THE
MACARONI
JOURNAL

Volume 55
No. 5

September, 1973




i i ) b, 1

R o Y

i
‘3
g

e T




fieos s ST, PR RO AT ST L

The

._ Macaroni Journal

September Official publication of the National Macaronl Manufacturers Association,
1973 139 Norih Ashland Avenue, Palatine, llinois, Address all correspondence d
Vol. 55 regarding advertising or editorlal materials to Robert M. Green, Editor, 4
No. 5 P.O. Box 336, Palatine, Hlinois 60067,

You'll never know

Rocsotti Sules: 75 years of continuous service to the Macaroni Industry.
Fibreboard, Saddle Brook, New Jersey 07662

O#;'cﬂ-d

President .....Vincent DeDomenico
1st Vice Pres. ... .Nicholas A, Rossi
2nd Vice Pres. ......L. D. Williams
3rd Vice Pres. ......Paul Vermylen
Excculive Secretary ....R. M. Green
Dircctor of Research ..J. J. Winston

ml'ncfard

Eastern Area:
Willoughby S. Dade
Anthony H. Gioia
Emanuele Ronzoni, Jr.
Nicholas A. Rossi
H. Edward Toner
Paul Vermylen

Central Area:
Albert Ravarino
Ralph Sarli
Lloyd E. Skinner
Walter Villaume, Jr.
Lawrence D. Williams

Western Area:
Vincent DeDomenico
Angelo Guido
Ernest Scarpelli

Canada;
John F. Ronald

At Large:
L. M. (Andy) Anderson
Alvin M. Karlin

Past President: Vincent F. La Rosa

MACARONI JOURNAL
Subscription rates

Domestic ...................$ 8.00 per year
Forelgn .o .....$10.00 per year
Single Coples . ........cc.....$1.00 each
Bock coples .o....oceevemreeee . -..$1.00 each

The Macaronl Journal Is registered with
the U.S. Patent Office.

Published monthily by the National
Macaronl Maonufacturers Assoclation

os Its official publication since Moy, 1919,

Second-class post id at leton,
Wisconsin, and P:f:li’;, unnﬁ?

SEPTEMBER, 1973

A

.9:1 3Aia .gdﬁ.'a:

Page
Monumental Problems Face Industry ...... CRGR s R TS . 4
Crop Estimates ......covvvnvvnninnnsn. S e TR R e 6
Crop Conditlans ..cocovnivivnsisinnenvans R R R T, 8
In the Industry—IM Reorganizes ......... AT VT R T e 10
The Case of the Lost Dies ......ovovvuneennnn.. e T T 11
Grocery Industry Trends ......... SRR P T T T 14
Meeting Consimerism ..vvvvnuienirannn.. b i S Wb e 18
Product Promotion at Phase 3%2 ...........co0ivvviinnn, ST 24
A Cupital Investment Problem ............... O T TR A~ . 30
If You Don't Knock, No One Will Answer the Door .. oovvvvvnns. ., S 34
Slowdown, No Rccession ..... O T T TR 36
Overwrap Film—Plastic Pallets .......... 1 R e 7
Index to Advertisers ......... s e T B W Wi e 38

Crash Course in Economics
(Reprinted from Wall Street Journal)

Our friends on the editorial page of
The Washington Post report that rising
food prices have forced upon them an
an “involuntary crash course in agri-
cultural economics.”

‘What they've learned so far, they say,
is that “when the price of soymeal goes
up, the prices of chicken legs and ham-
burger Inevitably follow.” They've also
observed an “overlap” belween the uses
of soybeans, wheat and corn, and when
controls are put on soybean exports, the
prices of wheat and corn move up.

This newfound knowledge leads them
to the following analysis: The interna-
tional demand for American foodstuffs
Is consistently outrunning all conven-
tional predictions; when other countries
buy U.8. soybeana, the price of chicken
legs and hamburger to U.S. consumers
goes up; when soybean exporis are con-
trolled, the price of wheat and corn

moves up; the higher prices are bad for
American consumers and the export
controls make our friends abroad un-
happy.

Thus, “We now have an extremely
painful cholce to make. Either we must
be prepared for further large increases
in food prices, as foreign and domestic
buyers bid against each other for lim-
ited supplies, or we must restrict ex-
ports. Export restriction is preferable,”

We engerly awnit a Post report on
Lesson No. 2 in ils continuing crash
course. It might come this winter, if
it's cold and we have 1o go to Europe
to pick up some fuel oll to see us
through. Rather than have us bid up
the price of their fuel oil, the Euro-
peans might make the same kind of
painful choice we made on soybeans.
We can burn soybeans for heat and
they can eat their fuel. Bul a! least
prices will tend to steady.
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N an atmosphere of crisls precipitated

by realization that the price freeze
foreclosed any purchases of the indus-
try's major ingredient, semolina, the
#0th annual meeting of Natlonal Maca-
ronl Manufacturers Association in Hot
Springs, Virginia, drafted an urgent ap-
peal for relief through curtailment of
durum wheat exports. The convention
dispatched a delegation to nearby
Washington, D.C, to make presenta-
tions to the Department of Agriculture
and Commerce and the Cost of Living
Council, It was at the welcoming recep-
tion Sunday evening, July 8, that lead-
ers of the macaroni industry became
aware of durum market moves that
were forcing mills to withdraw offers
of semolina and other durum products
and to limit activity to running out
existing contracts,

Vincent DeDomenico, Golden Grain
Macaroni Co., San Leandro, Calif., as-
soclation president, cut short his intro-
ductory comments at the opening ses-
slon Monday morning, July 8, to allow
time for an urgent discussion of the
semclina crisis that threatens the pasta
industry with forced shuidowns or a
turn to substitute ingredients when
current contracts run out. Major por-
tlon of industry was near exhaustion
of contracts but backlogs in some cases
ranged as for as September.

Recognition of the seriousness of
the Ingredient supply situation cast a
cloud over deliberations at the three-
day convention at the staid old Home-
stead.

The full and varied program of the
convention included a panel discus-
sion of “Trends in the Grocery Field,"
reviews of the universal product code,
nutritional labeling, and developments
in Washington, an analysis of how to
meet consumerism, and a presentation
of simulated business problems char-
acteristic of the macaroni industry.
Sociul events included suppliers’ socials
each evening, an Italian dinner party
Monday evening and a dinner-dance
Wednesday night. Golf and tennis high-
lighted the ofternoons.

President’s Commenis

In his abbreviated opening remarks
and against the backdrop of concern
over avallability of semolina, Mr. De-
Domenlco asserted that business in the
past year has been good and pasta
business has been especially good, He
cautioned that the food business will

President Vincant DeDomenico

be “under the gun" in Phase IV and
expressed the view that the Internal
Revenue Service is being “becfed up"
to police the food industry. Mr, DeDo-
menico expressed confidence that per
capita consumption of pasta will be
“well over B 1bs in 1973."

The basic problem of the pasia In-
dustry is government price controls on
finished goods without controls on raw
agricultural commodities, Mr, De-
Domenico sald. He clted concern over
avallability of ingredients. Mr. De-
Domenlco listed nutritional labeling,
open dating and the universal product
code as matters claiming urgent atten-
tion of the association.

Discuss Durum Market Data

Following his shortened opening re-
marks, Mr, DeDomenico asked Melvin
S. Sjerven, senlor editor, markets,Mill-
ing & Baking News, Kanscz TCily, to
present a review of events thal led to
the sensational advances in durum
costs, foreing durum milling industry
out of the market, Mr. Sjerven pointed
out that, according to compilations of
the Depariment of Commerce, on ex-
port sales made prior to June 22, dur-
um workings yet to be shipped in final
week of 1872-73 crop year were 6.3
million bus and 1973-74 commitments
were already 28.9 million bus. Export
inspections in first 11 months of 1972-
73, July-May, were 59,207,000 bus, and
scheduled June outgo apparently
brought aggregate to more than 65 mil-
lion bus, against previous U.S.D.A, fora-
cast of 55 million, Because of larger ex-

Monumental Problems Face Industry

Delegation Goes From Convention to Washington

ports, carryover July 1 was no more
than 38 million bus, or 10 million less
than Department of Agriculture fore-
cast.

Assuming production somewl.at short
of Initial U.S.D.A, estimate becaui~ of
moisture shortages, or around 85 mil-
llon bus, would give total supplies of
124 million bus for 1878-74, Mr. Sjerven
noled. Subtracting export commlitments
already made for the new crop ycar
leaves 93 million bus, with around 55
million bus remaining for export and
carryover. In view of what appears to
be a virtually endless world demand for
grain, Mr, Sjerven sald that the rela-
tively small durum balance could be
quickly exhausted.

Sensational Rise in Durum Costs

In reference to the soaring costs that
put the durum milling industry out of
the market, Mr, Sjerven pointed out
that durum prices on the Minneapolis
market during the June 1-8 base perlod
for the freeze were in range of $2.80@
2.02 a bu, or 40@51¢ less than bids of
$3.31@3.32 prevailing at the start of the
convention. Nominal semolina values,
based on actual costs, were more than
$1 per cwt above June 1-8 p.das. levels,
In addition, most mills had ceilings be-
low those p.d.s, levels because cellings
are based on shipments, not sales, and
for most mills more than 90% of ship-
ments were againit earlier bookings
made at even lower levels.

Urge Restrictions on Exports

Mr. DeDomenico named a commiliee
of macaroni manufacturers and inillers,
with Lloyd E. Skinner, Skinner Maca-
ronl Co., Omaha, as chalrman, o con-
sider action to be taken by the conven-
tion to demonstrate the critical concern
of the industry over the ability to con-
tinue in business wiihout price relief.
That commitlee drafted a resolution
calling for the "immediate imposition
of export restrictions on durum wheat.”
The resolution was forwarded to Presi-
dent Nixon, Secretary of Agriculture
Earl L. Butz, Secretary of Commerce
Frederick B. Dent, leglslators, and other
government officials.

Skinner Heads Washington Delegation

On Tuesday, July 10, Mr, Skinner led
a delegation of five in a trip to Wash-
ington to express grave concerns to offi-
clals of Export Marketing Service in
the Department of Agriculture, as well
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e Department of Commerce and
Cost of Living Council. Included in
delegation, besides Mr. Skinner,
Mark W. K. Heffelfinger, Peavey
ppany  Flour Mills, Minneapolis;
n Katskee, D'Amico Macaroni Co.,
, 1I.; Robert M. Howard, Inter-
onal Multifoods Corp., Minneapolls;
Nick Rossi, Procino-Rossi Corp.,
burn, N.Y.

Grocers’ Panel

most interesting panel discussion
rocery industry trends highlighted
first general session. It is reported
age 14,

oduct promotion reporls were
n al the second session by Elinor
an of Theodore R. Sills, Inc. and
ard Lampman of the Durum Wheat
tute. Miss Ehrman’s comments will
ar in the October lssue,

Howard Lampman, reporting for
Durum Wheat Institute, expressed
hop- that “in a moment of crisls
do r.ot forget the imperative neces-
of promoting durum and pasta
uct " He sald many Americans
ed . taste for pasta through the
the National Macaroni Insti-
an.' the Durum Wheat Institute,
5! -rlal emphasis on the hotel,
ur. it and finstitutional program.
mi ket, he said, is one where “bad
duc:  badly served, might easily
on .merica's taste for pastas.”

. | smpman sald the second bien-
l pita contest will be exclusively
stuicnts enrolled at hotel, restau-
t aud institutional schools at the
ondary and university levels, He re-
ed the past year's activities of the
.I, a highlight of which was a
and taste” session for officlals of
Department of Agriculture.

Meeting Consumerlsm

ean Judge, director of consumer af-
; The Grand Union Co., Paterson,
= Sald that her company regards
Sumerism as a positive opportunity,

EMBER, 1973
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able ul 'Vermylan' und his wife Nancy, 2nd VP Larry willia
Mildred, 1st VP Nick Rossi and his wife Linda, Secretary Bob Green and his wife Fran,

not a negative threat, and deals with
consumerism at the management level.
“We want 1o know as much ahout our
customers as we do about our competi-
tors, she sald. A credibllity gap has
been generated because consumers have
been promised more than can be pro-
duced, resulting in cynicism, according
to Ms. Judge. Among the accomplish-
ments of Grand Union, Ms. Judge listed
handling consumer interests at the cor-
porate level and establishment of long-
term communications system with cus-
fomers.

“The consumer has a right to be
heard and responded to,” she said. “We
consider ourselves a buying agent for
the consumer rather than simply n
seller of products,” she added,

Referring to the now widely dis-
seminated statement that “the era of
cheap food is over,"” Ms. Judge asserted
that “we're in a whole new ball game
price-wise, and business and govern-
ment must help the consumer to realize
that,”

Watergate ‘Overshadows Everything’

Thomas F. Roche of Halfpenny, Hahn
and Roche, counsel for the association,
reported on the Washington scene. Not
surprisingly, he said that Watergate
overshadows everything and “there is
no way to talk about events in Wash-
ington without referring to the investi-
gation.” Watergate has “polisoned the
atmosphere.”

As for Phase 1V, Mr. Roche said that
“no one knows anything except that it
will be tough with more enforcement,
more people to enforce regulations,”
and he expressed the view that con-
trols “are here for a long time."

Management Problems

Will Dade, President of San Glorgio
Macaronl, and a director on the NMMA
board, did a masterful job in writing
up four case studies of management
problems typical to macaroni operations
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ms and his wife Fron, President Vincent DeDomenico

concerning capital Investment, market-
ing, product recall, and succession of
munagement, His discussion leaders:
Walter Villaume, Paul Vermylen, Joe
Viviano and Henry Guerrisi lead stimu-
lating discussions and reported the de-
cisions to a reconvened general session.
A similar session will be planned for
the convention in Boca Raton next
January,

Vincent DeDomenico was re-elecled
president; Nicholas A. Rossi, 1st VP,
Lawrence D, Williams, 2nd VP; and
Paul A. Vermylen, 3rd VP. New direc-
tor elected in the Eastern Section is
Anthony H. Giola of Buffaleo,

Golf Winners

The Ted Sllls' Sllver Bowls for golf-
ing went to Walter Villaume for low
gross and to Harold Wendt for low net.
Cake winners included: Skip Peterson,
Larry Williams, Les Thurston, Al Kats-
kee, Richard Welss and Vincent Heffer-
nan. Lucky ladles included Gladys
Snowbarger, Nancy Thursicn, Betly
Cromwell, Kitty Katskee, Lols Wendt,
Annie Laurie Sills and Eloise Russo.
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Winner of the Tennis Tournament
was Andy Russo with cake winners:
Paul Vermylen, Joe Hale, Ellen Blod-
gett, Fran Green and Helen Marle
Ravarino.

