller's enriched maca-
roni elbows are advertised on their 83
AM & FM wavelength. Current cam-
paign on salads helps grocers sell more
salnd greens, tomatoes and peppers,
cold cuts and summer specioltles.

Jenny Les Appoints
Ad Agency

Walter F, Villaume, President of
Jenny Lee, Inc., announces the appoint-
ment of Peter D. Boo & Assoclates as
th? company's advertising agency.

St. Paul-based Jenny Lee is a manu-
facturer of egg noodles, macaronl, spa-
ghetti and numerous other pasta prod-
ucls which are marketed throughout
Minnesota, Wisconsin and North Dako-
ta as well as in Upper Michigan, South
Dakota and Iowa. The company was
founded in 1892 by Eugene T. Villaume
and has been owned and operated by
three generations of the Villaume fam-
ily throughout its B0-year history,

The Bou agency, according to Mr.
Villaume, “will be responsible for de-
veloping and executing our marketing
program which will enable Jenny Lee
to continue its leadership ond growth
In this field.”

Ragu Advertising

Ragu Foods, Rochester, N.Y., will use
174 daily newspapers, 140 Sunday sup-
plements and three women's magaz'nes
to advertise its Old World Style spa-
ghettl sauce this summer.,

A stainless 0-in. patio salad server is
offered free by mail in exchange for
three sauce labels.

New Home for Mrs. Gross

The 1. J. Grass Noodle Company
moved into new headquarters on June
22, Their new address is 725 South 25th
Avenue, Bellwood, Illinols 60104, a
suburb just west of Chicago.

The architect-award-winning modern
food plant has three times the capacity
of the original plant in Chicago which
the company occupled since 1025, It hus
the production capacity to accommo-
date the steady sales growth of Mrs,
Grass egg noodles, soup mixes and new
products planned for the near future.

Flood Victim

Procino-Rossi Corporation of Auburn,
New York was one of the flood victims
of the severe rains brought by hurri-
cane Agnes in late June. A foot and a
half of water ran through the first floor
of the plant ruining motors and creat-
ing damage to facilities and floors.

Nicholas Rossi, president of the firm,
reported they would get back into pro-
duction as soon as possible and were
getting merchandise from other manu-
facturers in the area in the meantime,

IM Granola

A dry breakfast cereal with rolled
oats as the primary ingredient was in-
troduced in the Los Angeles market by
International Multifoods Corp. uunder
its Kretschmer label, It is the first prod-
uct other than wheat germ to bow under
that label.

Debut of the breokfast cereal in the
Los Angeles market was revealed by
William G. Phillips, IM president, at
a June 1 meeting of Los Angeles fi-
nanciai analysts.

The new IM cereal is Sun Country
Granola. A similar product called
Crunchy Granola, has been Introduced
In several regional markets by small
food manufacturers in the past two
years, and was the subject of a feature
article recently in The Wall Strees Jour-
nal,

IM is the first national food company
to enter the market with granola, a
generic name for the product billed as
a “health food" in other markets.

IM is aiming the product for super-
markets shelves, not health food stores,
a company spokesman pointed out. The
cereal is produced at and shipped to the
West coast from IM's New Fope, Minn,,
facility.

An aggressive trade promotien s
scheduled for the product later in the
year.

IM Increases Dividend

International Multifoods Corp. de-
clared a dividend of 31%¢ a share on
the common stock, up 1%¢ from the
previous yuarterly rate. the 31%¢ divi-
dend is payable July 15 to stockholders
of record June 26.

The increase, which places Multifoods
common stock on an annual dividend
basis of $1.25, compared with $1.20 pre-
viously, is the first since the company
made its initial public stock offering in
1964.

William G. Phillips, president, ob-
served that the increase is In line with
the President's 4% guideline for divi-
dend increases under Phase Two.

Peavey to Purchase
Brownberry Ovens

Peavey Company has signed an agree-
ment In principle to acquire Brown-
berry Ovens, Inc., a speclalty baked
foods producer in Wisconsin. Brown-
berry makes seasoned croutons, stuffing
mix, bread-based dessert items—sold
nationally—and a specialty bread line,
distributed regionally.

For Peavey, one of nation's largest
flour milling and agribusiness com-
panies, the purchase of Brownberry
would represent a significant diversifi-
cation Into grocery consumer products
other than flour.

Del Monte Dinners

Four new “add meat" prepared, pack-
aged dinners have been Introduced in
California and Nevada test markets by
the Del Monte Corp, San Francisco.
The new dinners carry the Grant Tour
label, used on D:l Monte's frozen din-
ners.

The four new dinners are: Beef Bur-
gundy, Casserole DiNapoll, Casserole
Con Carne and Polyneslon Sweet n'
Sour.

National Macaroni Week

National Macaroni Week will be cele-
brated Oct. 6-14, Macaronl is Number
Onel
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Crop Progress

The Burlington Northern Crop Re-
port for the first of June noles that the
seeding of spring grains in North Dako-
ta and northwestern Minnesola was
considerably behind last year and the
five year average. The cold, wet spring
kept fleld work at a minimum in much
of the territory until quite late in the
season. Floods were also o problem.

Because of the late season, wild oats
developed and many crop observers
were expressing concern about this
noxious weed and its possible adverse
affect on the 1872 crop.

Crop Quelity Council

At the same time Vance Goodfellow
of the Crop Quality Council wrote thal
cold, wet weather with only intermit-
tent drying periods since April had de-
layed seeding of spring gralns over most
of North Dakota, South Dakota and
Minnesota. Although showers continue
to interrupt planting, warmer drying
weather after mid-May permitted better
progress and the crop was practically
all seeded by the end of the mumth,
Progress was considered two to three
weeks lute In North Dakota but still
slightly ahead of the late 1870 season.
Progress in Montana was near normal
and was virtually completed by the end
of May. The North Dakota Weather and
Crop report for mid-June noted that
weeds were a serious problem but crops
continued to make good progress with
generally adequate molsture. Towards
the end of the month there was concern
that the lush crop would need rains in
order to maintain progress.

Peavey Letfer

The Peavey Crop letter noted spring
planted crops were starting to head on
short straw and rain was urgently
needed. Rainfall was also needed in
parts of eastern North Dakola and
northwestern Minnesota,

Durum, No. Dakota Specialty

North Dakota produced 89% of the
nation's durum In 1971, Production was
78 million bushels, 78% more than a
year earller. Yields were up 7.5 bushels
from the preceding year to average 32.5
to the acre,

Durum production has spread across
the northern tler of counties, westward
from the northuestern counties that
made up ‘he “durum triangle." Towner
and Ramsey in the northeast rank on.
und two In production with Cavaller,
whose county seat Langdon is home of
the U.8. Durum Show, coming in fifth.
Ward county In the northwest was third
and Bottineau in the north-central
fourth,

Durum, Standard
Of Quality

Modern Talking Picture Service dis-
tributed a promotional plece at the
American Home Economics Assoclation
Annual Convention held in Detroit
June 26-28,

Entitled “Free Films Help Classroom
Homemakers"one of the listinge waos
for "Durum, Standard of Quality,"” It
was described as a 28% minute color
film. Copy read: “Some of our greatest
technological advances in America have
resulted in today's sclentific farming.
Here we see how the hybrid wheat,
amber durum, is bred, planted, har-
vested and manufactured. There is an
interesting part devoted to automated
wheat processing. Available to seventh
grade and higher from the Natlonal
Macaroni Institute, North Dakota Wheat
Commission, Durum Wheat Institute.,”

“Macaroni Menu Magic," a 20 minuts
color film wvaluable for institutional
cooking classes, was also mentioned.
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Witistanding @ Sending—A piece of poly-
urethane sheeting developed by Carglll, Inc.,
for use In graln handling where high re-
sistance to obrasion is cruclol undergoes
the wearing test of falling sond in the ap-
paratus at left. The material won required
FDA opproval for use in the kandling of dry
bulk foods when it testid substontioly
better thon the department’s stondards for
“rub-oft” per liter of sand (simulating
grain). Morris Olson (center), senior Cargili
research chemist, developed the fomulo,
Robert Hubbard (right), manoger of plant
operations in Carglll's commeodity market-
Ing division, uses the cost-saving sheeting
exclusively in the firm's high volume groin
terminals,

Corgill Announces Plastic
Sheeting for Grain Handling

Highly abrasion-resisteit  plastic
sheeting for use in giain chete linings
and spouts, developed by Carill, Inc.
and proven in its own handling facili-
tles, is now being offered commercially
by the firm.

Cargill, which moves large volumes
of grain through its elevator system,
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also produces resins for protective cou -
ings, which led the company about fo
years ago to turn to its own chemists
combat a problem common to the indu -
try: costly abrasion wear of elevat -
equipment.

The result was a polyurethane elast -
mer sheeting approved by the Food an |
Drug Administration for dry bulk fou.l
contact.

“Lab tests and, most importantly, ac-
tual performance tests st our elevators,
have proved the product is more dura-
ble and abrasion resistant than any-
thing else we've seen on the market,”
says Arthur Klobe, vice president in
charge of Cargill's chemical products
division. Klobe says the sheeting Is re-
placing worn steel liners, which cost
less per square foot but last only a frac-
tion as long, throughout Cargill's grain
handling system.

Wheat Export Subsidy Study

The North Dakota State Wheat Com-
mission in cooperation with the Depart-
ment of Agricultural Economics, North
Dakota State Universily, has issued a
study, “The Impact of the U.S. Wheat
Export Subsidy Program.”

The report reviews the loglc of using
an export subsidy to maka U.S. wheat
competitive in world markets. It reveals
that the $1.4 billion spent for subsidy
over the six years of 1963-68 returned a
gross revenue of $6.2 billion to the 1'.5.
in total wheat sales. In addition, the
U.S. treasury saved an estimated $475
million for not having to pay storare
costs on wheat, because it was exporicd.

It is concluded that the export su'-
sidy was an investment that not on'y
facilitated the export of U.S. wheat duv -
ing this period, but contributed su -
stantlally to a favorable U.S. halance [
trade.

New Cariadian Wheat Quotc

Further quota changes, including i -
troduction of a “D" quota for Hereui ¢
durum wheat, were announced by U *
Canadian Wheat Board, A “D" quota { ~
Hercules durum, authorizing produc ©
deliveries at a level of five bus. p *
quota acre, has been opened.

The two-bu “Ly* nquota for all grad:
of hard spring wheat has been extendc:|
to 11 shipping blocks, The one-bu SE"
quota for all spring grades has been e:-
tended o 11 blocks. The five-bu “C’
quota for durum wheat, grading No. 3
and 4 only, has been extended to in-
clude all grades of durum in three
blocks. The five-bu “D” quota for durum
wheat, grading No. 3 and 4, has been
extended to include all grades at all de-
livery polnts.

.
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that goes into the design and developme i of each in-
dividual part. Performance, dependability and quality
Yyou naturally expect from a Clermont machine — in
super-abundance. But there are clso many lesser
points about @ machine that can mcie it a joy to own
Bﬂd a pfeasur'e to operate. In the Clermont Noodle

ryer many «/ these features—such as electronic con-
|rfols, controlling the intake of fresh air and exhaust
of excess' humidity; control of temperature; extra

{///, . CONTINUOUS NOODLE DRYER

Dramatically New in Appearance

Side view noodle finish dryer taken at plant of Tharinger
Macaroni Company, Milwaukee, Wisconsin

large doors permitting ready access for cleaning; large
lucite windows giving clear view of the various drying

stages: all are incorporated in the Clermont Noodle
Dryer,

The only Noodle Dryer available that affords free ac-
cess to the screens from both the fan chamber and the
air chamber sides.

The only Noodle Dryer that has conveyor screens that
interlock with stainless steel side guides. Many other
features are incorporated that are solely Clermont's,

But no matter what Clarmont dryer you buy, you be suret
i will b In every detell the Hnets dryer you have -':.:'r ‘.'.'.'.:’:J."‘ h

Please consult us for full information.

\
i\
| "i
Clermont realizes that the basic goodness of a dryer is
l represented by the sum total of lﬂa care ond oﬂgﬂion

. Division of Clermont Operating Corp,

280 Wallabout Street
Brooklyn, N.Y. 11206, U.S.A.
Telephone (212) 387-7540
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Smaller Flock

The Crop Reporting Board announced
the laying flock produced 6,088,000 eggs
in May. This was 2% less than a year
ngo.

Layers on hand averaged 308,300,000,
3% below a year 8go.

Rate of lay averaged 63.6 eggs per 100
layer on June 1, up from 63 a year ear-
ller but down from the 63.8 rate on May
1, 1972. Layers on farms June 1 totaled
306,600,000, down 3% from 316,300,000
a year ago.

