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Packaging in Perspective

From the American Can Co.
1973 Annual Report

With inflation continuing, with the
country beset by shortages, and with
jobs at stake because of energy prob-
lems, it Is ironic that packaging—which

most efficient manner to a maximum
Jnlm F. Ronald number of people—should be the target
A arge: of so much environmentally-inspired
L. M. (Andy) Anderson legislation. Yet, packaging has become

Alvin M. Karlin a favorite topic in legislative chambers.

] Laws requiring deposits on beverage
P President: Vincent F. La Rosa containers, such as those for beer and

soft drinks, have even been broadened £
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Sul :ription rates

to Include proposals calling for restric-
+ tions on all types of packaging based

WS o oeeeereeerenns $ B.00 per year ON thelr energy and environmental
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Ungle Coples . —oeeuerensern$1.00 80CH We have noted across the world that

o Bock coplos _....................$1.00 each there is o direct relationship between

the availability of modern packaging
and standards of living. The basie capa-
the U.S, Patent Office, city to satisfy human hunger, and the
Published I more sophisticated ablility to distribute
Macaroni Wﬂ'r'gcm:'mm'm goods efficlently and economically, de-
98 ils official publication since May, 1919, pends on packaging technology.

Second-c We will continue to cocperate with
wmsf’impu:.ﬁ”mm"'““ leaders at nll levels of government to
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The Macaronl Journal Is registered with

develop resource recovery, recycling or
energy generating systems that deal
with solid waste; we will continue to
support positive anti-litter legislation;
but we oppose job-destroying laws that
offer simplistic answers to complex
problems.

Charles C. Rossotti, deon of the packaging
supplicrs, wos honored ot o dinner ot the
Rifle Club in New York City during the
NMMA Packaging Seminar,
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Leo |, Beinhorn

HE Grocery Manufacturers Asso-

clation, The Supermarket Institute,
et al, have decreed that the day of the
check-out stand as we know it at the
supermarket may be over. This will
occur first In major stores within super-
market chains and later appear in
smaller outlets. The changeover will
be accomplished by the implementation
of something called the Universal
Product Code (or UPC), which makes
use of a rectangular collection of
stralght lines to be printed on a folding
carton or other packaging materials.

Why the Change?

Checkout is the major bottleneck in
the supermarket. UPC provides a way
to speed this up tremendously. A major
cost to the retailer is the price-mark-
ing of every item. UPC changes that
too: the pre-printed code on the item
only has to identify it, then a computer
can Instantly supply the appropriate
price from its data bank.

The UPC Code

The heart of the system is the estab-
lishment of a common code for product
menufacturers and another to identify
the product. Each of these is five digits
long, meaning that the system can
identify 99,099 different manufacturers,
with up to 09,999 different products for
each one.

Example: 15300 43058

The fAirst number means Golden Grain
Macaronl Company; the second means
7 oz. Rice-A-Roni Hawallan. .

The code is pre-printed on the pack-
age, and can be read visually. But it
needs anlso to be translated into an
image which can be scanned.

URC Symbol

The UPC Symbol is the block of ver-
tical bars, printed directly above the
code, which expresses the code in ma-
chine language. It is the width of the
lines and the spaces between them that
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UPC — It's Here

by Leo . Beinhorn, Distribution Codes, Inc., Washington, D., |4

the scanner reads. Obviously, exireme
accuracy in printing the symbol is re-
quired for the system to work.

The first five digits representing the
manufacturer are assigned by Distribu-
tion Codes, Inc., Washington, D.C, a
non-profit group organized by the vari-
ous Grocery Association groups to ad-
minister and coordinate UPC actlvities.
Application must be made for member-
ship and a fee paid.

The second five digits, representing
the product contained are assigned by
the individual manufacturer and may
be those he already uses for case or
product coding. No dashes or commas
are permitted, but might be represented
by a zero (0) as long as no more than
five digits are used in total.

How WIill This Coilaction of Lines
and Numbers Work?

The supermarket will install a slot
scanner to read the printed symbol.
The checker simply pulls the package
coded side down over the scanner which
transmits the reading to an instore com-
puter. The computer relays price,
itemizes purchases, and advises a total
bill, (The checker will still have a key-
board which allows the entering of un-
coded items or the code from a dam-
aged or unreadable package) Tests
have indlcated that checker produc-
tivity can be doubled.

Cash register misrings will be vir-
tually eliminated as well as the ncces-
sity for individual item price marking.
Item pricing will be shown at the dis-
play point.

