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Price of Government
Is Up, Too

What would you guess, if someone
asked you to name the single category
of goods or services that Americans
spend the most on?

Food? That would be a popular guess,
right now. Or perhaps housing?

Well, get ready for a shock. In 1071,
we spent a tolal of $3326 billion to

. purchase food, clothing, housing and

automobiles, The same year, we spent
$338,5 billion on local, state and federal
government.

For some reason, only the Federal
Government shows up in debate over
“pational priorities.”

You can overlook n lot with that
kind of fixation.

Conslder growth, for example. From
1854 to the present, our Gross National
Product—the value of all the goods and
services we produce In a year—has
grown 247%, Over that same period,
the federal budget has grown 280%.
And the state and local budgets have
soared 560%!

Now let's take a look at national
priorities, with and without the state
and local budgets,

For fiscal year 1871 (detailed state
and local figures are not available for
more recent years) the Federal Govern-
ment spent $75.6 billion on health, la-
bor and welfare programs; $75.3 bil-
lion for defense, and $5.7 billion for
education.

Taken alone, those figures seem to
show that we don't value education
very highly. But, the Federal Govern-
ment has little responsibility for edu-
cation under our federal system, and
the states and localitles have no re-
sponsibility for defense.

The states, counties and cities spent
$55.2 billion for education in 1971, $30.7
billion for health, labor and welfare,
and almost nothing for defense.

Now let's add the categories together
and see what kind of plcture we get of
true national priorities: $106.3 billion
for health, labor and welfore; $75.3
billion for defense, and $60.9 billion for
education. It makes a difference.

In 1954, all levels of government
combined spent about 31% of our na-
tional income. Today, the Federal Gov-
ernment alone spends 20% of national
income, and the states and localities
spend another 15% . . . a totol of over
40%.
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Comment on the Price Freeze

Editorial from the
Chicago Daily News

NLY a couple of weeks into the

Phase 3% price freeze, trouble is
breaking out all over the food industry,
Already there is talk of lifting the ceil-
ing price on poultry in order to keep
the supply of chickens and eggs com-
ing, and the production of other foods
is sufficlently threatened to raise the
long-range specter of food ratloning.

Chickens are a clear case in point as
to what is happening down on the
farm. The price of processed chickens
was of course frozen along with other
foods in the retail stores. But to bring
a chicken along to the stage where Its
drumsticks are worth chewing on re-
quires a lot of feed, And the prive of
feed was not frozen. It has kept on
rising until chicken feed is nothing to
maxe jokes about any more. Poultry
farmers have dlscovered that it cosis
more to feed a chicken than the price
it can be sold for.

The result has been the destruction
of a lot of baby chicks, and the ple-
tures of the slaughter aren't pretty.
Oldsters with long memories are re-
minded of the New Deal days when
little pigs were “plowed under.” But
esthetlcs aside, the loss of the baby
chicks now inevitably means less
chicken and fewer eggs to eat in the
months ahead, which in turn means a
scramble to buy what's left and an
irresistable upward pressure on the
price.

Much the same thing is happening to
the cattle and hog growers, whose feed
costs rise while the price of meat is
frozen. In this squeeze, there Is no In-
centive to increase production, which
in the long run is the only hope of
bringlng prices down.

The flour millers, too, warn that they
can't buy wheat at increasing prices
and sell flour at a frozen price. The sup-
ply of bread may be threatened, And so
it goes.

The decision to freeze prices every-
where except at the grower level was
a political one, as we pointed out at
the time, rather than one grounded in
sound economic practice, But the dlis-
tortions already appearing and the
shortages that loom ahead in the food
market may turn it into a political as
well as an economic disaster. People
understandably complain bitterly when
the cost of food goes up and up. But
they aren't going to be singing any
pralses if the supply of food goes down
and down.

Business in Brief

Chase Manhattan Bank
bulletin for June

The potential degree of success of
the new anti-inflation program an-
nounced by President Nixon on June
13 will not be clear for some time.
Svecess for the program will depend on
the details of Phase 4 controls, which
are now being developed; it will re-
quire Congressional action on other
matters; and it will require the full
support of appropriate monetary and
fiscal policies,

If there is one fact that the U.S. ex-
perience of the past few years has
made it clear, it is the complexity of
the causes of inflation—and thus the
necessarily broad range of measures
that must be adopted to deal with it.
It Is a positive sign that the new pro-
gram appears to recognize that fact,

As far as Phase 4 itself Is concerned,
to be effective its rules will have to be
persuasively firm and diligently en-
forced. The unhappy memory of the
five months of Phase 3 is still fresh.
During that time, consumer prices rose
at annual rates that ranged as high as
11.8% in one month. And wholesale
prices rose even faster—by an annual
rate of 22% beiween last December and
May, 1073, threatening further price
inflation at the consumer level,

The present freeze on prices will end
in less than two months, If the new
controls that replace it gome time this
summer are as tough es thiey should be;

o The prospect for continued modera-
tion in wage demands will be greatly
improved, reducing the danger of a
faster upward wage-price spiral and
thus an intensification of inflation,

e The U.S. dollar, whose value in
foreign exchange markets was serl-
ously ernded Ly world reaction to the
ineffectivenicas of Phase 3, will almost
certalnly benefit. The new freeze was
greeled with obvious skepticism
abroad; it will be up to Phase 4 to
dispel foreign distrust of U.S. deter-
mination to restrain price inflation.

¢ Domestic financial markets—es-
pecially the stock market—may take
heart. Those who deal in these mar-
kets have learned the hard way that
inflation is bad for financial assets.
For all these reasons, a strong stance
is essentinl, But even a well designed
and well administered set of controls
can by themselves only dampen cur-
rent price pressures. Experience around
the world clearly shows that controls
are unly temporarily eflective when
supplies of goods and services are lim.-
ited and demand is strong and rising,
as in the United States today,
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From Milling & Baking | lew;

“In any ranking of the imn diate
abominations stemming from the recz
program, the situation facing floyr
millers is at the head of the lic Tk,
possibility exists that many of t: ¢ na.
tion’s mills will have 1o be shut dowp
by their managements in order to avoid
the losses imposed by the freeze rules
Stunning and unbelievable as it may
be, the Executive Order signed by
President Nixon to implement the pro.
gram deflnes a “transactlon” as mean.
ing prices at the time of shipment, not
when a confract Is entered into. By
returning to this original Phase 1 defi.
nition, and disregarding the modifica.
tions In Phases II and 111, the Presiden|
presented flour millers with an im.
possible situatlon. Stated succinetly,
most millers in the June 1-8 base peri-
od were still shipping flour against con.
tracts entered into months before and
at prices far under levels merited by
the current wheat market.

“Hope for milling has to lie in the
belief, nalve as it mey be, that the
President did not intend to close the
nation's flour mllls by his freeze order.
It is far easler to believe that the mill-
Ing problem stems not from not under-
standing how the wheat market in
1873 differs radically from that prevail-
ing in the first freeze of 1071 thun lo
conclude that no one will hear the
millers' position or will make the 1eces-
sary changes. Millers across the . oun-
iry must follow the simple, but fec-
tive course of making sure that their
senators and representatives 1 ider-
stand how the freeze rules will fam-
age flour milling. Experience of th past
several years has shown that th. Cost
of Living Council is responsive el
fective political clout, and flour n lers,
who gained a whea' price pass-th Jugh
and other rulings in Phases I, ] and
III through common-sense pre -nie
tions, are probably now about to 1ave
their political power tested.”

WALL STREET JOURNAL :laie
June 22: “Lifting the price freezc well
before its 60-day maximum is teing
planned by the administration pethaps
with an industry-by-industry thaw.
Policy makers think the public needs
to be convinced of their determination
to damp inflation, and they worY
about possible shortages and disloca
tions.”
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Nourishing New Pasta Presentations

ACARONI, spoghetti and egg

noodles furnish valuable nutri-
ents. They are a fine source of protein
teamed with other protein foods—
eggs, fish, meat, pouliry and cheese,
Approximately 80% of all macaroni
producls are enriched, and supply B
vitamins—niacin, thiamine and ribo-
flavin plus iron. Carbohydrate content
supplles energy.

There are so many ways to serve
pasta, menu monotony s eliminated.
Curried Spaghetti, n dish which cooks
in one pot, serves as a tempting exam-
ple. Green pepper and pimlento strips
add flavor and color—curry powder
seasons the combination. Hard-cooked
eggs with a sprinkle of paprika are a
nutritlous, attractive garnish., Prepare
the eggs in advance. Refrigerate until
ready to use,

Curried Spaghetti is excellent with
baked and brolled seafood. It is equally
appealing with roast chicken or turkey,

Macaron{ salads are a year 'round
favorite. Try a vegetuble-cheese ver-
slon as a tasty change of pace. Celery,
green pepper, peas and American
cheese team with macaroni and a
mayonnaise-cream dressing.

CURRIED SPAGHETTI WITH EGGS
(Makes 4 servings)

1 cup chopped onlon
3 tablespoons butter or margarine
2 teaspoons curry powder
3% cups chicken broth
8 ounces uncooked spaghetti,
broken in half
1 medium green pepper, diced
1 can (5 ounces) pimiento,
drained and chopped
4 hard-cooked eggs, quartered
Salted peanuts, optional

In large 4-quart pot, sautee onion in
butter until golden. Add curry powder
and chicken broth and bring to a boll,
Add uncooked spaghettl so that wate:
continues to boil. Cover and simmer 15
minutes; stir in green pepper and pi-
miento. Cover and simmer 5 minutes
more or until spaghetti is tender, (Al-
most all of liquid should be absorbed.
If necessary, simmer uncovered just
until most of liquid evaporates). Turn
into serving dish. Arrange hard-cooked
eggs over spaghettl. Serve with salled
peanuts as a condiment, if desired.
Serve iImmediately.

MACARONI VEGETABLE SALAD
(Makes 6 servings)
2 cups (B ounces) elbow macaronl

1 tablespoon salt
3 quarts boiling water

1 cup chopped celery
4]

LOW TO COOK mts'
AND SPAGHETTI

ylelds

Remember:
IAC!MI. l An B-ounce package of

macaronl, noodies or spaghettl

4 1o 8 cupa when cooked,

yoon Tps

To Mt long spaghett] sirand

Into & medium-o|ze pan;
Place ends of spaghett] Into bolling Mer,
An spaghetl] soflens, gredus|

ADD GRADUALLY 80
BRING TO A FULL,
ROLLING BOIL. BOILING DOES NOT STOP,

coll it sround the pas uattl it
I8 completely under Lhe waley

—
To heep food from slickir; snd
from foaming, measurs ol add
1 teaspoon bland cooking i,

Bhorten cooking lme alightly ||
macaronl, noodies or spaghettl sre

to be wsed in & recips Lt will

Beed fruther cooking or baking.

LEAVE PAN UNCOVERED, ! 7l
STIN OCCABIONALLY TO KEEP !
FROM STICKING TO PAN
READ DIRECTIONS ON PACKAGE
porr—s FOR COOKING TIME,

To keep macsronl, moodles or spaghett|
from being over-cooked;
when "tender”, drala ot once,
Use » colaader or sirsiner Ul svailsble,

“M) SMART SHOPPER RECIPE

Pr. .02

UL DEPARTMENT OF AGRICULTURE
COMSUSMER ANOD MARKETING BEAVICE
PLENTIFUL FOODS PROGRAM STAFF
WASHINGTON, DC. 20280

Y4 cup diced green pepper
1 can (8% ounces) small peas, drained
1 cup diced process American cheese
% cup mayonnalse
14 cup light cream
Salt and pepper

Gradually add macaronl and 1 table-
spoon salt to rapldly boiling water so
that water continues to boll. Cook un-
covered, stirring occasionally, until
tender. Drain In colander, Rinse with
cold water; drain again.

In large bowl combine macaronl,
celery, green pepper, peas and cheese,
Blend mayonnaise and cream in small
bowl; pour over macaronl mixture.
Gently toss mixiure until ingredients
are evenly coated; season to taste with
salt and pepper.

Note: If desired, add 1% teaspoons dill
weed to salad before tossing,

Italian Macaroni Salad
from Better Homes and Gardens

Here's a great substitute for potato
salad:

4 oz. (1% cups) tiny shell macaroni

% cup Italian salad dressing

1 cup cream-style cottage cheese

1 cup dairy sour cream

14 cup diced celery

¥ cup dized green pepper

2 {ablespoons milk

1 tablespoon sliced green onion
with tops

14 teaspoon salt

1 hard-cooked egg, chopped

Cook macaroni according to package
directions; draln well, While still hot,
toss with Italian dressing; let stand 30
minutes, Add remaining ingredients
and chill, Makes six servings,

Noodles Monterey

A Californla classic—Monterey Jack
is a subtle but flavorful cheese that
originated in the Monterey peninsula
area. In this recipe for Noodles Mon-
terey, the cheese is set in perfect
harmony with rich sour cream and
fresh butler, Green chives and red
pimientos add color and zer..

6 oz folded egg noodles (about 4 . ups)
2 {bsps, butter
4 cup dalry sour cream
1 tbsp, freeze dried chives
1 cup grated Monterey Jack che se
2 tbsps, chopped pimiento
Cook noodles as package directs il
barely tender. Drain. While still hot,
combine with butter, sour c am,
chives, cheese and pimlento. Pwt inlo
baking dish and bake 20 minutes in a
325 dugree oven. Makes four sen ngs

Summer Salad

A colorful ad for Creamettes in July
Family Circle has a simple solution 10
the heat of July—the homemakers
least favorite month to be in a hot
kitchen,

The ad features an appetizing pholo
of a chilled macaronl salad in a wooden
bowl, together with the reclpe for It

(Continued on page 8)
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

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

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

quality.

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

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

79 AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn.—General Offices: St. Paul, Minn, 55165

TELEPHONE: (612) 648-9433
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Summer Salad
(Continued from page 6)

A Creamette favorite, “Sea Island Tuna
Salad” takes only minutes to prepare.

The ad offers tie-in opportunities for
food stores, Other grocery items needed
to complete the salad are mayonnalse
(or salad dressing), tuna, (or ham,
luncheon meat or chicken), canned
peas, and mild cheddar cheese,

Tie-in materials, including four-color
stack cards and shelf talkers, are avail-
able from the Creameite Company.

Kikko Roni Kabobs

Golden Graln Macaroni Company's
blg summer promotion features a co-
operative tle-in between Its popular
Rice-A-Ronl Fried Rice Mix and Kik-
koman Soy Sauce.

Full-color ads, spotlighting both
products in recipes for “Kilkko Roni
Chicken” and “Kikko Roni Kabobs,"
are to sppear in June Family Circle,
July Redbook, and in both Better
Homes & Gardens and Ladies’ Home
Journal in August.

Additlonally, 1000-line, two color ads
will run in major newspapers around
the couniry in June and July. The ads
will have 10¢ store coupons, good for
the purchase of any Rice-A-Roni prod-
uct,

Both Golden Grain and Kikkoman
are using the full-color ads in various
promotions, including sales brochures.
It Is estimaled that at least 50 million
adult women will see the ads in the
four national magazines alone,

Both companies plan a similar co-
operative promotional campalgn later
in the year, at that t'me tying in Rice-
A-Ronl Long Grain & Wild Rice and
Kikkoman Soy Sauce.