Thanks to the hosts of the Suppliers’
Soclals:

H. ). Joe Hale

Georjie A. Utter

CliT W, ITutz

Don Knutsen
ADM Milling Co.
Sliawnee Mission, Kan,

Gere Kuhn
Amber Mill, GTA
St. Paul, Minn,

William Berger
Buhler Miag, Inc.
Minneapolls, Minn,

Del Barber

Don Gilbert
Con Agra, Inc.
Omaha, Neb,

Ignatlus Jig DeFranciscl
DeFranciscl Machine Corp.
Brooklyn, N.Y.

G. David Murphy
Diamond International
Chicago, 1l

Tom F. Senicola
Faust Packaging Corp.
Central Islip, N.Y.

Darrell M, Runke

Robert M. Howard

Sal F, Maritato

William A. Brezden

Donald W. Pemrick
International Multifoods
Minneapolls, Minn,

Charles M. Hoskins
Hoskins Company
Libertyville, 111

C. Daniel Maldari
D. Maldari & Sons, Inc,
Brooklyn, N.Y.

Don Kraus
Mira-Pak, Inc.
Houston, Texas

Sam Kuhl

V. M. Skip Peterson

Ray Wentzel

John Tobia
North Dakota Mill
Grand Forks, N.D,

Hugh G. Oldach
Willlam H, Oldach, Inc.
Flourtown, Pa,

Mark W, K. Heffelfinger

William K. Blodgeit

Robert H., Cromwell

William H. Grady
Peavey Co. Flour Mills
Minneapolls, Minn,

Charles C. Rossotti

Vincent Heliernan

Robert Mullally
Rossotti Sales-Rexham Corp,
Seddle Brook, N.J,

Tonals Chemp ' Andy Ruses’

Walter Muskat
Triangle Packaging Machinery
Chicago, Illinois

Lulgi Grassilli

Nicholas W. Moreth
Braibanti-Werner Lehara
New York, N.Y.

Resolution

In convention assembled at the
Homestead, Hot Springs, Virginia, July
9, delegates to the 68th Annual Meet-
ing of the National Macaroni Manufac-
turers Assoclation adopted the follow-
ing resolution unanimously:

WHEREAS, World demand for proteln
and cereal grains has forced price ad-
vances to extraordinary levels; and

WHEREAS, Export restrictions on
some commodities have resulted In ac-
celerated demand for other commodi-
tles, further aggruvating the upward
price spiral; and

WHEREAS, Durum wheat, a relatively
small crop, is especially vulnersble to
sensatlonal advances in prices; for ex-
ample, June 1 to 8 durum was priced
at Minneapolis at $2.80 a bushel. On
July 9 it upened at $3.30. Export prices
for fall delivery were as high as $4.61
F.0.B, Duluth; and

WHEREAS, Export sales of durum
wheat have dangerously threatened the
avallability of supplies for domestic
consumption; and

WHEREAS, Price advances resulting
frem  extiaordinary export demand
have forced the durum milling industry
to withdraw offers of semolina and
other durum products used in the man-
ufacture of macaronl, spagheiti and egg
noodles because costs are far above the
freeze price;

THEREFORE, BE IT RESOLVED that
the National Macaroni Manufacturers
Association urgently requests the im-
mediate Imposition of export restric-
tions on durum wheat,

P AT

This message was carrled t« fficia);
in the Departments of Agricui re and
Commerce as well as the Cos )f.1j,.
Ing Council in Washington by he fq).
lowing committee; Lloyd E. Kinner,
Al Katskee, Nick Rossl, Bob [owar
and Mark Heffelfinger. The.  wer
pleased with the contacts thov wer
able to make and hopeful th.| thej
message would be heeded.

It was urged that all macaron:-noodle
manufacturers and their supplicrs wire
their Senators & Representatives urg-
ing their support of this action.

Crop Estimate Puts
Wheat Gains at 13%

All wheat production in 1973, based
on July 1 conditions, will catablish a
new record of 1,748,533,000 bus, accund-
ing to the July crop report issued by
the Department of Agriculture, That
prospective crop is up 203,768,000 bus,
or 13%, from the final 1872 harvest of
1,544,775,000 and is 130,744,000 bus, or
8%, above the previous peak of 1617-
780,000 produced in 1971,

All wheat production first went abave
the 1.6 billion bu mark in 1067 with a
harvest of 1,507, 598,000 bus. The receni
low in production was in 1870 when the
outturn was 1,351,558,000.

In sddition to the new record for
wheat, the Department tentatively pro-
Jects a new 1973 record in production
of corn and soybeans. These crop esti-
mates are based on estimated ucreages
for harvest and historic yields, udjusted
for trends, with the first fleld forecasts
for these crops to be presented in the
August report of U.S.D.A.

Acreage Change 36 Millirn

The Depariment points o that
changes between the July 1 recast
and final estimates averaged | mil
lion bus in the past decade, .nging
from a low of 6 milllon to a .gh of
88 million bus. As of July 1, 1! 2, the
all wheat harvest was estim od &l
1,5560,667,000 bus, or only 6 milli. . more
than ths final outturn. In four of the
10 years, the Department says, 1 July
forecast was larger than the fin: byan
average of 41 milllon bus, wi le six
times the July estimate was bel w the
final by an average of 33 millior bus.

Durum 19% Over Last Year

For durum, the 1873 crop estimate of
87,035,000 bus, is up 19% from lust yeah
but is 5% less than the 1071 record
North Dakota alone accounts for 70
400,000 bus, compared with 65,493,000
in 1872, !

“Topsoll molsture in North Dakold
is generally adequate in the major P&

(Continued on page 8)
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Macaroni Makes Sense / Cents

Macaroni makes sense for the consumer to balance her food budget.
Macaroni makes cents for the grocer in building related item sales.

The Institute makes sense for macaroni manufacturers by building a
bigger market for macaroni. Send your pennies in each month.

NATIONAL MACARONI INSTITUTE
P.O, Box 336, Palatine, llinois 60067
YerTEMBER, 1973
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Crop Estimates
(Continued from page 6)

ducing area,” the Department says. “In
South Dakota, rains brought limited
relief to soi'e eastern areas on July 1,
but additional moisture is badly needed.
After a dry period during the first hall
of May, rainfall in Montana has been
adequate for the crop in major north-
eastern producing area.”

Yield of durum wheat for 1973 is
estimated at 20,7 bus, against 28.6 in
the previous year and 32.1 in 1971
Other spring wheat s estimated at 28.0
bus, against 20 In the preceding crop
year and 30.7 for 1871,

Springs Ahead of Normal

Other spring wheat production, esti-
mated at 20% more than Jast year, but
10% less than the 1871 record, reflects
ahead of normal crop developmeat.
Even though soll moisture is short in
North Dakota, that state's crop is esti-
mated at 187,870,000 bus, up from 148,-
147,000 in the previous year. Minne-
sota’s crop is up to 69,480,000, against
47,520,000 last year, and Montana is up
47,320,000, against 46,260,000,

“Soll moisture shortages continue in
the southern half of North Dakota and
other local areas,” the Department says.
“Additional rain is needed in South Da-
kota, especially for the early seeded
acreage. Rains also were beneficial to
the Minnesota crop. Spring wheat in
Montana is in good to excellent condi-
tion in the eastern third of the state,
but soil moisture shortages in other
areas now give prospects that range
from poor to good, Yield prospects are
low In Washington because of limited
rainfall and hot, drying winds."

Durum Wheat
1973 1072 1971 1073 1073
000 Bushels Pa\ Acres,
Minn., 1972 292 1,880 .0 B8
N. Dak. 77400 85403 ¥ 300 2880
8. Dak. 2,633 2,173 3782 230 111
Mont, 040 4,221 3680 1280 180
If. k 158 400 330 2
us. 87,038 73037 91803 207 203

Crop Conditions in Mid-July

Vance Goodfellow of the Crop Qual-
ity Council repo .5 on personal obser-
vations as of mid-July:

Upper Midwest Small Grain Crop Pros-
pecis Near Average, buf Varlable Due io
Persisient Drought in Many Sections,

Small grain prospects are near aver-
age in most of the Upper Midwest, but
spotty rainfall since the beginning of
spring seeding has created wide varia-
tion in grain stands. Grain crops vary
most in northern South Dakota, the
southeast quarter of North Dakota, and
the Red River Valley. Crops here have

withstood the affects of periodic and
continued drought in some localized
sectlons surprisingly well, with flelds
seeded on fallow holding up the best.

Soil moisture Is short to very short
across northern South Dakola, southern
and western North Dakota and eastern:
Montana as well as parts of the Red
River Valley, Moislure is generally
adequate in north central and north-
eastern North Dakota counties and west
central Minnesota, High temperatures
from the mid-80's to over 100 degrees
with strong winds for more than a
week have caused rapid depletion of
molsture supplies, causing crop deter-
loration especlally in already drought-
plagued sectlons and signs of crop
stress are now developing elsewhere.
A general rain and return to moderate
temperatures Is urgently needed to
maintain present small grain produe-
tion prospecis.

Plant diseases, such as wheal stem
and leaf rust, are extremely light
throughout the Upper Midwest and are
not expected to cause significant loss,

North Dakota durum prospects are
good with average to slightly above
average ylelds in the 28-30 bushel
range indicated, Molsture Is adequate
in northern durum counties, but recent
hot weather is reducing supplies, Du-
rum maturity Is substantially ahead of
normal for the state with 73 percent
headed or beyond, However, the re-
maining 27 percent, not yet headed, Is
concentrated in the heavy producing
area north of Lakota, Devlls Lake and
Leeds. Gnod growing conditions and
molsture will be needed In this area
to maintain current prospects,

Northeastern Montana

Spring bread wheat and durum pros-
pects in the Culbertson-Poplar-Scobey-
Plentywood area of northeastern Mon-
tana are above average, however, soil
molsture is very short and rain is nee.
ed to yrevent crop deterioration. Spring
whedit and durum maturity ranges from
flower to berry forming with yleld po-
tentlals of 26-28 bushels common in
‘nany flelds. Montana winter wheat Is
reported to be generally good with most
¢l the crop headed or beyond, Moisture
appears adequate in southeastern Mon-
tana but short in central and north
central areas.

Canadian Prairie Provinces

Canadian small grain crops are rated
good to excellent in virtually all areas
of Alberta, Saskatchewan and Mani-
toba. Molsture supplies are generally
adequate and crop development across
the prairies averages near normal with
early flelds heading.
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From Milling & Baking | iews
Ceilings Threaten Pasta Busii

Minneapolis, July 16.—Duru: mi
without exception were withd: wn on
offers of semolina, granulars : «d dg.
rum flour last week as soaring durum
costs foreclosed even emergency pds,
cars at mills' ceiling prices, Ioming
values were up 45@50¢ per cwi on
heels of 75@80¢ rise in previous week
and the new levels were far, far out of
line with any mill's permitted selling
price. Atmosphere of crisls pervaded
the annual convention of the National
Macaroni Manufacturers Assoclotion in
Hot Springs, Va., and the first item
of business was the adoption of a reso-
lution urging export controls on durum.
The resolution was sent to President
Nixon and other officials. The conven-
tion dispatched a delegation of five
macaroni manufacturers and durum
millers to present its case to the secre-
taries of agriculture and commerce and
the Cost of Living Council. Many maca-
roni manufacturers were near the end
of contracts and average backlogs were
hardly more than enough for two to
three weeks. Several users were out of
contracts and unsble to draw supplies.
Chaln grocer regularly following pds.
was unable to buy.

Ironically, intense export demand
that has driven durum costs up is re
sulting in efforts of mills to present &
blended product for domestic consump-
tion that could be offered at ceiling
prices, One of the reasons for the in-
satiable overseas demand is that laws
in France and Italy require thal pasla
be manufactured from 100% durum.

Durum Winter

Ir=-eases Program

U.S. Durum Growers Assc iation
sponsored a successful winter i creast
program of Ward durum in the {ums
Arizona area. 148 acres were -eded
Actual yleld after all cleanlng ar : ship
ment back to North Dakota v s 8f
proximately 63 bushels per aci Thit
production along with about 15000
bushels distributed by the Coun! s Crop
Improvement Association shoul: furm
ish all growers with adequate Ward
durum seed for the spring of 1074

Project to Consider
Color for Grading

A cooperntive three-year agreement
between the Agricultural Researeh
Service and the North Dakota Agrics®
tural Experiment Station at Fargo pre
vides for studles of methods for obje®
tively determining color of maltint
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Identical

Guality control, The same high consistency
1n your durum ptoducts time after time,
Thal's our promise to you. The North Dakota
Mill Is located right in the heart of the
famous durum wheat triangle where 80% of
the world's durum Is raised. New, modern
milling facilities produce Durakota No. 1
Semolina, Perfecto Durum Granular or
Excello Fancy Durum Patent Flour. With the

same quality every time. Week after week.

Month after month. Year after year. Try it.
You'll like it, = .

the durum people

NORTH DAKOTA MILL
Grand Forks, Nerth Dakota (701) 772-4841
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Color for Grading

(Continued from page 8)

barley and durum wheat for grading
purposes,

Under terms of the $50,700 agree-
ment, Dr. Sandra K. Skarsaune, cereal
chemist, will seek ways of improving
the accuracy of instruments for color
determination as an alternative to the
subjective judgment of grain graders.

Dr. Skursaune will investigote the
relationship of durumn color, measured
objectively by several instruments, to
color and percent of vitreous kernel
content, determined by experienced
judges. She then will develop a
method for identifying the durum sub-
cluss objectively using instruments.

In the barley studies, Dr. Skursaune
will investigate the relationship of
various malting quality characteristics
of barley samples to the color of the
samples as determined by both experi-
enced graders and by methods and
instruments used by commercial malt-
ers. She will develop a scale relating
barley color as determined both by
methods to malting quality character-
tistics and then check the reliability of
the scale in cooperation with commer-
ciul malting companies.

Dr. Clifford A. Watson, chemist at
the U.S. Grain Marketing Research
Center in Manhattan, will represent
ARS. in the studies.

In North Dakota Durum Sales

The sppointment of Vern (Skip)
Peterson us durum sales moanager for
North Dakota Mill and Elevator was
unnounced by Sam Kuhl, general man-
uger.

Mr. Peterson has been associaled
with the North Dakota Mill since 1963
as trafMic manager. He previously was
ussociated with the Northern Pacific
Railway.

William G. Phillips

International Multifoods
Reorganizes

In a major reorganization following
the annual meeting of stockholders,
Darrell M. Runke was elected president
of International Multifoods Corp., suc-
ceeding Willlam G. Phillips, who con-
tinues as chairman of the board and
chiel executive officer.

Mr. Runke, executive vice-president,
operations, at the Minneapolis-based
company since April, 1970, also assumes
tne new title of chiefl operating officer.

In related moves, Lloyd E. Workman
becomes vice-chairmun of the board,
and Alvin L. Hughes was promoted to
the new corporate position of vice-
president, operational services.