The May hatch was 51,300,000, down
15% from the 60,200,000 in May, 1971,
Potentlal layers June 1 totaled 357,300,-
000, down 3% from June, 1971,

————————

Quality Pays

Victor Henningsen, Jr. is quoted in
Henningsen Headlines from a letter he
recently sent to their sales representa-
tives:

“Not long ago it came time to paint
the house. I saw an ad in the paper of-
fering cheap paint. I asked a friend in
the paint business what he thought of
the deal, His answer: ‘There is no such
thing as cheap paint, When you take an
overall paint job, the labor is the key,
the paint an incidental; so make it the
best.'

“Many of our customers advise us
that they are heoring about extremely
cheap egg prices from some other pro-
ducers. There is no question that they
do exlst whenever shell egg price¢ have
been depressed over a long period of
time. The facts, however, remain the
game. Like paint, there is no such thing
as ‘cheap eggs’ Oh sure, the price per
pound may be lower, the carrying
chorges spread way out, and all the
rest, but take a look at the product, and
even more important, what is behind
the product as back-up. Is it stable? Is
it functional? Is it bacteriologically
gound? Has it ever been checked out,
or Is it just shipped with a hope that
it will pass muster?

Control Costs Money

“We nt Henningsen spend a lot of
time and money seeing to it that all of
our products are produced to a stand-
ard of acceptable quality and perform-
ance so that the customer receives a
product that is ready to do the job he
demnnds. We value our time and labor
in the same degree that our customer
volues his and make our products ac-
cordingly.

“It's the customers who buy the so-
called ‘bargains’ who ultimately have
quality problems and 1t's due to these
borgain sales' that the food indust:y al-
ways looks first at the eggs when some-
thing goes wrong."

Al the present time, high quality egg
products from quality-conscious pro-
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ducers are at their most attractive
levels in years. Maybe the distressed
sales ‘bargoins’ aren't such bargains

after all.

New Chicken Product

Henningsen Foods have announced
the availability of dehydrated clear
chicken broth with excellent flavor
characteristics, the same case of hand-
ling, economy of storage and {ransporta-
tion as does the present chicken flavored
concentrate. It has the added character-
istic of reconstituting to a crystal-clear
golden liquid broth.

Egg Mix Program Ends

The Department of ~Agriculture in
June purchased 2,160,000 lbs. of egg mix
at a cost of $1,505,000 and announced
termination of the current buying pro-
gram. The egg mix purchases, made
with Section 32 funds, were designed
to supply high quality protein food for
direct food distribution programs.

From the program's start April 12 the
Department had bought 12,348,000 1bs.
costing  $0,333,000, This Is equal to
630,000 cases of shell eggs.

Egg mix Is a dried food product con-
sisting of 51% whole egg solids, 30%
nonfat milk solids, 15% vegetable oil
and 1% salt.

Rice Noodles

The La Choy Food Products division
of Beatrice Foods Co., Is introducing La
Choy Rice Noodles prepared from a
blend of rice and wheat flours, They are
suggesied as party snacks or for soups
and salads, The suggested retail price
Is 20¢ for the 3-oz. can. La Choy is in
Archbold, Ohlo.

USDA Food Donations

Foods donated to the States and ter-
ritories by the U.8, Department of Agri-
culture to improve diets of needy fami-
lies, needy persons in charitable insti-
tutlons, and tchool children totaled
more than 1.1 billion pounds in the first
half of fiscal year 1872 (July-December
1971). This Is a slight increase over the
1.08 billion pounds for the same period
in fiscal 1071 (July-December 1870).

The cost of the food purchased during
the first half of fiscal 1972 was $278,542,-
000, compared with $268,400,000 during
the comparable period of fiscal 1971 and
$560,582,000 for the full fiscal year 1071,

USDA food donations for needy fami-
lies during the July-December 1871
period exceeded 630 milllon pounds,
slightly less than in the same months of
1970 when family donations totaled
nearly 635 million pounds.

During July-December 1971, some &

counties changed from food donatior
to USDA's Food Stamp Program, an
total participation In the Food Distribn
tion Program declined five percent fro:
a year earlier, The decrease of less tha
aone percent in volume of food donate
this year indicates a higher intensit:
of use of the foods made available fo:
needy families.

Other USDA food donations during
the first six months of fiscal 1872 in-
clude 420.2 million pounds to schools,
an eight-percent increase over a year
carlier, and the 56,8 milllon pounds to
charitable institutions which was about
the same as a year earller. The school
donations in this report do not include
foods  purchased and distributed by
USDA's Food and Nutrition Service
under the authorities of the National
School Lunch Act.

The U.S. Department of Agriculture
acquires some of the food through its
price-support activities, and through
other purchases to help needy persons
enjoy a substantial and varied diet. The
food is processed, packaged, and ship-
ped to the States and territories for use
in their school lunch, needy family, and
other food-ald programs.

Any donated food in these distribu-
tion channels may be diverted for im-
mediate use to ald victims of natural
disasters.

School Food Service

Nearly 80% of the nation's schol
children have a food service program in
their school, while 83% of the nation's
schools offer a food program, accordii g
to a survey made by the Food and N1 -
trition Service to determine the stal' s
of the school food service program 1
all states. The states were asked to pr -
vide information on all public schoc 3
and all private schools for which th ¢
have program responsibilities.

The survey showed 107,957 schools
the United States with enroliment
50,446,231 students. Of these, 894
schools with enrollment of 44,8488
had food rervice programs.

Of the sci'ools with food service, 89
are publle sci.nols, covering 93% of 1i
errollment In those schools. The 1 -
maining 11% are non-profit prive
schools covering 60% of the enrollme: !
in those schools,

Of the 18,544 schools without foul
service, having an enrollment of 5,507
380 childrer, 44% are non-profit privat:
schools; 24% are classified as needy
schools; 40% are in cities with a popu-
lation under 100,000 and 26% are In
rural areas; 51% are in schools with en-
rollment between 100 and 600 puplls,
and 11% are schools with enrolimen!
below 25, and 52% currently partlcipate
in the special milk program,
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In any size — any shape —it's always
easier to control the quality ard color

_ of your products with Amber’s first
quality Venezia No. 1 Semolina, and,
Imperia Durum Granular.

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

oyl el et A R e R A

TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

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

We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
!aboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent

Amber quality. Be sure—specify AM-
BER.

AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn.—General Offices: St. Paul, Minn, 55101

_ AvsusT; 1972

TELEPHONE: (612) 646.9433
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Consumerism - Advertising’s Challenge of the 70';

by Charles B. Foll, President, Continental Advertising
& Marketing Associates, Inc., at the NMMA Convention

Charles 0, Foll

HERE'S really nothing new about

the so-called “Consumerism Move-
ment.” Therc's always been vne. The
consumer has always called the shots.
What's happening now is slightly differ-
ent in that tha consumer is being egged
on by certain activist groups and en-
couruged by members of the world poli-
tic and a quite unnecessary overload of
the press. The consumer has and always
will be the advertiser's first considera-
tion. 1t he doesn’t like an automobile,
he doesn't buy It. Or, if he buys it and
it doesn't meet his expectations, he puts
a big sign on it that reads “lemon.” and
that's that. The dealer and the factory
respond out of self-defense. If the con-
sumer for any real or supposed reason
believes a food product has made him
ill—he screams long and loudly.

Belleve me, In over twenty-three
yeors trying to communicate intelli-
gently to the consumer the worthy fea-
{ures of manufactured products, 1 know
the consumer comes first. First with the
manufacturer. First with the advertis-
ing agency. Wa s!'"ply cannot afford to
ignore or go aro.. i the consumer.

Consvimer Research

In order that the advertiser might get
a preview of the consumer's thinking
before putting out hls campaign dollars,
researchers come into prominence a
dozen or so years ago. I recall a large
Californla Canning Company Adver-
tiser who was corrled away with a ro-
mantic campalgn on prune juice which
his agency had dreamed together out
of whole cloth. He approved it at once,
and that would have been that if it
hadn't been that the agency account
supervisor pleaded for the opportunity
{fo gel consumer reaction before the
fact. So, the campalgn was copy tested.
Such unusual descriptions of prune
juice as “morning's delightful elixir,”
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were commented on by the consumers
in several panels. However, the con-
sumer emphatically rejected prune
julce as a “delightful elixir,” Instead
he stamped it as a “dull, but essentlal
part of breakfast"—essential if things
were to occur for him with regularity
that day. Several thousand advertising
dollars were saved—but more impor-
tantly, the consumer called the shot. A
stralghtforward, honest campalgn re-
placed . the romantic nonsense, and
prune juice sales went up. Remember,
this was almost fifteen years ago.

The Ogre

Just as “sex” has suddenly been dis-
covered in this enlightened age, so, it
seems, has the "ogre” of advertlsing.
Activist groups ure shooting at the es-
tablished economic system, targeting its
advertising voice. It seems they've
picked up the gauntlet for consumers
everywhere, defending against false
statements, lack of information, and
fraud. They honestly must feel that this
is their assignment from destiny. The
hue and ery of their campaign against
advertising has taken over the hendline
in Advertising Age, the Wall Btreet
Journal and the business pages of news-
papers all over the land.

It is difficult for the elder contingent
to accept sudden change—particularly
when It is thrust upon him by the
younger contingent. They—or 1 should
say “we"—become emotionally in-
volved, We become guilty of the very
thing we see wrong In impatient
change-makers. A young movement
within the Federal Trade Commission
has responded to the demands of the
activists and the press {o put teeth Into
the Consumerism Movement with such
unprecedented force that it has startled
all of us,

Advertising Age, May 1st this year
reported a talk by Elton H. Rule, Presi-
dent of the American Broadcasting Net-
work. Mr. Rule commented on the
Counter Ad batile, This is the effort
being made by the consumerism move-
ment to force Counter, or rebuttal, Ads
on the viewing public. Said Mr. Rule:
“There may have been jokes made
about the proposals by members of the
Federal Trade Commission and others
on the subject of counter commercals,
but ihe concept is no joke.” Rule feels
that “there will be a mass exodus of
advertisers from broadcasting,” if the
proposals were enacted.

Recently a Burt Lancaster-narrated
spot warning the public about a defec-

tive automobile’s engine mounts wa:
refused by all three major networks.

Thomas B, Adams, Chairman of
Campbell-Ewald (now a part of Inter-
public) addressed the American busi-
ness press with these fighting words:
“The advertising industry must recct
strongly agalnst the efforts of those who
wou'd undermind the ‘freedom to sell.'"
Mr. Adams continued, “If we are re-
quired by law to substantiate our prod-
1ct claims, then we must arrange it so
{hat our accusers are required by law
to substantiate their claims." These are
calm voices echoing the fears of each of
us that this Consumerism steamroller
might be allowed to pick up so much
momentum that the consumer and the
advertiser may both suffer irreparable
damage.

Frank Stanton, Viece Chairman of
CBS made some pertinent remarks on
the subject of Counter Advertising on
May 9th, this year. He quoted a report
filed with the FCC by the Federal Trade
Commission. This report was filed Jan-
uary 6th, this year, and read in part:
“For example, In response to advertis-
ing for small sutomobiles, emphasizing
the factor of low cost and economy, the
public could be Informed of the views
of some people that such cars are con
siderably less safe than larger cars. O:
the otk.r hand, ads for big cars emphe
sizing the factors of safety and comfor'
could be answered by counter ads cor
cerning the greater pollution arguabl
generated Ly such cars. In response !
advertising for some foods, emphasi:
Ing various nutritional values and bent
fits, the public might be informed
the views of some people that consum}
tion of some other food may be a supt
rior source of the same nutritlonal va
ues and benefits, In response to adve!
tising for whole life insurance, emphi
sizing the factor of being a sound ‘ir
vastment,’ the public could be informe
of views of some people that whole lil
insurance Is an unwise expenditure. 1
response to advertising for some dru
products, emphasizing efficacy in cu
ing various allments, the public coult
be informed of the views of some peopl"
that competing drug products with
equivalent efficacy are available in the
market at substantially lower prices.”

The debate, clearly, could be endless,
Stanton observed, but would such de-
bate between advertisers and counter
advertisers serve the,public interest?
We think not. ;

(Continued on page 16)
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When you're prospecting for the finest in
durum products, you naturally head for

the finest durum wheat fields in the nation.
Right in the heart of these wheat flelds,
you'll find the North Dakota Mill and you'll
want to stake out your claim.
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The finest durum products are produced by

the North Dakota Mill . . . Durakota No. 1
Semolina, Perfecto Durum Granular or

Excello Fancy Durum Patent Flour,

AvugusT, 1972
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You'll strike it rich when you specify durum
products from the North Dakota Mill,
precision-milled by the newest and most
modern milling equipment in the nation.
Stake out your claim today by calling

(701) 772-4841,

the durum peopie

NORTH DAKOTA MILL
Grand Forks, North Dakota {701) 772-4841
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¢ DEMACO with
production problem.

o

LASAGNA?