Sara Lee Ravioli and
Chicken Cacciatore

The Kitchens of Sara Lee Food Serv-
ice Division has introduced Bee! Ra-
violl in tomato and beef sauce and
Ricot!r Theese Ravioll in zesty home-
style tomato sauce, Both new entrees
feature pasta made with fancy durum
flour, plump fllings, and “made-from-
scratch” sauce,

The delicious filling of Sara Lee Ri-
cotta Cheese Ravioli is a combination
of ricotta and parmesan cheese, whole
eggs, spinach and spices. Compliment-
ing the dellcate cheese filling is a
“made-from-scraich” tomato sauce with
just the right leve! of spices and parme-
san cheese.

The filling of the Sara Lee Beef Ra-
violl is coarsely ground U.S.D.A. choice
beef with a homemade texture, The

3 (IR ELY it LS
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Boet Ravieli

meat is accented with parsley, onlon
and spices. The sauce contains more
U.S.D.A. choice beef, tomalo puree,
olive oil and various flavorings and
spices to harmonize with the Beef
Ravioll.

In departure from previous packag-
ing, Sara Lee Food Service Division is
marketing the two new Ravioli prod-
ucts in half-steamable foil pans, rather
than in full pans, Each pan has a net
weight of five pounds and there are
two half-steamable pans per case,

Sara Lee's version of the tasty “pil-
lows" that originated In Genoa, Italy,
can be served as a pasta course, main
course, side dish or as a hot buffet ap-
petizer,

Chicken Cacclatore

The Food Service Division is now
marketing its entree Chicken Hunter
Style under the name Chicken Caccia-
tore.

The name has been changed, but not
the recipe, to more closely identify the
product within the marketplace under-
standing of Chicken Cacclatore, Trans-
lated Cacclatore means Hunter Style.

Sara Lee's Chicken Cacclptore s
packed in full foll steamable pans. Ex2h
pan welghs 12 1bs, and there are two
Pans per ca.a.

Growth Stock

Chef Boy-ar-dee advertises institu-
tional sizes of its canned producis to
many mass feeding operatiuns that just
don't have the volume to justify serv-
fce through an institutional grocer.

The line Includes: Mealless Spa-
ghettl Sauce, Spagheitl Sauce with
Meat, Spaghettl and Meat Balls, Spa-
ghettl Sauce with Mushrooms, Meat
Balls in Sauce, Beef Ravioli, Lasagng,

Beefaroni, Beef Stew, and Chi (o
Carne.

Hunt-Wesson Advertisin

Seven Sauces for Seven Pa as js
the headline of Hunt-Wesson dver.
tising for their tomato sauce lii &,

Their seven sauces include: 'imalo
sauce, tomato sauce special, 1omate
sauce with tomato bits, tomato sauce
with mushrooms, tomato saucce with
cheese, tomato sauce with onlons, and
tomato herb sauce,

The pastas plctured In thelr adver.
tising: long spaghetti, elbow macaroni,
rigatoni, gemelli, zilonl, egg noodles
and farfelle.

Those Package Meals
Are No Deals

Pennle Sue Thurman, stafl writer for
the Chicago Daily News, says: “A home
cooked meal costs half as much and
tastes twice as good as a meal pre
pared from packaged food."

To prove it, she cooked the same
meal twice—once from packaged foods
and once from scratch,

The menu: cheese puff appelizen,
potato soup, lettuce salad with Thou-
sand Island dressing, beef stroganoff,
mashed potaloes, broccoli with cheese
sauce, biscuits, brownies and collee.

$9.22 vs. §5.81

The cost of the packaged meal was
$0.22. Most of it was discarded as wasle
caidboard and foil. From scratch, using
butter and fresh vegetables and meal,
the meal cost $5.81.

The project was Inspired by « col
umn by Mike Royko, another Daily
News writer, who noted that th. sales
of TV dinners and other heat-o d-eal g
foods swung up as meat prices w' it up.
He asked plaintively, “What evi hap
pened to those huge pots of ¢ cken
(uup swimming with noodles?”

The menu included more starc than
nutritionists might advise, but oack
aged food tends to be starchy nd!
based the menu on what could be ound
packaged.

All the food was bought at th: local
Jewel supermarket where 1 ord: arily
shop and, to my knowledge, none f the
food was on sale that day,

The frozen beef stroganoff, $1.09 for
an indlvidual B-ounce servirg, prosably
contalned no more than four ounces
beef, according to a butcher in the meat
department. Actually, It looked likt
even less on the plate and contaln
quite a bit of gristlg.

Twelve frozen cheese puff pastry 8>
petizers, which I approximated
15 cents worth of processed cheese, bul
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ter d flour from a “Joy of Cooking"
rec ', cost 989 cents.

“ don't know where they found
che » that heavy,” my husband said,
lob! 1g the lump from one hand to the
oth:

T  broceoli in the little plastic
pou es wasn't bad. But the cost, 48
cent each for two packages, compared
will. 35 cents for a pound of fresh
brocoll covered with 19 cents worth of
cheese sauce,

Unlike the home-cooked meal, which
left us all full nearly to discomfort, the
packuged meal seemed to be malnly
filler. The mashed potatoes had the
consistency of wallpaper paste and sat
like o rock in my stomach.

A consumer advocate’s nightmare,
the mashed potatoes were nothing but
2 powder which still had to be mixed
with milk and butter.

Alter the second meal, we all agreed
the difference in flavor was well worth
the three hours spent in preparation.

But I'm a working woman, and the
savings, which worked out to about
$1.50 per hour, would not justify the
time were it not for the quality.

Comparison Cookoff

Dorothee Polson, food editor of the
Arizona Republic, worked with Karen
Christensen of the Arizona Beef Coun-
ol with asslstance from Mary Wool-
dridge’s Experimental Foods Class at
Arizona State University to find out if
mixes really save time; if a home-
made version would save money; and
which would taste better,

Karen did a masterful Job, She pre-
pared six mixes; developed similar
recipe  in from-scratch versions; in-
vited - taste-panel to test the results
cocke by the class; and cerrelated
comn its of both the tasting panel and
the 5 lent cooks. '

Time vs. Money

Shi ‘ound that overall, she saved
$L78  ith the homemade recipes, and
one I' 1, 38 minutes with the mixes,
She [ ires the convenlence foeds thus
st 1 - $1.08 per hour.

Wh 1 !s for you? It depends on your
budge  of time, money and cooking
Wl . also depends on taste which
%as ¢ ficult to measure scientifically.

0! e twelve recipes, Dorothee Pol-
¥on e lly liked only one: a Beef Stro-
Eanofl that turned out to be a mix.
Kuen Christensen came up with a
bonus: noting as she worked with the
feclpes that most of them called for
Rround beef, onions and tomato sauce,
the developed a basic ground beef mix

frecze and keep on hand for use in
many dishes,

Selling Frozen Foods in ltaly

Frozen foods get minimal play in
Italian supermarkets, due in parl to
lack of customer acceptance. However,
one Italian chain in Milan, Standa, has
golten good response from a two-week
promotion pushing frozen dinners, en-
trees and side dishes.

The precooked, frozen items included
stufed pasta with tomalo sauce, rice
balls, venl and peas, veal and mush-
rooms, cutlets, new potatoes and minia-
ture onlons,

The pasta ond rice were retailed at
34¢, the meats at 67¢ and the vegelables
at 25¢. The pasta and vegetables had
been marked down as much as 25 per
cent, while meals were marked down
lesser amounts from regular prices.

“This was the first test of consumers’
reactions to the products. Response was
favorable, according to store directors,
who asked for additional supplies of
the items," said Mario Rubatto, presi-
dent of Cipas, frozen food livision of
Ailmont, food manufacturer here. Ail-
mont Is owned by Montedison, which
also owns the Standa markets.

Skyrocketing Prices

“Italian housewives, hurt by sky-
rocketling prices of fresh food, are
gradually accepting canned and frozen
items," Rubatto rald,

“Once consump'ion reaches at least
the western European levels for frozen
foods, production costs and retail prices
should become more competitive,"

According to Gino Sferze, chairman
of Allmont and of Standa, the super-
market chain will go public this sum-
mer.

The plans are being backed by Mon-
tedison, which has set set up a subsid-
fary called Monteverda, specializing in
cattle breeding in Italy and abroad.

Standa reported about $600 million in
sales for 1972,

Massachusetts Passes
Labeling Regulations

On May 22, the Massachuselts Public
Health Council voted on the proposed
Massachusetts pac'taging and labeling
regulations. The regulations, to become
effective in stages, cover the following
issues:

Ingredient Labeling: Labels for stand-
ardized foods shall follow the same for-
mat as non-standardized foods. This re-
quirement shall become effective six
months after filing.

Percentage Ingredient Labeling: In the
case of fabricated foods where the pro-
portion of an expensive ingredient or
Ingredients present has a material
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bearing on the price or consumer ac-
ceptance, the labe! shall bem a per-
cenlage stalement of such ingredicents.
Open Dating: Perishables (60 day shelf
life) shall be labeled with a pull date,
and all other foods shall have an ex-
piration dute. Foods packoged in her-
metically sealed glass boltles are ex-
empted. In addition, if a packer or
manufacturer labels a product with a
lot identification code indicating the
date of manufacture, the interpretation
of this code must be filed with the Di-
rector of Food & Drugs. Compliance
shall take place by Jan. 1, 1974 for
perishables and Dec, 31, 1974 for non-
perishables.
Nutrition Labeling: The nutritional
content of food products shall be listed
In accordance with the FDA nutritional
labeling guidelines, The nutritional
content of such products can, however,
be a recipe-type determination as is
prescribed in the U.S. Dept of Agri-
culture Handbook #8. Compliance shall
take place by Dec, 31, 1874,

Supports Nutrition Labeling

Dr. Jerry L. Moore of the Pillsbury
Company not only urges widesprend
support for nutritional labeling but sug-
gests great polential gains for wheat
foods from such an action,

Meal Planning

The Moore position mainly hinges on
his bellef that nutrition labeling is the
forerunner of “a meal planning system”
for individuals and familles that will
eventually supplant the Basic Four
food group. Many wise people in the
food business hold that the Basic Four
concept has been to cereal's detriment,
casting cereal products into the carbo-
hydrule category. To replace the Basic
Four, nutrition labeling must not only
galn widespread use, but also must be
accompanied by greatly expanded edu-
calion of consumers and some appre-
ciation of the knowledge already gained
by housewives of the importance and
meaning of good nutrition, He pre-
dicted, for example, that the housewife
will quickly » te that pancake mixes
contain vitan, .. B and iron but do not
have vitamin, A and C, ond that she
will thus be encouraged to oblain foods
containing the missing vitamins to be
consumed with pancakes. He said that
the aim of nutrition labeling should be
to provide the consumer with objec-
tive information, thus allowing the
product to sell ji2:'f on the merits of
its values,

Pittalls

In his enthusiasm for nutrition label-
ing, Dr. Moore does not overlook the
pitfalls o1 a food manufacturer adopt-

(Continued on page 12)
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Supports Nutrition Labeling
Continued from page 9)

ing such a program without adequate
quality controls, Tz this connection, the
Foud & Drug Administration has issued
a useful guide to compliance which
sets out a goal of “moderately con-
servative” labeling based on a sound
statistical approach that takes into ac-
count possible variances between pack-
ages. I Lhese directions, which are of
a common sense nature, are followed
and processors assume the responsibili-
tles involved in nutrition labeling, then
the program does not have many in-
herent advantages. The whole matter
hinges on educating the consumer.

Dr. Edwards Comments

“It has taken a long time and a great
deal of work to t.evelop a sound and
beneficial nutrition lubeling system, ...
No effort I can think of in FDA history
has had more broadly based input or
been more carefully considered.

“Nevertheless, we are not marking
an end to our efforts here today, but a
beginning. We now have a program on
paper. It Is sclentifically sound and
practically feasible, Whether it actually
works to improve the nutritional well-
being of Americans now depends, as I
see It, on three vital points:

“First, the reason and the responsi-
billty with which we in FDA imple-
ment the program that has been de-
veloped;

“Second, the degree to which Indus-
try accepis the program as an oppor-
tunity to be seized rather than a change
to be opposed;

“And, finally—and perhops most im-
portant—the willingness of the Ameri-
can people to use the new information
on the nutritional value of foods that
this program will make available to
them.”

Charles C, Edwards, M.D., Commissioner of
Food and Drugs, ai a press conference,
announcing a 12-part program on food
Ins.’bi.'l'lny. Washington, D.C., Januvary 17,

The Purpose of Labeling

“The purpose of labeling is twofold:
to inform the prospective purchasers as
to what the product is and what it con-
tains, and to sell the product to the
prospeciive purchaser. We in the Food
and Drug Administration do not worry
too much about the second part, since
we belleve that the seller can usually
be depended upon to usc labeling that
will sell his product to the consumer.
We are, however, quite concerned with
the first part, since one of the basic
purposes of the Food, Drug, and Cos-
metic Act is to insure that the label on

the package properly tells the con-
sumer what the product is and what is
In it."

Taylor M. Quinn, director, Division of Reg-
ulation Compliance, Burean of Foods, at the
Food and Drug Law Institute, Washington,
D.C., December 13, 1972,

The Price on
“Quality of Life"

In the three years since Congress
passed the Occupational BSafety &
Health Act, the welfare of workers in
the nation's mines and mills has be-
come a n'ajor cost of doing business in
the U.S. According to a survey released
by McGraw- Hill, business expects to
spend $3.16-billlon thils year for em-
ployee health and safety—3% of all
capital spending.

Add this investment in worker wel-
fare to the ..8.2-blllion to control air
and water wollution this year, and the
total accounts for nearly 8% of business
investmeat—money that in most cases
ylelds no financinl return. For the
manufncturing sector, the figure Is more
than 13%.

Product Stewardship

In effect, business is responding to
the public’s demand for a higher qual-
ity of life, and both the trend and the
spending are bound to continue, Com-
panies may In reasingly be required to
see that their products are efficlent
users of energy, that they are easy to
recycle or safe to dispose of, and that
they do no harm to the consumer.
Product-safety laws and the regulation
of toxlc substances are just the begin-
ning of what Dow Chemical Co. calls
“product stewardship.”

People will undoubtedly argue over
the wording of laws, the level of stand-
ards, and the economlc Impact on com-
panles troubled by foreign competitore
that are relatively free of quality-of-life
requirements.

But the public clearly has placed new
responsibilities on buslness, and busi-
ness can and must respond In good
faith. For its part, the public should
know that corporate respensibility,
stripped of its rhetoric, carrles a hefty
price tag—and the consumer will have
to pay it

World Malnutrition and the
Need for Product Innovation

“There are no panaceas"” {o the prob-
lems of world malnutrition, “no easy
and simple solutions to the problem,”
Martin J. Forman, Director of the Of-
fice of Nutrition, Agency for Interna-
tional Development (AID), has ob-
served.

Speaking at the Food Engine ing
Forum, Dr. Forman said, “It is 1ot
as some people allege, merely a m tler
of creating a new protein source ‘om
the sea, or from anlgae, or from It ves
or from recycled sewnge. A sol .on
must be economically as well as ch.
nically feaslble, and it it must L jn
harmony with the cultural realitie. "

In the developing countries of the
world, it is estimated that 30% of all
children born fail to reach the age of
five, mainly because of an Inadequate
protein-calorie diet. Young children re.
quire five times as much protein per
unit of body welght as do adults, he
emphasized, and a child’s brain reaches
nearly 90% of its ultimate structural
development by the age of three,

Dr. Fovi:an said plant genetlicists have
been able to crossbreed varlous food
plants to create varleties with deslrable
characteristics, such as cereal grains,
Corn varieties have been developed with
improved amino acid characteristics.

An alternative to plant breeding Is
the fortification of staple foods with
proteln concentrates as well as with
vitamins end minerals.