The reorganization, which came a
few hours after the company reported
record sales and earnings in its first
quarter of the new fiscal year, follows
a policy Mr. Phillips expressed upon
joining Multifoods in 1968—that no one
should hold the same management posi-
tion for more than five years. Not one
of Multifoods' top executives holds the
same responsibilities today he held at
the time of Mr. Phillips' arrival.

Sharp Earnings, Sales Gains

At the annual meeting of sharehold-
ers, Multifvods reported a 21% increase
in earnings per share on common stock
from a 32% sales guin for its first quar-
ter, the three months ended May 31,

Nel earnings rose to $1,721,000, or 48+
per share, compared with $1,438,000, or
38¢, in the first quarter the previous
year. Sales were $156,500,000, compared
with $110,086,000 for first quarter of
last year,

Mr. Runke told shareholders that
first quarter results reflected “outstand-
ing performances from Multifoods'
Canadiun operations and from its U.S,
agricultural products division, both of

Darrell M. Runke

which registered record first quarter
earnings.”

International division ecarnings, he
said, were down from a record first
quarter a year ugo. Return to profits-
bil'ty of the company's King Fouds
frozen meat operations depends to @
great extent upon Phase IV controle
Mr. Runke said.

Mr. Phillips to Civic Otfice

The management  reorganization
came just prior to Mr. Phillip - be
coming president  of  Minneapolis
Chamber of Commerce on July | Jun
ing the company in October, 18, us
its first outside president, Mr. 1" llp:
led the transition of then-Intern tonal
Milling Co. from its position o1 Jorth
America's leading flour miller 1o o
diversified food processing co any
During the period, annual salt  nave
risen by $175 million to $528 liom,
and flour products sales, while ;%
below 1868 levels, have fulles  rom
72% lo 46% of total revenu The
diversification has included . uis
tions with such varied names . M
ter Donut, Sveden House, Ko wune
Klub, King Foods, and Reuben vt

Mew Commission Membe
James Ole Sampson of Lawton  vith
Dakota was elected to the Nor  Da
kota State Wheat Commission 1o pre
sent the North Centrul District e
repluces Emil Anderson, Upham. orth
Dakota, who hus served the hi s®
years. Governor Arthur Link app nied
Norman Weckerly, Hurdsfleld, -orth
Dakotu, Commissioner at large. - vck:
erly farms and operates o grain «evie
tor ut Hurdsfield. He replaces Floyd
Poyzer of Amenin who passed wWd¥
while serving in the State Legislaure
as a representative of Cass County.
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‘ase of the Lost Dies

Henry Teicher of Charles D.
s & Company, Kansas City,
1 recently .isited the claim de-
{1 of Home's Kansas City oftice
« up his report of an unusual
ree bronze dies, used to make
11 in various size dinmeters,
ared from the premises of Home

American Beauly Macaroni
. Without the use of these

. hich would cost $1100 cach to

the insured could not manu-
k1« product. In order to pur-
unital long spoaghetti dies, the
wor'd have to order them
- u New York supplier,

As suwin a8 Mr. Teicher and Home
adjusturs discussed the situation, an

all-out

joint search began, Although

the the loss had been reporled to the

Kansas

City Police Depariment, there

appeared 1o be no hopes for a quick
recovery. Home's Dick Jantz was us-

signed

the task of calling ull junk and

salvage dealers listed in the Yellow

Pages.

After his thirty-third call, with

no sign of success, he received o call
from the brother-in-law of a salvage

dealer
search,

who said he had heard of the
and that his brother-in-luw had

just bought three bronze dies.

In the Junk Yard

Mr. Jantz and Home Claim Super-
visor Jesse Hernandez went immedi-
ately to the junk dealer's place of

busin -

s, and identificd the dies as

those helonging to the Insured. Both

the th

appat.

dies—
deale
coopt
sold -
insus
dies.
duct,
In
dies
the
take
pany
tuna
work
un
Al
noog
cont)

ves and the salvage dealer were
itly unaware of the value of the
ey were sold to the salvage
‘or $26, The dealer was glad to
‘e in returning them, and he
m back for the same price. The
was delighted to receive the
wdamaged, and spaghelti pro-
resumed.

e manufacluring pruocess, two
one time are needed to make
wles. Since three dies were
‘he one remaining in the com-
possession was useless, For-
* when the dies were returned,
+ New York had not yet begun
ones,

ugh the company produces

+ in many sizes und shupes, n
wed delay in spaghetti production

Woul have resulted in o large loss, The

exir

efforts mude 1o retrieve this

®qui) nenl saved o potentinl loss and

mucl
An

unde:

with

inconvenience.

rican Beauly Macaroni is insured
a4 Home Blanket Crime Policy
$500 burglary and theft endorse-

ment through Charles D. Williams &
cﬂmp;my_
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Left to right: Henry Teicher, Rolph Seorli, ond Dick Jonts.

newly erected position as Home Econo-
mist for the North Dakota Wheat Com-
mission,

In making the announcement, Mel
Maier, Administrator, Bismarck, said
Mrs. Adams willi coordinate and ex-
pund the Commission’s Nutritional
Educational program und will be in-
volved with the development, testing
and promotion of foods made from
wheat  and  durum  throughout  the
United States,

Maier said, “The effort of the Wheint
Commission has been aimed primarily
ut the export market while consumers
in the U.S. have largely been taken for
granted.” Mis, Adams will work closely
with school and institution food serv-
fee personnel und other state and na-
tional groups und individuals to pro-
mote the proper preparation and use of
wheat and durum foods in the diet.

A nutive of Sheridan, Wyoming, Mrs.
Adams received her bachelors degree
in Home Economies Education and a
masters degree in Foods and Nutrition
from the University of Wyoming. Mrs.
Adams' hushand, Larry, is the Editor
of the North Dakota Stockman's Asso-
ciation BAR NORTH maguzine.

Peavey V P

Willum W. Bokman has joined Peu-
vey Company us vice president-Con-
sumer Food Products, an area of the
company which, according to President
Fritz Corrigan, will be structured to
consolidate all consumer products of
Peavey and its subsidiaries,

Bokman, 44, is coming to Peavey from
the Kitchens of Sara Lee in Deerfield,
Iinvis. He has been with Sara Lee
since 1907, most recently as vice presi-
dent-murketing. In this capacity he has
been responsible for marketing the en-
tire Sara Lee retail line of [frozen
baked goods. Previously he had been
un account executive and new business
specialist with Kelchum, MuacLeod &
Grove Advertising Agency, Pittsburgh,
and prior to that an agricultural econo-
mist and in convenience food market-
ing with Pillsbury Company in Min-
neapolis.

Schmidt Named
To Head FDA

Dr. Alexander MacKay Schmidt was
named Friday the new commissioner of
the Food and Drug Administration,

Schmidt left his post as dean and
professor of medicine, Abraham Lin-
coln School of Medicine, University of
1llinois, curly this year.

“With clinical as well as academic
and administrative  experience,  Dr.
Schmidt has all the credentials neces-
sary to assure that FDA's strong record
of the past four years will continue,”
HEW Sceretary Caspar W. Weinberger
suid,

Wheat Commission Retains

Home Economist

Mrs. Judi Adams, former Assistant
Professor at North Dakota State Uni-
versity and Food and Nutrition Spe-
cialist for the North Dakota Extension
Service, hus been appointed to fll o

Judi /idoms
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NEW BUHLER LONG GOODS DRYERS

are built to give performance you can rely on!

Operation of entire dryer ine
shown above 15 conlrolled
from one location

or pletely re-designed

thfe ures that make them
HE MOST RELIABLE
T.{E INDUSTRY'!

Conveying system never stops.

Produ t moves slowly and continuously from
spreacter 1o accumulator. No starts and stops
Smpl‘ied design means greater reliability
since there is less wear than conventional
“stop and go” dryers.

froduct is consistently excellent

tecause drying action is always sleady. You
tan count on the product lo come out with
appealing color and texture. Uniform and
straight every time. Ideal for handing with
aulomatic weighing, transporting and pack-
aging machines.

imate zones are
sitively separated.
Exirer :ly tight enclosure with Buhler patented

‘Deltz T" control allows high temperature,
hight midity drying environment.

apac y range 500-4,000 Ibs/hr.

Stanc  d stick lengths: 60 or B0 inches.
kfo details

onth. lt-in rehiability of Buhler dryers and
diner  scaroni equipment Call us or write
'91UH 3-MIAG. INC . 8925 Wayzata Blvd
“int yolis, MN. 55426. (612) 545-1401
cast 1 Sales Office: 580 Sylvan Ave
=ngl - sod Cliffs NJ 07632. (201) 871-

10010 UHLER-MIAG (Canada) LTD . Don

Mills  ntario, (416) 445-6910

|
|
‘ |
Each spaghelti strand travels exactly the same path
SO yUu L an Count On o oansistent dry g resgite B

trol Shick Bloyalor keeps shicas frie e
from g at transter point to the dey g Dee

Super sanilary design. easy maintenance. All pli-t
panels swing oul for easy access 1o all parts ob e g
chine Extta-1ick polyurethane st arad o e
floor construcbion prevent conagensatior

®
Complete
Macaroni
Plants by

Sty MELK, Y73
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Robert W, Mucller

Robert W. Mueller, publisher and
editor of Progressive Grocer magazine
has been deeply involved in the prob-
lems and goals of the food industry.
Mr. Mueller was named 1972 recipient
of the Herbert Hoover Award, the food
indusiry's highest huonor INAWGA) and
the 1933 recipient of the Crain Award
for a distinguished editorial career in
the business press

As preface to his moderating an out-
standing panel of groecers commenting
on trend in the industry he gave an
audiv-visual  presentation  with  these
highhghts:

Many Problems

No U.S industry faced as many prob-
lems as did food distribution last yemn
But i spite of government price con-
trols, an election year when politicians
turned in foree on the “middle-man,”
and o major price war, grocery sules
showed o remarkably  good gain of
79 and topped $100 billion for the
first time in history,

Everett Smowbaorger

Grocery Industry Trends

And there were some real surprises.
It had seemed evident that the largest
chiins—Irst and foremost of the low-
price warriors—would walk off with
outsized sales increases. Butl it just
didn’t happen that way: the 8 gain
shown by the 10 largest chains was
topped by the 9.5°% increase of the
independent super markets, by the 14%
advance for local chains, 206, for
convenience  stores  and—directly  re-
lated 1o the performance of these three
retailer classes— 12.5% for wholesalers

Why did the majur combatants in the
price war fare so poorly by comparison
with their less bellicose competitors?
A lurge part of the answer is in the
over-kill in retail pricing, which proved
to be more of a depressant than o
stimulant.

Other Highlights

Other highlights:

o Industry after-tax net slipped o
classically low levels, with the figure
for chains an almost non-existent 0.6%
of sales: independents also dropped to
an unaceeptable L1

o After o moderale gain of 24 in
1971, prices for “foed at home™ inflated
at o 45 rate in 1972, led by a 9.5
increase for meats, poultry and fish.

e Super markets are  bigger than
ever, with new ones averaging 28,900
sq. Lol selling area. Biggest heirs to
the more generous space: frozen loods,
health and  beauty aids and general
merchandise.

e Consumerism  issues  re-emerged
stronger thun ever aflter being over-
shadowed for part of the year by the
price war. Open dating und unit pric-
ing led a list of improved information
programs that are growing in number
and scope. Better sanitation and waste

Newtan W, Briggs

disposal  methods were  miage
points of activity.

e Grocers are more aptimist: "
their own profits, the stock mat and
the veonomie climate in gener 1y,
they were a year agn, but
gloomier about the stability o
in their stores,

® Among new Hems, prepan e
ners showed the best gains (500
tioning Humburger Helper) and k-
coming up second.

o Private label was up slight! e
13.65 to 13.53"¢ of market shir

Everett Snowbarger

Panelists included Everett Snewlin
ger, president, Dillon Stores Division
Dillon Companies, Ine. a strong n
gronal chain headquartering in Huteh
inson, Kansas, Mr. Snowbarger  fis
worked as a backroom helper i .
Dillon store in 1836. He has pgone y
the loadder as an assistant store man:
ager, store manager, supervisor and
Vice President-Store Operations fron
1971 until he was named presidont o
1072

Newton W. Briggs

Newton W. Briggs is Viee Pro hen?
Cleveland Division, The Kroger une
pany. He started business in o mib
grocery store: had merchandising et
with Kroger in Toledo and ¢ w0
He worked with Gardner Adve  -ns
Co. in St. Louis and then wi
chundising director and later vie  ores
ident of marketing for Maine's e
foud distributor, Hannaford B
Co. In 1966, he returned to Kr
manager of operations for the Vv
sin Division: was appointed |
Manager of the Minnesota Divi !
April, 1968, In October, 1969, @ w»

James H, Mathews

Tuk; MACARONI JuuRSAL

. « . when your food extrusion dies need repair, recondi-

DIAL 1499-3555

tioning, modifying, rebuilding or redesigning.

Get QUICK SERVICE and BETTER PRODUCTION RESULTS

L
S:ru‘.\wlan,

1rqest

aatil us,,
» 04,

1973

D.MaLpar!l & Sons, InC.

557 THIRD AVE.

BROOKLYN, N.Y.,, US.A. 11215

Telephone: (212) 499-3555
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Grocery Industry Trends
{Continued from page 14)

promoted to Charleston Division as
Vice President.

James H. Mathews

James H, Mathews, General Direclor
of Merchandising, Super Valu Stores,
Inc., Hopkins, Minnesota, has served as
retail store manager, fleld representa-
tive, store engineer, assistant manager
from 1053-1864 and as divislon man-
ager of Bismarck Division 1064-1967.
He was promoted to General Director
of Merchandising in 1867.

On Sales Calls

The panelists proposed more pro-
ductive calls from salesmen. They want
information—not just a cup of coffee
for the store manager and soclal chit-
chat.

Mr. Snowbarger cited the salesman

as the prime point of relationship be--

tween manufacturer and retaller,

Mr. Matthews said grocers want to
be called on by manufacturers' repre-
sentatlves with information on promo-

tlons, such as couponing. He sald the,

Super Valu management only recently
realized that maximum utilization of
supplier’s manpower was to the com-
pany's advantage.

Buper Stores

On super-stores, Mr. Briggs reported
that Kroger has converted 10% of its
operations to these in just a year, Mr.
Mathews reporied a similar move
among Super Valu Stores, Mr. Snow-
barger sald they have not noticed the
trend in Kansas “where there are more
miles than people."

For Kroger, a “super store” is defined
as one larger than 25,000 square feet,
with speclal emphasis on general mer-
chandise, not food. “We're looking for
variety, not duplication,” Mr. Briggs
said.

U.r.C.

Concerning Universal Product Code:
It was reported that customers are
pleased with the experimental units;
checkers' errors will be greatly re-
duced; productivity will be increased
when manufacturers use th: symbols
(but they were told “do it now—along
with deslgn changes for Nutritional
Labeling). 1t will take a tremendous
capital investment to replace cash
registers, but it will come and come
fast.