Etfective Control

The UPC symbol, scanner and com-
puter linkup also provides the first
effective automatic inventory control
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system in supermarkets. No more v ill |

it be necessary to run a continuing n.
ventory taolly sheet. The instore con. |3
puter does that. Price changes may be
accomplished by simply keying the
computer with a new price and chaig.
ing the price at the product display
area, no need for remarking each item

Costs Will Be High...
Savings Even Higher

The hardware costs, checkout scun- |
ner and computer along with necepsary |
instore remodeling will be high but the |
savings to the supermarket industry in
adopting UPC will be in the hu.dreds
of millions of dollars.

Hopefully these savings will be used
to offset some of the costs incurred by P
the product manufacturer as well as
passing some savings on to the con:
sumer.

The supplier of packaged products to |5
the supermarket should also benefil |
from more accurate order patierns and
forecasting. Rapid availability of mar-
ket trend information for current prod-
ucts as well as newly introduced or
test market products, will be available i
from the supermarket computer, This f
will allow production efficiencies and
economies.

Will there be costs incurred by the
product manufacturer? Yes, indecd.
First is the cost to join Distribution §
Codes, Inc. to obtain the code numb«r. B
The charge is a sliding fee based ¢n |8
on sales.

New internal record keeping proc:
dures will have to be developed or od [ s = —
ones altered to administer the conve ™ ’ '
sion to UPC. Order forms, invoices, bl'ls =
of lading, and other related documer s —

== IINICROWAVE /1000-4000:

8/ x2%
U, 8. Patents Pending
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require greater emphasis.

There may be the need to complete ¥
redesign graphics to include the UFC
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symbol or aller the current design. % -
All these changes will be costly to tie [l W th lower opamtmy costs. ..
product manufacturer and the packa i
ing supplier. How will they phe r- | Mi: ;owave drylng and controlled cooling, with or without preliminary drying
covered? A portion will be absorbid [ In e same unit, can do this for you: _I!!!GHODHY

| ® Urles ten times faster ® takes one-fifth to one-tenth the space ® Improves
4 product quality ® reduces dryer maintenance to as little as one hour par
{ weak m |owers capltal Investment ® lowers power costs In most areas
¥ yenerally can bo instatted without shutting down the lines

When standard preliminary drying immediately pracedes microwave
drying (as In complete unit shown above) it eliminates the need for equilibra-
tlon perlods and reduces time and space needs of preliminary drying as

due to operating efciencles, but tle
majority of the costs will undoubtediy
be passed on. .
‘What Does It Mean To the
Packaging Bupplier?

T

MICRODRY CORPORATION

3111 Fostoria Way, San Ramon, UA 84663

; much as 60%. 415/837-9106
It's been mentioned that extreme ac-
Controlled cooling (third stage) determines product molsture content
curacy in printing is.essential to the and appearance.

UPC system working at all, The scon-
ner—which actually uses a laser beam

Proven in leading pasta plants. Call or write today.

q
Tue MACARONI JOURNAL JuNg, 1974

L v ol T AT 8

iy Stz




UPC—It's Here
(Continued from page 4)

—reads the width of the lines and
spaces between them. Exact tolerance
measurements for acceptable variations
in those widths have been established
. and adhered to.

In this, as in all aspects of establish-
‘ing UPC, close coordination between
package user and package printer must
be malntained. The user has the re-
sponsibility to supply accurate film
masters for the symbol to the packaging
supplier—though the latter should al-
ways be alert to possible problems In
their area. The printer has the responsi-
bility of supplying an accurate rendi-
tion of the symbol, within agreed upon
standards, This means tight control in
platemaking, accuracy checks ‘uring
these press runs, and the possibi'.y of
higher waste, Additlonal costs are in-
evitable, though careful planning can
hold these to a minimum.

The most important tool the printer
has, to ensure accuracy, is the Print-
abllity Gage, covered later in this arti-
cle,

Tha Future Is Bright

Installing a UPC system is a difficult
and complex task—but well worth it.

Despite all of the problems attendant
on getting started, UPC offers real
benefits all along the line: to the prod-
uct manufacturer and distributor, in
better control; to the supermarket, in
more efficient operations; to the con-
sumer, in easler shopping.

It's here—

It's worthwhile—

It works!

Symbol Size

The symbol is variable to accommo-
dale the quality ranges available by the
various printing processes. It can be
uniformly magnlfied or reduced from
the nominal size (approximately 1%~ x
1") without damaging the degree to
which It can be scanned.

Symbol area size can be reduced by
truncating (removing up to the top
30% of the symbol) or by zero suppres-
sion or zero bypass (leaving oul some
zeros when encoding the symbol).