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

For additional information, specifications and quotations, contact

DE FRANCISCI MACHINE CORPORATION

46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A. * Phone: 212.386-9880, 386-1799
Western Rep.: HOSKINS CO., 509 East Park Ave., Libertyville, Illinois 60048 ® Phone: 312-362-1031
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Advertising's Challenge
(Continued from page 12)

On May B, Adverlising Age headlined
its first page with the words: “Ocean
Bpray Must Run Corrective Ads on
Food Energy’” That same day, the
Wall Street Journal printed a story that
Ocean Spray had consented to “Ads
Clarifying Drink Claims.” Ocean Spray
agreed to devote one-fourth of its ad-
verilsing money for a full year to the
clarification of copy concerning Ocean
Spray cranberry juice cocktail. The ads
now include the following statement:
“If you've wondered what some of our
earller advertising meant when we said
Ocean Spray cranberry juice cocktall
has more food energy than orange juice
or tomato juice, let us make it clear:
‘We didn't mean vitamins or minerals.
Food energy means calories. Nothing
more.'”

This was the second case in which
manufacturers agreed to abide by the
FTC request. The first such case was
that of Continental Baking Company
last year. Continental agreed to run ads
explaining that the reason slices of its
Profile bread have fewer calories than
other breads is that Profile is sliced
thinner.

Call for Common Sense

One of those calling for a long and
serlous look by ndvertisers and agencles
is John H. Hoefer, Chairman, Hoefer,
Delterich and Brown, San Francisco
advertising agency. In a talk before the
San Francisco Chapter of the American
Marketing Association in Berkeley on
May 18, Mr. Hoefer made a plea for
“Common Sense in the Consumerism
Movement.” He pointed out that it was
first important to find out how thos2
under attack feel about ihe whole thing.
So, he reported, the Grey Advertising
Agency mailed out a questionnaire to
13,250 ndvertisers and agency people on
the mailing list of their house organ
“Grey Matter.” The purpose of the
mailing was to get a cross-section of
marketing-advertising opinion. Just
what did these most involved people
feel—was it anger? Disinterest? Fear?
Those who responded showed a deep
interest in the effect of consumerism
on our economy and our soclety. They
were concerned with the possibility that
advertising today is being regulated too
much. They were concerned with the
future. This outpouring of opinion and
feeling was for the most part optimistic,
thoughtful and constructive. However,
an impressive number showed that they
are angry or bewlldered. While 84% of
the respon-ents agreed that some form
of consumer protection Is desirable—
two thirds of those responding felt that
more needs to be done by all of us in-
volved in the business of adverlising

and marketing. One respondent, Mr.
Hoefer reported, took this position, re-
flecting the view of many when he
wrote: “The consumer does need more
protection. The world is just too in-
volved—products too complicated. But
the responsibility is a marketing con-
cern—not just one of public policy.”
However, a vocal one third saw the
current consumer protection as already
adequate. The most eloquent, but much
smaller group, voice strong concern that
the consumer is getting 100 much pro-
tection. As one executive put it: “The
consumer ls protected better now than
ever In history, The escalation of pay-
ments to consumers over the past 20
years as the result of product liability
lawsuits, as well as the increased costs
of quality control and customer service
at the manufacturing level, are strong
proof of self-regulation.” You see, what
this man was saying is that there are
strong, bullt-in regulations, When false
statements are made in advertising, the
advertising industry itself rises up
against the offender, And, of course, the
consumers kick back. This, it would
seem, is more of a regulatory force than
government intervention. The National
Advertising Review Board, organized to
deal not only with deceptive advertis-
ing, but also with advertising in poor
taste, has full industry support and

- represents the best form of self regula-

tion.
Major Challenge

Still, the strong volces are correcting,
condemning—yes, even crucifying in
some cases, They present the advertiser
and his agency with a major challenge
in the 70’sl We must listen to these
voices. We should do so with the aware-
ness of their right to protest—however
much we dislike the way they are doing
s0. Calmly we must reply. What are
we going to say that might create a
dialogue that is constructive, beneficial
and understandable to all?

I've been listening to the voices of the
Advertising Agency and the Marketer,
Each has something to say. Perhaps
highlights of their thinking can give us
the material needed for the dialogue we
speak of. We've tried to sort out the
emotion from the facts and put the facts
in line. This means, of course, that my
own emotions, and those of our people
at Continental Advertlsing, have to be
put aside at the same time,

Carl W. Nichols, Chalrman of the
Board and Chief Executlve Officer, Cun-
ningham and Whalsh, address=d the San
Francisco Advertising Club on May 3rd.
He hammered home the embarrassing
fact that we are still inclined to speak
down to our audlences; to treat them as
little children. He pointed out the sim-
ple truth that the consumer has “grown
up.” “The fact Is,” he said, “that the

number of Americans 25 years of &
and over with college degrees increa:
126% belween 10850 and 1970. Dun
that same period, the number of Am:
cans with high school education
creased 110%. So that today, 50% of
population over 25 ycars of age has
least a high school diploma. At 1
same time television has brought ¢«
posure to a breadth of experience about
life never before possible, Our childien
have walked on the moon with wur
astronauts. We have seen life snuffed
out in Vietnam."

“1 cannot consider ‘consumerism' a
nasty word. Because I, too, am a con-
sumer first of all. And, I too have a
point of resistance—just as you do—to
faulty workmanship, and products that
don't work or don't do what they're pro-
moted to do.” In his concluding state-
ments, Nichols sald: “We are appalled
at how litile has been done to forcefully
unite our industry—not only to defend
against government over-regulation--
but to go on the offensive to explain
advertising to government, to consum-
ers, to students, to professors—to all our
crities.”

1 say, “Bravol” Let us accept the
challenge by recognizing our consum-
ers for what they are—intelligent
adults, Let's get together and 12t them
know what the marketer and the ad
men really mean to their comforts, their
entire way of life,

Change Brings Confusion

This is a period of great confusiun.
Change always brings about confusion
until the people learn to live with it. As
Carl Nichols put it: “Rapld change, ¢ s-
tress and worry about business, ‘1
economy and society, have put adver' s-
ing squarely in the middle of the i j®
of confuslon. Advertisers, agency i d
medla representatives are deeply ¢
cerned, they express it something ] &
this: “How in the hell can you mi ‘@
good advertising when the FTC ke:
constantly changing its mind ab i
ground rules. I don't even know whi s
good or bad, legal or illegal anymor "

Adding to the confusion is the
creasing problem of accountability. Si I
ing more for less cost, Showing a pr« il
against higher supply costs, All of 15
are placing more emphasis on accou !
ability.

It's a tougher and tougher busindis
world in which we all have to compt '@
today. So, under the impact of thuie
incrensing daily pressures, the mur
keter and the advertising agency alike
is hard pressed to accept the sudden
attacks on thelr integrity. They grate
on the harried ear. But listen, we must.
What are these angry volces saying:
*Let's start saying things like they arel”
“Don't  double-talk “with  fluffery!”

(Contlnued on page 1B)
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Advertising’s Challenge
(Continued from page 16)

“Don’t push so hardl” “Tell me the
truth—you start pushing me and Tl
turn you clear offl” That's just about
what the grown-up consumer is trying
to tell us. Actually, isn't it a reaction
we might feel ourselves if someone tried
to over-sell us? We don't like to be
talked down to, elther, So we must first
accept the challenge of these volces and
present the truth—well told, Incl-
dentally, that was on the letterheads of
McCann-Erickson Advertising Agency
stationery fifty years ago. I think we've
all tried 1o be honest. But sometimes the
turning of a phrase—and clever com-
bination of a popular statement and an
attractive picture cause us to get off the
track slightly and delve in puffery or
fluffery, or just plain double-talk.

On that subject of organizing our
forces to speak out on behalf of adver-
tising. We agree thoroughly. In early
May of this year Howard Bell, Presi-
dent of the American Advertising
Federation proposed in an Orlando,
Florida speech that the Presidents and
Chairman of the ANA, the 4A's and the
AAF, form an advisory council to work
for greater harmony in developing poli-
cies regarding the development and
articulation of industry views on legis-
lative and regulatory issues.

The Need to Advertise

Each industry has its own particular
way of approaching the same problem.
The Macaronl Industry is singular. It
has very special reasons to sound out
in unison. Government standards regu-
late manufacture—so there's little one
company can say that another company
can't. Ii's pretty hard to make clalms
that are deceiving. The only way this
can happen Is through “manufactured”
double-talk. Instead of competing with
each other we must complement the fine
efforis of our National Macaroni Manu-
facturer's Association—we must con-
tinue to advertise. This is particularly
important in our business. People still
have to learn how to make those good
pasta dishes. Remember, today we are
competing with the convenience potato
as well as other new products that make
claim to that portion of the plate where
macaronl products should be, But, as
each one of us talks about his brand, it
|s another volce added to the top of
mind awareness chorus that is so sorely
needed in this industry. Don't stop tell-
ing the consumer how to use your prod-
ucts—don't let the fear of belng caught
up in the jaws of the consumerism
waichdogs cause you to withdraw from
the strong chorus that keeps our prod-
ucts in the minds of the consumer day
after doy. Advertising Is among the

most important factors in the American
economy. The end result of competitive
advertising is reduced prices and higher
quality merchandise to the consumer.
To witness any violation of the cor-
responding trust and responsibility in
this true economic law is tragic, indeed.

A case in point, Fifteen years ago
Golden Grain Macaroni Company intro-
duced a new Ildea—Rlce-A-Romd. It
opened a brand new category. As we
told the public “Something Nice has
Happened to Rice.” Bince then, the little
cable car has been ding-dinging up and
down the San Francisco hills reminding
the consumer that Rice-A-Ronl is “The
San Francisco Treat."

It has never been necessary o exag-
gerate, double-talk or puft up the facts
about this product. And the advertising
still goes on. Today there are dozens
of rice mixes on the shelves. The con-
sumer has & choice of ten or twelve
flavors—and, the price has not gone up
in the last ten years, Can the meat and
vegetable departments make that state-
ment? We'd like to emphasize that con-
tinuous brand advertising in this cale-
gory has made for better quality prod-
ucts, and lower prices against the spiral
of rising prices. Yes, rice mixes are a
very substantial value to the consumer
today—thanks in part to advertising.

Certainly no one can dispute the fact
that mecaroni products, per se, are ex-
cellent values in today’s market of ab-
surdly inflated food prices. And you
gentlemen have never been stingy in
offering the consumer a wide selection
of sizes, shapes and varleties. Further-
more, by the very nature of dry maca-
roni, spaghetti and noodle items, your
advertising messages have been largely
devoted to educating the consumer in
the preparation and use of all these
various sizes and shapes. Yours has
been a continuing recipe service to the
consumer. It would seem to me that the
macaroni industry would be the last
to be attacked by elther consumerism
groups or the FTC.

Dr. Brosen's Stand

But, because we should be fully
aware of what is going on, I'd like to
review a few facta pulled together by
Dr, Yale Brozen, Professor of Business
Economics at the Graduate School of
Business, University of Chicago. In his
address to the Commonwealth Club in
San Francisco, early in March of thls
year, he spared no punches in his attack
on the attackers of advertlsing.

Dr, Brozen, who has been defending
the Continental Baking Company
ngainst a Federal Trade Commission
attack in many hard-hitting speeches,
defended advertising against what he
called attacks “from many quarters”:
from social activists, from “consumer-

ists,” self-anointed social theoreticiat
from certain politicians who think th
smell a trend, and—principally—{ro
the Federal Trade Commission.

He goes on to quote Gilbert H. Wei
Jong-time legal counsel to thr Associ
tion of Natlonal Advertisers: “The da
ger to advertlsing has now helghten
dramatically, indeed reached a pol:
critical to its continued existence. .
The extremity of advertising's positiua
today Is due to the fact that the old
antipathies have come to be shared and
articulated by a far broader and more
influential constituency than marked
the dobuie not many years ago. Con-
sumerist organizations and consumers
unorganized are gravitating toward the
camps of the activisis as never before;
the press is vibrant to their pulse, and
many in the life political, whether they
be elected or appointed officials, fed-
eral, stats or local, are scrambling not
merely to be responsive but to seize the
vanguard banners for their own."

The New FTC

At this point Dr, Brozen pointed to
the “new” FTC, accusing it as belng one
that seems to be selzing the “vanguard
Banners for their own.” That the FTC
Is getting “the young lions” seemed to
be substantiated by the words of the
Commission Chairman himself, Miles
Kirkpatrick, who recently stated: “I
belleve the FTC will become increas-
ingly a factor to be reckoned with in
the days ahead. . . ." Kirkpatrick is
quoted by one of his aldes as saying:
“The little old lady of Pennsylvania
Avenue (the FTC) has taken off hr
tennis shoes and has put on cleats.”

Brozen charges that “The FTC !
come up with the technique of u
laterally declding what is decepti
conducting a trial by press release, o
demanding that the advertiser run i
admitting the deception. The burden
proving innocence is left to the adv
tiser, If he can survive the trial by .
cusation and publlicity—a compl
turn-about from our judicial system
which an accused is regarded as im
cent until proved gullty."