Mr. Briggs commented that "the re-
taller is golng to know a lot more about
your products than you know yoursell.”
He described the symbol scanner and
cash register developed by Kroger and
R.C.A. Manufacturers’' symbols will be
required and preparations for the elec-

16

tronic check-out will need conslderable
capital outlay, Mr. Briggs said, but
“two or three years down the pike,
chains will refuse products without
symbols.”

In a discussion of merchandlsing al-
lowances, consensus of the grocer pan-
elists was that they would be difficult
to discontinue because they have be-
come so much a part of the system.
Opinlons generally were that a higher
price with merchandising allowances is

SR A e Lt Y B TSI

more effective than lower pricc yith.
out the dealing.

Concerning macaroni products, any.
facturers were told they are iding
thelr light under a basket. Maca inj |
more profitable than the gener: line,
it is showing good sales gains, a 1 the
trend toward pasla and cas ‘roles
should continue with meat price: con.
tinuing upwards. The panel's wlvice:
“Tell your story stronger and betfer
and be sure we understand it."

Dillon Stores, headquarters: Hutchinson, Kansas

First Quarter, 1973 (13 weeks

)—Macaroni & Dry Beans Sale

Twelve linear feet of gondola with base and five shelves contains 72 linear
feet. This can be compared with an average of 750 linear feet of gondola devoled

to dry grocerles. This excludes footage

devoled to general merchandise.

Average Weekly Dollar Case % Increans
Units per Store Profit Movement Over 1872
Dry Beans 03 5714 4527 13%
Dry Macaroni 78 3430 3360 38
Dry Spaghetti 7 4033 3500 18
Dry les 107 5334 6908 31
Rice 08 6322 4500 16
Total 453 24842 23035 23%
Percent fo Average Weekly Dollar Case % Linear FL
Total Category nits per Week Profit Movement to Category
Dry Beans 21 23 20 27
Dry Macaroni 17 14 15 18
Dry lSq]atlghe!ti 17 16 16 14
Dry Noodles 24 21 30 26
Rice 22 25 20 17

Super Valu Stores, headquarters: Hopkins, Minnesota
C;;.amlur years 1971, 1972, and 16-week period 2/25-6/16,
1

Based on Cost No, of
Macaroni 1871 1872 1973 Brands 1971 1872 18N
% to Total 16.78 13.6 13.92 Macaronl 4 4 4
Ton_Value 368.00 403.00 421.00 ?Pﬂ hetti 4 5 4
% Co. Brand 21,20 18,03 1B.06 o les # 11 11
8 hettl nners
% 1o Total 1,16 058 1000 Cenned 2 3 *
Ton_Value 301.00 414.00 42400 No, of
% Co. Brand 774 704 685 Items »
Noodles Macaroni 28 30
g”m Total 880 7.8 689 Spaghetll 23 22 gg
Ton Value 533.00 503.00 566.00 Noodles 21 22 1
% Co. Brand 2320 -23.85 28,19 Dinners 39 60
Canned 28 27 20
Dinners
% to Total 31.07 4444 4237 Total % to
Ton Value 834.00 892.00 B847.00 gmm“d
Canned rocery Sales
% to Total 3210 25.15 2882 g’ﬂ:ngg{*tll gg 34 -
Ton Yfalue 360.00 376.00 384.00 NP e 38 ‘18 18
Total* Dinners B8 1.12 08
Ton Value 465.00 636.00 530.00 Caonned K11 63 68
Pasta Products Respond Forcefully
To Newest Consumer Demands
from Progressive Grocer, July, 1973
Units Dollar Bales Margin
Items % to % to % to %
Macaroni  Carried Weekly Total Weekly Total Weekly Total Morgin
Products (Dry) 43.4 0268  (0.4) 20460  (0.2) 5686  (02) 103
Macaroni 160 3985 430 11090 376 2035 358 184
Noodles 11.1 17468 188 6040 205 1215 214 201
Spaghetti 154 3537 382 12330 . 419 2438 428 198

THE MACARONI JOURNAL

TO INSURE THE QUALITY ’m’“ IN ANY MACARONI

PRODUCT ALWAYS SPECIFY

WHETHER YOU'RE MANUFACTURING LONé GOODS

: ' OR SHORT @?@@,EGG

NOODLES OR OTHER SPECIALTY SHAPES,

=

(UR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

T

«RowING AREAM'WE cAN SUPPLY’WTHE

| INEST DURUM 14 WHEAT PRODUCTS AVAILABLE.

O'? AMBER MILLING DI!VISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn. — General Offices: St. Paul, Minn, 55165
Telephone: (612) 646-9433
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Progressive Grocer Report

Food shopping is again a deadly
earnest pursuit for U.S, housewives
with inflation-pinched pocketbooks, In
earlier periods of cost-consclousness,
macaronl products were alternatives
dictated largely by economy; that lsn't
80 any more, Thanks to consumers' bet-
ter knowledge of food and cooking,
macaroni products take honors in con-
venience and versatility as well as
economy. And for most of the natlon,
particularly in urban areas, these prod-
ucts' ethnle origins are history: spa-
ghettl has becomne as American as
steak, and with rising meat prices even
more so for many a consumer,

“Per capita consumption of pasta
products traditionally rises in emer-
gency times, and long-term business
benefits from these spurts too,” says a
macaroni marketing expert. “The habit
catches on and finds its way into regu-
lar menu routines, Budget-conscious
shoppers are sold on regular dry pastas,
not just in itself but as opposed to more
expenslve prepared dinners.”

Grocers Aware

Grocery buyers volce awareness of
these trends. One Midwest buying
executive belleves that the immense
popularity of “you-add-the-meat"din-
ners is already helping sales of simple
dry pasta items. His reasoning: “Many
consumers are declding that they're
paying too much for preparations of
macaron] and spices. Manufacturers'
recipes and promotions are helping
them along, of course. So now they're
| buying Ingredients separately and put-

ting them together themselves. It's just
one more of the dozens of related-item
opportunities we have with macaroni.”
Not to mention the stable margins that
this section has maintained through
good times and bad.

The recent meat boycoits presented
a mixture of opportunity and frustra-
tion on the retail scene. Many retallers
used macaronl products in tie-in pro-
motlons involving canned fish, dairy
and other items, all designed to help
shoppers economize and prepare menus
while skipping red-meat purchases, On
the other hand, as the head merchan-
diser of a large Enstern chain put it:
“Our pasta stocks were cleaned out in
the first couple days of the boycott;
these are such mass market items that
it hardly seems necessary to remind
shoppers about them at all”

Lasagne and Manicotti

And despite the popularity of con-
venlence foods, says a manufacturer
source, “lasagne and manicotti are now
about the two hottest items in the cate-
gory, and they require considerable

b i e

preparation.” He observes that food
editors cf local newspapers are featur-
ing them heavily In economy-plus-
gourtact-accented recipes, and house-
wives are responding. All of which
adds up to a ready-made promotion
package opportunity for cheeses,
ground meats, produce, grocery and
kitchenware ltems.

Industry figures indicate that meat
prices are again helping macaronl
products to new consumption levels,

Rice-A-Roni Advertises
With Avocados

Using a three-magazine spread of
full-color ads, Golden Grain Macaroni
Company and the California Avocado
Advisory Board are teaming up to ex-
tol a cool way to beat the summer heat
—with “Love Food from California”
and Rice-A-Ronl, “The San Francisco
Treat.”

The ads, which point out how Cali-
fornia avocado and Spanish Rice-A-
Ronl can together make an elegant,
yet easy, hot-weather meal, appear in
July Better Homes & Gardens and
August Family Circle and Good House-
keeping.

A recipe for the unique dish—"Span-
ish Rice-A-Ronl on the Half Shell"—
is carrled in the ad.

Betty Crocker Adds Two
New Hamburger Helpers

General Mills, Inc. has added lasagne
and hamburger stew dinner mixes to
its Hamburger Helper line, Both mixes
were avallable natlonally Aug. 1. Ham-
burger Stew Dinner Mix contains
sliced potatoes, peas, carrots, and a
beef-flavored sauce mix, Lasagne Din-
ner mix contains enriched macaroni
along with an Italian-style tomato
sauce mix,

Both products will retail in super-
markets for about 58¢.

Introductory advertising for both
products began in late July with net-
work television spots scheduled for
both daytime and nighttime shows.
Four-color, full-page ads wlill appear in
Redbook, Woman's Day, Family Circle
and True Story magazines, Pop-up
seven-cent coupons will be Inclided
with these ads. All Introductory pack-
ages will carry a 10¢ In-package cou-
pon good on the next purchase of either
dinner mix,

Macaroni Week
October 11-20
Celebrate with a Friend!

Meeting Consumer sm

lT is a genulne pleasure for : o 1y
participate in thls 68th A nyy
Meeting of the National Ma. .ronj
Manufacturer's Association, Moi. re.
cently, I have become incres ngly
aware of your organization (I aave
always been aware of your indu:try),
because of your progressive, industry.
wide effort in gaining FDA accejiance
ofr a standardized nutritional laheling

format for macaroni and noodle prod.
ucts,

Having been a member of the New
Foods panel at the 1069 White House
Conference on Food, Nutrition and
Health, which was the genesls of much
of the new FDA approach to new food
products and food product labeling—I
commend your enlightened industry—
in its industry-wide efforts that are in
accord with both the spirit and the
letter of the White House Conference
recommendations, Of course, 1 realize
this latest effort Is entirely consistent
with this organization and Industry's
history of forward, progressive aclion.

However, Elinor Elrman and Bob
Green asked me to talk about Meeting
Consumerism—so I'll move to that now.

In Eye of Beholder

Consumerism and consequently con-
sumer aflalrs—like beauty, liberty and
love—was, is and probably always will
be in the eye of the beholder, The be-
holders were, are and will be business,
government (legislative and repula-
tory), consumer advocates (who «ome
in a wide range of persuasions ant are
in and outside of business and go\ -
ment), educators and consumer- ¢ sto-
mers themselves.

I happen to belleve that it hel; In
effectively “listening” to what som ne
says or writes to know their bia: s—
here are mine. Arbitrarily, I cast ay-
self as a consumer educator adve e,
presently functloning from a s er-
marketing Industry base. My p ilo-
sophical stance is pragmatic jden sm.

William James probably articul .ted
my consumer affairs pragmatic idev ism
hest in some thoughts he expre :ed.
Paraphrased, James said: Many asj :cls
of toduy and tomorrow are neither ; vod
nor bad in themselves but depend on
what you do with them, The bLaslc
differences between people ls not the
differences between liberal and conser-
vative; Christlan and Jew; black and
white; young and old; customers and
business; business und government.
These are relevant differences, but the
cruclal difference Is between the tough-
minded and the tender-minded. Tough:
minded people see things as they are
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and -ase thinking and action on reality,
Ter. :r-minded people see things not
ast ¢y are, but rather as they envision
the: to be in their own heads and base
activns or recommend actions on this
vision rather than reality.

A review of the history of this or-
genization and industry and its con-
temporary actions tell me that you are
a tough-minded industry—in the sense
of dealing with the realities of con-
sumerism,

Consumerism and consumer affairs,
then, viewed tough-mindedly supports
my thesis that if Ralph Nader, Esther
Peterson, Virginia Knauer, Betty Fur-
ness or Bess Meyerson had never been
born, and consumers never became the
viable political “cause"” they are, we
would still have had consumerism.

Roots of Consumerism

Why? 1 believe the roots of con-
sumerism are found in four phenomena
unrelated to these consumer personali-
tles or political faces:

1. The growing number and sophlsti-
cation of consumer products and the
resulting difficultles associated with
their selection, maintenance, repair and
performance,

2 The growth and sophistication of
markeling techniques which have de-
personalized companies and the mar-
ketplace, while at the same time not
compensated for the depersonalization
with enough relevant consumer prod-
uct information or enough efficlent and
efleciive methods of communication
with marketers,

3. A growing sophistication of con-
sun s themselves, Thelir Increased
8t nce and educational level have re-
sult | in highed expectations of prod-
uet 1d service quality and a decreased
tole mce of failures. Consumers in-
ere. :d awareness of thelr collective
POV r has also created greater recogni-
tlor f the consumer “clout” options.

4 The growth and sophistication of
the nedia bombarding consumers with
Prc uct and service messages, in some
cas ; promising more than cen be pro-
duc.d,

‘Itiere are other phenomena, I'm sure,
that form the roots of consumerism, but
It scems to me that these four items are
the main ones.

What happened historically, I be-
lieve, is that consumer advocates and
the political world recognized the posl-
live opportunities of consumerism
ahead of the business community. I do
belleve—and have always believed—
that consumerism, properly recognized
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and assessed, constitutes a positive op-
portunity and not a negative threat,

Grand Union Approach

The Grand Union Company histor-
ically and currently has viewed its
commitment to customers (now called
consumers) tough-mindedly and its
organizational approach to consumer
aftairs is in the same vein, It has not
seen consumerism as just a pacification
operation, or a window dressing pro-
liferation of so called consumerism pro-
grams, but rather Grand Union has
viewed consumerism and consequently
the establishment of its own Depart-
ment of Consumer Affelrs tough-mind-
edly. They established the depariment
at the management level essentlally to

do two things: first, to sharpen the
customer thinking and focus of The

Company's executives and personnel,
and secondly, to sharpen the communi-
cation lines of the company to and
from its customers. Inherent and im-
plied In these two oversimplified con-
cepts are policies, programs, training
systems and all the tools and means
that must be developed and refined to
carry out the two basic assignments of
the Department of Consumer Affairs,
Put another way, the top executives of
The Grand Union Compony recognize
that it ls not too difficult to proliferate
consumerlsm programs, but it is an-
other whole thing to “customerize” its
company operations—that is to make
its whole system responsive to the
needs and wants of its customers, For-
tunately, I believe, the latter course Is
infinitely more realistic, long term both
for consumers and The Grand Union
Company. Admittedly, it is a much
tougher course to choose and follow,
particularly so during the past few
really difficult years for the food indus-
try, but in the long run, whether for
reasons of consumerism or good busi-
ness it is, I believe, the wise course.

Supermarket’s Hole

In a 1973 look at consumer and busi-
ness, what is the role of supermarketers
In the consumer field? Essentlally, I see
it as first, providing goods and services
that respond to customer-consumer
wants and needs and then designing the
systems that assure consumer satisfac-
tlon to the extent feasible; second, pro-
viding a practical means for customer
dissatisfactlon to be registered, effec-
tively resolved, and the cause pre-
vented from reoccurring; third, identi-
fying genuine customer information
needs and providing that information
in ways that will help assure customer
awareness, understanding and use of

Jean F. Judge

the information; fourth, providing con-
sumer educators and other consumer
thought leaders with cogent informa-
tion about programs, policies or serv-
ices essential, relevant to a company
and/or the industry,

And, finally, individually and collec-
tively, the supermarket industry must
assume responsibility, in the public in-
terest, for helping the consumer, media
and government better understand the
economics of our marketing system and
the economics of the supermarket in-
dustry and the relevance of the con-
sumer to both,

Current Issues

What are some of the current and
future consumer Issues, as I see them?
1 belleve they could be grouped under
six major categories:

1. Henlth and safety.

2. Marketing practices.

3. Product knowledge and product
availability,

4, Ecology and environment.