The former chief of the Food for
Development branch of AID went on
to explain that “Since the Introduction
of a new, low cost nutritious food Is
viewed as a high risk venture with low
profit potential, as compared to other
prospective ventures, most of the food
products which might make a nutr-
tional impact are doomed to the dead
end of the research and development
files. The only hope for change In this
prospect is for the commerclal food
industry to modify its criteria for itro-
ducing new products or for go :m-
ments to provide incentives to Ind stry
for doing so—or a combination of 1ese
possibilities.”

“Governments could stimulate uch
efforts and bring about a real ir jacl
it they would offer some incentis i to
industry,” Dr. Forman concluded. The
most meaningful incentives woul' 8p-
pear to be: (1) a guaranteed pur is¢
of a portion of the production fo us¢
In government-sponsored feeding
grams; (2) government-sponsored 1 .-
tion educution programs geared to up
porting industry, promotion of sp clfie
products; and (3) tax incentives sy n 8¢
duty-free import of manufact.ring
equlpment and machinery, tax hoiiday
for an initial period, or special lower
tax rates for selected products. (For
example, taxing a fortified beverag®
as a food instead of as a snack woul
in many countries enable a more nu
tritious product to be sold at lower cost
and higher profit.”
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asta-l’erfect

You can expect nothing less than pasta-perfect flour from ADM.
We select only the finest Durum—quality mill it into that
golden flour and the best Semolina you want. Clean, Consistent,
Then we ship it to you in clean, easy to unload alr-slide cars.
Pasta-perfect flour means that total balance between quality
and service, A balance perfected at ADM.

ADM WIILLING GO,

4850 West 108th Street, Shawnee Mission, Kansas 66211
Phone (813) 381-7400
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A Food-Health Primer—The Six Basic Body Nutrients

by Mark Schwartz, Ph.D.

Remind your customers to be sure
that their diet is balanced—and not
just filling. It is important that they be
aware of the six basic nutrients of the
body: (1) carbohydrates, (2) protein,
(3) fats, (4) vitamins, (5) minerals, (6)
waler,

Carbohydrates

Carbohydrats should provide about
half the day's energy requirement,
Carbohydrates tha! come from fruits,
vegetables and whole-grain products
ore more desirable than those from soft
drinks and “junk" foods because they
furnish proteins, minerals and vita-
mins,

Fals

Fats are our most concentrated source
of energy. Weight for weight, they con-
tain about twice as much energy value
as carbohydrates. Fats are also valuable
because they carry certain vitamins and
essentinl fatty acids, and because they
give staying power and good taste fo a
meal.

Good sources of fat are meal, egg
yolk, butter, chees?, salad ofl, seeds,
nuts and peanut Lutter. Ideally, we
should restrict fat intake to approxi-
motely 30% of the dny's calorie re-
quirement.

Protein

Since protein is an important con-
stituent of all body cells, everyone must
have a good supply to build, repair and
maintain all the tissues. Protein is also
necessary lo form hormones that regu-
late body processes and anti-bodies that
fight infection. Some protein, more-
over, is used for energy.

Proteins are combinations of about
22 basic nutrients called amino acids.
Most of these can be manufactured by
the body from other foods. Eight, which
are called essential, cannot be made by
the body and must therefore be ob-
tained from the diet.

Food protein containing all the essen-
tial amino aclds is known as complete,
and it comes from animal sources:
meat, fish, poultry, eggs, milk and
cheese. Important, too, but incomplete
is the protein found In whole grains,
nuts and dried peas and beans, Studles
suggest that combinations such as meat
and potato, eggs and toast, whole-grain
cerea] and milk are excellent. The com-
plete protein is used to enhance the
value of the incomplete, making the
combination complete.

Piotein should constitute 15-20% of
the dally caloric requirement.
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Vitamins

Vitamins are organic substances that
occur in small amounts in natural foods,
They provide for chemical control of
numerous body functions and play an
Important role In energy production,
normal growth, reproduction, resistance
to infection and general health, Most
vitamins act as calalysts—substances
which initiate or change the speed of
chemical reactions, Almost all of the
body’s chemlcal reactions require the
presence of catalysts if they are to
occur, Without those substances, many
reactions in life itself would not con-
tinue, Catalysts that promote reactions
in lving tissues are called organic en-
zymes.

Most plants can manufacture the
vitamins they need, but man must get
his vitamins from the food he eats.
Unfortunately, a large portion of the
food available has been processed to
such a degree that many of the vita-
mins and minerals have been destroyed
or their avallability reduced. Therefore,
food supplements should be considered
as an “insurance” source of vitamins
and minerals,

Vitamin A is essential for growth,
for vision, for healthy skin and for re-
sistance to Infection. It Is supplied in
fish liver oll, whole milk, butter cream
and most cheeses, It is also found in
egg yolk, liver and dark green and
yellow vegetables,

Vitamin D, essential for stro..g bones
and teeth, is produced by the action of
sunlight on the skin. If the amount of
sunshine is limited, growing children
should have supplements of this vita-
min. Food sources include fish liver
oil, liver and egg yolks,

Vitamins E and K, like A and D,
dissolve in fat. Vitamin E helps to form
normal red blood cells, muscle and
other tissues, and it protects fat in the
body's tissue from abnormal break-
down. It is found In vegetable oil and
whole-grain cereals,

Vitamin K, necessary for blood clot-
ting, is made by microorganisms in the
Intestinal tract and is also found in
leafy green vegetables.

B & C Required Daily

Vitamins C and the B group or com-
plex of vitamins are water-soluble and
cannot be stored in the body, Amounts
above what Is used are ropidly ex-
creted in the urine. Hence, require-
ments must be supplied daily by a
balanced diet.

Vitamin C is necessary for the health
of teeth, gums snd blood vessels. It is
also important in the formation of col-
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logen, a protein that helps suppc t body
structures such as skin, bones ¢ d ey,
dons. This vitamin is obtained i /m p.
{atoes, leafy green vegetables ar | fresh
fruits, especially the citrus var y,

The vitamin-B complex i clude
many vital compounds: thiamin, slacin,
riboflavin, pyridoxine, biotin, iolacin,
choline and cobalamin (vitamin B,,).

B Complex

The most important members of the
B.complex group are thiamin, niacin
and riboflavin, Thiamin facilitates en.
ergy production from carbohydratey
and infAluences nerve function, A lack
of thiamin may lead to nervous irrita.
bility, growth impairment and loss of
appetite and weight. Nlacin plays an
important role in cell resplration and
carbohydrate oxidation, and contributes
to good digestion. A deficlency leads o
a disease called pellagra, Riboflavin
aids the utilization of prolein, and is
important to growth and genenl
health. A diet deficient in riboflavin is
evidenced by poor skin condition and
Hching eyes. Foods that are rich in B
vitamins include milk, yeast, liver, kid-
neys, fish, eggs, vegetables, lean meals
and fresh fruits,

Minerals

There are some 18 minerals essential
to the regulation and malntenance of
body processes. Any one of thes: min:
erals—even in very small amounts—
can make the difference between well:
being and weakness, between ealth
and disease.

Foremost among the essentia’ min-
erals are calcium, phosphorus fron
copper, iodine, sodium and pot: sium
Calcium and phosphorus are ne« ssary
for the formation of strong bon : and
teeth, Calcium is also important 1 the
irritability of the nervous syster Ma
jor sources of these vital mincr. s are
milk, cheese, green leafy veg: ables
and nuts.

Iron

Iron is a major component :: the
hemoglobin of the blood, Sint the
amount of oxygen that the bloc | can
carry is dependent upon the amo ntof
hemoglobin in the blood, the inpor
tance of iron is evident. Deficien: es of
iron can be avoided if the diet inludes
sufficlent amounts of meat (particl
larly liver), eggs, green leafy veE®
tables, bread and cereals,

Copper alds the body’s utilization of
fron. The need for copper is small, and
a well-planned diet will supply th
necessary amount.
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fof ne affects the function of the
thyr: 1 gland, and a lack of it in the
diet an lead to a “simple goiter.”
Chie: sources of lodine are sea foods,
mari : plants and lodized salt.

So um, essential in body flulds and
\lssu -, Is present in common table salt
and .2 almost all foods. In addition,
there i1s sodlum in soft water, which
may 'ave to be avoided whenever low-
sodiuin dlets are prescribed for heart
or other conditions. Most people are
accusiomed to ingesting more salt than
Is neccded, and they would be wise to
use less.

Polassium s required for healthy
nerves and muscles, There is a moder-
ate amount of potassium in meat and
fish, in milk and coffee, although much
more comes from vegetables, citrus
{rults, canteloupe, bananas and apricots,

Water

Water is not usually thought of as a
food, yet it Is an essential part of all
tissues. It makes up two-thirds of the
body weight, and no human can live
more than a few days without it.

Water is lost in sweat, through
breathing, and by excretion through
the intestinal tract and the kidneys.
Replenishment comes from beverages
and from solid foods which also contain
water. As a rule, six to seven glasses of
fuld a day in the form of water, tea,
or juices will maintain the body's water
balance,

Fiber

Fiber (often called roughage) is the
part of food that cannot be digested.
Itis not a nutrient, but it is usually a
desir ble part of a balanced diet. Why?
Fibe: stimulates the intestinal muscles
for  -oper evacuation. Moreover, it
pron ‘es the growth of useful bacteria
Int! intestine. Bulky foods help, too,
ok n teeth clean and gums healthy.

Mt contains some fiber, but there is
con: :rably more of it in fruits and
veg« bles, as well as in whole-graln
brez  and cereals, Lack of roughage
ofte -auses constipation.

Calc 2

A ough a calorie is not a nutrlent,
the .dy's Intake of calories must be
bali ed just the same. A unit of
meu .re, a calorie is llke a yardstick,
Just s the length of an object is de-
%rit. d In feet or inches, the energy
value of a glven food is expressed in
caloiies, Similarly, the amount of
enerily expended in a particular body
Process or activity is also expressed in
calories,

Every day an individual consumes
bundreds of calories. In that same day
he uses up hundreds of calories for
each thing he does, from breathing to

Aucust, 1973

sleeping. The body obtains these needed
calorles from two sources, the first of
which is food. All foods except black
coffee and clear tea contain calories.
The second source is body fat.

This is where balance enters the pic-
ture. The food calories you eat musi be
just enough to offset your requirement
for energy calories. If you eat more
than you need, the surplus will he
turned into body fat and pounds will
pile up. Extra calories Invarlably end
up as extra fat. This is always true,
whether the extras come from carbo-
hydrates, protein or fat, or from beef,
bread, bourbon or blueberries.

Remember the Imporfance of the
diett your health is in the balance.

Spaghetti Spurs Track Star

Mary Decker, an 85-pound will-o-the-
wisp long distance runner, is silently
moving up the Olympic ladder and
building a reputation as a “whiz kid"
in the women's mile and half-mile track
events,

Mary, 14, a ninth grader at Portola
Junior High School, in Orange, Califor-
nia, is taking all of the success in her
stride.

She's setting new track records in
the two events and leaving older and
more experienced runners in her dust.

It's the Noodles

“1 owe it all to spaghetti,’ she says.
“It's the noodles . . , not the sauce,

“There's a lot of qulck energy in
those carbohydrates.”

She entered the adult sports world on
her 14th birthday last Aug. 4. Since
then, she has literally “run away"” with
the most of the gold medals in highly
competitive long distance runs.

Within the last month, Mary has
moved into the top ranks of American
women runners in the half and mile
track events.

The tiny track star is stunning most
veteran runners with her quick take-
offs and long-distance stamina in gruel-
ing regional, national and international
track and field meets.

At the Mt. San Antonio Relays, Mary
ran away with the gold medal in the
women's mile with a time of 4:47—
setting a meet record,

Also, she broke the track record for
14 and 16-year-olds in the BB0 with a
time of 2:78.

Last month, she grabbed off two first
places at the Phoenix AAU Track Meet,
She tallled 4:26 In the 1500-meter and
2:00 In the 800 meters.

In March, she competed in the USA-
USSR Dual Track Meet in Richmond,
Va., and won third place in the wom-
en's mile run with a time of 4.49. Her
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time was beat by two Russian women
track stars.

Her next goal is the Von's Classics at
the Los Angeles Coliseum. Her only
American competition appears to be
Francle Larrieu, San Jose, who has re-
corded a 44:1.8 in the mile event.

Coach DeNocn

Mary's coach, Don DeNoon, is a
teacher at Pacific Elementary School,
Fullerton, In his spare time, he coaches
about 100 girls, age 8 to 20, in an ama-
teur track and field club called the
Blue Angels,

DeNoon belleves his protege has all
of the qualities of an Olymplc gold
medal winner. “We have set a high
goal for Summer Olymples In Canada
in 1876, he says.

“We're planning to go there and win
two gold medals,” he explains. “There’ll
be one in the 800 meter and the 1500
meter run,

“Mary will be 18 then and in her
prime. I'm convinced she will bring
back those gold medals for America,”
he says.

DeNoon Is starting a sponsor fund for
the young runner. “We need to have
money available on request for our ex-
penses to compete in all of the pre-
Olympic meets."

Natural Athlete

He said Mary's parents and grand-
parents are slim and have run In com-
petitive sports, “Mary just takes to the
sport naturally,”"” he says.

Mary s the daughter of Mr. and Mrs,
John Decker, 13422 Heather Circle,
Garden Grove. She has two sisters and
a brother.

The brown-eyed, auburn-haired run-
ner stands a lithe 5-foot-1,

“She can run like a ball of fire," her
coach continues.

“I remind her before each meet to
eat lots of spaghettl,” he laughs, "“We
both think its the secret ingredient to
her speed and endurance.”

The Importance of
Brand Identity

“A strong brand cannot be built over-
night. Another manufacturer may fol-
low your leadership In product Innova-
tion but he cannot duplicate your brand.
Bullding a brand and sustalning it
through packaging communications
thus becomes a hedge sgalnst product
duplication. And, in this sense, the
package is more important than the
product.”

Walter P. Margulles
in “Packaging Power."
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The Wheat Situation

From U.S. Department of Agr!r."m'mre.
fay, 1973:

1873 Crop May Be a Record

Tha relatively low carryin estimated
for July 1973 and prospects for another
record demand year have sparked in-
terest in the 1873 wheat crop. The fol-
lowing are some of the conditions and
developments affecting the crop:

o Wet weather limited winter wheat
seeding in the Eastern areas,

o Winterkill struck wheat in the
Pacific Northwest, especially Washing-
ton.

o Short soil molsture plagues the
Pacific Northwest, and a spring cold
snap in mid-April brought worries of
freeze damage to wheat in the South-
ern Plains,

o There was concern about the ap-
pearance of soil borne and wheat streak
mosaic in the Hard Red winter wheat
crop. Some early signs of leaf and stem
rust are also appearing.

o For many wheat farmers, there was
water, water everywhere. This broke
the long persisting drought in the
Southwest, but in other areas it may
be too much of a good thing.

e In January, the USDA announced
the elimination of set-aside require-
ments for wheat. This permitted more
spring wheat plantings.

Large Crop of Winter

A larger harvested acreage and the
second highest yleld on record result in
an estimated record 1873 winter wheat
crop of 1,282 million bushels. The 1873
harvested acreage at 37.3 million is 7%
above a year ago. Yield per harvested
acre at 34.3 bushels is up slightly from
a year ago. Weather continues to have
an important influence on the 1973
wheat crop.