“We've seen this madness in actio '
Dr. Brozen asserts, “The FTC ferrets ¢
what it percelves as an abuse. Tht '
with no warning, it levels a barrage [
publicity. The victim, reeling from co -
sumer reaction to the attack, scrambl 3
to hold together what is left of tie¢
product loyalty and good name l¢
-earned in the marketplace. What If the
FTC was wrong In its charg.s? Mo
matter! The attitude s that some In-
nocents must be sacrificed to the com-
mon geod of consumerism.”

Dr. Brozen then reférred to the FTC
charges against Zerex, “The company
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was publicly maligned for using what
the FTC charged were deceptive illus-
trations of the product stopping a leak
from a punctured can of Zerex, One
can only imagine the number of sales
that were lost as a result of these
charges. Then, in mid-November tha
FTC withdrew its charges. It admitted
that the ads in question were not de-
ceptive.” By any standard of American
justice, this just had 1o be a terrible
happening—particularly so when Zerex
can't even sue for damages,

Since Spring of last year the FTC
has issued almost a dozen “proposed
orders” calling for “corrective adver-
tising.”

Whether Dr. Brozen s entirely justi-
fied in all of his concerns or not, Con-
sumerism Indeed seems to be Adver-
tising’s Challenge of the 70's.

Service & Quality

As we mentioned earlier, the Maca-
roni manufacturers can best meet this
challenge by continuing to give service
and quality to the consumer. Dr, Brozen
ogrees with this as he points out: “The
very simple economic basis for adver-
tising is that it allows the advertiser,
providing he offers quality and value,
to sell more, thus spreading fixed pro-
duction costs over more sales and re-
ducing the price per unit to the con-
sumer. The more you sell, the lower
the price. It's that simple. But one thing
should be emphasized here: Value and
quality are the vital ingredients in this
formula, While advertising can per-
suade a consumer 1o make the first pur-
chase, no amount of advertising is going
to sell the product a second time if the
product doesn't deliver, This concept
has propelled America, through mass
marketing and mass production, into
a material position never approached by
any other nation. A second, and less
often recognized, economy produced by
advertising is a decrease in the cost of
distribution, with a consequent fall in
retail markups. Shelf space In a store
Is a commodity. Products which have
rapid turnover produce more revenue
per square foot of shelf space, The
store's investment in space can be amor-
tized more rapldly with fast sellers so
the store's return on such items need
not be os high per turnover as those
which stay on the shelf longer. . . .
The analysis of the very much higher
cost of retail distribution In Russia com-
pared to the United States, attributes
part of the difference to ndvertising by
U.S. manufacturers and the lack of od-
vertising in Russia.”

So, as Russia is reported to be start-
Ing to advertise products In order to
reduce retail distribution cosls, we—as
Is readily apparent—are having our ad-

Aucust, 1972
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vertising challenged. If it provides in-
formation, it is illegally claiming
uniqueness. If it is done by firms which
have a substantial share of the market,
it s a means of monopolizing. If it
doesn’t provide information, it has no
social value.

1 recognize the dangers inherent in
this situation, but again plead for cool-
headed common sense. Let's not be the
victims of our own emotions. Consumer-
ism Is not a new thing—it's as old as
advertising itself. The present exag-
gerated challenge from consumerism
groups, social movements and politi-
cluns will burn itself out as it becomes
more evident that more harm than good
is resulting from charges which are
unfounded.

So, the advertiser will do well to cun-
tinue to watch the consumer with re-
spect and constancy—as he always has
done. He will search for ways to hold
down prices and improve quality—as
he always has done. He will stop talk-
ing down to the customer. He will strive
for honesty in his product communica-
tion. And, with honesty he will con-
tinue to search for ways lo assure con-
sumers value, variety and satisfaction.
There have been and always will be u
few who have misused the tube, the
printed word and the airlines. False
claims have been made. There are still
con men and shysters trying to pick up
a quick million here and there. But, if
we must suffer because of these—let us
remember, the intelligence of the con-
sumer s your salvation and mine. Truth
can only be pushed so far; then it be-
comes apparent who is right and who
Is wrong. The consumer will vote for us
at the check out stand.

So, let us unite as food manufacturers
and advertisers in providing the con-
sumer with the best we can produce—
both in product and product informa-
tion. . . . And, in telling everyone who
will listen what advertising has done
and is doing for them. This most cer-
tainly is the winning way to meet the
challenge of consumerism in the 70's!

I thank you.

Consumer Protection
Symposium

“Consumers of foods and drugs must
rely on n responsible industry, as well
os on a vigilont enforcement agency,
for protection against unsafe foods and
drugs,” Dr. Bernard L. Oser, chairman,
Food & Drug Research Laboratories,
Inc., New York City, told 200 executives
at a science, law and consumer protec-
tion symposium. The meeting, marking
FDRL's 50th anniversary, was held in
New York's Waldorf-Astoria Hotel.

Dr. Oser cited three steps as impera-

Dr. Oser

tive if future populations are to be fed:
agricultural and manufacturing tech-
nology, rather than food, must be ex-
porled o necdy countries; novel sources
of food must be developed; and preju-
dices ugainst new fouds from marine,
microblal and chemical sources must be
overcome,

Dr. Wodicka

The director of the Bureau of Foods
of the Food and Drug Administration,
Dr, Virgil Wodicka, stressed the need
for greatly expanded laboratory facili-
ties and personnel to implement new
regulations for more informative label-
ing of the calorie, vitamin, mineral and
other nutrient content of packuaged food.
He described the current program for
reviewing and reappraising the safety
of ingredients of food which scientists
had hitherto generally recognized as
sofe for their intended uses.

Dr, Hall

Dr. Richard L. Hall, president of the
Flavor & Extract Manufacturers Asso-
ciation and vice president of McCormick
and Co,, Inc,, stressed the logic of evalu-
ating the safety of food ingredients from
experience and studies in man, rather
than just from tests in animals,

“Safely evaluation in the future will
have 10 be centered more on humans,"
he said, “not by any means to the ex-
clusion of animal testing, but recogniz-
Ing man as the species with which we
are most concerned and which provides
the final criterion with the least un-
certalnty.”

Dr. Darby

Dr. Willlam J. Darby, president of
The Nutrition Foundation and Professor
of Medicine in Nutrition, Vanderbilt
University, told the food and drug in-
dustry leaders that, because consumers
are decreasingly involved in the actuul
production and preparation of their
foods, they are more dependent upon
the industrial kitchen and the food pro-
ducer, for wholesome, nutritious and
safe food. It's the responsibility of the
scientist, the producer and of the legul
und regulatory agencies, he said, lo see
that the needs of the consumer are re-
sponsibly mel.

“On the other hand,” Dr. Darby said,
"“there remains with us an undesirable
amount of malnutrition thut, because it
Is not so palpably obvious, has only re-
cently been exposed. We have ul this
same tirne new findings in nutrition that
have not been put into universal appli-
cation, This fallure is due to insufficient
scientific knowledge, lack of diligence
in utilizing our knowledge, or to legal
or regulatory restrictions.”
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In Semolina and Durum flour, quality has a
color. Pure, flawless gold. The color of King
Midas Semolina and Durum flour.

It's the color we get in Semolina and Durum
flour because we begin with the North Coun-
try's finest Durum wheat, and mill it in facilities
designed specitically for the production of
Semolina and Durum flour.

It's the color you get in pasta when you begin
with King Midas Semolina or Durum flour, and
it'syour assurance that you've got the right start
toward pasta with fine eating characteristics.

And from the time our golden King Midas
Semolina and Durum flour start on their way
to becoming your golden pasta, Peavey is fol-
lowing through with the fastest, most reliable
service possible. And we're working to be
better. Our new King Midas Semolina and
Durum flour mill at Hastings, Minnesota, rounds
out a distribution network second to none.

It still comes down to this. We want you to
keep putting Peavey in your pasta...right
along with your pride.

King Midas Semolina and Durum Flour from Peavey, for Pasta with
“The Golden Touch." Pure Golden Color. Great Eating Characteristics.

AN -
At the new Peavey mill in Hast-
ings, Minn., as in all the King
Midas Semolina and Durum flour
mills, Durum wheat receives all
the extra milling, cleaning, purify-

ing and filtering processes that
make Durum run on a Semolina
mill something special . . . proc-
esses thal mean pure, golden
pasta with fine eating character-

AN &
istics, And at the Peavey mills,
automation of virtually all proc-
esses means that quality levels
are maintained — all the way. We
wouldn't have it any other way.

Peavey Company, Flour Mills, Minneapolis, Minn. 55415
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PEAVEY COMPANY
Flour Mills
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NUTRIT

IONAL

LABELING

by A. S. Clausi, Vice President and Director Corporate Research,

BECAUSE our natlon's food supply
system has progressed to the point
where the average American family
consumes at least as much processed
food as fresh food today, the entire food
industry acknowledges that the con-
sumer definitely has the “right to know"
what nutrients she recelves in those
packages she purchases.

Nutritlon is a subject of increasing
concern for consumers, government, and
industry alike, We manufacturers are
looking forward to the nutritional
guldelines for processed foods which
the Food and Drug Administration ls
establishing. The FDA, in turn, is rely-
ing on the food Industry to devise some
guldelines on nutritional labeling.

Some companies, my own among
them, have taken steps in this area.
Meanwhile, the entire GMA member-
ship is supporting and watching with
interest the tests which the FDA is con-
ducting with five food chains in four
major cities to obtain consumer reaction
to three alternative methods of labeling
the nutritional values of processed
foods. If you're not familiar with the
three methods, let me outline them
briefly:

.. .One method calls for listing the
amount of vitamins, A, B2, and C
plus the mineral calcium in one
“gyerage” serving as a percentage
of established recommended dle-
tary allowance of each.

... A second method lists eight nutri-
ents in units of 0 to 10 for one
cooked half-cup of the product.
Daily consumption of 10 units of
each nutrient is recommended on
the label.

. . The third method labels the prod-
uct as an “excellent” “major,"
“yery good, or "good" source of
vitamins A, B2, and C, but minl-
mum standards for each classifica-
tion are not specified on the label.

Once the tests are evaluated, the Food

and Drug Administration plans to issue

o single standard for the voluntary list-

Ing of nutrients, to which any labels

listing nutrients will have to conform.

This does not seem {o satisfy some, how-

ever. Recently, Senator Richard Schwei-

ker proposed that the Fair Packaging
and Labeling Act be amended to In-
corporate a uniform system of Iindicat-
ing a product’s nutritive values on
labels so that consumers could make
comperisons, The Senator from Penn-
sylvania, by the way, appears o favor
the 0 to 10 method being tested by
FDA.

22
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General Foods Corporation

GF Policy

More than a year ago, my own com-
pany decided that rather than wait to
respond to leglslative proposals, Gen-
eral Foods would take the initiative by
giving consumers the plain talk on
packages that they seemed to want. We
developed and put into practice a pack-
age information policy designed to give
homemakers access to all pertinent in-
formation about the contents and food
values of our products.

Under this policy, we state on each
GF product package what the ingre-
dients are and what their derivation Is,
if this Is significant, so that consumers
are provided with sufficlent information
about ingredients to make appropriate
judgment about using them and to
avoid undue concern about those which
are mysterious-sounding. We also ex-
plain the functions of certain additives
and ingredients—identifying phosphate
in instant pudding, for example, as a
setting agent. o

Where It is germane, we have added
nutrition Information {o our package
copy so consumers can be aware of the
nutritional characteristies of our prod-
ucts. We note, for example, the special
nutritional merit inherent in frozen
orange juice, or the calorie content for
an average serving where it s relevant.

As you can imagine, implementing
this policy has meant changes on most
of our packages—a task that took many
months to accomplish. But we belleve
the time and money spent was well
worthwhile as General Foods' products

are now more responsive o consumer
desires and needs.

Nutrlent Content

We have siiother policy In the works
—this one on the nutrient content of
our products—which we believe will
also be responsive to consumer needs.
Under this pending policy, we recognize
our responsibility for the nutrient con-
{ent of the products we produce. We in-
tend to define scientifically sound nu-
trient specifications for each of our
producis, (When the product's contribu-
tion Is primarily social or pleasurable,
we will so stipulate.) Once specifications
are defined, we'll deliver products that
meet them fully, When we feel it will
be informative and useful to the con-
sumer, we will also describe each prod-
uct's nutrient content on the package
label and reflect it properly In adver-
tising and promotional materials.

Once our nutrition policy has been
Issued, our operating units will follow a

set of guidelines we've developed ¢
nutrient specifications for varlous proc
uct categories. Our company will er
courage the supplementation of fou
products with nutrlents where appro-
priate—in other words, in those prod-
ucts likely to be consumed In quantities
which will moke a significant contribu-
tion to the diet. In the case of formu-
lated foods—those to which the manu-
facturing process usually adds values—
we intend to fortify with nutrients to
the level of the product the formulated
food replaces.

My company Is but one of many food
manufacturers who feel a deep responsi-
bility to fulfill consumers' '“need to
understand” more about nutrition aos
well as their undeniable *right to
know.” We are striving to make th2
nutrition information consumers want
and need both useful and educatlonal,
for we recognize the vital role good
nutrition plays in people's lives.