5. Communications.

6. Credibility gap.

HEALTH AND SAFETY Iincludes the
whole gamut of consumer concerns for
the wholesomeness of safety of prod-
ucts,

MARKETING PRACTICES include the
spectrum of consumer concerns about
prices, pricing practices, packoging,
labeling, product advertising and pro-
motion,

PRODUCT KNOWLEDGE AND
PRODUCT AVAILABILITY include
what I call the “nitty-gritties” of con-
sumer concerns—the focls necessary to
make rensonably intelligent buys.
What i3 a product and what is in it,
how it is different, is it available in the
size and kind I want? And can I ge!
the size or amount of the producl that
I want?

(Continued on page 22)
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Where Quality Pasta Products Begin

PEAVEY COMPANY
Flour Mills




Ty

Meeting Consumerism
(Continued from page 19)

ECOLOGY AND ENVIRONMENT are
becoming umbrella-like words encom-
passing consumer concerns about water
and air and the products that do or are
alleged to pollute the air and water,
These items also include food additives,
packaging, and community aesthetics
of our plants, warehouses and stores.
COMMUNICATIONS includes the feel-
ings and actions that are generated in
people by a sense of powerlessness and
remoleness. These are a by-product of
our bigness as industrles and as Indl-
vidual companies,

CREDIBILITY GAP is a very real and
unfortunate condition that has been
generated, I believe, by promlsing more
than can be produced; by assuming or
presuming either consumer naivete or
stupidity, and then acting on that as-
sumptlon. This has resulted in a num-
ber of cynical consumers who tend to
expect less than good, expect to be
taken and are surprised when the oppo-
site happens,

Crucial Role

The consumer plays a crucial role in
this country's economy—a role basic to
the continuation of competition and
enterprise. Her choices influence what
is produced, When the consumer makes
informed cholices, she not only better
serves her own Interest as an indi-
vidual, but also has an intelligent and
responsible effect on the amount and
kind of growth in our country’s econ-
omy,

Also, In the 70's as we all well know,
economics and the economy are in fact
“the name of the game.” Inflation and
the efforts to control it; the world
money murket; foreign competition;
import-export, balance of payment, etc,
are the words and phrases that are
seen, heard and read every day. The
ability of the public to understand both
the meaning of the terms, the system
from which they come and their rela-
tionship to it are going to be critical in
the '70's economically, politically and
personally,

At Grand Union

At The Grand Union Company—I
belleve we are on the right track in
terms of consumer affairs commitments,
philosophy and approach, The com-
mitment is total and real, not superfi-
clal and pseudo; the philosophy Is
tough-minded, not tender-minded; the
approach is practical and result oriented
not theoretical and geared to “making
points.”

If someone were to ask me the one
or two most outstanding things Grand
Unlon has done abhout consumerism 1
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would say first and foremost, the lead-
ers of the company viewed consumer-
Ism accurately and perceptively and
translated this into an organizational
approach—to plan and implement the
kind of consumer affairs function that
is both long-run, realistic and produc-
tive of both profits an! ~sponsibility.

Second, I belleve, The Grand Union's
long-term  customer communication
syatem, is both unique and critical,
Every Grand Union supermarket has
postage pald customer letter forms
prominently avallable, that customers
can use to “sound ofl." This 20-year
system has been made part of the De-
partment of Consumer Affairs—because
we belleve that the customer not only
has the right to be heard but should
have the right to expect responsiveness
to her words and action on her dissatis-
factions, The customer communication
line in The Grand Unlon Company is a
critical “customer pulse” that is heard
and acled on by top management.
Ideally every customer problem should
be resolved in our stores. But tough-
mindedly we recognize the potential
of human fallure and errors in judg-
ment.

We have a long way to go—but I
am convinced we are on the right con-
sumer affairs track. Our dual purpose
recognizes the fact that effective super-
marketing as with most effective mar-
keting begins and ends with the con-
sumer,

Buying Agent

Increasingly, retailers in general and
food retallers in particular are re-estab-
lishing themselves in the role of the
buying agent for the American family,
rather than just the seller of manufac-
tured products. I believe this role is
both logical and right. One of its by-
products Is a re-focus by the retaller
on its customer-consumers, as well as
its competitors, Another by-product of
the resumption by the retailer of his
role of buying agent for the American
family is the placing of new demands
on those who ask the retaller to buy,
offer and promote their products to the
consuming publle, The retailer must
and will demand increased informatlon
on product composition, nutrition qual-
ity and freshness and will look hard at
the safety, packaging, labeling and en-
vironmental ramifications of products.
I submit that this is good not only for
retallers and consumers but for the en-
tire product industry.

Putting It Together

Recently, I read something written
by Dr. Naomi Albanese, past President
of the American Home Economies As-
soclation, that seems to me to “put It

all together.” 1 am paraphras g her
words but not her point,

Increasingly, the realization i grow.
ing that because of the stresse: p our
land today—Iin an all too rea sense,
our political, social and econon, - way
of life is on trial,

There Is hopefully, too, a giowing
realization that one need not destroy
in order to create; tear down in order
to build or throw out bables with bath
water, The cement that holds together
consumera and the institutions serving
us is not fuzzy minded idealism, it js
pragmatic idealism, Obviously in cop.
sumer affalrs, we need to do better,
To do 8o, we need each other, business
and consumer—and importanily, we
need meaningful results,

This is why I belleve that consumer
affalrs properly assessed, as I belleve
it is at The Grand Union Company and
in many areas of the supermarket |n-
dustry, Is indeed a plus opportunity—
not a minus threat,

U.P.C. Specialist

John F., Hayes, General Manager-
Grocery Marketing Services for Hein:z
U.S.A., division of the H. J, Helnz Com-
pany, has been loaned by the Company
to a Washington, D.C. organization re-
sponsible for implementing the: Uni-
versal Product Code in the nation's
supermarkets,

Effective July 1, Hayes became Vice
President of the Grocery Division of
Distribution Number Bank, adminis-
trative ana of the Uniform Gracery
Product Code Council, In his new posi-
tion, he will be charged with as uring
successful introduction of the U iver-
sal Product Code In electronic iper-
market checkout counters. Speci: :ally,
Hayes will develop and implemer. edu-
cational programs to familiarl. re-
tailers, grocery manufacturers an pro-
Ject suppliers (including data | )ces
sors, printers and ink manufact rers)
with the UPC program. In additi 1, he
will work with trade associatior and
government agencles to expedit the
introduction of the Code and th total
electronic checkout program.

Self Certification

San Glorgio Macaroni has been 8¢
cepted for Food & Drug Administra-
tlon's cooperative quallly assurance
program, The program Is a voluntary
arrangement between FDA and indus:
try members whereby high standard!
of sanitation and bacteriological analy-
ses are commitments of the participal*
ing member; and should any perform:
ance exceptions occur, they are volun-
tarily reported to FDA.
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DELRIN ROLLERS

BELT CONVEYORS

A complete line of sanllary, modern streamlined standardized bell
conveyors applicable to most conveying applicallons. Custom spo-
clal designs avallable. Write for Bulletin CC-20

'VIBRATING CONVEYORS i

ll 1deal for conveying maierlals withoul degradation such s potata . |

.chips, cereals, snack foods, eic., Banilary~sel(-clonning
|
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avallable for screening, dewatering, :nul[:itlflngl_. "ryilfn'é—vm %
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AGE AND MODULAR DISTRIBUTION SYST
ACCUMAVEYOR MODULAR VIBRAYOR
DISTRIBUTION

The only Automatic Delt Elor- | gyavTEM
age System with first-in and
first-out for the storage of
non-free-flowing matorials
such as snack foods, cookies,
frozen foods and/or o.her
items prone to bridge.

Ay

A unlque IL"IIIGI'IL for "N: Any Ilnulldtin[n bla e;ﬂndﬁd to
simultancous distribution an service additional points. No re.
Coosiandm BTMNG e dellvery of non-free-flowlng  lum runs. Compact, sclf clean-
Bulletin CAC-2¢ | producls Irom storage to mul-  ing.  Write for Dulletin CMV-10
tiple packaging points,on de-
mand Ly the use of a modu-
lar vibrator conceplt.
Posillve delivery on demand,
No starvation possible. No re-
circulation which couses
product degradation. Food
any number of packaging
machines at dilferont ratos
simultaneously.

Write for your neanrest representative,
TR
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ELECTRIC PANELS AND CONTROLS

The key to practical aulomation is In tho design of o system using elecirical components such as
rhoto controls, sonar devices and solld stale relays. Aseeco enginecrs Incoiporale proven commer-
cially available components which are standard and do not require extraordinary atientlon, ;

I you are contemplating a plant expansion, conlact Aseeco Corporation for the following mel- i
srated services: Plant englneering and layoul, electrical and mechanical, supply of equi e
erection and stariup. All from one source with ono responsibility. HH

1830 W. OLYMPIC EOULEVARD, LOS ANCELES, CALIF, BO00S + (R13) 388-3081
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URING the first four months of
Phase 3, pasta sales rose approxi-
mately 15%, according to the latest
durum mill-grind figures . . . and if
the macaroni industry can weather the
buffeting of Phase 314, we hope to see
sales Increases continue at that rate
through Phase 4.

We want to keep our stress on One-
Pot Meals, a promotion which has
served us well In both convenience and
econoiry copy themes, We will con-
tiniz our emphasis on nutrition in the
moaths ahead, and advise the home-
maker how she can boost the nutritlon
in her meals by serving pasta in com-
bination with cheese, fish, chicken, low-
cost meats, eggs, etc.

The Great Meat Boycott, which be-
gan bullding mid-March, was the high
point In our promotional efforts this
six-month period and we relensed
quantities of stories to all media out-
lets, Including Supermarket Consumer
Speciallsts and Extension Home Econo-
mists. As a special series, we released
to more than 2,000 communications out-
lets nationwide the "Food Value of
Macaroni Products"—a nutritional an-
alysis, approved by FDA, as a basis for
nutrition labeling for the industry,

Hall, Mrs, Consumerl|

On April 3, the Daytona Beach Jour-
nal headlined its food page with a quote
from President Nixon; “The greatest
and most powerful weapon against
high prices Is the American housewife.
Her decisions . . . whether s buys
something that is more expensive or
less expensive, have a.far greater ef-
fect on price control than anything we
do here in Washington."

We almed {o show housewives in
Daytona Beach and all over the coun-
try how she should serve nutritionally
sound meals without meats or expen-
sive protein foods.
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Product Promotion At Phase 3%
by Elinor Ehrman, Vice President, Theodore R. Sills, | :,

Here are some of the headllines which
appeared across the country as a re-
sult of a barrage of direct-to-editor re-
leases in the nation's 219 major market
areas:
Once a Week, Lei's Have Pasta
Take a Tip from the lalians . . . Try
Pasia

Pasta Is Greal for Siretching Food
Budgets

Boycouing Mear? Tired of Fish? Try
Pasta

Pasta’s Delictously Nuiritlous and So
Economical

Use Spagheitt for Economy and
Nutrition

Macaronl, Egg Noodles, Spaghettl Protein
Source

Nutritional Macaronl Dishes Will Pam-

per Family Budget

Homemakers Take Thrifty Route to

Nutritious Fare for Family

Color Pages

And we combined the nutrition and
economy with ONE-POT convenlence.

Here ure some color pages that ap-
peared following the boycott announce-
ment:

Dallas News—Budgei-Minded Pasta
Dishes Reduce Strain on Your Purse—
Macaroni-Chili—3 /29

Fort Worth Star-Telegram—Pasta and
Seafood Combine to Salvage Stretched
Budgets—Spagheitl with Clam Sauce—
5/2

Grit—Oven Pasia Dinner Pleases Budget
—5/13

Raton Rouge Advocate—Four Paniry
ltems and One Pol Needed—4/29

Phoenix Arizona Republic—May S$—
National Protest Day—With a story
pointing up good nutrition from sources
other than meat featuring “Curried
Spaghetti”

San Dlego Union—Other Foods Can
Supplement Meat Protein—5/17—
Here's a Macaroni-Kidney Bean Salad
ns an example

Milwaukee Journal—4/25—a full page of
our One-Pots: Chicken Tettrazini;
Noodles and Tuna

Cincinnatl Enquirer—3/28—
Cincinaatians learn lo cope as Food
Costs Skyrocket

Houston Chronicle—4/5—Meatless Ways
1o Meet the Budget

San Antonlo Light—5/24—Pasta . . .
Easy, Economical, Nutritious

and here are others which ran through-
out the period:

Toledo Blade—Put it Altogether a2 On:
Big Poi—One-Pot Spanish Nou iley

Philadelphia Bulletin—Noodlss |, r
Meatless Meals

Los Angeles Times—Those Wonder/ul On:.

Pot Meals

Nashvitle Tennessean—Pasta-Mzuls—
Delicious and Easy on the Pochetbook

Rochester Democrat—Make It Minus
Meat

Binghamton Press—Pick Your Pasta for
One-Pot Supper

Lawrence Eagle Tribune—Italian Cooking
v+ + Easy as 1-2-3,

Sunday Bupplement

The Sunday Supplements rallied
'round, and we prepared special stories,
photos and recipes for them:

On April 21, Famlly Weekly with a
9% million circulation appearing in 287
papers, carried a headline on its cover:
“A Meat-Stretching Macaronl Casserole
Good for 2 Meals!" announcing our
recipe and photo in its food section.

Parade Sunday Supplement—17 million

+ circulation in 103 papers ran our
recipe for spaghetti with low-cost
Meatballs made with Sausage—6/3

Columnists

United Press International food writer
Jeanne Lesem asked us for special copy
and recipes to release at boycolt time:

and here they are, each going to 8

potential circulation of 30 millivn.

1. Key paragraph: “One-pot, ran :-lop
casseroles make good altern Ives
The homemade kind are just ¢ easy
to prepare as ready-mixes thi cost
more per serving.

2. A second one carrles a headl e of
Meatsubs Cut Costs, Calories wilh
paragraph: “Macaroni product: :om-
bined with cheess, eggs, ¢ wed
tuna or canned clams also aake
moderately priced meatless nain
dishes which usually iake less rep:
aration and couking time than Iried
beans.”

3. And a third one suggests the ki ney*
bean-macaronl combination s 8
main dish, with skim milk and (resh
fruit for a complete meal.