The indicated HRW crop may total
around 820 million bushels. This com-
pares with the old record of 836 million
bushels set back In 1858, Conditions
across most of the HRW area continue
good to excellent although crop de-
velopment is behind a year ago due to
cool wet weather,

Conditions In the Eastern soft wheat
area continue fair to good, Floods and
standing water are cuiting Into pro-
duction prospects. Based on current
indications, the 1973 Soft Red winter
crop may total only around 176 million
bushels, smallest since 1970.

Winterkill and dry weather have re-
duced prospects for the 1873 winter
white wheat crop. Acrcage has been re-
seeded to winter whita varieties and
additional acreage was likely to be
seeded to spring “white and Hard Red
spring. 1 seedings reach expectations,
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the 1073 white wheat erop conld total
around 200 million bushels, little
changed from that of the past 2 years,

More Spring Average

Farmers in the spring wheat region,
reacting to lifting of set-aslde require-
ments and high prices, indicated 21%
more spring wheat acreage. Dryness
that had plagued the spring wheat area
this spring has been alleviated by rains
in late April and early May. Spring
wheat seedings continue to make rapid
progress and are currently well ahead
of normal. HRS and durum acreages
are indicated up 21% and 18% respec-
tively. And with ylelds on trend, the
1073 HRS crop could total around 350
milllon bushels and the durum crop
80 million,

Early Seeding

The Crop Quality Council reports
that seeding of spring graln is sub-
stantinlly ahead of normal throughout
Upper Midwest siates. Seeding prog-
ress has been most advanced in Min-
nesota and South Dakota where nearly
all small grains were seeded by May
7. In North Dakota approximately 80%
of all small grains were seeded by May
22, This is ahead of the ten-year aver-
age and much advanced over last year's
late season, when only half of the
North Dakota crop had been seeded by
this date. Progress in durum wheat
seeding has moved ahead steadily in
contrast to the slow sporadic pace in
1872,

In Canada

In the Canadian Prairie Provinces
spring seeding is near normal to a few
days late, Reports indicate seeding was
nearing completion in early June. Wild
oats have been a problem and in many
arens farmers delayed seeding In order
to control infestation by cultivating.
Soll molsture conditions across the
provinces in early June were good to
very good,

Grain Prices Soar

Prospects for cheaper food goes slip-
ping down the drain as rrain prices
soar,

“We've got a world-wide food panic
on our hands,” declares R. H. Uhlmann,
president of Standard Milling Co. In
Kansas City, “and unless something is
done we are going to have shortages
In this country.”

Iowa Governor Robert Ray predicts
on national television “a meat crisis"
and blames the controls imposed in
early April. “With the freeze on prices,
farmers are squeamish about produc-
ing more." 1 :

b

Feed Prices Up One-Thirc

The government index of fed swf
prices, which account for 75% ( (he
cost of producing meat, milk and :ggs,
has risen 30% in the first two - eeks
of June and is nearly four imes
higher than it was a year ago The
index of feed grain prices, inc! ding
corn, has jumped nearly 20% i the
same period and is nearly doubl: the
year-ago level. The price of whuat in
Kansas Clty has climbed 26% between
May 1 and June 1 and Is about 85%
higher than In June 1872, Durum in
the Minneapolis market rose from $2.50
to $2.80 a bushel for No. 1 Hard Amber
Durum in the month's time compared
to last year's $1.75. Semolina rose from
$8.60 to $9.60 cwt. compared to $6.35a
year ago,

Some foreigners seem to think the
U.S. might impose export controls, so
they are buying ahead as much as they
can,” says a grain indusiry executive.
Others contend that U.S. and forelgn
speculators have pushed prices higher
than they should be.

Whatever the reasons, high-priced
grains and feedstuffs are beginning to
crimp the production of food in this
country:

® Beef production is still running
about 3% below a year ago although
cattlemen are expanding herds.

e Pork production is running 5%
lower than a year ago although it may
pick up a 2 to 3% gain,

e Broller chicken production is run-
ning 2% below a year ago and if cosis
don't decline soon there will le 2
further cutback.

o Egg output is down about 0%
from a year ago and some egg fai ners
are cutting back on the numb - of
layers they feed,

e What looked like a possible nilk
surplus  recently now looks like
2% under a year ago with po: ible
shortages developing.

® More than fifty independent b: cers
have gone out of business in the aast
eight months because of high cost: and
ceilings on bread prices, says Gt mge
Rosenthal, president of Fink B: :ing
Company In Long Island City, VY.
The cost of flour jumped more  han
18% in the month of May alone.

oThe squeeze is on macaroni munu-
facturers as well, Wide swings in cash
durum prices were followed by the
mills without protection and buyers
stood on the sidelines, Most macaronl
manufacturers were covered to mid:
July and the tendency was to delsy in*
quiry until closer to harvest, Mills were
not offering new crdp as planting hss
just been completed.
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Love Story

aget letters. People like you write to say
' ow much they like our durum products.
ney can always be sure of the same
consistent high quality, time after time. Our
new, modern milling facl'it’us have quality
control that is beyond ccmpare. When you
wanl the finest macarani products, you start
with Durakota No. 1 Semulina, Perfecto
Durum Granular or Excello Fancy Durum

Patent Flour. You'll find it's a love story with
a happy ending.

the durum people |

NORTH DAKOTA MILL
Grand Forks, North Dakota (701) 772-4841




New Techniques in
Semolina Milling

Milling & Baking News recently
carried a report by Bryan C. McGee,
Henry 8imon, Ltd., Stockport, England,
glven at the 77th annual technical con-
ference of the Assoclation of Operative
Millers.

He pointed out that semolina until
recently also was milled by complex
systems or was taken as a byproduct
from a flour milling system,

“We have set out to achieve equal or
better results from shorter, simpler
systems to achleve that previously ob-
tained only from the long, complex
systems,” Mr, McGee said. He empha-
sized that the “rewarding feature" of
the researcl. was the “establishment of
mathematical relationships between
various factors" allowing an “analyti-
cal approach to replace the former ‘ad
hoc' and ‘miller's thumb' approach.”

At the outset of his presentation, Mr.
McGee stressed that the key develop-
ment in this approach, apart from the
basic flow sheet, has been the setting
up of optimum corrugation profiles in
the various parts of the milling process,

“These techniques,” Mr. McGee em-
phasized, “have been exhaustively
tested and proved in various mills in
Prance, Greece, Madeira, Bollvia, Can-
ada, Scotland and “now very soon in a
very large mill in Pennsylvania," pro-
viding, he maintained, a “very broad
base of experlence under a wide va-
riety of conditions.”

“We have tried to show how the ap-
plication of a sclentific rethink has led
to improving milling results,”” he sald.
“The easentials of this system are a
good cleaning system with ‘continuous
flow' conditioning, the ‘new technique’
milling flow sheet, and the use of the
correct corrugation profile.”

Italy Btill Leads Production

According to Mr. McGee, production
of pasta is Increasing rapldly in many
countries over the world. He noled
that Ialy still led the world in 1871
production with 1,685,000 tons, and a
per capita consumption of 68.2 lbs per
year. The United States was second in
production with 565,000 tons and 6.6
Ibs per capita, and France third with
208,000, and per capita consumption of
13.2 lbs. Germany turned out 191,000
tons and consumption was 6.6. Nether-
lands produced 33,000 tons with per
caplta consumption of 5.5. In the Uni‘ed
Kingdom, production was 23,000 tons
and 0.8 1b per person, while in Belgium
and Luxembourg, it was 20,000 tons and
4.4 lbs,

Macaroni Exports Up Slightly While Imports Soar.

Figures are in from the U.S. Dept. of Commerce on 1872 imports anc ox-

ports. They show:

Durum Mill Macaroni
Year Grind (bu) Gain
1866 29,038 — 1,706,000
1987 28,638 —2.6% 1,540,000
1968 28,368 —0.6% 1,270,4
1869 20,762 45 1,624,
1870 32,052 7.8 1,381,
1871 32,238 0.5 1,466,
1072 33,611 42 1,863,640

Macarori Domestic '000 Pr

Imports Consumption Ca,ita
13,871.300 1,376,000 7.0 Ibs,
17,722,633 1,345,485 6.7
18,839,446 1,410,000 8.9
22,876,350 1,621,741 74.
27,601,865 1,609,433 .7
20,207,752 1,670,000 8.0
42,238,505 1,740,140 8.34

Lists Uniform Quality Criteria

Pasta manufacturers, Mr, McGee
noted, seek to produce an economical,
uniform product with a “consistently
high standard of quality.” Quality cri-
teria include the following:

1. Bright gold yellow color with the
absolute minimum of discoloring
specks,

2. Absolute freedom from grit, which
can lodge in the dlet causing splits and
streaks or result in ‘painful eating.'

3. Freedom from bran particles to
avold breakage of ‘long goods,' such as
spaghettl,

4. A low microblological count for
long shelf life.

B. Consistent mixture and protein
content for even hydration of even
hydration of semolina particles and ex-
trusion of the dough.

Mr. McGee maintained in turn that
these objectives can be achleved by:

1, Correct blending of the various
types of durum available,

2, Serupulous cleansing of the du-
rum.

3. Correct conditioning of the wheat.

4. Milling to produce correct granu-
lation and purity of the semolina,

Call for Balanced
Agricultural Export Program

Testifying at hearings on the Trade
Reform Act (H.R, 6767), Harold M. Wil-
llams, president of the Poultry and Egg
Institute of America, called for a bal-
anced agricultural export program.

He sald a balanced program would
include finished broilers, ducks, tur-
keys, and egg products as well as feed
grains.

It would provide thousands of jobs
In growing and processing, he said,

Don't Undercut Labor

Exporting only raw agricultural
products can undercut U.S, labor, Wil-
liams told members of the Ways and
Means Committee. “There is little labor
involved in corn or soybeans,” he said,
"But every pound of chicken includes
5 to 7 cents worth of labor. That adds
up to $50,000 to $70,000 worth of labor
per million pounds.”

The trade association executive urged
that U.S, negotiators at the current
round of trade negotiations Insist that
agricultural and industrial products be
considered at the same time,

He pointed out that the Kennedy
round resulted in tariffs belng reduced
about a third,

Agreements reached then resulted in
tariff rates averaging 8.3% on manu-
factured and semi-manufactured goods
coming into the U.S, 84% on goods
coming into the European Community
(EC), and 10.8% on goods coming into
Japan.

There was no change on tariffs on
poultry and eggs except in Jopan.
There the duty had been 10%. In an-
ticipation of these negotlations, Japan
had incrensed it to 20%, During the
negotiations it had been reduced to
16%—all of which resulted in our
settling for a 50% Increase, not a 25%
decrease,

Levies on our products are not ap-
proximately 42% ad valorem on whole
eviscerated chicken; 35% on whole
eviscerated turkey; 65% on turkey
thighs; and 79-80% on dried wiole
eggs.

Markets Developed

Williams reviewed the develop: ent
of export markets,

Before 1958 we exporied very ! itle
poultry meat.

In 1958 we exported about 42-mi ion
pounds, less than 1% of our total ro-
duction,

We increased exports steadily a
peak of 271-million pounds in 18 !—
about 3.8% of our total productior

Total value of poultry meat, Inc 1d-
ing canned meat, accounted for § 1.6
million. Eggs, egg products, baby ch ks
and other poultry accounted for the
balance,

Dollar Sales

Williams reminded the legisloiors
that these products were produc:d
under the full impact of competitivn
and sold for dollars.

He sald there were no subsidies or
price support programs, although price:
supporied gralns were used to produce
the poultry,

(Continued on page 24)
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ASEECO
ont the move internationally!

. - s -

Shown here are Mr. Robert Ames, Import-Export Manager of
Aseeco Corporation and Mr. Tony Bateman of Manchester Liners
bidding ""Bon Voyage" to a complete 3600 pound per hour potato chip
accumaveyor surge storage and Modular Distribution System bound for
Walkers Crisps Ltd. in the United Kingdom, This 65000 pound shipment
was handled by a unique rail/sea service from Aseeco’s Los Angeles plant
1o Leicester in England via the uncongested ports of Montreal, Canada and

Manchester, England,
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Who's To Blame for High Food Prices?

By Isabel Du Bois, Chicago Daily News Home Economics Editor

N the last few months retail food

prices have risen dramatically,

Data compiled by the Bureau of La-
bor Statistics indicate that average
prices rose almost 8 per cent on a sea-
sonally adjusted basis between Decem-
ber, 1972 and March, 1873, the largest
Increase In over 20 years,

Who's the villain?

Who Do You Ask?

During a panel discussion for food
editors held in Dallas In conjunction
with the 36th annual Super Market
Institute (SMI) Convention, William R.
Deeley sald, “The villain? It depends
on who you talk {o. And at this point
there are enough suspects to make
Sherlock Holmes turn in his magnifying
glass,”

Deeley is president of Southern Cali-
fornla Alpha Beta Acme Markets,

“Prices are golng up,” he said, “And
s0 are wages. And so is our standard
of llving. As a matter of fact, prices
have been going up for at least 150
years.

“We've sald good-by to the 12-cent
meal. But then, we've also said good-by
to the $6 a week wage, And to the time
when a man could keep a fown house,
a country house and seven servants on
$3,000 a year."”

Running through the llst of possible
villains, Deeley explained that labor is
not the culprit, You can't put the blame
on the farmer or the rancher, he said.
The farmer has been on the short end
of the stick for yes:is.

And food retallers can't be blamed.
Supermarket profits, as a percentage of
sales, are about the lowest in the corpo-
rate world. In 1072, profit was about
.55 per cent. In 1965, before inflation,
the average rate of return was 1.41 per
cent,

“This brings us to the last suspect,
the American consumer,” Deeley said.

“The American consumer has de-
manded convenience, safely, luxury,
fantastle variety and guaranteed qual-
ity. All of these things cost more,
Which is why we are paying more for
food. This Is not to say she Is a villain.
But, to put things In proper perspec-
tive, the Amerlcan consumer is not the
victim she feels she is.

“In a 10-year span, from 1061 to 1971,
when medical costs jumped 54 per cent
to 165 per cent, when postage stamps
jumped from 3 to 8 cents, when movie
prices jumped 101 per cent, when the
price of a hotel room tripled—to name
just a few Increases—the food bill for
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the American home went up just 29 per
cent.

Consumer Wants Convenlence

“The consumer today wants con-
venience, That's a demand we have to
supply. New equipment has to be de-
veloped, Frozen, freeze-dried, canned,
concentrated, sugar-free, dlabetic, natu-
ral, dietetle, low-cal, no-cal, low-fat,
fat-free—these are the food terms of the
70's,

“The nitrogen bath, see-through pack-
aging, leaner meat, fancler foods—these
all cost more money to raise, produce,
package, store and dellver, They cost
more and the consumer must pay more,
Somebody else has cleaned, packaged,
prepared and even precooked the meal
in some cases.

“And perhaps consumers’ values are
a little mixed up when it comes to com-
plaining about high prices, It's hard to
understand why a family will refuse to
buy steak at $2 a pound but won't bat
an eyelash at serving a $4 boltle of
wine with a spaghetti dinner.

"Out at the parking lot—why Is
everybody griping about their $30 of
groceries when they're buying a $6,000
car that costs $500 more than last year?

“The recent jump in food prices has
produced a lot of complaints, a lot of
looking around. And the knowledge
now that there are no villalns, No melo-
dramatic solutions. Food in our coun-
try has improved in quality, In quan-
tity, in convenience, in availability, And
yet, in a sea of rising prices, food still
costs the average American cltizen less
of his income than anywhere else in
the world.”

Higher Meat Prices

Reasons for the recent shar, up.
swing in beef prices were explore dur.
ing still another pane! discussior helg
for food editors attending the 1ccen
SMI convention.