Macaroni-Type Products

Consumer News from the office of
Consumer Affalrs, Virginia H. Knauer,
director, June 1 {ssue carries the an-
nouncement that FDA has granted per-
mission for General Foods Corporation
to continue market tests for its new
enriched macaroni-type product until
April 28, 1873,

The product—Ilabeled “enriched yel-
low corn-soy-wheat macaroni” has im-
proved protein quality, but it diffes
from the standard macaroni product b -
cause it contains soy and corn flou s
Macaronl usually is made only frcn
wheat.

LLF.E.

The League for International Fo 1
Educatlon, Washington, D.C,, in t ¢
May 1072 newsletter quoles sectio $
from a paper presenied by Samuel !!.
Welsberg at the School of Hyglene m 1
Public Health, Johns Hopkins Unive -
sity, May 12, 1972. The paper W §
headed “Foods Designed to Meet Nul: -
tional Nesds,” and discussed proten
beverages, weaning foods, nutritiols
confections, pasta products and fortificd
baked goods.

In commenting on pasta products Mr.
Weisberg sald: “Such products are very
widely used in Asia, Central America
and South America, It Is common to ob-
serve In the larger grocery stores in
urban centers a very large commitment
of total shelf space to the display of 0
great variety of pasta products.

(Continued on page 24)
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Macaroni-Type Products
(Continued from page 22)

Unfortunately, while such foods do
provide a great variety of shapes; they
all have in common a protein deficient
in lysine—namely, wheat protein. Re-
cently it has been clearly demonstrated
that pasta products of good organoleptic
properties can be made with improved
protein quality and quantity by adding
soy flour or peanut flour to the wheat
flour, It is also possible to improve the
vitamin and mineral content of the
pasta product. Such products are now
being marketed in Brazil with indica-
tion of good acceptance. It is believed
that the cost of such fortified pasta
products usually need not exceed that
of the standard wheat product. They
can also be so designed as to need much
less cooking time than regular pasta
products. The very popular fried noo-
dles also offer a good potential for nu-
trition improvement."

AlLD,

Essentially the same points are made
in an article entitled "Pasta and Pro-
tein” by Wade Fleetwood, a member of
the Public Affaira Staff of the Agency
for Internatiunal Development, Latin
American Bureau, His comments ap-
peared in the report “War on Hunger”
December 1971,

FDA Papen

In FDA papers for March 1872 Dr.
Virgil 0. Wodlicka, Director of the Bur-
eau of Foods, Food and Drug Adminis-
tration, is questioned on the current
status of food regulation.

To the question: "What is FDA dolng
to prepare for the day when fabricated
foods come on the market and may pose
a health problem?' Dr, Wodicka re-
sponded by saying: “FDA is trying to
prepare standards for certain of these
materials, in part to give them an ac-
cepted nomenclature so that there is
something to call them legally, and In
part to establish nutritional propertles
that will cause them to be appropriate
replacements for whatever part of the
diet they happen to replace.

You have to keep in mind that food
Is o rather unusual commodity In that
each of us has a relatively fixed calorie
intake; if we eat a food material we
haven't eaten before, we eat it in place
of other things. That being the case, it
has to be nutritlonally as satisfactory as
what it replaces.

Therefore, even though the fabricated
food may not be made to simulate any
conventional food, it still replaces some
conventlonal food or some other food,
and therefore lts nuiritive propertles
need to be teken into account,

Thus, our primary emphasls on new
foods has been on nutrition, most par-

ticularly 1o see that they do not precipi-
tate deficiencies of one kind or another.”

F.D.A. Allows Market Test
On 89, Soy Flour in Paste

The Food and Drug Administration
granted Prince Macaroni Manufactur-
ing Co., Lowell, Mass., a permit to carry
out for 18 month limited interstate
marketing tests of “wheat and soy
macaroni products” deviating from
standards of identity for macaroni,

According to F.D.A,, the Prince prod-
ucts contain 8% soy flour and added
wheat gluten, wheat germ and L-lysine.
Thiamine, riboflavin, niacin and iron
are added In accordance with enrich-
ment requirements. -

The products will be labelcd “en-
riched macaronl made from wheat and
8% soya” and “enriched spaghetti made
from wheat and 8% soya.” The label of
each product will declare by common
name the ingredients used as well as
the percentage of the Minimum Dally
Requirements (DMR's) for the vitamins
and iron supplied by the produce per a
specific quantity,

Labeling Plan Brings Protest
The Government's latest food label-
ing proposal described as a shortcut for
standard setting, has drawn strong ob-
jectlons from the food industry.

The Nationa! Canners Assoclation and
{he Grocery Manufacturers of America
said they would ask the Food and Drug
Administration to slow its breakneck
pace in issulng labeling proposals and
take a sharp look at its priorities.

FDA's latest proposal would require
percentage labeling of major Ingre-
dients in a non-standardized food prod-
uct.

Manufacturers of the first target, 1ea-
food cocktail, would be required to list
the percentage of actual seafood con-
tained in the products, and If more than
one type of seafood, & percentage listing
of each lype.

The director of FDA's Bureau of
Foods, Dr. Virgil Wodicka, said the pro-
posal was designed to cut down con-
sumer confusion and increase the
amount of available information about
non-standardized preducts which can
vary as to the amount and levels of in-
gredients,

Around the Problem

Wodicka admitted the proposal is a
way around the problem of issuing in-
dividual product standards. Instead of
requiring a minimum amount of sea-
food (or any commodity), it is easler
to require the declaration of the amount
of seafood in tha product, FDA said.

FDA sald the normal enforcement
procedures would be used In monitor-
ing the requirements if they become

law, and Wodicka said some allowanc |
would be set for variance.

However, Dr. Ira Somers, NC .
execulive vice-president, expressed
definite unhappiness with FDA's m
posal. He said he feels it is difficult
determine the percentage of an ingi -
dlent in an entire batch on a can-10-ci 1
basis.

“Allowances must be made,”" he sail,
in dealing with large amounts of a pa:-
ticular ingredient.

"In addition, the benefit to the con-
sumer of a percentage labeling has not
been tested or proven,” he sald.

Somers indicaled NCA will study the
applicability of FDA's proposal lo
canned food products.

Piecemsnl Approach

However, GMA criticized FDA's
plecemeal approach to food labeling, in
effect, calling the latest one the rlraw
that may break the industry's back.

George Koch, GMA president, de-
clared that while FDA's objective of
meking standards more flexible has
weonsiderable merit,” FDA had betler
start setting anmv prioriuies in its label-
ing propossls “.ight now."

Koch polnted out that FDA currently
has a proposal pending that would af-
fect labeling of fats, fatty acids, choles-
terol, nutritional labeling, and now per-
centage ingredlent labeling.

In addition, there is a bill pending in
Congress to empower FDA to require
ingredient listing of all standardized
foods, GMA sald.,

“All this detall in product labeling
can't be accomplished overnight," Kech
said. “We can't change labels indis-
criminately."

GMA is hoping FDA will clear up ts
labeling proposals so that industry |as
some idea where the labeling will le d.
In the meantime, GMA said, it will e
view the new food proposals.

FDA sald that on the basis of 1.
acceplance of the seafood cocktall p »
posal, it will later propose the same p ™
centage labeling to table syrups, fr il
julces, fruit salads, canned delicates: n
items, fruit ples, and egg breads.

There |s a 60-day comment period

Be Clean!

Much of the bacterial contaminatin
of manufactured foods Is caused 1V
careless employees, especlally tho.e
who do not wash thelr hands after going
to the tollet.

We all have some harmful bacteria on
our bodies, and many more when we

‘ are sick. Sneezing, spitting, coughing

and “picking” habits spread these bac-
terla to food products, Never work
around food when you are sick.
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Wheat Food’s Role in Diet
Requiraes More Research

by Dr. D. Mark Hegsted, Professor Nutrition,
Harvard School of Public Health, before the
Senate and House Subcommittees on Agriculture

4

Dr. D, Merk Hegsted

F ALL of the food crops that are

produced, the cereals are among
the most efficient. They provide more
food per acre than most crops, are al-
most universally consumetd in o varlety
of forms, and can be grown in widely
different areas of the world,

As the world population continuzs
to grow, cereal products will provide
the grealest opportunity to produce
enough food, This is already true in
much of the world and may become
increasingly true in our own country
in the future.

‘Not by Wheat Alone, But . . .

1f we are to feed populations largely
upon cereal products, we must have
enough knowledge to know how to us2
these products most effectively. We
must know their full potential and
their limitations. We do not expect that
populations can live upon wheat alone,
but we must know the maximum
utilization that can be made of such
products and still produce satisfactory
nutrition,

It is well known that populations
whith rely largely nn cereal products
today are those that are least well fed.
These are poor populations, with very
limited natural resources, limited tech-
nological knowledge and poor medical
care,

Focus on Insdequacies of Cereals

Studies to date have tended to em-
phasize the inadequacles of cereal prod-
ucts. But these populations could not
exist without cereals—the products
which make survival possible. And,
some familles mainialn good health
even though they consume large
amountis of cereuls.

We need studies which focus upon
the advantage and potential of thz2

26

cereals as human foods and how to
make maximum utilization of them
rather than how to repluce them. We
must determine how. to maintain ade-
quate nutrition with maximal utiliza-
tion of cereal products.

Replacement by Other Foods

In our own country we have seen a
gradual fall in cereal consumption over
the past 50 years or so. This is due in
part to the fact that we are becoming
an increasingly physically Inactive
population and require less food, and
also represents a replacement of ccreals
by other foods, particularly those high
in suar and fat. Neithec of these trends
is advantageous for our national health.

Better Off on Cereals Distary

We belleve that the increasing rates
of coronary heart disease are largely
attributable to the change in physical
activity and the changu in dlet, Ameri-
can people in general would be better
off if they consumed more cereal and
other vegetable products. If people
would replace a substantial proportion
of the meat, milk and eggs they con-
sume with bread and unsaturated mar-
garines, one would expect a general
lowering of the serum cholesterol level
and a decreased rate of coronary heart
disease. However, one needs evidence to
show that these expectations will be
realized.

No Studles on Health Advantages

There have been practically no
studles which focus on the role that
cereal products might play in amelio-
rating heart disease in this country.
Rather, the studies have focused almost
entirely upon the role of fat—with the
expectation that the cereals somehow
will take care of themselves,

We need more aggressive research
and action if we are to get a balance
into the general view of the casual and

' preventive factors in this important

area.

Since cercals are consumed almost
universally, albelt in varying amounts,
they provide one of the most logical
mechanisms for distributing nutrients
to the population when this is desir-
able. Unfortunately again, we do not
have a good record even in this area
where the advantages of the products
scem clearly evident.

The fortification of bread and other
cereals with iron was begun over 23
years ago based upon evidence thal
there was a substantial amount of iron
deficlency anemia in the United States.
This seemed entirely logical. However,
no altempt was made to determine
whether, in fact, the fortification pro-
gram was beneficial In combating iron
deficiency.

Need For Additional Iron in Diet

Now, 25 years later, we are con-
fronted with the fact that iron defi-
clency is still prevalent in the United
States and the whole concept of iron
fortification is under attack. We do have
reason to assume that the amount of
iron deficiency s less than it would
have been had we not used iron fortifi-
catlon, but it has been far from a com-
plete success.

It is well known that the absorption
or utllization of iron from foods de-
pends upon many factors—some of
which are known, some unknown, Dil-
ferent forms of iron added to differcni
kinds of foods do have different utili-
ties in combating iron deficlency, The
fact is that many of the so-called “ir:n
fortified foods” are practically withe it
utllity and that up until the last fi-e
years or 80 practically no one wos ex 0
interested in the problem.

The responsibility for this unforti -
ate state of affairs is divided. Nut -
tional sclentlsts, the medical and pub ©
health professions, the industry prom¢ -
jng the products, etc, have not be 1
alert or sufficlently responsive to 1l *
public need. Nevertheless, the fortific -
tion of cereal products still appears '
be one of the most logical ways of cor
bating nutrient deficiencles in this cou -
try. We must determine whether the: *
mechanisms are effective, how to mal !
them effective, or find new approache

Decrease in Vitamin Daeficiencies

The fortification program has Ir
cluded not only iron but the additlo:
of the vitamins, thiamine, riboflavir
and niacin. Deficlencles of these vita:
mins have certainly decreased in tht
United States in the past few decades.
However, again it is quite unfortunate
that these programs were undertaken
without any definitive plans to deter-
mine thelr effectiveness. Food habits

(Continued on page 28)

THE ' MACARONJ .loun_fuh i

et IR TN o 2l bt A i ey el W S e i AR AR AR L

|

ANk

ke v s e T8 [ iy S LV B

E
E

R RN AL S

LT dads

ek 2 2 R SR A

e ————




b0 et as i | ol i St b o LR L

Al B L e b it o

VLN : i i o5 A b B

T e

Wheat Foods' Role

(Continued from page 26)

have changed, the general economic
level of much of the country las
changed, we are uncertain why various
deficiency diseases have decreased, The
record is not distinguished.