Newspaper Enterprise Assoclation, 25 ““l
lion circulation released two slone
post boycolt:

A one-pot Easy French Stew: not

dles and carrots

A headliner “Macaroni-Cheese 18
One-Pot Dish” with this quote “Home-

(Continued on page 28)
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When you need pasta flour—you need it clean, clear golden
and often in a hurry. And you need it convenient to unload. This
Is why ADM has an available supply of air-slide cars ready to

rush to you when you need them.
¥ Cléan. pasta-perfect Durum Flour and Semolina; when and

where you want it! That's ADM's 24-carat gold rush service.

ADM WILLING GGk

4550 West 109th Strest, Shawnee Mission, Kansas 66211
Phone (913) 381-7400
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Extruder, Mixer paddies are welded to shaft, eliminating al
joints. No cracks, no crevices where bacteria may form.
No corrodible material to contact the product at any time,

Prod -ction is 500 to 3,000 Ibs. of dough per hr.

In o er words — compared to others on the market —
Dem co’s Extruder is a clean hit! Call now for the
tom; lete run-down.

Get the full story now. Contact

DE FRANCISCI MACHINE CORP.

4845 Metropolitan Ave., Brooklyn, N.Y. 11237 US.A. ® Phone: 212-386-9880, (212) 386-1799
Western Rep.: Hoskins Co., Box F, Libertyville, Illinois 60048 * Phone: 312-362-1031
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Product Promotion
(Continued from page 24)

makers generally spend less time in the
kitchen preparing family meals. Use of
convenience type foods is increasing
but often budget-conscious cooks note
that dinner mixes may save time with-
out cutting down on family food cosis.
A one-pot meat-cheese combination is
a do-it-yourself dish, It involves a new
approach In cooking macaroni, This Is
to mix uncooked macaroni with all in-
gredients rather than first cooking the
pasta which always means another pot
to wash,”

Another syndicate—this one released
two stories in the NYC area:
One-Pot Cooking for Fast, Easy to Fix
Meals: One Pot Pasta!

Speclal to Suburban Newspaper and
Rural Communities: our 3-column story
with a nutritlon angle: “Can you serve
a nutritious protein-rich recipe at a
comparatively low cost? The Natlonal
Macaroni Manufacturers Assn, took up
that challenge and found that a home-
maker could prepare a meatless pro-
tein-rich entree for an average cost of
§5¢ to 69¢ per person and included 3
recipes to prove the point.

On the Alrwaves

We prepared a Radlo Script which
was released to 800 commentators with
the message “Pasta—reliable standby
for homemakers planning meals which
are easy on the budget, easy to preparc
and nutritious. Full nutrition story fol-
lowed.

On the TV Screen

There were slides In our TV kit
which carried this message: "Everyone
is seeking help in stretching the food
dollar, Homemakers are looking for
convenience meals, with nutrition a
foremost factor in menu planning.
Pasta comes to the rescue on all three
counts. And macaroni products are on
the USDA Plentiful Foods List of June.

The thrust .of the story is freeze-
ahead, with instructions for the follow-
ing recipes:

Macaroni Clam .Chowder; One-Pot
Spaghetti with Meat; Noodles and
Meat Balls

Curried Eggs & Spaghetti

Sweet/Sour Noodles with Tuna

Macaroni with Cheese & Celery

A recipe leaflet was offered contain-
ing recipes for one-pois and instrue-
tlons on how to cook the macaroni,

Pasta products made the Plentiful
Foods Program for the first and last
time in June,

A second kit was sent out by the
USDA to 200 TV outlets, including
many programs featuring Extension
Home Economists in programs origin-

28

National Macaroni Institute — Box Score

July 1, 1872 - June 30, ll"n

Medium lacements Cirer lon
Consumer magazines —

Women's, Youth, Romance, Sheller, Farm,

Negro, Spanish Special Interest ....... 135 4001 '3y
Newspaper Syndica and

Wire Service Placements ......... . 129 1,080,6 1,564
Daily & Weekly Newspaper releases e 25 629,0' 0,000
Sun Supplements .......cc000s . 13 115,210,113
Color Pages ....ccovvvvnnes ) 106 40,313,587
Neglrn and labor press releases ..........o00u0s 8 1,4:3.465
Radio & television releases .......... S S 6 3,814 stations
Cooperative publicity & advertising ........... v 65 companies & org:.nim-

tions with 102 uses.

Cookbooks, Calendars, Speclal publications ..... 11
Trade ReleBBes ...cvvrcivreirsississsssessnnines

Television Program Kits .. ...

Supermarket Consumer Speciallsts ......v0e0eae
Extension Home Economists .....eevees

sessenan

4 to 564 publications

4 for 500 showings
New York Press Luncheon .....ooviiieeiiinnnns

Press Kit with three
releases

releases to 50 chains

release to 1,450

- -

ating from county seats, Here are the
slides included, all of which we pro-
vided:

Spaghetti with Chicken

Noodles and Beef

Kidney Bean-Maccroni Salad

Take Advertising

While the consumer press was being
bombarded with our pasta program,
the grocery retailers were seelng our
ads in Progressive Grocer as well as
our editorials in all trade books point-
ing up the profit potentlal of macaroni
products with related items.

And meantime, apart from boycott
and economy ncws feature stories, we
were continuing to recelve good results
on tried and true themes such as these:

Family Weekly's “Low Budget Dishes
from Around the World"

Here is a syndicated color break—West-
chester, N.Y. papers—geared o Me-
morial Day

Another—this time with NEA color syn-
dicate with a 50-paper pick-up po-
tential—themed to the Fourth of July,

Magazines
Magazines, especially the Special In-
terest Magazines, did well by us this
past six months:

Ebony--February issue—ran three pages
entitled “Punchy Pastas™-which re-
ferred in copy to “durum wheat's high
nutrition.”

House and Garden—sheller magazine—
May issue—carried on its cover the
announcement of 20 Good Ways to
do Pasta Hot or Cold. The intro to
the Wine and Food Special Section con-
tained a full-page color of a Spaghetti
dish followed by the page of 20 tips
with pasta,

Weight Watchers — diet  book — May —
Another cover with Spagheiti Dish and
copyline: “Everybody—but Everybody
—Loves lallan Food'—Meat Sauce
ltaliano with Spaghelli—Inside color
page.

Biggest results were with the youth

books:

Cosmopolitan—March—Manicotti in full
color as an “Elegant Dinner to serve
Six" costed out at $4.07 or 68 cents per
serving.

Young Miss—March—7 pages on maca:
ronl recipes—all ours—easy enough for
young cooks under 12 years of age.

American Girl—March—Girl Scout mag-
azine—2-page Party Portfolio with our
art and recipes for Lasagne and Mac-
Chili—easy and fun.

Ameri-an Girl—July—again our color—
this time a cover story, “Picnic in the
Rain," featuring a macaroni salad on
cover and inside photo-recipe.

Outstanding break of the period:

Co-Ed — March — cover story featuring
teenagers in grocery story with Six
inside pages:

Pasta on Parade—special section on
cooking Italian—A (Antipasto) 1o Z
(Zitl)

Putting It Altogether—9-photo hu v 1o

do it for Baked Lasagne and 1-ally
an All Aboul Pasta section +ith
skelches of shapes.

Bacon and Eggs Spaghetti

1 18 oz. package spaghetti
8 bacon slices, cut up
2 medlum onions, coarsely choppt.
4 eggs, slightly beaten
4 oz, pasteurized processed cheest
spread, cubed (about 1 cup)
About 30 minutes before serving:
Cook spaghetti as label directs, driin.
Meanwhile, in 12 inch skillet over 1ed-
lum heat, cook bacon until crisp; with
slotted spoon, remove bacon to p:per
towels; set aside.
In drippings in skillet, cook onions
until fork-tender, about 5 minutes. Add

spaghettl and bacon to onion mixture.

and tons until well mixed; stir In g8
and cheese and heat until cheese Is
melted. Makes four servings. -
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Microwave drying, the first really new development in a long time, has quietly been
proven by some of the largest pasta prod
B It drles ten times faster, ® [t reduces dryer maintenance to about one hour a
week (all stalnless steel), ® It improves product quality. ® It can double or triple
production, % Lower copital Investment.

shutting down the line.

AND NOW the latest development |ncor§
and (3) controlled cooling all in one 8x2

space required for conventional drying

ucers.

B It generally can be installed without

orates (1) preliminary drying, (2) drying,
er5 foot unit . . . taking only 1/5th the
U.S. Patents Pending
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MICRODRY CORPORATION

3111 Fostoria Way, San Ramon, Cal. 94583
415/837-9106
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Wil 5. Dede

Will 8. Dade, president of San Gior-
gio Macaroni, Inc., did a masterful job
in writing up four case studies of man-
agement problems typical to macaroni
operations concerning capital invest-
ment, marketing strategy, product re-
call, and succession of management.

There problems were discussed in
round-table sessions at the 60th An-
nual Meeting of NMMA. As the fore-
word says, there are no pat answers.

Mr. Dade has given us permission to
reprint the cases for those who were
not able to participate in the discus-
sions.

FOREWORD

Case history studies are usually of
actual, true business experiences, some-
times disguised, but frequently are
written in the past tense, without con-

Asgl 5 12 5 b i B WA g |

Simulated Case Historles of Problem Situation

In Corporate Management

cealing names, places and circum-
stances.

The reader will understand that these
Actitious case histories are made up
from whole cloth of the author’s imag-
ination, Each case depicts in narrative
form a plausible management decision
making situation. Any similarity be-
iween persons living or dead s unin-
tentional, Any likeness to an actual
problem In the reader's experience is
purely coincidental and unintended.
The figures and situations are mean-
ingless except to shape the case,

Credits are given to Dr. Wayne A.
Lee, Ph.D,, Professor of Business Ad-
ministration, Penn State University Ex-
tension, Harrisburg, Pennsylvania, for
assisting with Ideas and helping with
the framework. Also, to my associates
at San Glorgio Macaronl, Inc.,, espe-
clally Henry J. Guerrisi for helping to
keep the numbers in reasonable per-
spective,

You are requested to read !ir the
issue and relative pertinence i:. each
case and to form your own opiniins on
the avallable choices or on decisions
which must be made. There is no pat
answer to any of the problems. You
should try to have reasons for your de.
cisions based on data before you, even
though the author acknowledges there
are endless alternatives and supporting
facts which were not adduced. If the
characters did not know the right ques-
tions, then you must ask them of your.
self for a good answer toward a solu.
tion which satisfies you.

This is respectfully submitted for
your reading pleasure and hopefully to

make you
Will 8. Dade

A student of business with tact

Absorbed many answers he lacked.
But acquiring a job,

He sald with a sob,
“How does one fit answers to fact?"

—Anoiymous

MACARONI OF AMERICA, INC,

A Capital Investment Problem

IOVANNI Leonardl put down the

morning paper and reflected long
and hard. He had been President of
Macaroni of America for 15 years. His
company was small by Industry stand-
ards, but it had a steady growth,
thanks to the excellent leadership of
Sales Manager, Durwood Semolina, and
perhaps even more thanks to the Plant
Maneger, John Pelersen. For six
months now these two trusted and re-
spected executives had been waming
him of the need to purchase a new
modern short cut line, Giovanni
thought about their conversations, how
he had demurred, how he had reasoned
conservatively, because after all it was
his family money which supported the
company growth; but what he read in
the morning paper rade him wonder if
he was too cautious.

The prime rate announced by his
bank that morning was now 8%. He
knew he was caught in the middle of
riding financing costs and a growing
demand for his product which he could
not fill. During the last decade, the
Macaronl of America Co. had experi-
enced an average growth of 3%. In
that period, the rate fluctuated from
zero growth to 7% annually; but this
year accumulated efforis of the Sales
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Department, coupled with improved
demand by consumers, had caused an-
noylng shortages and, of course, lost
sales. The Industry was doing well and
Giovanni was pleased that his com-
pany was keeping apace,

Buying Outside

For over two years, he had been sub-
sidizing his production shortage by
purchases from the ABC Macaroni Co,
He did not compete directly with ABC,
and their equipment and experience
made a product so similar to his that
his customers either did not notice or
did not care. Yet, it was paradoxical
that when his business was good, sales
by the Industry were strong; and the
ABC Co,, being especially progressive,
was doing very well, also, It was natu-
ral that deliveries to Macaronl of Amer-
ica were slow. The shipping delays
added to the aggravatlon of Durwood
Semolina whose sales organization in-
creasingly reported lost sales and un-
happy customers. And, of course, pur-
chases from ABC Co. were on a cost-
plus basls, plus freight, Which resulted
in about a break-even point of profit,
In 1872, the ABC Co. had shipped
2,500,000 pounds to the Macaronl of
America Co. so it was evident to Gio-

vanni that he was 10% over sold of his
capacity on several ltems, but mostly
short cut products, Glovanni knew the
arrangement was costly, but he had
reconciled to himself that It was the
best stopgap measure he could take,
without having to moke that fateful
decision to buy a new short cut line.
So, that morning it was a pinsive
Glovannl Leonardi who kissed his wile,
Marie, and said, “Honey, I won r if
our friend, Carl Wilson, would lc n w
$400,0007" Carl was head of the ead-
ing National Bank and had helpc the
Leonardi family through its leane: and
best years, Even though Mrs. Lec ardi
and Mrs, Wilson were great iclil
friends and active in charitable pro-
jects, the relationship never quit- In
fluenced Mr, Wilson, He knew that :ven
though the Leonardls lived well the
Macaroni of America Co. was n 8
highly competitive Industry anc net
profits of the company were mar).mal

Profile

Records of the bank showed a piofile
on Macaronl of America to be a vom
pany of two long cut lines and on¢
short cut line. These machines were
the best equipment of both domestic
and forelgn manufacturers and though
not of large capacity, production ex
perlence had been good, Rated capaciy
of Macaronl of America was glven 10
Mr. Wilson’s bank as about 24 million

THE MACARON] JOURNAL

poun 3. Only two of the machines had
been ully depreciated, and the Leading
Natii :al Bank held a long term note on
sn u paid balance of $100,000 at 5%
inter: t. The last financial statement
held 'y the bank was for the close of
Dece:nber 31, 1872, It showed a ratio
of A:.ets to Liabilitles at 1.8 to 1 and
cash position of $62,000 which was
slightly above the average for that date
of other years. A Profit and Loss State-
ment furnished the bank for 1972 Indl-
cated resulls as follows:

MACARONI OF AMERICA, INC.
Profit & Loss Statement
Net Sales (adjusted) $4,800,000
Cost of Goods 3,317,300 67.7%

Gross Income 1,582,700 32.3%
Sales & Markeling 750,500 15.5%
Admin. Ov/Hd 220,500 45%
Frt. & Shpg. 318,500 6.5%
Dep. ' 98,000 2.0%
Income from

Operations 186,200 3.8%
Int. Expense (5,000)

Income Before Provision

For Income Taxes 181,200
Provision for

Income Taxes 108,039

Income After Taxes 72,261 15%

For that year at least, Macaroni of
America had a cash flow of $170,261
and by any reasonable appraisal
seemed to be a sound little company.
The company was discounting its bills,
The credit rating was good, Personnel
were loyal and dedlcated people who
enjoyed most of the affordable em-
Ployee benefits.