Harold W, Harrington, president, Har.
rington Feed Yards, Grand Island, Neb,
said, “The sharp upswing came when
the world-wide demand for proteln was
felt. When the devaluation of the dol.
lar came, along with the high demand,
the price of beef imporis rose, Devalus.
tlon meant this country was In a les
favorable position to compete for avall.
able meat supplies.”

Other faclors cited by Harrington as
contributing to recent high beef prices
were bad weather since January and
government restrictions on the growlh
hormone, diethylstilbestrol (DES).

“This year weather cost us a million
head of cattle and the consumer 10
cents a pound. The ban on DES cost
another million head of cattle this year.

“We will have cheaper beef,” Har
rington said, “If people realize that the
lvestock industry isn't like manufac-
turing nuts and bolts, We are a bio
logical industry,”

Harrington predicted that in relation
to present-day income ‘“cheaper beel
will come within a two-year period,
with some price rellef coming in De-
cember or at least by February, 1974"

Meat Eaters

In 1952 the average American : 'e 62
pounds of beef; by 1859 he was . iting
89 pounds and by 1070, 114 pc .nds!
Plus 70 pounds of other red mea and
some 60 pounds of poultry. In o _ ac
cording to the Department of A; icul
ture, the average American eats : ‘arly
250 pounds of meat each year.

Nutrition Survey

Findings of a 10-state nutritio; sur-
vey in 1068-70 called the Schaefer : tudy
have been released by the Depar: nent
of Health, Education & Welfare. [hey
reveal:
(1) A significant portlon of persons
studled were malnourished or had 3
high risk of developing nutritions!
problems;
(2) Adolescents between 10 and 16
showed the most evidence of malnutri:
tion; 3
(3) Persons over 60 showed evidence of
gradual under-nutrition which was not
restricted to the poor;
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(4 e nutritional status of children
vari in direct proportion to the edu-
catic  of the homemaker;

(5)" ere was evidence that many per-
sons ade poor food choices and poorly
use¢ he money they spent on food.

Cor.umer Confidence Slips

Woiried about rising food costs, Chi-
cago «rea consumers are volcing » drop
in confidence about their parsonal fi-
nances, current business conditions, and
the fulure economy compared to a year
ago.

That was the key finding in Contl-
nental Bank's recent Family Financlal
Survey, a quarterly sampling of 500
Chicago-area families' attitudes about
business conditions, personal finances,
and how they manage their money,

Conducted during the recent national
meat boycott and after President
Nixon's announcement that ceiling
was being placed on meat prices, the
survey also questioned consumers
sbout their reactions to food prices,
family food buying habits, and food
protests,

Although the survey showed no dras-
tie drop in confidence about consumers'
family financlal conditions, fewer re-
spondents viewed their conditions as
“"belter” and more said they were
“worse" than in April 1072,

But consumers became more pessi-
mistic when questioned about current
and future business conditions. Almost
half of the raspondents (47%) sald busi-
ness conditions were worse than a year
ago, while only 10% said they were
belter. Some 35% sald business condl-
tions .ne year from now will be worse,
comp red to 19% in April 1872, Simi-
larly e total of those expecting better
or ! same conditions dropped from
85% 1972 to 48% in 1973,

Controls Disliked

W ..price controls continue to be
In ¢ avor among Chicago-area resi-
dent  Only 27% now see the controls
8" iewhat effective” in fighting in-
fali  while 43% did one year ago,
ind % call them “hardly effective"”
com; ed with only 39% in April 1972,

St » 88% of the respondents sald
they ared the effect rising food prices
may ave on the future economie tz-
bilit; of the U.8,, and 80% sald such
fear: were warranted.

Muie than a fourth of the respond-
enls (27%) sald the government is re-
Spon:ible for rising food costs, while
16% attributed the rise to wholesalers,
and 11% blamed food processors,

However, 79% sald the Federal gov-
€mment should take stronger measures

control food prices and 86% sald

Auoust, 1973

their greatest concern in rising food
costs was the price of meats.

Changing Patterns

Respondents also were asked about
their nttempts to control their own
food expenditures,

More than half (58%) said they have
changed their “eating out" patterns to
save money during the food crisis, Of
those, 54% sald they reduced their res-
taurant meals, 25% had eliminated
restaurant meals, and 21% sald they
had switched to lower-priced restau-
rants,

Some 71% sald they have changed
their food shopping habits as u result of
food-price increases. Of these, 71% said
they reduced or eliminaled more ex-
pensive foods and 8% said they shopped
at different stores than they did before.

As a result of higher prices, more
than half (53%) said they would use
fewer pre-mixed or convenience foods,
Some 09% sald they'll use less beef,
61% sald they'll use less veal, and 52%
sald they'll use less bacon because of
food prices.

Poor Hard Hit

When asked about their family food
spending, more than half (52%) said
they spend between 10% and 25% of
their famlly income for groceries, The
survey affirmed a basic economic law
regarding percenloges of income spent
for food: as the level of income de-
creased, there was an increase in the
percentage of respondents who said
they spend 26% or more of their in-
come for groceries. In effect, higher
food prices strike hardest at lower-
Income families,

Regarding food shopping habits, 68%
said they were familiar with the unit
pricing method of shopping (price per
unit, such as per pound, per ounce,
ete.), and of those 79% said they use
the system.

When asked about protests of food
costs, 34% sald they would “demon-
strote” if prices continue to rise. On
related questions, 486% sald boycotts
would cause meat prices 1o go down,
B2% sald they would participate in
such a boycoit if they knew it would
be effective, 64% said they have de-
clined to buy food as a protest against
high prices, and 81% said boycotts are
helpful in drawing ottention to food
costs,

Poor Products, Ad Claims

Irritate Consumers Most
Misleading or exnggerated product
and advertising claims irritate con-
sumers most, according to a survey by
the Council of Better Business Bureaus.

The council issued results of o “na-
tional consumer referendum” it con-
ducted in May. More than 12 million
queslionnaires asking consumers to
check “what business practices annoy
them the most” were sent out, and
more than 067,700 responses were re-
celved,

Topping the list of most “annoying”
were “products that don't perform as
represented,” which was cited by 31%
of those responding, the council said.
Second, with n 23% response, was “ad-
vertising that misleads or claims too
much.”

The third most “annoying” problem,
cited by 20% of the respondents, was
"poor personal service in slores.” Other
problems mentioned were “misleading
labels, directions or packing,” poor re-
pair service, poor handling of com-
plaints, billing errors and warranty
misunderstandings.

The types of information consumers
want most, according to the survey, are
“what's in a product” and “how to get
help when something goes wrong."

New Packaging and
Labeling Guidelines

A report by the National Business
Council for Consumer Affalrs entitled
“Guiding Principles for Responsible
Packaging and Labeling," authored by
NBCCA's Sub-Council on Packaging
and Labeling, has been issued. Chair-
man and Vice-Chalrman are James Mec-
Farland, Choirman of the Board, Gen-
eral Mills; and Robert Rders, Chairman
of the Board, The Kroger Company.

The NBCCA report followed a very
careful inquiry Into consumer packag-
ing and labeling complaints, including
review by, and helpful comments from,
such consumer organizations and indi-
viduals as David Swankin of Consul-
mers Union and Jim Turner of Con-
sumer Action for Improved Food. Com-
ments were also received from the Food
and Drug Adininistration and the Fed-
eral Trade Commission,

These are some of the questions con-
sumers are asking:

Is "Brand X" the best buy? What Is

the cost per ounce?

The answer: Unlt Pricing.

Is the product fresh? Beyond which

date should it not be sold?

The answer; Open Dating,

Is the product nutritious?

The answer: Nutritional Labeling,

What is in the product?

The answer: Ingredient Labeling.

How ‘uould the product be cared for?

How should it be stored?

The answer: Care and Use Directions.
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In Semolina and Durum flour, quality has a
color. Pure, flawless gold. The color of King
Midas Semolina and Durum flour,

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

It's the color you get in pasta when youbegin
with King Midas Semolina or Durum flour, and
It's yourassurance that you've gottherightstart
toward pasta with fine eating characteristics.

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

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

King Midas Semolina and Durum Flour from Peavey, for Pasta with
“The Golden Tcuch.” Pure Golden Color. Great Eating Characterislics.

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

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

istics. And al the Peavey mills,
automalion of virtually all proc-
esses means that quality levels
are maintained — all the way. We
wouldn't have It any other way.

Peavey Company, Flour Mills, Minneapolis, Minn. 55415

<l

PEAVEY COMPANY
Flour Mills




Balanced Export Program
(Continued from page 18)

The largest market for U.S. poultry
was in West Germany, Willlams said.
But on July 1, 1962 the European Eco-
nomic Community's Agricultural Policy
(CAP) went Into effect,

“From that point on,” he sald, “the
Common Market countries developed
highly protectionist mechanisms and
used them to exclude our poultry and
egEs.

“As we put new items into thelr
markets, they changed classifications,
put on high gate prices, then added
baslc levies and topped them off with
supplemental levies.”

As an example, Willlams cited the
16.0% import tax on whole chickens,
which was increased to a total levy of
43%.

The tax on chicken backs and necks
for which we had built a good demand
was raised from 16% to 320% of the
value of the product.

This policy effectively denled Ger-
J ruan consumers the right to buy and

use reasonably-priced meats,
The Basic Question

“The question is,” he said, “how long
can the farm bloc in the European
Community subvert the interests of
their consumers?”

Levies Imposed unilaterally and arbi-
trarily violate the principles of the
General Agreement on Trades and
Tariffs, and the principles of fair play
and comparative advantage,

It nullifies the basic purpose of inter-
natlonal trade,

“It's extremely important that we
face up to this issue because it's a
matter of principle,” Willlams said,
“International trade is growing at
double the rate of the Gross World
Product.

Knits the World

(l “Trade knits the world together.

“If the United States permits trade
in poultry and eggs to be thwarted in
this arbitrary fashion, the basic princi-
o ples of trade are violated and none of
i‘ our products is safe from a simllar fate,

“Inflation Is a world-wide threat. We

[ must deal with it on a world-wide
basis. We must not permit tariff walls
to Interfere with the proper use of our
resources,

“As global rescurces diminish in re-
lation to potential demands, our best
hope Is to base production on compara-
tive advantage and follow through with
creative marketing to provide consum-
ers around the world with the best pos-
sible food values.

e by
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Short course group

“Implementing the Trade Reform Act
of 1073 can be a giant step toward this
objective. We urge its enactment,” Wil-
liams concluded,

Microwave Symposium
In England

The International Microwave Power
Institute will hold its 8th Annual Tech-
nical Symposium on September 10-13,
1873 at the Loughborough University
of Technology in England. Engineers,
sclentists and users of microwave en-
ergy from many different nations will
attend the meeting to hear papers and
exchange ideas on the latest develop-
menta in the industrial microwave field,

The program has sessions covering
microwaves in the Food Industry, Blo-
logical Effects and Safety, Microwave
Heoting Applications, Instrumentation
Systems, Power Generation and Trans-
mission, Ovens, and Medical Applica-
tions.

A feature of every annual meeting
is the Short Course intended to be of
a tutorial nature for persons from di-
verse processing Industries who have
little or no background knowledge of
microwaves but who are potential users
of this unique form of energy. The
course and the symposium equlp '
individual 1o better evaluate the po-
tentlal application of microwave energy
to his own field. He is given a compre-
hensive text and if he also joins IMPI,
he will recelve the Institute's regular
publication, The Journal of Microwave
Power.

The photo shows a short course group
studying a pllot production conveyor-

i i :
studies pllot project,

lzed mlcrowave oven system while it [s
processing food samples,

Technical Soclety

IMPI is a technical society that was
formed in 1868 to foster the exchange
of ideas in the sclence of microwave
energy. Over the years it has proven
to be the catalyst that has helped sd-
ence and Industry adapt microwave
energy for important applications in
such flelds as food, chemical, rubber,
forestiry, medical and printing, to name
a few.

A copy of the program and registra-
tion details can be obtalned by wriling
IMPI, P.O. Box 1556, Edmonton, Alber-
ta, Canada or the Course Org:nizer,
Mr. H. Barber, Dept. of Electron : and
Electrical Engineering, Loughbc ough
University of Technology, 1 wgh
borough, Leicestershire, U, K.,

Don’t Cry “Wolf"

. . . We should be careful not »cry
‘woll" needlessly or too often. Th pub-
lic and the media give special 1 zight
t¢ siatements from anyone who is 2
scienlist, provided they make wews
Scientific credibility enn easily b lost
by exaggerated claims and extrav gant
statements. We need to provide a volce
of reason, not just of alarm, As ‘clen:
tists, we have the responsibility to
speak up, but we also must know when
1o stop ta'king."

—S. Fred Singer, Chrirman, Commitice o8
Em'lmnmmmf' Quality, American Ger
physical Union, quoted in Sclence.

National Macaroni Week
October 11-20, 1973
THE MACARONI JOURNAL

Microwave drying, the first really new development in a long time, has quietly been
proven by some of the largest pasta producers.

B |t dries ten times faster, B |t reduces dryer maintenance to about one hour a
week (all stainless steel), ® It improves product quality. ® It can double or triple
production. ™ Lower capital investment. ® |t generally con be installed without
shutting down the line.

AND NOW the latest development incorporates (1) preliminary drying, (2) drying,
and (3) controlled cooling all in one 8x23x15 foot unit . , . taking onfy 1/5th the
space required for conventional drying. U.S. Patents Pending

e e
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MICRODRY CORPORATION

3111 Fostorla Way, San Ramon, Cal. 84583
415/837-9108
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Independents Fare Well

Independents appear to have fared
well from both a profit and sales stand-
point last year, according to the Na-
tional Association of Retail Grocers'
operations analysis.

Average operating profit for the par-
ticipating group of independents was
121 per cent of sales, while sales in-
creased an average 13.59 per cent, ac-
cording to Frank D. Register, Nargus
executive director. He noted that the
average operating profit for the 10 lead-
Ing corporate chains last year was 0.6
per cent of sales, Average return on in-
vestment for the independents was 26,14
per cent,

Register sald a record 73 member
companies, representing 191 stores, took
part In the study. Participating stores
do more than $402 million in sales.

Gross Profits

The leading department from a gross
profit standpoint was bakery, with the
average store reporting a 53.5 per cent
profit with a high of 80.1. But bakery
labor costs also were the highest of any
major category, averaging 33.4 per cent
and ranging from 27.4 per cent ¢ 38.1
per cent,

While the grocery department had the
lowest gross profit margin, averaging
17.6 per cent with a high of 21.4 per
cent, the departmenti also had the low-
est labor costs, averaging 5.7 per cent of
sales and ranging from 3.8 per cent to
8.8 per cent.

The meat department gross margin
averaged 20.5 per cent, with a top fig-
ure of 23,7 per cent, but the labor cost
was averaged 8 per cent for the group,
with a low of 5.8 per cent and a high
of 10.5 per cent.

Total store gross profit averaged 10.8
per cent; the best figure was 23.1 per
cent.

Produce gross profit averaged 29.3
per cent, with a high of 34.1 per cent.
Labor costs averaged 9.9 per cent, with
the low and high being 5.7 per cent and
14.2 per cent.

Productivity Index

Since the Nargus group had labor
costs averaging 65 1o @5 per cent of
operating costs, Register considers pro-
ductivity an important measure of store
operations. Average labor cost for the
total store was 8.1 per cent of sales.
Percentages reported ranged from 7.2
per cent to 11.5 per cent.