At this time there Is accumulating
a substantial body of laboratory evi-
dence which can be interpreted to mean
that the fortification program might be
extended to include such vitamins as
vitamin B6 and follc acld and perhaps
minerals such as magnesium and zinc.
However, data upon which such deci-
slons ought to be based are extremely
limited. We do not have good methods
for determining whether an individual
is deficient in such nutrients, and we
have little data upon the extent of de-
ficlency in the United States. No ade-
quate surveys to evaluate the nutri-
tional status of the population with re-
spect to these nutrients have yet been
undertaken. We can no longer expect to
make decisions upon important public
health programs without adequate data
and once the decision ls made ther2
must be appropriate follow-up studies
{o determine the effects of such pro-
grams.

Cereal Foods As "Whipping Boy’

As I am sure that most of you are
aware, the cereal products have been
a favorite whipping boy during the
past few years among food products.
Much of this criticism is based upon
nonsensical and inappropriate compari-
sons and evaluations. There is no doubt,
however, that these kinds of articles
weaken the confidence of the public in
the products and much of the public
has a generally negative view of bread
and many other cereal products,

No Program of Counter-Atiack

The primary difficulty is that the
cereal industry has very little ammuni-
tion to combat these kinds of attacks.

Without an aggressive research pro-
gram, and this certainly does not exist
today, they will continue to be vulner-
able. Indeed, it often seems to me that
many of the producers, millers and bak-
ers have accepted these criticisms as
fact. There is not enough research going
on to even convince the people in the
industry that their products have an
important nutritional role to play.

Everyone has been told about the
“protein gap” so often that most people
apparently belleve that this is the most
important nutrient in the whole book.
Without going into the technicalities, I
would simply like to state that there is
an increasing trend away from this
polnt of view. The great majority of
Americans consume much larger
amounis of proteln than they need.

Most Americans would be betler off
if they ate more bread and less meat,
milk and eggs. Even in the developing
parts of the world where so-called “pro-
tein-calorie” malnutrition is prevalent
in young children, there is an increasing
body of evidence to indicate that the
primary gap ls calories—total food—
rather than protein. The children do not
get enough food. However, this does not
mean that the problem will be solved
by increased production. We do not
know why these children appear 1o eat
less than they should.

1s it because they cannot eat enough
of the bulky cereal diets?

Is it because there is not enough food
in the house?

Is it because they are ill from other
diseases a large proportion of the time?

1s it because the mother does mol
know how to utilize the foods available?

Diets that are high in cersals are in-
adequate for young infants. Sometime
later in life good nutrition apparently
can be obtained from at least some of
the diets high in cereals which are con-
sumed in various parts of the world,
However, the studles are few and until
we have better data upon human re-
quirements and fleld studies in different
parts of the world we will continue to
be in a difficult situation. Appropriate
strategies for feeding the world's popu-
lation must depend upon diets high in
cereals but these cannot be developed
with the information now availuble,
Maximum utilization of wheat and
other cereals depends upon knowledge
of their limitations and nutritional capa-
bilities under differing conditions.

Need For Independent Research

1 do want to comment upon the utili-
zation of additional research funds
should they become avallable, There is
a disturbing tendency for the bureauc-
racy of this country to grow. Partlcu-
larly in the Depariment of Agriculture
there has been a trend toward the es-
tablishment of research centers within
the bureaucracy. There is no evidence
to suggest that this is the best way to
effectively utilize research funds and
considerable evidence to show that it is
relatively ineffective. I would call your
attention to the report of the Com-
mittee on Research Advisory to the
U.SD.A., of the Natlonal Academy of
Sciences—National Research Council.

The major limiations on good re-
search are funds and people.

The bureaucracy is a consumer of re-
search people but does not produce re-
searchers whereas the universitles con-
duet research in such a manner that
they train young people at the same
time they produce results.

1 do not believe that sequestering
scientists away in isolated research es-

tablishments, without the stimula n
of students or the ability to train -
dents, is an effective way to do most -
search. This is a particularly poor m¢ -
anism for studies in nutrition wi h
ought to involve inputs from many . (-
ferent disciplines—economlics, so al
anthropology, education, biochemis: y,
and various branches of th2 medical . nd
public health sclences.

Research programs should only be
undertaken with full consideration of
the immediate and long-term aspects of
the program.

‘Major Hope For Feeding World'

In summary, Increased cereal con-
sumption in this country would be
beneficial and cereals provide the ma-
jor hope for feeding the world now and
in the future, Yet we are grossly unpre-
pared to make many cruclal declsions
because we simply do not know enough
about human nutrition and the role
cereal products can play in meeting nu-
tritional needs.

Most current research focuses on the
negative aspects of cereals in human
nutrition, This current tendency to
downgrade cereals will not be changed
unless an appropriate body of knowl-
edge is developed. This body of know!-
edge will be obtained most efficlently
hy university-based research programs
rather than by expanding the in-house
government efforts in research.

Fad Diet? Forget It!

No fad diet has yet survived the tes!
of time, The proof lies in the fact 1hat
so many are offered.

The ideal weight-reducing fare 2
diet of everyday, well-balanced m als
but smaller portions, sald Dr, Phili L.
White, director of the American Mec ol
Assn's department of food and m -
tion.

Yet this Is the hardest diet to I!
because normal nutrition is not a °
glamorous subject. It is only whe 3
new rage comos along under such 1
pealing names as Mayo diet, drin} 8
man's diet, doctors' quick-Inche: [
dlet or calories-don't-count diet that ¢
citement is kindled.

Dr. White once analyzed each of ¢
fad diets and found deficlencies or *
tential danger in each. d

“A normal diet is so much simpl
he said. “Actually, it should never ¢
necessary to ellminate any specific fud
from a diet.”

To show how even a slight cutback
in a normal diet can affect weight, Dr.
White pointed out that an adult who
drinks five cups of coffee a day with 8
teaspoon of sugar per cup could reduce
nine pounds in a year by merely elimi-
nating the sugar, -

(Continued on page 30)

(T N

) e St e G

saton
n costs

Microwave drying, the first really new development In a long time, has been quielly proven

by some of the largest pasta producers.

® It dries ten times faster M It uses 1/5 the space W It reduces dryer maintenance to
about one hour a week (all stalnless steel) B It Improves product quality B It can double
or triple production @ Lower capital investment W It generally can be installed without

shutting down the line B Are you ready for It?

CRYODRY

MICRODRY CORPORATION

3111 Fostoria Way, San Ramon, Cal, 94583
415/837-9108




i by ke Lakg e e

ot (ol W ol i il &

e ————

Forget Fad Diets

(Continued from page 28)

“If one substitutes black coffee for
cups of coffee with cream, and skim
milk for two glasses of whole milk each
day, he would theoretically achieve a

weight reduction of 20 pounds in a,

year," sald Dr. White.

Caloric reduction s only half the
message medical specialists are empha-
sizing. The other Is a step-up In physl-
cal activity.

Dr. Mayer

Dr, Jean Mayer of the Harvard School
of Public Health, sald there are twn
popular falacies about exercise in rela-
tion to weight control.

One Is that exercise consumes very
little energy.

“This is absurd,” commented Dr.
Mayer. “You can triple the energy ex-
penditure by exercising vigorously
enough. An hour's walk is worth 300 to
400 calories. Swimming vigorously or
playing tennls Is worth 700 calories an
hour.

The other fallacy is that when you
exercise more you eat more and thz
whole process is self-defeating.

Studles by Dr. Mayer and others
show that increased activity does indeed
increase appetite—but only up to a
point, After that, hunger goes down in
ratio to the exercise.

The findings also show that the more
inactive sedentary people become, the
more they tend to eat.

Dr. Mayer has shown in extensive
studles of Boston school children that
normal-welghted girls actually eat more
than obese girls. The difference is they
are far more active than the fat girls.

An extra ounce of fat daily that Is
not balanced by activity will result in a
build-up of 20 pounds of fat tissue a
year,

Consumer Interest
In Nutrition

With increased interest being evi-
denced by consumer groups as well as
governmental agencles on the nutritive
value of food products, a new survey
by Opinion Research Corp. for Hoff-
mann-La Roche, the nation's No. 1 vita-
min manufacturer, provides some chal-
lenging insights. It was a follow-up on
a similar survey almost a year ago. . ..

Covers 2,000 Consumers

Resulls of the latest study, covering
2,000 consumers, included that young
people and nonwhites are particularly
strong in favoring addition of vitamins
to foods and In registering concern
about the nutritive quality of food.
Among findings: A year ago, only 9%
of the most vitamin-conscious consum-

ers (those between 18 and 20 years old)
volunteered that they examined food
labels for vitamins; this year's total
jumped to almost 25%. However, other
age groups also evidenced greater re-
sponsiveness on this question: the num-
ber of consumers 40 to 49 years old who
said th:y looked for vitamin contz=nt on
food labels almost doubled. Last year,
76% of nonwhite interviewees sald they
believed there was need for vitamins to
b2 added to foods, compared to 60% of
whites; the nonwhite figure rose to 815
in the latest study, while the white per-
centage held around the earller level,
Turning to specific meals, 45% of con-
sumers polled said that breakfast is the
mecal most in need of nutritional im-
provement, compared’'to 18% for lunch
and 16% for dinner. . .

Comment

Commenting
on the high ratio of interest in nutrition
among 18-10-29 year olds, who repre-
sent a market of about one quarter of
all adult consumers, John W. Gage,
food nutrition and marketing manager
at Hoffmann-La Roche, sald: “The
younger consumers are generally better
informed about the Importance of vita-
mins, minerals and protein. They have
been getting more exposure to nutri-
tion concepts in the classroom.” On the
high reaction of nonwhite consumers,
Gage stated: “Community and civie
education programs directed at the
three major causes of malnutrition—
poverty, Indifference, and lack of nutri-
tion education—have had an obvious
and beneficial effect upon improving
minority group nutritional awareness.”

FDA Steps Up
Plant Inspections

Promising "prompt, vigorous action
to assure good housekeeping in the
nation's 60,000 food plants,” the Food
and Drug Adminlstration has gone on
record in saying that it will give higher
priority to checking general plant sanl-
tation practices. In its first fleld direc-
tive on this subject, F.D.A. included
baking, pasta and milling in its list of
industries to be covered more strin-
gently. i

In the past, industry observers note,
F.D.A. gave higher priority to inspec-
tions Involving microbiological = con-
tamlnation. Now, despite critlcal short-
ages in manpower and funds, the agen-
cy says it will attack “all conditions that
attract vermin and rodents,” according
to Dr, Charles C. Edwards, F.D.A. com-
missioner,

Faced by mounting criticlsm stem-
ming from widely-reported but unspe-
cific stories of insanitary conditions in
food plants—criticism that is now heard

on Capitol Hill—the F.D.A. sent a let' -
on May 18 to the food Industry spelli ;
out its intent to “utilize all possil .
measures” to insure that foods are n *
contaminated within the meaning ¢
Section 402(a)(4) of the Food, Dni
and Cosmetic Act.

3

Work Glove for Food Plants

Edmont-Wilson vinyl coated “KSK"
glove, with Inter-lock lining, is offercd
to food processors for economical use
in packaging, shipping, recelving, light
duty maintenance an? general plant
operations.

Lightweight and flexible, the glove
lets hands work in comfort, Knit lining
stretches for a snug, sensitive fit to
provide excellent hand and finger dex-
terity, and has no nap to trap heat,
Vinyl coating “breathes” to furnish
ventilation, Is liquid r‘'pellant, and
gives a positive grip.

Economical

Economy of the KSR glove was
shown in the experience of a food plant
that had been using a $5.40 per dozen
pair cotton glove that lasted five shifts
in its packaging department. The com-
pany switched to the KSR. It initlally
cost $4.05 more per dozen, but wore for
16 shifts to cut glove expenditures by
45 percent.

KSR also Is recommended by Ed-
mont-Wilson as an economical replace-
ment for brown jersey, goaiskin and
light leather gloves. Glove reclamatin
can yield additional savings since 1he
KSR is machine washable. Launder: g
does not caune the material to shrii k,
stiffen or l..e its positive grip. K it
lining won't ball.

Two Sises

KSR glove is available from Edmo: -
Wilson in slip-on style in two size: e:
for men and women.

Edmont-Wilson, 2232 Walnut Sire
Coshocton, Ohio 43812, Division vf Bi -
ton, Dickinson and Company.
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People and Accidents

People have defined an accident as
“an unplanned event that hurts or kills
people,” and safety as simply “not
having accldents” Anyone who really
wanis to can prevent accldents. You
can, too, if you really want to, because
safely Is a state of mind.

People could prevent 80 per cent of
all accidents If they wanted to, be-
cause 80 per cent of all accidents are
caused by people—not by failures of
machines, not by physical hazards, not
by freaks of nature—but by people like
you and me. But how does a person
recognize an accident before it hap-
pens?