Emnoute to his office after bidding
Maric goodbye, Giovannl mused that
as h¢ got older he was more cautlous,
less - aring. He knew this was unlike
his { ‘her after whom he had tried to
Palte n his' life's attitudes, In previous
year: when Durwood and John had
prod »d him to buy new machines, his
resp. .siveness had been swift and cer-
tain. ‘erhaps, it was the long struggle
ol p: ing for the last machine that sub-
cuns ously deterred him. He wondered,
Only the evening before, he had read a
quo! tlon of Charles W. Eliot, once
Pre: lent of Harvard University, that
“All business proceeds on bellefs, or
Judg nents of probabllities, and not on
certiintles”” So, upon arriving at his
office, it was in this profound spirit that
Mr. l.eonardl asked his secretary to call
in the Sales and Plant Manager.

Presentation

“Johnny, you and our Purchasing
Agent have sald you are ready to pro-
Pose o new short cut machine. If you
ire ready, I'm prepared to listen,” Gio-
vanni said, as he looked at his sur-

Sales Manager,
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"Okay, this is my recommendation,”
sald Johnny. “I propose that we buy
a new Bribeu short cut line rated 3000
pounds per hour. This machine will
have the very latest innovations, and
our quality should improve, The manu-
facturer promises delivery In ten
months, Allowing for the dollar ex-
change, the machine will cost $400,000
delivered and assemnbled.”

“But, John, why so large a unit, why
not something smaller? Our last ma-
chine was rated only 2000 pounds per
hour,” Glovanni interjected with some
alarm at the daring of the proposal.

“Well, Mr, Leonardi,” replied Johnny,
“the machine I propose costs but $50,000
more today then a machine rated 2000
pounds per heur, Remember, this is the
last machine we can house without a
much larger building expansion, and 1
urge us to take the insurance of the
biggr:r machine.”

That $50,000 triggered a thought in
Giovannl's mind. “Johnny, my interest
rate today Is 9%. If that rate held for
ten years, we would pay out $45,000 In
interest charges on $50,000 before we
would ever begin to use that machine's
capacity. I just don't seem to think that
kind of financing would be appreciated
by Banker Wilson. How do you see our
problem, Durwood,” sald Giovanni
looking for some help.

Durwood knew that he could be-
come the goal of this prospeclive pur-
chase because wasn't it always the
Sales Department which bore the brunt
of over production? Yet, it was Dur-
wood Semolina, more than anyone, who
urged the purchase of a new short cut
line. He was aware, more than either
of the other two 1aen, what his sales
organization faced. The morale was not
good. His men were reluctant to go
after new business because deliveries
were late or cut. And, they cringed to
think of a major breakdown in the
plant, Semolina knew that the old say-
ing “necessity Is the mother of inven-
tlon" could be just as well paraphrased
“gverproduction is the father of sales
effort.” It was after these swift thoughts
that Durwood replied, "We are now
buying 2,500,000 pounds from ABC
Co, Deliveries are slow and my men
are tired of apologizing to our custo-
mers. I think we can sell an additional
5,000,000 pounds the first year follow-
ing installation. That means that of a
3000 pounds an hour machine, we will
have excess production of about 64%,
whereas of a 2000 pounds an hour ma-
chine, we will have excess priduction
of about 46%. We grow on an average
of 3% a year, but maybe we can force
an 8% or 9% growth rate. We never
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tried. I see John's point about future
housing of a machine. I see your view
that to buy needless capacity Is ques-
tionable management. If it is matter of
none or one, I vote for the 3000 pounds
per hour machine with John, We must
force ourselves to grow abnormally
fast—faster than the industry.”

“Thanks, Durwood,” said Giovanni.
“I appreciate that you have had a difi-
cult time.” Then, turning to John, he
said, “Let me talk with Carl Wilson,
and you shall have my decision in the
morning at 8:00. Thank you both for
you help and patient understanding.”

On the Way to the Bank

On the way to the Leading National
Bank, Giovanni had many random
thoughts. At present prices, Durwood
thinks he can add $1,000,000 to our
sales. I am nelling only 1.4% and that
million will add only $14,000 to my net,
Not a number Carl Wilson will like.
$400,000 will cost $36,000 to run after
$14,000 net, Carl will say, and then ask
why I do not get out altogether. We
will be in the fifth year of use of the
machine before Its capacity is more
than 75% wused. Wonder what new
things are coming on that will make
this machine obsolete? Do you suppose
I could invade the city of Opportunity
where macaronl sales are highest per
capita in the country? Carl Wilson will
ask if I can pay out this investment In
three to four years. What analysis can
I give him to answer this inquiry? Even
if pald for but the machine is idle 30%-
to 50% of the time, what reasoning can
I offer to satisly him, Wilson, that the
purchase would be a good investment?
If I add new salesmen, they will be an
added burden before they are produc-
tive. No man in his right mind would
go into this capital expenditure to make
private label, or would he? What if
Semolina quit and left me high and
dry, or John died? Awful thoughts, but
I am a realist. There are no new prod-
ucts in the making, and I know of no
contract packing contraris that are
available. How long has it been since
we culled the unprofitable lines from
our offering? 1 will bet our best custo-
mer buys the most of our least profit-
able products, How will I ever keep a
production crew together il they do
not have steady work? Wonder what
ABC Co. would say if I invaded its
marketing area with a permanent one
free with ten?

The reader will share Giovanni Leo-
nardl's thoughts and, perhaps, will have
ngonized with him in this decision-
making process. What do you suppose
Carl Wilson told him? Can the capital

(<ntinued on poge 38)
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The orerachievers.

We call them the overachievers, because they deliver more
than we promise. From the smallest to the largest, every
Braibanti pasta press is put together with more guts, more
durability, more potential for productivity than they
really need.

But that's what you've come to expect from the people
who have manufactured and installed more pasta-producing
equipment than any other company in the world.

Of course the Braibanti presses are just the beginning of
a great pasta line. Braibanti also makes flour handling equip-
ment, cutters, spreaders, stampers, pinchers, shakers, pre-
dryers, dryers and packaging equipment. In short, everything
it takes to make any pasta product on the market.

Braibanti. The greatest name in pasta. One of the select
group of world-wide food machinery companies associated
with Werner/Lehara.

COBRA 1000 2000 2400 s 1

COHRRBRA OO0

COBRA 4000 12.000 Ibs /hr

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

WA

WERNER/LEHARA

FFICES: 3200 FRUIT RIDGE AVE., N.W.
GENER%R?\NEICRAPIDS. MICHIGAN 49504
EASTERN OFFICES: 60 E. FORTY SECOND ST.
NEW YORK, NEW YORK 10017

TELEX 226428 CABLE WERNERMACH
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Member of the U.S. Chamber's Senior Council

ONCE upon time there was a
President of the United States by
the nume of Millard Fillmore,

His short administration was dis-
tinguished chiefly by the fact that it
occurred at the midpoint of the 18th
Century, Nothing much happened in
government during Mr, Fillmore's three
years, which was probably lucky, Be-
cause a short time before he became
president he had opposed the admission
of Texas,

There were, however, two events
during his regime that were, perhaps,
more symbolic than significant. First,
after days of agonlzed debate, Congress
did vote $30,000 to help Sam Morse
build the first intercity telegraph line
between Washington and Baltimore,

Secondly, al » after many hours of
debate, the House voted down a bill to
appropriate $15,000 to pull snags out of
the lower Arkansas River.

Thus, in that penny-pinching era our
government demonstrated the care it
took to he sure it spent money only for
that which was absolutely necessary, a
care carried {o the point of not spend-
ing money for what we would now re-
gard as wise,

By contrast, I was reading in the
Washington press a couple of days ago
a small item about a missing half mil-
lion dollars in federal funds that had
been given for various uplift programs
to an obscure local college. There was
the little matter of $100,000 for some-
thing called “The Roving Teachers
Program" that seems to have sunk
without a trace. There was another
$100,000 labelled “Dropout Prevention,”
that disappeared through a crack in the
floor, There was $268,000 for “Special
Student Services" that seems to have
been wafted out the window on a
vagrant spring breeze,

And do you know what? I found my-
self mourning for the days of Millard
Fillmore.

Now, in Millard Fillmore's time there
were 33,300 federal employees and the
total annual federal budget amounted
to $48 million. The American popula-
tion was 24 million.

Between Fillmore's day and today
our population has risen by a factor of
a little less than 9, But, and I hope you
will note this, our federal employment
has risen by a factor of B4. And our
federal expenditures have risen by a
factor of 4,600)

4

As you have just observed In the
slide presentation, government at all
levels fs now costing Americans more
than they are spending for food, cloth-
ing, shelter and private transportation,

As you have also observed, out of
every $10 which the average American
earns through his labor or his invest-
ments government at all levels now
permits him 1o spend only $5.90 as he
chooses, while it spends $4.10 for him.

This situation has not been brought
about by evil men, It is the product of
the inevitable dynamics of government
aggrandizement that will destroy our
currency, our annuities and pensions,
our prosperity and our freedom if it is
not brought under control,

And who has the chief responsibility
for getting It under control? We have—
the business community of America,

Become Involved

Yesterday you heard Secretary of
Commerce Frederick Dent plead with
you to become personally involved in
the struggle for the solvency of Amer-
ica. T hope you made note that he ured
the word, “personally.” That dorsn't
mean through assoclations — even
through such a proud organization as
this Chamber of Commerce of the
United States,

This means you.

You are the secret weapon for the
survival of our business system, a sys-
tem that has brought more blessings to
more people than any other system In
the history of mankind, and that stands
today, momentarily I hope not, as the
envy of the world.

Who else, but us?

It is not that we are basically
smarter, more admirable, or more
moral than other groups of eitizens. It
Is because we have been bitterly
schooled In the mental discipline of the
art of the possible,

Any of us who haven't learned the
art of the possible—the trade-off be-
tween the ideal and the stark realities
—is pretty soon going to be out of
buslness.

No Help from Educators

This struggle will not get much help
from our huge academic community,
I don't wish to discount many able pro-
fessors of commerce and engineering
and finance who, every day, are glving
us imaginative insights and useful
{ools.

If You Don’t Knock, No One Will Answer the Door
by Jenkin Lloyd Jones, Editor & Publisher of the Tulsa Tribune,

But a professor at the University of
lowa remarked to me a couple of years
ago: “You have no idea of the eco-
nomie {lliteracy of our liberal ars
faculty. They don't seem to have any
idea ‘where the money comes from."

I might add, parenthetically, that any
class of professionals that is trying to
freeze itself Into lifetime Jobs through
tenure isn't likely to be very sympa-
thetic to talk about free competition,

Nor from Labor

The struggle s not going to get nuch
help from the labor unions which are
caught up in their own dynamics, the
dynamics of eternally asking “m re"
and to hell with the consequences. ‘ou
can't blame the labor leadership. ‘'he
labor boss who would try to pra: ice
too much labor statesmanship and - in-
sider the long range economic cu: se-
quences of a wage boost would nc be
long for his job, There will always :a
man next in line who will say, “1 he
doesn't get It for you, I will.”

So let's not cuss the union lea rs.
The fault Is in an imbalance of 1w
that has often {urned collective ar-
gaining Into one-way bludgeoning, 10l
has put public funds at the dispos: of
the picket line, and that, too mny
times, has permitted one party 1o a
dispute to write its own ticket on the
threat of making life intolerable for
millions,

We are moving Into an era where
we must compete ever more efficiently
with foreign manufacturers in order o
buy essential raw materials which will
be increasingly imported from abroad.
And isn't it Ironic that at this moment
many thousands of young Americans

(Continued on page 36)
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ATOMIC IODINE SANITIZER

CONVENIENT
INDIVIDUAL PACKETS
OF MEASURED DOSES

ELIMINATE WASTE

film on equipment.

4to a case,

EP.A, Reg. No, 11652-1

2500 West Sixth Street

Phone (213) 389-1394

SEPTEMBER, 1973

RECOMMENDED IN
THE MACARONI INDUSTRY

Soft or Hard Water

HELIOGEN Diatomic lodine Sanitizer may be
used as a general sanitizer for the equipment
and utenslls for the food Industry, (hospitals,

dairy plants, food processing, restaurants).

CONVENIENT AND ECONOMICAL
Recommended solutions are completely
non-corrosive to utensils and equipment.
Crystal-clear solution leaves no odor, taste or

EFFECTIVE — High or Low Temperature i

No measuring or mixing required.
Packets eliminate costly waste.
Individual molsture-proof packets
assure-factory freshness.

AVAILABLE IN BOXES OF 250 TABLETS —

NO BULK ~ NO BREAKAGE — NO FREEZING

Write for Technical Literature & Samples
(@=gIMY The Brown Pharmaceutical Co. Inc.

Los Angeles, California 80057

A N e A b i L bt ol M i e S 5 852
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EST. 1920

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

JACOBS-WINSTON
LABORATORIES, Inc.

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

2—Eqgg Solids and Color Score in Eggs and
Noodles.

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

6—Pesticides Anulysis.
7—Bacteriologicai Tests for Salmonella, etc.
8—Nutritional Analysis
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If You Don't Knock
(Continued from page 34)

are deciding that the assembly line is
dehumanizing and dull. How many of
us in the future are going to be able
to crowd into the $20,000 hand-made
Ford, produced by artisans?

From Thess Sources?

Government, by itself, will give the
strugile for a solvent America very
little help, The way a little bureaucrat
becomes a big bureaucrat is to get
more people hired in his bureau, No
sly salesman compiles a bogus expense
account with more imagination than a
government employee of a moribund
federal office making out his job de-
scription,

The clergy won't give us much help,
You can take the most awful boon-
dogglt, clothe it in the white robes of
an unmet social need, and half the
. tacl.s of America will burst into
tears, A,ain, they are lovely people and
serve a noble purpose, But their con-
cept of the art of the possible, when it
gets beyond the church budget, is likely
to be strictly from kindergarten.

Will the battle for fiscal responsi-
bility get much help from local cham-
bers of commerce?

Alas, no.

They, too, are caught up in their own
dynamics. They are against more gov-
ernment spending in general and wildly
for it in detail. If Tulsa doesn't spend
it, Tucson may get It, and if Tucson
doesn't spend it, the dough could go to
Toledo, Tallahassee or Tuscaloosa, You
know how it Is,

And so, gentlemen, who but us? In-
dividually, not collectively. You, Pete
Brown of Providence, You, Hank Smith
of Junction City,

Are We Selfish?

Are we selfish? Are we simply anti-
tax? Are we against good wages and in
favor of runaway profits for the few?
Are we opposed to help for the hapless?