Another index of productivity, sales
per man hour, averaged $40.37 for the
stores represented in the survey, with
the best figure $55.00,

The grocery department was the
leader in sales per man hour averaging
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$65.60 and having a top of $85.11, Meat
averaged $46.77, with a high of $55.02;
produce, $33.10 and $41.87; bakery
$8.72 and $9.86,

Sales Per Customer

Average sales per customer fotaled
$6.76, compared with $6.36 in 1871, The
highest sales per customer figure was
$68.28. Sales per square foot averaged
$4.84, up from $4.63, the high belng
$6.73.

Grocery continued to dominate the
sales mix, with the average store dolng
64.7 per cent of its volume in this cate-
gory, and the highest percentage was
71.3. Meat contributed an avernge 22
per cent and a high of 26.8 per cent;
produce, 6.9 per cent average, 8.8 per
cent, high; bakery, 2.8 per cent average,
3.5 per cent, high.

A&P Posts Loss

Great Atlantic & Pacific Tea Co. paid
heavily to recapture its pre-eminent
position in supermarket sales, incurring
a $51.3 million net loss for its fiscal year
ended Feb. 24 and a $1.3 million net
loss for its fourth quarter,

The company's chairman, William J.
Kane, had told the annual meeting in
June 1872 that A&P would “perhaps
return to profitabllity in the fourth
quarter,” but a profitable footing proved
elusive, The fourth quarter's $1.3 mil-
lion deficit compared with a net loss of
$1.6 million for the llke peria! a year
earller. Sales climbed 20% to a record
$1.68 billion from nearly $1.4 billion a
year before,

During the last two weeks of fiscei
1873, A&P suspended television adver-
tising. Industry sources estimated that
the cut in these expenditures could
have amounted to more than $300,000.

The concern resumed full scheduling
of its TV commercials the day after its
fiscal year ended. A spokesman declined
to say how much the company saved
from its two-week cancellation.

A&P's full-year net loss of $51.3 mil-
lion compared with net income of $14.6
million, or 50 cents a share, in fiscal
1072,

gtll No. 1

Sales, however, rose 16.6% to a rec-
ord $6.37 billion from $5.51 billion, en-
abling A&P to pass Safeway Stores Inc,
for the No. 1 spot In supermarket sales,
For calendar 1072, Safeway, based in
Oakland, Calif,, reported net income of
$91.0 million, or $3.55 a share, on sales
of $6.1 billion,

In reporting the year-end figures, Mr.,
Kane said that conversion {o the WEO
units was a “major factor in enabling
us to regaln business” and that the

l"_
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“trend in our sales and profit-los: pic.
ture is encouraging.”

Mr. Kane noted that the cost of ‘op.
verting A&P stores to WEO un: ; js
“behind us," and stated: “The sale: mo-
mentum we have developed should ielp
us to attain our top prioritles of rcium
to profitability and resumption of the
payment of cash dividends.” Durin; the
year, A&P opened 82 new slores and
closed 404 smaller, outmoded wunits,

Criticized in the past for its old, small
stores, A&P said in iis earnings state.
ment that increased emphasis is being
placed on development of larger stores
under a $100 million capital facilities
improvement program.

How to Succeed

Supermarket chains think one way
is to close a lot of stores,

A&P in the last five ycars has closed
1,306 old stores. In the current year, it
expects to get rid of another 420, In
a “major store closing program™ Na-
tional Tea Co. shut 177 National super-
markets last year and |s selling its ma-
jority interest in Loblaw Inc.,, a chain
of about 160 stores, Kroger Co. con-
tinues to close more stores than It
opens. It had 59 openings last year, 126
closings. This year it has opened 23 new
stores, but closed 41, Safeway Slores
this year expects to nearly complele
phasing out all its stores opened be-
fore 1850, It will add up to some 80
closings, compared with 94 last year

Casualtles are mostly small, old mar-
kets which aren't worth remodring.
A&P stores closed in the past five : cars
avoraged less than 10,000 square ‘eel;
the chain's newest run around 2 000
square feet. 2u} cld stores aren't ¢ 1to-
matically doomed. “We're lookir al
profit, not age,” says a National Tea
official.

Smaller, still-growing chains on't
have the closing problem, Chi go
based Dominick Finer Foods didn't hut
one of its 46 stores last year, Thisy ar's
expected toll: One store.

Canada Studies Food Price:

The Canadlan government annou: iced
it will establish a board to invest.sate
food prices, but officials made it :lear
the board won't be able to do riuch
more than tell people that food prices
are rising.

The board was established on the

recommendation of a House of Com- .

mons committee studying food prices
In March, Canada's consumer price In*
dex rose 6% from the year before, The
food compenent jumped 11%.

THE MACARONI JOURNAL
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UPC Will Create
Elect 1nic Market

Ado; ion by the U.S. grocery Indus-
tryof standard accounting code sym-
ol to: low Instant machine reading of
produc identification in supermarkets
and fo 1 stores is expected to stimu-
lste a : ow market for electronic retail
point-oi sale systems that could {total
1 billion world-wide over the next ten
years.

Charles S. Adams, a Litton Industries
vice president and group executlve for
Retall and Revenue Systems, made this
projection after the Uniform Grocery
Product Code Council chose a Universal
Product Code symbol designed by a
grocery industry committee to be read
wiomatically by new point-of-sale
eleclronic systems being developed for
the food retalling industry.

Last December Litton and the Zell-
weger Group of Uster, Switzerland,
signed an agreement for the exclusive
worldwide production and sale to super-
markets of such systems. Litton's Sweda
International division, which will mar-
ket the new system, is one of several
cwmpanies already supplying electronic
point-of-sale systrms to depariment
slores and general merchandisers,

“The grocery industry's decision will
now allow polnt-of-sale system sup-
pliers to direct their resources to the
requirements of one standard symbol,”
Adams gaid. “The choice of the symbol
opens the market for all point-of-sale
fystem suppliers at the same time."

Al present the price of a supermarket
item is 1ead visually by a checker and
tofered manually on a cash reglster
keyboard. The new code symbel printed
on each i'em will permit price and com-
plete pr luct identification to be regls-
lered - ectronlcally — speeding  the
theckor  process and virtually elimi-
nating | 2 possibility of error.

Better Control

Intro ction of the code by the groc-
7 ind iry this year will provide food
Teliler. with better control of costs,
Inventc  and store operations, Adams
Wid. B ileg have indicated that imple-
mentat. | of the automated Universal
E‘ﬂdut' Code could give the grocery

dustr net savings of more than $160
;“#f“ﬂ I year in operating costs by

The : ‘mbol is expected to be printed
b mar, .facturers on most items sold In
Superm.irkets and grocery stores, and

In ful] uge nationally in 1875,
Bel-lllon Industries, headquartered in
m‘;’-‘ﬂy Hills, Callf,, Is a major multi-

onal corporation specializing in
ucts, sysiems and services for busi-
defense, marine, industrial and
Professional markets,
B S
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Scanner Boosts
Kroger Productivity

Kroger Co. Increased front-end pro-
ductivity 45 per cent and saw average
gross salcs rise 8 per cent in the Cin-
cinnati store, where the chain has been
testing an electronic checkout system
with fixed scanners, made by RCA
Corp., since last July.

The most negative of the test ap-
peared to be customer reluctance to
accept price marking on the shelf only,
not on individual packages.

Workshop Report

Robert L. Cottrell, director of indus-
trial engineering for the Cincinnati-
based chain, outlined results of the test,
the longest run to date with fixed scan-
ning equipment, at a workshop session
on electronic reglster systems at the
Supermarket Institute convention,

Cottrell defined front-end produc-
tivity as sales dollars per manned
checkstand hour Including the hours
when baggers were used. In addition to
the average increase in productivity and
sales, the test store, in Kenwood Plaza
shopping center, recorded a peak week
the week before Christmas, in which
sales increased 40 per cent and produc-
tivity was up 64 per cent.

Cottrell noted that, while the length
of the checkout line varied only slightly
from before the system installation
there was o “significant improvement”
in customer waiting time. “Every day of
the week, the average time the custo-
mer spent in line was significantly less
than in the pre-test period.”

While some industry observers have
questioned whether customers would
place products with the machine-read-
able symbols face down on the con-
veyor belt, Cottrell sald that problem
did not materialize, Kroger used audio-
visual units and signs at the checkstand
requesting that customers place the
bull's-eye symbol down. “Customer co-
operation In this regard was excellent.”

Sensitive Consumer Issue

Kroger did run into consumer resist-
ance when the chaln stopped price-
marking some items. For the test, 85
per cent of the items sold in the store
were labeled manually with the bull's-
eye symbol. Since one benefit of scan-
ning systems Is to abolish the need for
price marking (the system "looks up"
and records the price by interpreting
the symbol), Kroger sought to test con-
sumer reactlon when prices were
marked, along with a description of
the Item, on the shelf only.

“The most sensitive consumer issue
in this entire program is removal of
prices,” Cottrell said, The chaln grad-
ually stopped marking prices, first in

an 8-ft. section of detergents, then ex-
panding until all dry groceries were
priced only with shelf labels, Prices
were nol removed from frozen foods
or perishable products.

Cottrell noted after the workshop
that, although 144 customers surveyed
felt strongly about the lack of item
pricing, all of them sald they were con-
tinuing to shop at the store.

Other Results

Reporting other results of the test,
Coltrell sald two facts would impose
addlitional costs on retailers using auto-
mated checkstand systems.

First, the need to side-scan bottles
and cans, which probably will not be
symbol-marked on the bottom, will re-
quire an additional four hours of check-
stand time per week. He termed this
Increase “insignificant,” however, com-
pared to the cost of bottom-marking
cans and bottles,

Second, Cottrell mentioned the cost
of maintaining the system's price file.
In the test, manually entering all price
changes required 14 manhours of work
a week, though Cottrell indicated this
could be reduced with design changes.
Kroger also used magnetic tape to
change prices once a week.

During the test, over 3 million items
were scanned without a misread, Cot-
trell said.

Jewel Expecience

During the same workshop, Vernon
Schalz, vice-president, information 8yS8-
tems, Jewel Cos, Melrose Park, Ill,
discussed his firm's experience with the
ESIS electronic register, developed by
Jewel and Nuclear Data Corp. and re-
cently sold to Bunker Ramo Corp.

Schatz sald Jewel has ESIS (an acro-
nym for Electronic Store Information
System) in 54 stores and had run close
to $210 million in merchandise through
the terminals.

Jewel figures the syslems have re-
sulted in hard savings averaging 0.32
per cent of sales, The range for that fig-
ure, which represents before-tax sav-
ings, was 0.22 to 0.37 per cent of sales.

On the opening day of a store
equipped with ESIS, Schatz sald, sales
averaged $800 per terminal per hour,
He siressed, however, that “this
throughput capability is only valuable
to the degrec you can take advantage of
it Jewel's standard for rings per min-
ute now Is 25 per cent higher than on
conventional registers, Schatz sald.

With the system—which is composed
of electronic registers and a minl-com-
puter to record data, bot has no scan-
ning equipment—the Jewel executive
sald two baggers were needed lo keep
up with the checker at peak times,

(Continued on page 30)
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The heartof a rnacarbni factory is its
pasta equipment. If the pasta equipment is
efficient, then it must be Braibanti,

Braibanti, a name known everywhere in the food

INGG. M., G. BRAIBANTI & C. S. p. A.
industry because of the high technical level of

20122 Milano- Largo Toscanini 1

Braibanti pasta equipment and their continuing pursuit 3200 FRUIT RIDGE AVENUE, N.W.
of excellence and efficiency. Braibanti is one of the select GRAND RAPIDS, MICHIGAN 49504
group of world-wide food machinery companies associated

with Wemer/ Lehara. Together, we can do almost anything.

PHONE: (616) 453-6451
WERNER/LEHARA TELEX: 22.6428 CABLE: WERNERMACH
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Scanners Boost Productivity
(Continued from page 27)

Since the system permits recording
of gross margin figures for a store by
the hour and by the day, Schatz said,
Jewel “hopes to shorten the time it
takes a new store to get to the break-
even point by careful analysis of the
gross margin reports,

Sales of Processing
Equipment Will Double

Sales of food processing, packaging,
machinery and equipment will double
to almost $2 billlon by 19880, Sales
growth Is currently good and is pro-
jected to reach $1 billion for 1873. This
anticlpated upsurge is based on a num-
ber of factors the most important of
which Is thst food producers are labor
Intensive. In such circumstances It
would clearly be more profitable for
the food producers to upgrade produc-
tion machinery and install labor-saving
equipment.

A new 143 page analysis and fore-
cast of this market through 1980 has
just been released by Frost & Sullivan,
Inc., a market research firm based in
New York. The report includes fore-
casts for food processing machinery,
food packaging machinery, line trans-
port equipment, process and pollution
control for ten end use markets,

Sales forecasts through 1980 are pro-
vided for 28 food products as it is evi-
dent that the market for food machin-
ery Is dependent on increases in food
consumption and the health of food
processing companies,

One of the more important conclu-
slons of the report Is that this industry
—now totaling 475 companies and 600
plants—Iis one of the most stable seg-
ments of the capital equipment market.
According to Frost & Sullivan the food
machinery, process, package and hand-
ling Industry holds excellent expan-
sion and diversification opportunities.

Foreign Opportunities

Forelgn market opportunities are
evaluated and Indicate a great poten-
tial for American food machinery
manufacturers. Although Europzans
have 'leveloped ingenius food machin-
ery they have low unit production.
American machinery has a high proc-
essing rote and the high-speed equip-
ment produces a greater volume in a
shorter time.

Also noteworthy is that till now
European manufacturers have not pro-
duced convenlence foods in substantial
amounts. Indications are, however, that
snack foods will be very much a part
of the European food industry in the
immediate future.
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In Europe and the United States all
of the projections anticipate rising food
consumption, new product develop-
ment and innovation in processing and
packoging food products that will re-
quire investment by food companies In
new expanded and more automated fa-
cilities.

The report contalns a forecast by end
user through 1080 and Identifies good
growth prospects for the following end
users:

Meat and Poultry Products

Dairy Products (except builer and

fluid milk)

Frozen Foods

Specialty Flour Mixes

Cookies and Crackers

Bulk-Packed Confectionery Goods

Vegetable Oils

Beverages (particularly soft drinks)

Sea Foods (particularly frozen)

All Snack-Type Foods

In general producers convenlence and
snack-type food products hold the best
sale prospect.

Moat Industry

The report examines one of the most
controversial end-users—the meat in-
dustry, According to Frost & Sullivan,
an effective solution to the inflationary
rise in meat prices is possible if there
could be indusiry wide change over to
the latest processing and quick-freeze
equipment, With the new machinery,
meat would be pre-cut, dressed and
quick frozen for Immediate dellvery to
the consumer in shops and supermar-
kets. However, to be successful, the con-
sumer, the American housewife, would
have to be convinced that frozen meat
retalna its taste,

“The User Markets,” include a fore-
cast of the food processing and packag-
Ing machinery market for 1875 and 1080
for meat, poultry, dalry, canned, cured
and frozen, grain mill, bakery, sugar
and confectionary, fats and oll, bever-
ages and miscellaneous including snack
foods and foreign markets,

Food Processing Machinery
Group Works With Canners

The Food Processing Machinery and
Supplies Assoclation (FPM&SA) has
presented $36,050 to the National Can-
ners Association In recognition of its
contributions to the Food Processing
Industry, and in support of NCA's tech-
nical sessions held during the National
Exposition For Food Processors, With
this presentation, FPM&SA has glven
$46,050 to Its industry counterpart or-
ganization this year,

The presentation was made in Wash-
ington during a joint meeting of the
Boards of Directors of the two asso-

ciations in May. FPM&SA con
$25 for each NCA member-rep
tive at the 1973 National Exposi
Food Processors in San Franci
January. A total of 1442 NCA .
representatives attended the
which is the Industry's largest
trade show and is sponsored by
SA.