This Isn't easy to do, but if you
have the knowledge of what causes
accidents—that is, if you know your-
self, your limltations, your abilities
and skills, your job and the rules of
your job, what guards and safety
equipment you have to use, your sur-
roundings, what Is happening around
you and why—if you have positive safe-
tv attitudes, such as self-control in spite
of anger, tension, worry and fear, and
the desire to be safe—If you use sound
judgment in all situations—then you
can avoid cr prevent accidents.

Take A Test

Here are a few common accident
sltuations with which you can test
yourself to find out just what your safe-
ty attltude is. If you can answer “yes"
to all these questions, then you are
pretty well orlented safety-wise, and
you should be able to avoid most accl-
dents, Here they are—test yourself:

L If you are upset or angry, do you
stop everything for a few seconds just
o cool down?

2. Do you set a safe example?

3. Do you practice the Golden Rule?

4. Do you correct accident situations
when you see them?

5. Do you work with others for
safety?

6. Do you avold taking unnecessary
sks?

7. Do you do It the safe way even
it it takes longer or is a little harder?

8, Do you know first aid?

9, Do you know how to use a ‘ire
extinguisher?

10. Do you know the right way to
lift?

11, Do you know the safely rules for
your job?

12. Do you know your ‘abilitles and
limitations? H

13, Do you plan ahead—know what
You are going to do and how to do it?

14. Do you always use all the safety

equipment and guards necessary for
your job?

Avoyst, 1972
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15. Do you always apply your safety
knowledge?

There you are. What is your score?

DuPont Is Safety Consultant

The Du Pont Company has an-
nounced its entry into the field of man-
agement safety consulting.

Carl S. Oldach, a Du Pont vice presi-
dent and general manager, said that the
company is offering a comprehensive
consulting service to help other indus-
trial firms strengthen their safety pro-
grams, halt mounting accident costs,
and comply with facets of the Occupa-
tional Safety and Health Act.

“Du Pont has one of the best safely
records of any company in the world,”
Dr. Oldach said. He pointed out that the
flrm's 1071 rate of disabling injurles per
million man hours worked was 0.20. He
sald that Du Pont's rate in 1870, the
most recent year for which national in-
dustry statistics are available, was 0.37,
40 times lower than \lhe average of 152
for all industry.

Define Problems

The new safety consulting service is
designed to define safety problems, re-
view existing safety actlvit.=s, and
recommend and implement ‘orr.ctive
courses of action. Du Pont is uliering
the skills it has developed over the
years to evaluate safety practices, in-
dustrial hyglene, fire protection, and
nolse compliance,

Du Pont expertise can be utilized to
structure an entire safely program,
ranging from evaluation to implemen-
tation. The physical audit of facilities,
equipment, and personnel to determine
exlsting or potential problem areas may
be purchiased separately or as the initial
phase in the over-all project.

Help Meet Standards

The safety management services pro-
gram is also aimed at aiding firms to
meet OSHA standards. A nolise compli-
ance survey Is available in which indi-
vidual employee sound exposure Is
monitored using sound level meters,
octave band analyzers, and Du Pont's
audio dosimeter.

For firms wishing to reduce noise at
the source, acoustical engineering con-
sultation can be provided. Du Pont also
can help establish an audiometric hear-
Ing conservation program to comply
with Federal guidelines.

Du Pont has been involved in safety
from its beginning in 1802, Because it
was involved exclusively in the pro-
duction of gunpowder and explosives
for its first 100 years, positive safety
thinking and action represented sur-
vival, Over the years, detalled safely
and loss prevention systems have been
developed and implemented in its

world-wide network of facilities and
the company is now recognized as No.
1 in safety performance both nationally
and internationally.

Safely management services are
available through the Education and
Applled Technology Division, which
was established in early 1971 to market
internally-developed solutions to gen-
eral business and management prob-
lems,

Western Safety Congress

This year all the emphasls was on
compliance with the Occupational Safe-
ty and Health Act (OSHA). Next ycar
it will be on safety and health training.

This was the prediction of Robart A,
Finnegan, president of the Greater Los
Angeles Chapter, National Safety Coun-
cil, in announcing the dates of May 22,
23 and 24, 1973, for the twentieth an-
nual Weslern Safely Congress & Exhi-
bits in Anaheim Convention Center,
Anaheim, California.

“Empleyers want to comply with
OSHA," Finnegan said, “and the only
answer i3 the proper training of person-
nel, Our 1073 Congress will emphasize
training, training, training.

Finnegau said the 1972 Congress ex-
ceeded all previous in paid registrations,
number of exhibitors and symposium
attendance, He sanid a renewal of the
official co-sponsorship of the Congress
by the State of California would be
even more meaningful in 1973. Exhibi-
tfors will be urged to display twenty or
more years of safety products and serv-
Ices, making the '73 Congress a show-
case for safety in the two decades of the
fifties and sixties.

OSHA Made Clear

A 20-minute audio-visual analysis of
the Occupational Safety and Health Act
Is now available for employers and in-
surance carriers.

The production, “OSHA Made Clear,"”
conslsts of 80 color slides, packed, ready
to show, in n Kodak carousel, with a
20-minute tape casselte. It is offered for
purchase or weekly rental exclusively
by The Film Library of the Greater
Los Angeles Chapler of the National
Safety Council, 3368 West 8th St, Los
Ang tles, CA 80005,

Produced with the technical assist-
ance of the U.S. Department of Labor,
OSHA Enforcement Division, and the
California Division of Industrial Safety,
with  special Industry consuliants,
Marsh & McLennan, Los Angeles, this
very latest update on the Occupational
Safety and Health Act is concisely nar-
rated by Joseph M. Kaplan, CAE, exec-
utlve vice president of the Grealer Los
Angeles Chapter.
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A building is no stronger than its foundation.
And the foundation for an efficizit macaroni
factory is the pasta equipment itself.

Braibanti has installed pasta equipment in
macaroni factories all over the world;
equipment custom-designed to satisfy the
requirements of large and small factories
alike. Braibanti is one of the select group
of world-wide food machinery companies
associated with Werner/Lehara.
Together, we can do almost anything.

DOTT. INGG. M., G. BRAIBANTI & C.S. p. A.
20122 Milano- Largo Toscanini 1

3200 FRUIT RIDGE AVENUE, N.W.
GRAND RAPIDS, MICHIGAN 48504
PHONE: (616} 453-5451

WERNER/LEHARA TELEX: 22-6428 CABLE: WERNERMACH
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Standardized Broker
Order Form

Manufacturers and food brokers are
achleving smoother order procedures
through the use of a new Standardized
Broker Order Form. The new form was
developed by a speclal committee of the
Nat'onal Food Brokers Association.

Spare Time & Money

Its use, according to NFBA President
Mark M. Singer, can save time and
money for manufacturers and food
brokers as well as reduce the possibility
of errors. Mr. Singer sees the benefits
associated with the new form as stretch-
ing far into various areas of the food
industry and eventually to the con-
sumer.,

“NFBA Is proud,” he sald, “to pro-
mote the use of this new improvement
and earnestly soliclts support for it."

The standardized form was developed
to combat the ever mounting flood of
forms and additional paper work brok-
ers are forced to deal with daily. The
lack of standardization of order forms
in the past often caused problems and
an indirect increase in expense and loss
of time.

NFBA food brokers are currently
adopling the new order form and the
Assoclation is urging manufacturers to
accept the new form as used by their
brokers.

Specifically, the order form was de-
veloped to be functional in concept and
design. Since the form is for the entire
industry, it is not copyrighted and may
be reproduced locally by any broker or
manufacturer. It may also be purchased
from the Basil Smith System of Phila-
delphia,

Emblem for Members Only

However, the NFBA emblem cannot
be used on the form by any firm unless
it is a member of NFBA.

The National Food Brokers Assocla-
tion has made distribution of the new
standardized form to manufacturers
and processors in the grocery fleld,

Standardizsed Broker Order Form

Line 1—Memo Number.

Line 2—Broker's Identification Num-
ber.

Line 3—Boxes for Order date,
Customer Order Number,
Arrival Date,
Terms,
F.0B,
Promotion Number.

Line 4—Boxes for Account of,
Sold to,
Ship to.

Line 5—Special Instructions,

Line 6—Bllling of Lading No.,
Carrier, Pro/car No,,
Miscellaneous for Seller,

Line 7—Quantliy Shijped,
Quantity Ordered,
Prodiict Code, Pack/Sizes,
Product Description,

Case Weight, Case Price,

How a Customer Spends 5100
in a Super Market

From the 38th Annual report of Ui
Grocery Industry Progressive Grou
Magazine, April 1872,

Allowances, Case Cost Exten- Meat $26.
sion. Produce 7.
Linc 8—Totals, Protect Shipment Rate, Dalry 1054
Total Welght Shipped, Total Ice Cream 114
Invoice Cost. Frozen Foods 3.8
Final statement: “The order subject to Bakery 4.93
confirmation by seller, if incorrect ad- Dry Grocery 40.54
vise Immediately. Send copy of confir- Non Foods 375
mation and copy of invoice to broker —
whose name appears at top." $00.90
Non Foods
n.:l N“'dli rted that C Health & Beauty Aids $1.77

18- the; headlines ' rep at Con-  General Merchandise 1.08
gress was considering a $300 {ax in- Dry Grocery
crease for you, you'd sit up and take 'l"'et Foods 157
notice. 9

And you would probably let Congress g;?geﬁr:’:l;s:m g(l}
know how you felt about it. Snacks 8 ‘Bl

is con- :

Well, the Congress right now Soaps & Detergents 2,05
sidering a bill that would raise your Soft Drinks 268
taxes about $300 a year. Souo, Canned & Dry 05

It's the Social Security/Welfare Blll. o gg; h
Under the Soclal Security part, your Ten :25
taxes would go up $145.20.

The cost of the welfare part is not :T;:l::,:bh}::' gar;med lg:
nearly so precise. But it's certain to be Di elt Meals: Cookles '05
at least as much as the Social Security ¥
increase. Dry Grocery

Headline: Baby Foods 48

CONGRESS CONSIDERS  Baking Mixes 8
‘300 TAX INCREASE! Beer, Wine, Ale 275
Candy, Chewing Gum 4 95

A Serious Problem Cereals 131

About 15% of the foodborne diseass Cigarettes, Smoke Supplies 4.80
outbreaks that occur annually in the Coffee, Regular 1.8
United States are caused by eating con- Coffee, Instant 41
taminated manufactured foods. Condiments 18

Today a single plant's products may Cookles B
be distributed widely. If contaminated, Crackers, Toast Products 0
your product could become the source Desserts a
of widespread food poisoning outbreaks. Fish, Canned 16

Some food poisonings result in death, Fruit, Canned 119
especially among infants, old people Fruit, Dried !
and persons already sick. Household Clean, Com'pd. 1

Consumers depend on you to produce Household Supplies i
products free of contamination and safe Jams, Jellles, Spreads 2
to eat. Julces & Drinks, Veg/Fruit 18

Do your part to reduce bacterial con- . Laundry Supplies 3
tamination. MACARONI PRODUCTS, DRY 3

From a Food and Drug Meat & Prepared Food 139

Administration leaflet Milk, Canned & Dry 1
e Paper Products ; 2.8
Iudependent Grocery & Combination Btores 1870 1971 Gain

(Operators of 10 or less stores and $ in milllons

including food sales of country gen- 4

eral & delicatessen stores) $46,340 $40,110 6.0%
Chain Grocery &k Cumbination Stores

(Operators of 11 or more stores) 42,075 45,360 7.8
Bpecialty Biores 3

(Not classified as combination stores) 8,115 8,240 2.-_0___

Total $04,530 $100/710 6.5%
— — ey

.ong Hair May Be Hazardous
One out of every eight companies
irticipating in a National Safety Coun-
i survey reporied one or more acci-
+nis involving long hair on men.

The Safety Council recently sent out
,uestionnaires seeking “hard data" on
orporate attitudes and policies con-

cerning long halr and beards. The sur-
vey results reflect the practices and ex-
periences of 174 responding establish-
ments. Most of the respondents reported
for large establishments—T70 percent re-
ported more than 1,000 employees.

Although not a completely represen-

tative sample of all industries in the

United States, the survey revealed some

interesting information.

Half Have Regulations

More than half the reporting estab-
lishments, for example, said they have
regulations covering the wearing of
long hair by men, and a slightly smaller
number had similar regulations for
women, But in both cases, more than
half the regulations cover only certain
jobs and departments.

In addition to one in eight companies
reporting one or more long hair nccl-
dents, only one in 14 reported long hair
accidents involving women. Three per-
cent reported accidents involving
beards,

The Safety Council survey, which is
discussed in the May issue of the Coun-
cil's Natlonal Safety News, revealed
that six percent of the reporling com-
panles had long hair accidents even
though protection was used.