We are, and will be, accused of all of
this.

But the U.S, Chamber of Commerce
believes that the welfare of all America
is In question, The competition is ris-
ing., Our monopoly of know-how is
vanishing. Here and there you can see
the floor in our treasure house of natu-
ral riches. Our dollar is in retreat,

And—and let the do-gooders never
forget this—our ablility to be compas-
sionate to the unfortunate cannot be
divorced from our capaclty to generate
sound and solid wealth. A commodity
stamp won't be much good if there
isn't any commodity.

The road of history is littered with
the bones of great societies that tried
to replace integrity with gimmicks and
couldn't tell their druthers from their
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needs. The debauchery of a currency
is the debauchery of a nation. If we
can ever afford to stuff holes in our
shoes with dollar bills we will still have
holes in our shoes,

We Carry Clout

We curry clout, gentlemen, Last night
most of us had dinner with our Sena-
tors and Congressmen, not because
these gentlemen need a free meal or
lack invitations, but because they
found it politic to break bread with us,
They found it politic, not merely be-
cause we could be sources of some com-
paign funds, but, more fundamentally
because many of our fellow citizens do
listen to us. Our opinions, if we try to
make them reasonable and reasoned,
carry some welght—even around the
barbershop,

I hope that we were all polite last
night, But did we get in a few licks?
Did we speak our pieces, briefly, 1
hope, but firmly to the men on Capitol
Hill? If the AFL-CIO had been buying
dinner you can bet that pleces would
have been spoken.

When was the last time you wrote
your congressman and your two sena-
tors? 1 don't mean one of these fake,
canned things that gets and deserves
the wastebasket. I don't mean one of
these phony telegrams with a hundred
signatures, I mean a thoughiful letter
stuffed with two or three paragraphs
of solid meat and based on a litile
homework, not a knee-jerk,

Your congressman does not hold the
Chamber of Commerce of the United
States in anywhere near as much awe
as he holds you. You are not an abstrac-
tion, but a voter—not merely a voter
but a potential influencer of votes. The
U.S. Chamber wants to make you ef-
fective. Its large research department
tries to find the real issues in the mass
of offered legislation. Its board and its
commiitees try to arrive at rational
conclusions concerning highly-complex
public questions and to decide on poli-
cles that are good—not for the welfare
of the business community of the mo-
ment—but, far more importantly, for
the welfare of unborn great-grand-
children,

We are not golng back to Millard
Fillmore, We are all interested In pull-
ing out the snags. But how do we
profit if we overload the snag boat and
it sinks?

The America of the year 2,000 is in
the womb. Prenatal influences are al-
ready at work, And the kind of Amer-
lca those who follow us will get may
be largely dependent on the kind of
America you inslst on now.

A good letter to a congressman won't
write Itself, It wouldn't be a good letter

if the U.S. Chamber tried to w- e it
for you. That's why the U.S. Ch iber
will not try. But several times a eek
you have been recelving on yow lesk
information distilled, accurate an -we
hope—readable from this organi tion
that could, if you just sweat a Atle,
make you an effective citizen,

Take a run at it, gentlemen, No:e of
us will live forever. And a thimblefy)
of rational history-changing is more
noble than a marble mausoleum.

What are you dolng—you, Pete—you,
Hank—to utilize your position, your
brains and your experience in your
point in time?

Remember: I{ you don't knock, no
one will answer the door,

Slowdown, No Recession

Economist Norma Pace, In a peri-
odic updating of demand forecasts for
the corrugated Industry, has afrmed
projected shipment gains for 1973 and
'874 at 8.1 and 2.9 percent respectively,
fut revised the quarterly components
cl the gains.

Speaking before a joint meeting of
the Executlve Committee and Western
regional members of the Fibre Box As-
sociation, Mrs. Pace refined her second,
thid and fourth quarter percentage
galn estimates from 7.7, 12.9 and 4.1
percent to 9.3, 10.1 and 4.9 percent. A
major factor in adjustment of the car-
lier second and third quarier estimutes
Is reflnement of projections surround-
‘ling the mid-year Fourth of July holi

ay.

“End-use activity is forecast to piow
6.8 percent this year and 3.8 per ent
next,” according to Mrs. Pace. ' 'he
lower gain predicted (of 2.0 percer in
1874) for fibre boxes reflects the im: act
of shortages of raw materials on le-
mand, and implies that there wil be
no further gain in fibre box penetr: on
in 10747

Penetration

Mrs. Pace, who is Special Consul nt
to Lionel D, Edie & Co, Inc., de! s
penetration as the displacement of
other forms of packaging or the ¢ -
tion of new demands for corrug: ed.
This factor “contributed significa:tly
to the strong fibre box performance in
1872 and 1973,” she said, but this will
not be the case in 1074.

A moderating growth rate for the
economy, beginning in this quarter and
continulng through next year, can be
traced to four current pressures, ac-
cording to Mrs. Pace, These include “2
slower rate of advance In sales and
production of consumer durable goods,
the influence of tighter and more costly
money, limitations on growth imposed
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by apacity operations in some indus-
trie and manpower shortages in others,
snd the effect of inflation on real

gro. th.”
Against Recession

M tigating against a recesslon, how-
ever and prompting her projection of
contnued though slower growth for
the corrugated Industry, she detailed
the unique factors of the current eco-
nomic situation, These include the large
Increase In the number of people in
the auctive household-forming ages in
the next decade; the subnormal Inven-
tory levels In relation to the needs of
the economy; capacity shortages in sig-
nificant Industries which will encour-
age capital cutlays; Federal Reserve
Board monetary policier which make
a major credit squeeze unlikely; and
strong growth in export markets.

Prices

Turning to prices, Mrs. Pace pre-
dicted a moderation in the rate of in-
flation in the coming months. The fav-
orable demand climate and validity of
price increases notwithstanding, she
said that the challenge to industry re-
mains “that of establishing long-range
price policles that will give sustained
growth and profitability.”” The present
climate, she advised, should be used
to improve production and enstomer
mix, establish long-range commitments
with customers, and make efficlent and
productive arrangements for raw mate-
rials supplies,

New Oven-Grade
OverWrapping Nylon Film

Allied Chemlcal Corporation Plastic
Filns Systems of Morristown, New
Jer oy has announced the availability
of . full line of Capran 708 oven-grade
ove wrapping film.

! rmulated for use as an overwrap
lo: food product packages the film Is
ide i1 for in-plant food processing, in-
st: itional food packaging and retail
fo | packeging. Advantages:

- inlmum preparation—the product
¢t be taken from the box and put di-
fe 'ly into the oven without further
ui.vrapping, No thawing is needed and
th llear overwrap is not removed.

Aitchen convenience—food cooks
Pucfectly  without spattering, keeps
ovvn clean, eliminates additional cook-
ing pans, casseroles, etc.

Flavor enhancement—food is self-
busting; all natural julces and flavor-
Ings retalned and flavor blending Is
Ideal.

Packaging economics—low cost of the
film (65 gauge selling price Is approxi-
mately $0.04/1000 square inches), film
characteristics and properties, excellent
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machinability on automatic equipment
and other factors promise markedly
superior economics.

Capran 708 oven-grade overwrapping
film meets all applicable regulations of
the Food and Drug Administration for
film intended for use in processing,
handling and packaging food, including
oven cooking and oven baking at tem-
peratures above 250° F.

Plastic Pallets

U.S. Plastic Pallets, Inc. have an an-
swer for the increasing cost and avail-
ability of wooden pullets.

Their plastic pallels are molded In
one plece, of structural form polyethy-
lene, welghing about 38 pounds. The
resin Is high density polyethylene
DMDJ 7008, manufactured by Unlon
Carblde. It is food grade and approved
by F.D.A. The color concentrate is low
density polyethylene T102 PHTHALO
Blue. It is non-toxic.

Salient features are its 4-way entry,
with clianiiers on the bottom side
entryways to permit use with standard
pallet or floor jack equipment.

Advantages

Several unique characteristlcs of the
pallet offer advantages over the tradi-
tional wood version:

(1) Lighter weight than most wood
pallets, which reduces shipping costs
and makes physical handling easy for
one person.

(2) One plece construction which
eliminates troublesome slats, splinters,
nails and repair problems,

(3) The material itself. Polyethylene
is lnert to nearly all solvents, cleaning
solutions and chemicals, thus it will not
be affected by the materials it may
come in contact with in your operation,
while its hard skin prevents moisture
absorption during steam cleaning or
scrubbing. It also possesses a wide tem-
perature range from minus 20 degrees
to 150 degrees, and therefore, leaves a
generous radius for easy steam steriliza-

lion as required by the Food & Drug
Administration.

(4) Unlike wond, the plastic pallet re-
sists contamination by bacterin, and
other material attocking substances, It
can also withstand any type of weather-
ing.

(5) From un ecological point of view,
our pallet is recyclable,

(6) Field tests have eslablished that
our pallet can easily support both static
and dynamic loads of 15,000 pounds.

(7) The pallet is nestable, It has nine
legs for convenient non-jumming stor-
age. This nesting feature will save you
30% storage space. It is also without
sharp corners or protruding nails, limit-
ing the possibility of damage or injury.

(8) It Is economical because there is
no replacement every year, no wasted
maintenance time or expenditure, no
breakage, no unsightly mess, no splin-
tering, no disposal problems.

Samples $20

The dimensions of the pallet are 48"
x 40" x 7Y%", 4-way entry, with nine
legs. Current production color is blue,
however, any color or color coding for
easy stock Identification is avallable.
Prices F.0.B. Princeton, New Jersey,
(with terms net 15 days), are as follows:

10 — 100 $19.00
101 — 500 $18.50
501 — 1000 $18.00
10001 — 5000 $17.00

5000 and Above $16.00

With regard to sample units, they are
priced at $20.00 each; minimum quan-
tity 5, F.0.B, Princeton, New Jersey.
Where a production quantity is ordered,
you will be credited with the difference
between $20.00 and the pallet price ap-
plicable to the quantities you purchase.

Come Back, Number 4067 395!

The bonds of matrimony, designed to
have and to hold,

Are feeble, compared to the tie that
binds

Magazine subscribers to the fold,

Long before your subscription lopses,
the renewal letters start,

With blandishmentis most enticing

As to why you shouldn’t part,

As your severance date approaches, the
tempo of mail increases

And, even if you say "No!" loud and
clear,

Quite frankly, it never ceases,

For, once your name |s recorded, on
computerized rolls

Back yonder,

1t's lost sheep—not those on the active
list,

For whom publishers' hearts grow
fonder!

—G. 0. Ludcke.
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Copital Investment Problem
(Continued from page 31)

expendlture be justified . . . by what
reasoning? Should Macaronl of Amer-
ica invade distant markets to take up
the slack production? It unprofitable
products repressnted 2,500,000 pounds,
should the decision to buy be post-
poned? What decision will Giovanni
have for Durwood and John at 9:00
A.M. tomorrow?

Maybe Dr. Eliot was right after al),
business does not proceed on certain-
ties, for if it did would there be a
macaront Industry?

For the Reader
What is the central issue?
What Is pertinent to the central issue?

What is the relative importance of per-
tinent areas?

What conclusion should be reached?
Why do I have this Conclusion?

What are some reasons for deciding as
I do?

Next Month: A Marketing
Problem - Brokers vs.
Direct Representation

From Lawry’s Foods
Annual Report

Lawry's Foods of Los Angeles, Cali-
fornla entered the food business
through its restaurants, Today Lawry's
Seasoned Salt is world renowned,

Several interesting statements are
made in their recently released annual
report. Excerpts;

“We are not a ‘spice company’ in the
commonly accepted sense of the word
because we do not sell spices that have
not been blended into special season-
ings, sauces, mixes and dressings.
Lawry's products are not complete in
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Gilbart B, Eckhotf

Normen J, Kiipfel

themselves but are used in combina-
tion with other foods to increase their
flavor and create exciting meals.”

Changing Trends

“Chenging trends and lifestyles
which are due to a myriad of reasons
including improved communications,
increasing travel and restaurant ex-
periences and continuing growth in dis-
posable income have heightened the
interest and awareness of food in all
forms, This is especlally true in those
foods which offer a new ‘adventure' in
eatlng and we see these trends con-
tinuing in the foreseeable future.”

Dislogue

“Never before has it been so impor-
tant for marketers to stay close to their
customers. That Is why we initiated an
innovative new program in 1872 known
as ‘Lawry's Consumer Dialogues.’ On
a regular basis, visitors to Lawry’s C2n-
ter in Los Angeles are invited to parti-
cipate in these sessions. We find that
the Intimate dlalogues whizh takes
place between our co-workers and our
consumer guests provide importint in-
sight into how consumers use our prod-
ucts and how we can improve upon
them, and what new product ideas
make sense, The Dialogue sessions also
function as an ‘early warning system’
enabling us to spot basic consumer
trends and attltude changes as early as
possible.”

To Promote Chinese
Noodle Consumption

Even though the Washlngtor Wheat
Commission has curtailed its budget by
about $40,000 as a result of the sharply
reduced while wheat crop this year, it
has budgeted $5,000 for use in a spe-
clal joint project with Great Plains
Wheat, Inc. to promote production and
consumption of Chinese-style noodles
in Latin America.

Henningsen Officials

Gllbert B, Eckhoft has been elected
8 vic~ president and member of the
board uf Hennlngsen Foods, Inc., White
Plains, New York, It was announced
by Victor W. Henningsen, Jr., presi-
dent,

Prior to joining Henningsen Foods in
1871, Mr. Eckhoff served with General
Foods Cerporation as manager of com-
modity procurement,

Norman J, Klipfel, vice president.
manufacturing since 1069, has also been
elected to the board of directors, Before
joining Henningsen Foods he held
executive poriiisns with General Mills.

Both mua are headquartered at
Henningsen': (ynaha Center.

Poultry Unit Fights Freexc
With a Sad-Story Contest

The Georgia Poultry Federatior Inc.
is trying to dramatize the dilem: 1 of
poultry producers with a “price fi -ze"
contest in which entrants are ask | to
write storles showing that the iore
chickens produced, the greater th. loss
to the producers because of ballo: ing
feed costs,

In keeplng with the spirit of the on-
test, first prize will be 100 baby ¢l :ks,
second prize will be 500 chicks and
third prize will be 1,000 chicks.

“The prize recognizes the im; sl
ble situation of broiler, egg and tu key
producers and processors with fi zen
selling prices and incrensing cost: of
production, so that production culs can
reduce future losses,” the federation
says,

Food Trade Meetings

Oct. 1-41 Atlantic City, '73 Pack-Info.

Oct. 8-14: IPACK-IMA '73, Milan, ltaly
Fairgrounds,

Oct. 15-171 U.S. Durum Show, Lang
don, North Dakota, *
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HOW TO GENERATE A COMPLETE

MERCHANDISING PROGRAM
WITH JUST ONE PHONE CALL.