Earller in the year, FPM&!
given NCA a $10,000 grant ear
for research in food processing
ronmental control, and product

ibuteg
senta.
on for
0 last
ember
NEFP,
innual
PM&.

A had
narked

envi
recall,

Last year, FPM&SA gave a total o

$33,100 1o NCA.

The 1074 Natlonal Exposition for

Food Processors in being held in
tic City, January 27-30.

Lubricating Equipment

Atlan.

Keeping the machinery In food pack.
ing plants properly maintained and
lubricated has never been easy: ex

tremes of heat and cold, food

acids,

brine solutions, detergents—plus some-

times  continuous

around-the-clock

operation with inexperlenced crews—
have all contributed to make lubrica-
tion a tough job even with the finest

lubricants available,

Greases have to be fluld enough to
flow through complex lubricating sys
tems, yet tacky enough not to be “flung
oft” fast spinning parts. The possibilily
of excess grease getling Into food is
only part of the problem, Greuse can

also be a problem if it shows up asa |

film on the outside of packages,

solling

them, or preventing labels from bein

attached.

Tougher Regulations

Now, the application of rece:
and USDA regulations are mal
job lubricants have to do even !

The FDA regulations of mos
est are contained in 21 CFR
“Lubricants with Incidental Fo
tact.” These regulations state, :
“Lubricants with incidental fo:
tact may be safely used on me
used for producing, manufa
packing, processing, preparing
ing, packaging, transporting, or
food, subject to the provisions
section:

“a, The lubricants are prepare
one or more of the followin
stances:

+ FDA
1g the
ugher.
inter
11,258
] CJ![-
part:
| con-
Ainery
uring.
treal:
Jlding
{ (his

from
sub-

1. Substances generally recogn ed &

safe for use in food.

2. Substances used in accordance Wil
the provislions of a prior sanction or

approval.

3. Substances identified In this eub-

paragraph , . "
Medicinal . Oils

Medicinal white olls, such as ﬂ‘ﬁ
covered by the U.S. Pharmacopo
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have leen available for many years
and ore used in limited applications in
food processing plants. However, com-
pared to conventional lubricants, they
are deficient in lubricity, rust protec-
tion, :nd oxidation stability. Their use
In exi /ing machinery as a replacement
for t'  current lubricants, would re-
liml'“ it reduced performance and service
e,

Meat & Egg Packers

In ditlon to the FDA requirements
sbovi the USDA is responsible for
Speci ng acceptlable lubricants for
Proc:  ng poultry, meat, rabbit and
g8 1 ducts, It Issues an annual publi-
calio called “List of Chemical Com-
pour. " wlich lists by product name
and . inufacturer lubricants and other
mat uls which may be used. Lubri-
cant: sermitted to have incidental food
conli | are classified as “A" and other
lubri ints ag “BB." The “AA" lubrl-
cant: specified by USDA meet the
$amc “incldental food contact” require.
ment. of the FDA,

Complete Line

A complete line of industrial lubri-
¢@anl: conforming to both FDA and
USDA regulations and developed to
solve the specific lubrication problems
of food processors has been announced

Aucust, 1973

by Chevron Oil Company. Products in-
clude Chevron FM Grease in grades,
000, 0, 1, 2, and Chevron FM Lubricat-
ing Oil in grades 08X, 10X, 72X, and
BOX.

These products use highly refined
base oils and approved additives to
attain performance levels comparable
to conventional lubricants. This in-
cludes such important properties as
lubricity, rust protection, and oxidation
stability.

Food processors wishing more infor-
mation on these lubricants should call
their nearest Chevron representative,
or write: Mr, H. L. Childress or Mr.
H. J. Davis, Chevron Oil Company, 225
Bush Streel, San Francisco, California
p4104,

Book Review

“Hygiene in Food Manufacturing and
Handling” by Barry Graham-Rack and
Raymond Binstead has been published
in the second edition by Food Trade
Press Lid., London. The 184 page book
costs 4 pounds, about $10.

Ever since taking sensible care of
mankind's food supply became known
as food hygiene, a number of authors
have attempted to write dJdefinitive
books on this important subject Al-

most without exception they have fin-
olly produced books on food-borne dis-
ease rather than books of positive ad-
vice on food care. One of the notable
exceptions was the first edition of “Hy-
glene in Food Manufucturing and Hand-
ling." This book did get lo grips with
the real nub of the matter because the
authors appreciated that food hygiene is
rather more than the prevention of
notifiable food-borne disease, and they
did offer direct advice on improving
hyglene in food factories and other food
premises, In language that had clear
meaning.

The second edition of this book stays
with these principles and is improved
In many aspects regarding the food
technology involved. Perhaps the most
diMcult of all food care problems lies
in the rapid changes in food processing
and handling techniques. This new edi-
tion has been completely revised, en-
larged and is profusely illustrated. It
deals only in passing with medical con-
rotations, hut concentrates on the ef-
fective design of food processing premi-
ses ond equipment. The effective clean-
ing and maintenance of these premises
and items of equipment thus becomes
the paramount factor m | it will be
found as the central feature of this
book.
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Lobor-Management
Body Needed

A new national policy designed to
Improve labor-management relations in
the supermarket industry was proposed
at the Super Market Institule conven-
tion.

Robert O. Aders, chairman of the
board of The Kroger Co., which oper-
ates the third largest supermarket
chain, submitted a proposal for a long-
range tripartite system composed of
iabor, management and public repre-
sautatives to work in two major areas:

The proposal would provide a frame-
work in which local bargaining would
be subject to some kind of overriding
national surveillance—a review mech-
anism which would help keep costs and
inflation under control, prevent local
bargaining from breaking down and
make strikes or lockouts redundant.

It would provide a means by which
national supermarket leadership and
natlonal food union leadership can com-
municate with each other and exercise
influence over labor-management rela-
tions on a nationwide basis, To this, he
would add a third-party presence to in-
sure the representation of the public
interest.

“The retail food industry is courting
disaster unless decisive action is taken,”
he said.

Retailing Is Local

Mr. Aders emphasized that he does
not advccate national bargaining. “Food
retalling is a local business,” he com-
mented, noting that wages, fringes,
working conditlons and other faclors
must be determined locally where com-
petitive Influences and prevailing wage
rates can be a part of coniract decisions,

Mr. Aders termed most sirikes and
lockouts “unnecessary, a needless waste,
and no lonser an effective part of the
collective bargaining process.” Instend,
he urged stronger communications, ex-
plaining that union members need to
know the basic economic facts of the
supermarket business and how their
demands relate to o company’s long-
range success and to their own job se-
curity, Both management and labor
must make changes which will serve
the public interest as well as our own,”
he said.

“There s such an overwhelming pub-
lic interest to be served through good
labor-management relations in the food
industry that the public can no longer
afford to leave inatters exclusively to
the two parties in the collectlve bar-
gaining process,” he stated. There is
growing evidence that not only com-

n

pany management but also government
und labor, at the national level, is in-
creasingly aware of the needs, he noted.

Trends to Trouble

Several trends were cited by Mr.
Aders as “clear road maps to trouble”
for the retail food industry unless In-
terrupted. They include:

—Rapidly escalating wage costs (up
64% in the past 10 years) along with
a much slower rise in sales per man
hour (up only 48%).

—QGrowing percentage of gross mar-
gin and of sales which are needed to
cover store labor costs, These repre-
sented 37% of gross margins In 1063
and 47% today, As a percentage of
sales, store labur Is up from 7.4% in
1063 to 8.4% today.

—Steadily dropping pre-tax profits,
which accounted for 8.1% of gross mar-
gins and 1.8% of sales 10 years ago. By
1972, they had dropped to 7.2% of gross
margins and 1.3% of sales,

—Strikes and lockouts which are eco-
nomically unaffordable by either the
company or union members, “'Lost sales
and lost wages are like the top of the
lceberg in the cost of strikes,” he said.

—Unreasonable work rules and un-
natural restrictions on improved tech-
nology. These must change if the super
market industry is to be profitable,
strong and healthy, he said.

Working Model

The newly established Food Industry
Wage and Salary Committee of the
Cost of Living Council was suggested
as a working model of such an approach
to food industry labor relations, This
committee serves as a reviewing author-
ity for contracts and pey practices in
the food industry with respect to their
effect on economic stabilization and In-
tends to assist in bringing about more
harmonious labor-management rela-
tions and to help avold, or at least cur-
tall, strikes and lockouts. It includes
four members from the food industry,
of which Mr. Aders is one, four from
labor and four public members,

Proposal

Mr. Aders proposed establishment of
a super market Industry leadership
group to develop this concept and work
with their union counterparts to bring
about stabilized labor-management re-
lations in the retall food industry.

“I believe that super market indusiry
management and labor leadership are
ready for this change—and mature
enough to make it work,” he said. “To-
gether we can develop an Industry-
Labor-Publie partnership that will bulld
for us all a better future.”

Checklist

“Checklist: How The Unlon Org 1izer
Rates Your Company,” is the ateg
sludy released by University Re ar}h
Center and available to execulive fpe,
The report covers 320 companles s .dled
over a B-year period by Dr. Mu thew
Goodfellow, Director of the Cent r,

Key Arems

The study found 13 key are.s on
which union organizers concentrate in
campaigns to unionize companles. The
organizers direct their campaigns ol any
weak spot In these 13 areas, the report
says. The 13 key areas are:

* Number of shifts

* Fermnale-Male ratlo

* Housckeeping

* Wage rates

* Incentive pay

* Overtime practices

* Senlority

* Promotion policies

¢ Job transfer

* Fringe benefits

* Treatment

* Money

* Discipline & grievance procedures

Belf-Analysis

The report describes the 13 key areas
in detall, and makes suggestions on how
companies might make a self-annlysis
of thelr own vulnerability, Recommen-
dations are made on how to eliminate
weak spots in those 13 key areas

Of the 320 companies studied, 270
were manufacturers, 18 wholesalers, 3
retailers and 17 service (banks arl in-
surance), Employee size ranged from
186 1o 4,800. Of these 320 com| inies
over this 5-year period, 273 exper nced
some kind of union activity, and 1' ' had
to sweat through on NLRB el :tion
with the following results: 102 om-
panles lost and 67 won.

Unlversity Research Center is nol-
for-profit research organization sup-
ported by about 5,500 industry me ben
in oll flelds of business. Single ples
of the report are available free { any
executlve by letter request to Dr. Mal-
thew Goodfellow, Director, Univ rsity
Research Cenler, 121 West Adam:. Chi-
cago, IL 60603,

Anticipating Change

The circumstances of an ever-chang
ing market and an ever-changing prod-
uct are capable of breaking any busi-

ness organization if that organization Is.

unprepared for change . . . if it has
not provided procedures for anticipat:

ing change.
—Alfred P, Sloan
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ATOMIC IODINE SANITIZER

a
! CONVENIENT
"INDIVIDUAL PACKETS

OF MEASURED DOSES

ELIMINATE WASTE

RECOMMENDED IN

THE MACARONI INDUSTRY

EFFECTIVE — High or Low Temperature
Soflt or Hard Water

HELIOGEN Diatomic lodine Sanilizer may be
used as a general sanitizer for the equipment
and utensils 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

film on equipment.

No measuring or mixing required.
Packets eliminate costly waste.
Inilividual moisture-proof packets
as-ure-factory freshness,

== . NO CUMBERSOME

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

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

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

6—Pesticides Analysis,

T—DBacteriological Tests for Salmonello, etec.
8—Nutritional Analysis

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

i BOTTLES — each tablet

-} dissolved in 2V gallons of
luke warm water releases
at least 17ppm of titratable

—e—

lodine.

£ 'AILABLE IN BOXES OF 250 TABLETS —

4 cacase,

NJ BULK — NO BREAKAGE — NO FREEZING

£ 2.A, Reg. No. 11652-1

Write for Technical Literature & Samples

The Brown Pharmaceulical Co. Inc.

2500 West Sixth Street
Los Angales, Callfornla 80057
Phong (213) 389-1394
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Put o feather in your Caop!
Send a copy to a key man.

THE MACARONI JOURNAL
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[0 $8.00 Domesiic
O $10.00 Foreign

Please enter one year
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SMOOTH SELLING

by George N. Kahn, Markeling Consullant

© MCMLEIE by Coarge W Rakn

SETTING AN EXAMPLE

From the very beginning of his ca-
reer a salesman should starl setling an
example. He should concentrate on
being a leader, not a follower. He
should develop good habils carly.

This means he connol always go
along with the crowd, He may even
have to risk unpopularily among some
people. The salesman who just wanis
to “'get along” isn't too careful about
his reputation. He goes along with pre-
vailing ideas of morality. This means
that he thinks little of radding his ex-
pense account, dealing fast and loose
with customers and taking shortculs
whenever he can. Of course many
salesmen take this way of life 1o the
end of their days. But they are not the
top producers, the successful men.

The other road is harder. The man
who sets an example cannot compro-
mise with high standards, He belicves
thal a promise to a customer is n sa-
cred oath, He believes that his firm
deserves his complete loyalty. He be-
lieves that orders come through hard
work and creative thinking. His col-
leagues may scorn him at first but later
they will come to respect and admire
him. He will he sctting an example for
them. He is being watched all the time.

Exomple For Customer

The salesman should also sirive to
set an example in his dealings with
buyers. Remember that the customer
sees many salesmen. Some please him,
others irritate him and there are still
others to whom he is indifferent, Lucky
indeed is the salesman who slands
above the crowd, who calches the eye
of the buyer. Customers have their
favorite salesmen, Also, they tend lo
look upon these salesmen as oulstand-
ing examples of the best in the selling
profession. And they tend to give these
men their orders.

The customer will lcan toward the
salesman he trusts and admires, A firm
relationship between salesman  and
buyer 1akes a long time 1o develop but
once it is cemented it can last for
years. The customer eventually begins
lo compare all salesmen with his fa-
vorite one. Their manner, bearing,

cfliciency, knowledge, etc., are all
mensurcd against these qualities in his
No. | choice, Inevitably the others are
found wanting,

The customer is not running a pop-
ularity contest, He has not made his
selection on the basis of a winning
smile or a firm handshake. He chooses
his fuvorite salesman because of far
more substantial characteristics — in-
tegrity, dependability and honestir. You
can be thal favorite salesman if you
work at it,

Leok To Others
Before a salesman can sel an exam-
ple he must find one. Look around
ou, Who are the men you admire?

hy do you admire them? Is it be-
cause they are successful? If so, study
them carcfully, What makes them
successful? What qualities do they
have? If you can't get a clear reading
from a distance, go up and talk to
them. Ask them to describe their atti-
tude toward selling and their sales
methods,

I also remember a young fellow in
my own company. This man, fresh
out of college, disdained any contact
with older men in the firm. “These
has-beens can never teach me any-
thing," 1 overheard him say to another
cmgloyce.

ne day I assigned him to substi-
tute for an older man with one of our
best accounts. The regular salesman
had been taken ill.

The next day the head of the client
company called me and said:

“George, that fellow you sent over
gcslcrdny wus a big disappointment, T

ave nothing against youth but he
rushed in here as if he were selling
hot diamonds. He was almost rude in
dealing with my advertising manager.”

I asked the client to send me a wril-
ten report of the incident. It arrived
the next day. I called in the young man
and showed it to him. His face red-
dened as he scanned it.

“How much notice are you giving
me?”" he asked.