One establishment out of seven said
they had rules governing the length or
“bushyness” of hair for employees who
use resplirators, and about a third of
the companies indicated they give em-
ployees Indoctrination training in the
hazards of long hair, while almost an
equal number make such training
optional with the supervisor,

Lots of Fuss

In its article on th= long hair ques-
tionnaires, the Natlon:l Safely News
observes: “While a lot of fuss is being
made in the name of safety about men’s
current halr styles—Including shoulder
length hair, sideburns, moustaches, and
all styles of beards, probably a great
deal of the fuss is simply because the
styles are new and radically different
from what we've come lo expect. . . .
And it is quite unlikely, as this survey
indlcates, hair-do's and haoir-don'ts will
affect any company’s safety record very
much one way or another,

“Where a danger does exist, a few
words regarding the consequences of
such an Injury can usually maoke a most
recalcitrant individual actively seek

means of prolecting this symbol of his
masculinity.”

The Safely Council report points out
that a proper job of guarding revolving
shafts, gears, pulleys, belts, and similar
machinery that might be a factor in a
long hair related accident will greatly
reduce the possibility, not only of an
accident involving hair, but hazards to
fingers, hands and arms.

OSHA Fines Set

The Occupational Safety & Health
Administration has lssued a list of
standard penalties which will be as-
sessed when cerlain violations are
found by compliance officers. The penal-
ties are not subject to reduction. The
violations and amount of fines:

e Failure to post th: official OSHA
poster—$50.

» Tuilure to post citation received ot
the worksite—$500.

e Failure to post OSHA form 102, sum-
mary—$100.

e Failure to report fatality, or incident
in which five or more employees are
hospitalized—$200.

¢ Failure to maintain OSHA form 100
Log, or form 101—$100,

e Failure to complele OSHA form 102—
$100.

Please enter one year
subscription:

Name

THE MACARONI JOURNAL
P.O. Box 336, Palatine, lllincis 60067

O $8.00 Domestic
[ $10.00 Foreign

Noodles,

Firm

Address

City and Stote

Renewal

JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing in
all matuters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.
1—Vitomins and Minerals Enrichment Assays.

2—Egg Solids ond Color Score in Eggs and

3—Semolina ond Flour Analysis.
4—Micro-analysis for extraneous matter.
5—Sanitary Plant Surveys.
6—Pesticides Analysis.

7—Bacteriological Tests for Salmonella, etc.

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

EST. 1920

Tue Macanont Jounsal - [ Avoust, 1972
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BUHLER EXTRUDERS

are the mosl! sanilary you can buy'

Model TPCE shown above
15 equipped with specially
designed twin head

CO"\ple‘e'y Re-deslgned. Buhler s new ine f ar ters haye
Al the basic leatures which have madne BUHLER the fa,orte throughout
e world . . . plus many new improvements which put it far ahead of any
ther you can buy in North Ametica today'

Super Sanitary

® Structural members o ¢ completely enciosed cant collert dust
or dirt

& Motors and drives are in the open away lrom produ! area com-
pletely accessible lor service

o Drive guards are open at bottom so dust *uis through cant
accumulale

® One-piece mixing lrough has smooth rounaed comers for easy
cleaming, no place where dough can lodge

o Unique lrough design wirtuatly ehminates product hanqup on
mixer walls,

@ Oulboard bearings on mixer shalts absolute’y present any prod-
ucl contamination by lubnicant

Finest Quality Product
® Efficlent vacuum completely de-aerates product
@ All proressing elements are of proven desin are propetly & 2ed
and balanced 1o rated capacily

‘even Models Available

Model Lbs./hr. Capacity
TPAE (Single Screw! 660- 1 320
TPAD (Double Screw) 1320. 26490
TPBE (Single Screw) 1.000- 2000
TPBD (Double Screw) 2 000- 4000
TPCE (Single Screw) 2000- 4000
TPCD (Double Screw) 4000 -6 000
TPCV (Four Screw) 8 000-16 000

S.-Built Drives

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

et Full Details on the new Buhler extruders and other Macarom
#ssing Equipment. Call us or write The Bunler Corp 8925 Wayzata
1 Minncapolis, Minn. 55426 612-545-1401  Eastern Sales Ofhice 580
-an Ave.. Englowood Clills. New Jersey 07632 201-871-0010 « Buhler
¢ Lid. Don Mills. Ontario. Canada 416-445-6810

.

Aowng trough s cmes-piece staniess-stor 2onstruc-
ton Umgue shape prosents arogact hang-up on

AR B TS

Rearings of muxer shafts ate completely separate
It

m product &
wing b 1
vittually impossible

TN\

V' Seal's may be replaced aithout

r shalts Product contaminatinn

i YT

B

el

o

Press base and heit guarg rellect the clean efly
ciont design and attention to deta! in every Bohior
press Base s sturdy  casily aceessibie Al joints
have smooth wolds o easy cleaning

®
Complete
Macaroni
Plants by
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INDEX TO
ADVERTISERS

Page
A DM Milling Co, oo 23
Ambar Milling Division n
Aseeco Corporation ... . 17
Brolbanti-Werner Lehora ... . .. 32-33
Buhler Corporation ....coooeooo .. 36-37
Cl t Machine Ca, .. AALES T |
DeFranciscl Machine Corporation .....14-13
Diemond Packaged Products Div, ... 39
International Multifoods Corp. _........... 40
Jacobs-Winston Laeborotories .. . ! |
Molderi & Sons, D, Ince oo B
M 1 B 1 . - ,s
Marshall Produce Co, .ooonooveeeeeee 28
Microdry Corporation .....ccooeerrecaenen a9
Neith Dekote MIll ......... S b
Peavay Co. Flour Mills .. .. 20-21
Rexhem Corp. .o 2
Triangle Package Machinery Co. ... 27

CLASSIFIED

ADVERTISING RATES
Want Ads ..o .$1.00 per line

Minimum $3.00
Displey Advartising ... Rotes on Application

FOR SALE—One Ambrette long goods press,
1000 Ibs, per hour, complete with spreader
and vecuum, Recently rebuilt, $7500 or
make offer,

One Buhler short goods press, 1000 Ibs. per
hour com with vecuum, In good condi-
tion. $5 or make offer. Box 208, Maca-
ronl Journal, Palatine, lllincis 60067,

FOR SALE—83 s book on Macerenl,
Noodles, Paste Products by Jemes J, Win-
ston, $5.00 postpaid if check is sant with
order, P.O, Box 336, Palatine, (Il 60067,

WANTED—Subscribers to the Macaroni
for foreign postage. M I 3 1, Box
Journal, Twelve monthly issues $8; add $2
336, Palatine, MII, 60067,

Fumol in ““One Shot"
Dispenser

A glant step forward in the continu-
ing war against insect pests has been
made possible by radical new type of
automatic dispenser which dramatically
slashes costs. A powerful non-toxic in-
secticide just Introduced in a new
“One Shot” dispenser permits fogging
of large areas in just a few minutes . . .
without a single person or spraying
equipment needed!

Two sizes of the Fumol “One Shot”
Iinsecticide are available: a 15 oz. unit
can fog an area 11,000 cubic feet In flve
minutes. The 6 oz container fogs a work
area of 5,000 cublic feet in but iwo
minutes. All that is required is to close
off windows and doors, set the patented
clip on the “One Shot" and the spray
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Food Trade

Convention Calendar

Aug. 22.25: Poultry & Egg Institute of
America Production & Marketing
Conference, Muehlebach Hotel, Kan-
sas City, Mo.

Oct. 1-5t Food & Dairy Expo '72, Atlan-
tic City Convention Hall.

Oct. 22-25: Nat'l. Assn. of Food Chains,
Miami, Florida.

Oct. 30-Nov, 21 PMMI Packaging/Con-
verting Machinery Show, McCormick
Place, Chicago.

Nov, 11-15t Nat'l. Frozen Foods Con-
vention, San Francisco, Cal.

Dec. 2-6: Nat'l. Food Brokers Associa-
tion, New York, N.Y.

Jan. 24-28: National Macaroni Mfrs. As-
sociation, Doral Country Club, Miami,
Fla.

Apr, 8-12: Millers' National Federation,
Hotel Mayflower, Washington, D.C.
Apr. 29-May 2: Plant Operations Semi-
nar, NM.M.A,, Hilton Hotel, Omaha,

Neb.

May 8-9: Super Market Institute, Dallas,

Texas Conventlon Center,

William R. Goodale Promoted

William R. Goodale has been elected
to a vice presidency of the Continental
Grain Company, He had been a vice-
president of Continental Grain Sales
Corporation, a subsidiary. Mr. Goodale
is a member of the Durum Industry Ad-
visory Committee representing export-
ers.

Working with dirty hands and cloth-
ing Is a sure way of contaminating food.
Clean employees, following good manu-
facturing practices will produce clean,
safe food products.

From a Food and Drug
Administration leaflet

goes to work on roaches and waterbugs,
silverfish, spiders, flies, gnats and other
insect pests, Area should be left closed
for half an hour, then may be ventilated
and is ready for immediate use. The
unit can also be used as a regular type
aerosol dispenser,

“One Shot” is specially designed for
food and meat processing plants, brew-
erles and soft drink operations, silos,
bakeries, trucks, rallroad cars and lock-
er room areas, plus wherever food is
served; restaurants, bars and fast food
units, where its economy of operation,
eflective formula and operating speed
make it far superior to ordinary insti-
tutional insecticides. The Fumol "One
Shot” is approved by the U.S. Environ-
mental Protection Administration, De-
tails available from Fumol Corporation,
4p-65 Van Dam Street, Long Island
City, N.Y. 11101,

Ol;ituuriu
Robert A. Freschi

Robert A. Freschi, treasurer and . ant
engineer of Ravarino & Freschi, St
Louls, dled July 4 after an illnes of
several months, He was 54,

A graduate of the University of .iri.
zona, Mr. Freschl served in the Aimy
as a Major during World War II. He
was decorated and knighted by Crown
Prince Umberto of Italy for his distin-
guished service as n lialsoi. officer be-
tween the Italian and American gov-
ernments,

Ravarino & Freschi was co-founded
in 1801 by Mr, Freschi's father, A, Jo-
seph A. Freschi, who died in 1848,

Survivors include his wife, the former
Anne Cortls, a daughter Barbara, three
sons, Robert A., Jr., Richard and John;
a brother, Willlam J. Freschl of Ladue;
and a sister, Miss Helen Freschl, a resi-
dent of Italy.

George E. Hackbush
George E. Hackbush, died July 3, the
day before his 61st birthday, Chicago
representative of International Multi-
foods for many years, Mr, Hackbush
worked for the company over forly
years.

A member of the Food Products Club,
The Lake Shore Club, and the Antioch
Lions Club, he was an enthuslastic
salesman, golfer and bowler,

He leaves his wife Marle and a
brother Roy.

Roland T. Greene

Roland T. Greene, 47, Eastern Reyion

sales manager of the Packaging P: d-
ucts Division of Diamond Internatii 1l

Corporation In New York Clty, pa: ed |
away suddenly on June 17. Survir nB

him are his widow, the former J n
Cameron, son Thomas and daugh rs
Susan and Bonnie. They reside in 1 r-
walk, Conn.

Rexham Names Garris
Field Sales Manager

Rexham Corporation's Board Con' I+
sion Division has named Robert Gu:ris
fleld sales manager 'or its midwesl €
gion. Mr, Garris will report to P. |
Reynolds, regional sules inanager -OF
Rexham's folding carton operation in
Hazelwood, Missourl,

Mr. Garris joined Rexham in 1968
after serving as the general manager ©
Caldwell Packaging in Atlanta, His
most recent assignment has been as 8
markets manager for Board Conversion
at Charlotte Headquarters.

His assignment in Hazelwood Includes
supervision of a regianal sales force plus
some direct account responsibility.

THE MACARONT JOURNAL

s50K

s lelly Rl ehis

<
2

@)

O

L4

i

Q)

& .-"‘-‘l"' —
(_.

PHi




b

=

Okay.

Who put egg in the noodies?

: Sal Maritato did.

So nowwhen you buy Multifoods’

new noodle mix called "Duregg”

—all you add is water,

We've gone ahead and added the

egg solids to Multifoods' top-

: quality durum flour,

A number of our customers have already ordered

“Duregg" in hefty lots.

Here are a few reasons why you should:

® Duregg eliminates time-consuming, in-plant
blending of flour and egg solids with ex-
pensive machinery.

» Duregg Is ready when you need it. No thawing,

less chance of contamination, and less time
and mess.

m Duregg eliminates the need to re-freeze
unused egg.

@ Duregg assures a consistent blend.

® Duregg eliminates the necessity to Invanlo&
two Ingredients. Storage and record keeping
is reduced.

» Duregg simplifies delivery. Now it's one
source — Multifoods,

® Duregg lowers your manpower requirements.

Enoughsald, Orderyour Duregg with a phone call.
The number is 612/339-8444, A

INTERNATIONAL

MULTIFOO

DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN, 55402 ;

S R e A i e

TR LI C ST UL,

e 1t e S e