“I'm nol firing you, Dick,” I replied.
“I've got a belter idea.”

I told him that 1 wanted him to ac-
company the regular account execu-

&Y i
£ Gl s

tive when he visited that sam? clier |
When the older man recovered a fc v
days later the two made the call 1.
gether,

Dick wns n changed man when he
saw me the following day.

“Mr. Kahn," he sald, “that was a
revelation, Bert (the regular account
man) was masterful in handling tha
man. He made one of the best presen-
tations 1 have ever seen. He was bril-
liant. 1 can’t tell you how much 1|
learned from him, It was an experience
I'll never fere "

Dick becr : <[ my top execu-
tives. He « set an example
for others In 1., im. Dick's experi-
ence recalls to me these words of
Sophocles:

“One must learn by dolng
the thing: for though you
think you know it
you have no certainty
until you try.”

The Salesman’s Image

When we talk about seiting an ex-
ample, there is one olher arca we must
include. Each ralesman should con-
sider himself 4 personal ambassador
for his calling. There is no question but
that selling nceds a better image, Too
many people are victims of the old
sterrotype of the salesman—a vulgar,
lovi-comedy character sclling snake
o'l to yokels.

To sum up: In all ways the sales
man should set an example—for his
customers, collcagues, the public, his
firm and even his children. This should
become for him a way of life, In Vs
way can he carve for himself true sve-
cess in his career,

Are you setting an example? If v u
can answer yes 1o at least six of 1 ¢
following questions you undoubtc: y
are— and a good one.

1. Do you think it important that the salesr
set & good example? Yes[J Nc

2.Do fu work at setting a favorable
ample? YesO No

3. Are you & pace-satier In your flrm?
Yes(O NoQ

4.Are you awars that you are baing jud d
by your superiors, colleagues and custom: 7
Yes[] No E]

5.D0 you try to sat a good example in ) i
non-working hours? Yes[]) Ke ]

6.Do you feel you have a responsibility n
creating a good public image of the sals
man? Yes] No]

7.Are_you convinced that you must h:ve
qualities other than a winning smile 10

a good example? Yas[] No(D

8.Do you look around for others
and emulate? YesJ No(d

9. Do you see room for improvement in your
manner and actions? Yaa[] NeO

T

Information on reprints to he found on page 38,

8 MACARONI JOURNAL

s 1

Auoust, 1973

el SES Sl s L Lt i e ae L tir S i bl b RLLipii s &

I

g

e e B

" e e e B M8

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 niakes 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, lllinois 60067
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Changes on the
Packaging Scene

Radlcal changes are on the horizon
for the packaging Industry in the next
flve years, with new crises likely to de-
velop out of the energy shortage, di-
minishing supplies of materials and ris-
Ing prices.

Consumerism

The consumerism movement, as Mal-
colm W. Owings, vice-president und
general manager, Continental Can Co,,
put it has become a “runaway locomo-
tive of change” that is badly in need of
direction.

Owings and several other industry
speakers addressed the American Man-
agement Assoclation's National Pack-
aging Conferexeo and Exhibltion at Mc-
Corm’ck Placy. Corporate, salesmarket-
Ing, pr1i ' .tlon-*snufacturing, package
engineering an.. purchasing representa-
tives attended concurrent sessions, They
viewed a $20 milllon exhibit by some
300 companles, featuring new producls
and product refinements,

The $34 billion packaging industry,
already besieged with Government
regulations and consumer group de-
mands, will become more acutely af-
fected by inflation, high labor costs and
declining birth rates, as well as material
shortages and power crises. delegates
were told.

Caveat Emplor

The Government was charged by
James L. Hayes, AMA president with
generating a whole new era of “caveat
emptor” in the guise of helping the
consumer, and consumer groups for
“misgulded efforts” to attack the pack-
aging Industry.

But through it all, packagers, sup-
pliers and distributors came through
with new economic and functional de-
slgns involving glass, metal, plastic and
paper products—in short, new strategies
to meet new demands and crises,

Hayes charged the Government with
“over-communication” which, he as-
serted, 1s “no communication at all.”
Leglslation merely posting agreements
to satlsfy public needs is “nalve," he
suggested. If what a label says is chem-
ically correct but the buyer doesn't
know chemistry, for example, the label
does not convey truth,

Hayes' point raised perhaps a minor-
ity view that packagers are being per-
suaded to tell the consumer and buyer
more than he or she cares to know on
the label.

While packages as a marketing tool,
proper labeling and solid waste were
all covered during the show, reduction
of pilfering, in stores and in transit,

B30 et

and the Universal Product Code com-
manded retailers' attention primarily.

The computer-lined code, promising
substantial savings in administrative
costs and possible prevention of shop-
lifting forays, will be adopted shortly
and packagers were urged to switch to
it or be left out in the cold. Objectives
and mechanlcs of the code were out-
lined at a session. Changes in packag-
ing are expected to alter consumer
practices, when finally utilized by
manufacturers, wholesalers and retail-
ers, as noted,

On Display

Cost savings by use of the code will
permit several product and service in-
novations, many of them displayed at
the packaging conference exhibit:

Vacuum-packed meats that will re-
main fresh without being frozen,

Tear-free and even edible wraps.

Pop-open frozen food pouches that
open before overcooking.

Ultra-violet techniques for bonding
packaging material multi-layers to pro-
vide more protection for food and drugs
while cutting pollution,

High-density plastic as a substitute
for scarce paper fiber to protect foods.

A new anti-pollution plastic that
turns to dust when exposed to light.

New plastic envelope both lighter and
stronger than conventional Kraft mail-
ing envelopes.

Improved Mozzarella
Packaging

Automation and composite films have
enabled a New York cheese manufac-
turer to reduce costs and Improve iis
mozzarella package., Brunetto Cheese
Manufacturing Company realized a
savings of 1.3 cents per unit, a more
attractive package, and increased shelf
life by converting to vacuum packaging
using composite films of “Surlyn"
lonomer resins.

Brunelto produces between 40,000
and 50,000 pounds of mozzarella a week
and packages it in 8- and 16-ounce con-
sumer units for distribution to metro-
politan New York, New Jersey and
Connecticut. Brunetto also makes ri-
cotta cheese and does some private
labeling at its plant in Beacon, N.Y.

The savings are attributed to lower
labor costs, less wasted film material
and reduction in package leakages
which had averaged 2 to 3 per cent.

Fibreboard Shows Gain

In San Francisco it was reporied by
President Melvin Levine that Fibre-
board Corporation's second quarter
earnings should Increase by 80% from
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the nearly $2,000,000, or 58¢ a : are,
year earller, Full year pro ctions
should show an increase of i leagt
40%.

Mr. Levine sald most of the profi:
improvement is coming from a umber
and plywood market that Is |olding
up better than anticipated., He algyg
sald that paper and packaging |y
stronger than enticipated.

Stapler Saves Space and Time'

Food Processing magazine recenlly
carried a story on a problem solved by’
Ronco Foods of Memphis, Tennessee 3
They had had a downtime and space’
problem In the packaging room where
finlshed packsges were pul Into ship-*
pers. i

The plant produces about 400 cass’
of long goods and auout 1400 short cuts |
in an 8-hour day. The bottoms of ship-
ping cases were formed, stapled, and’:
placed near gluing machine operalon |
fer fillizg and sealing. The preformed 4
cises viere bulky and occupled valu-j
able spi ce, Glulng equipment was un-}
rellable, creating costly downtime In’
the busy packing area.

Top k Boitom Staplers

The problem was solved by Installing’
eleven air-operated top and bottom case’
staplers: seven for long goods and four ]
for short cuts, One operator forms and
fills random sized cases and simullane-
ously staples top and bottom of the case
with a foot-pedal operated stapler.

The height adjustment on Hoslitch
staplers autvinatically adjusts to ac-|
commodate containers varying a much
as elght Inches in height without chang-:
ing the setting, It will take ‘ariousd
board thicknesses as well from 3-flule;
to double-wall board. Model D1’ 1T top
and bottom staplers are descr 'ed i
Bulletin 826C from Bostltch, a " »xtron ¢
Co., East Greenwich, R.I. 02818. i

Manager Andy Anderson say: down-:
time is now negligible and consi erable
space has been saved by elin aating§
stacks of preformed cases. b

TRIANGLE

The Package or the Proluctl’
“Is the package more Imports: t thaf
the product? People don't buy pu kogeh:
they buy products. Yet products are;
easy to duplicate and the diffcrencel;
between brands are subtle. The rghts
package will not only accent the subtle?
ties but make them believable. It Is 13
exaggeration to say that the product
at the mercy of the package, The prod;
uct is what people buy, but it's the;
package that brings the product to 1ife
Walter P. Margulie!
in *Packaging Power:
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INDEX TO
ADVERTISERS

ADM Milling Co. ... ...
Amber Milling Divislon ... .
Aseeco Corporstion .........
Braibentl-Werner Lohare ..
Brown Pharmaceutical Co. ... . ..
DeFrancicl Machine Corporstion ..
Diamond Peckeged Products Div, ........
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Triangle Package Machinery Co, ........ 7

CLASSIFIED
ADVIRTISING RATES

Went Ads ... $1,00 par line
Minimum $3.00

Display Advartic'ng ... Rates on Application
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WANTED—Macaronl Production Man to
parat 1L blished pasta plant in
Canade, This Is a unique oppertunity to
mova into the Mansgement field with o
growth orlented company, Experience in en-
truding, drylng and packeging a definite
necassity. Pleass reply to PO, Box 336,
Paletine, 11, 60067,

WANTED—Screen Trays 24" x 48" for
drying colled Vermicelli. Write Maceroni
Joumnel, Palatine, 1N, 60067.

SMOOTH SELLING

REPRINTS FOR

YOUR SALESMEN

Reprints of this series come in a four page
format, printed In 2 colors and three-hole
punched to AL any standard 85 x 11” three
ring binder, each reprint includes a self-
evalustion quir

Prices are; -

1 to ® coples (of sach urilcle) 60¢ ench
10 te d# coples (of anch article) 45¢ weih
50 1o 09 coplen (of ench srilcle) §0¢ «neh
100 or mare coples (of ench article) 25¢ ench

You Illi pre-order the entire serles, or, If

ou wish, individual articles. Each arilele
n ihe series s numbered. Please specify
your wishes by number,

When ordering the varlous articles of this
series, address orders to the Geerge N. Kakn
Cempany, Marketing Consultants, Sales
Tntnln: vision — Bervice D-vnmt.
153 Fith Avenue, New York, N.Y. 10010,
Listed here are the titles of the first 24
leasons In the “Bmooth Belling™ Bales Traln-
Ing Course,

When ordering, please mention the name of
this publication.
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L. M. IA;:rl Anderson, General Munninr,
Ronco Foods (right) accepts AAAl's 24-
Carat Selling Award for Ronco Foods tele-
vision campaign. Presenting the aword Is
Bennett Wood, Vice President of Greenhaw
& Rush Advertising, who produced the
oward-winning spots,

Ronco Commercials

Three {elevision commercials for
Ronco Foods of Memphis were awarded
the top prize In the international ad-
vertising competition,

Sponsored by Affillated Advertising
Agencies International, a network of
agen:ies representing 43 major Ameri-
can cities and 17 foreign ones, the
awards were based on how well the
advertising worked as a selling tool for
the advertiser,

The Ronco commerclals were hon-
ored with the 24-Carat Selling Award,
the highest prize in the television cam-
paign category.

Featuring Internotional performer
Vasllli Lambrinos, the commercials for
spaghetti, macaroni, and noodles were
produced by Ronco's agency, Greenhaw
& Rush, at Shelton Production Com-
pany in Atlanta, Lambrinos' Italian
accent brings authentlcity to Roncos’
advertising theme line “Ronco—that's
Italian for good eating”

H. D. Hale to A D M Board

H. D, (Joe) Hale, president of ADM
Milling Co., Shawnee Mission, Kas., has
been elected to the board of directors of
Archer Daniels Midland Co., it was an-
nounced following the regular quarter-
ly meeting of the ADM board,

Mr. Hale joined ADM Milling Co.,, a
wholly-owned subsidiary of Archer
Daniels Midland Co., in 1070 as vice-
president. He became president in Au-
gust, 1871. Prior to joining ADM, he
was associaled with Western Star Mill
Co. as assistant to John J. Vanier, wide-
ly known milling and grain executive,
He jolned Western Star in 1051,

A graduate of the University of Kan-
sas, Mr, Hale is a direcior and member
of the executive committee of the Mil-
ler's Natlonal Federation, He also i3 a
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director of Kansas Wheat Impnr. emen{
Association and Crop Quality ( oune|
and serves on the board of Goocl F
Inc, Gooch Feed Mill Corp. anc Smog
Graln Co,
Robert P, Greenlaw has been uleci
Executive Vice President. He a5 F;.
nancial Vice President and Troasurer,

Lloyd Skinner Re-Elected

Lloyd Skinner, chairman of Skinner
Macaroni Company, Omaha, was re
elected to the Board of Trustces and
Executive Committee of the Nationl
Small Business Association at its an
nual meeting in the Nation's Capital,

Mr, Skinner's firm is one of 40,00
NSB member companies in 500 felds
of business covering manufacluring,
wholesaling, retalling, service and pro
fessionals, The Washington-based non-
profit organization represents the small
business coimunity in government re-
lations. It promotes and encourages the
small business seclor of the economy,
which comprises 87 percent of all US
companies.

Mr. Skinner is a former president
and board chairman of NSB, He ls1
member of the executive committee of
the National Marketing Commiliee,
U.S. Department of Commerce; directar
and past president of the Natioml
Macaroni Manufacturers Assoclation; 1
director of the Groeery Manufucturen
Association, Missi:sipj1 Valley Assoclk
tion, Nebraska C!:rg ' Economic Asse
clation, Omaha Ch..v.bar of Commeres,
Crop Quality Contro! Councl), and Mid:
west Employers Council, of which bt
was a founder.

Mr. Skinner has worked clos: |y with
the Junior Achlevement of Om: ha; the
Natlonal Conference of Christi ns and
Jews, the National Arthritis = ounds
tion, Boy Scouts of America, e Ne
braska Council on Economic Ed cation
other clvic, business, and relig s o
ganizations, and he Is a membe of 1
National Committee for Small ] usines
Tax Reform,

New Presidents

General Mills has elected E. Rober
Kinney president and chief ojeratid
officer. He was executive vise-p esiden! I8
and chief financial officer.

Kinney succeeds James A, Summeh
who has been named vice-chairman ad
chief development and finance office®:

American Home Products Corp. M
elected John W, Culligan president. bt
was executive vice-president.

William F, LaPorte continues ¥
chalrman, a post he has held in ¥
tion to the presidency since 1905.
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Okay.
Who put egg in the noodles?

Gal Maritato did.
So nowwhen you buy Multifoods’
new noodle mix called *Duregg"
—all you add Is water.
We've gone ahead and added the
egg solids to Multifoods' top-
quality durum flour.
A number of our customers have already ordered
“Duregg” in hefty lots.
Here are a few reasons why you should:
® Duragg eliminates time-consuming, in-plant
blending of flour and egg solids with ex-
pensive machinery.

® Duregg is ready when you need it, No thawing,

less chance of contamination, and less time
and mess.

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

® Duregg assures a consistent blend.

s Duregg eliminates the necessity to inventory
two ingredients. Storage and record keeping
Is reduced.

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

u Duregg lowers your manpower requirements.

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

INTERNATIONAL

MULTIFOODS

DURUM PRODUCTS DIVISION

GENERAL OFFICES, MINNEAPOLIS, MINN. 65402
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