Maximum and minimum magnifica-
tion factors are available for different
printing processes. Lithograph, Gravure
and Letterpress: (1) Maximum magni-
fication—x 1.50 (2) Maximum reductlon
—x .80, Flexography: (1) Maximum
magnification—x 2.00 (2) Maximum re-
duction—x .00,

Symbol Location

Symhol location is variable and need
{s based upon the structure of the
package, filling line problems, shipping

problems (rub) and how the package
will normally sit on a store check-out
stand,

Many upright packages of all mate-
rials have extremely limited bottom
arens. Symbol slze requirements pre-
clude placing the proper symbol in this
area.

Filling line requirements preclude
bottom symbol application because the
symbol can become defaced in line
jams.

Shipping of product that has a ten-
dency to seitle during shipplng can
cause the symbol to deface because of
rub.

Packaging that does not readily
stand up on the check-out stand (as in
shelf display) should have the symbol
placed on other than a bottom panel.

A general rule of thumb would be to
place a symbol in any printed portion
of the package as it will normally sit
on a checkoul stand so that it will not
become defaced in its normal packag-
ing and distribution cycle.

Printability Gage

A serles of largets composed of lines
vertical and horizontal to printing
press direction, The targels cover the
gamut of packaging printing capability
for all processes.

Selected parts of the target are In-
cluded in actual press runs so that a
printer can determine the range In
which that particular print job is run.
A print raling Is established and a print
range is determined by statistically
checking the run. The Information so
tallied is applied to a conversion chart
to enable the printer to determine sym-
bol magnification and the amount of
line width reduction to apply to the
symbol.

Printability gages can be used as a
quality control factor by the packaging
purchaser once a printing range Is es-
tablished and known.

Adherence 1o a known printability
range assures scanable symbols,

Color Specs

In store scanners have a limited abil-
ity to distinguish between varying de-
grees of black and white, Symbol print-
ing must observe the scanner’s limita-
tions to assure the effectiveness of the
total system.

Contrast belween the substrate and
the printed symbol and/or the printed
area and the overprinted symbol are
measurable by equipment that your
packaging supplier has for this purpose.
Normally the symbol should be printed
on the package surface (excluding fllm
or foil) in the darkest color used in that
print copy (l.e., black, dark blue, dark
brown, ete.). If colors of a dark hue are

nol used, measuremenis of contris
should be performed. Film and foil
symbol printing should be applied o er
a printed white background.

Symbol printing is a highly techni:a)
matter and your packaging supplier
should be consulted on each step le:d.
ing to the application of the symbol.

The UPC symbol specifications mun.
ual should be followed by all concerned
to assure the minimum of problems
Further technical help Is avallable
through packaging Industry associations
of the Distribution Codes, Inc, office in
‘Washington, D.C.

“UPC" Roll Leaf Imprinter

Bulletin RAP-220 illustrates anH de.
scribes a new, compact size, roll leal
imprinter, Wrapaprinta® Model 2222
developed for applying the Unlversal
Product Code by Adolph Goltscho, Ine,
Union, New Jersey.

The two page leaflet contains full
specifications, dimenslonal drawings
and data covering the new machine that
features an imprint size of up to 2% x 2~

Coples of the new literature may be
obtained on request from Adolph Gott.
scho, Inc., Dept. P, 835 Lehigh Avenue,
Union, New Jersey 07083.

NCR Scanner

Natlonal Cash Register Co. unvelled
scanning equipment for use with its
Model 255 electronic cash register al
the Super Market Institute convention
in Dallas,

The scanner, NCR 782, Is an optial
reflective system using a laser as the
light source, The equipment is beiig
made for NCR by an outside firm,
which NCR declined to name. The scen-
ner reads the grocery Industry's Uni-
versal Product Code.

Electronic Registers
As might be expected, the great st

; actlvity in the field of new front-e

equipment is among the larger chal s
43% of whom have already tested elic-
tronle registers. Nearly a fourth of
these chalns have made commitmerts
to buy this type of equipment.

Technology

+ + « Technology without svmpathy for
human desiiny, and engineering without vi-
sion and Inspiration are worse than useless.
Technology without Imagination and com
passion undermines and destroys the best In
our human civilization.

—HRH Philip, Duke of Edinburgh
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For super pasta products

you need pasta-perfact flour.

That's what you get from ADM.
Pasta-perfect Durum flour and Semalina.
Clear golden.

Clean.

Consistent.

ADM WVIILLNG GO,

4880 Wast 108th Street, Shawnee Mission, Kansas 88211
Phone (813) 381-7400
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Some New Directions of FDA

by Benjomin M. Gutterman, Assistant Director for Coordination,
Office of Technology, Bureau of Foods, Food and Drug Administration

I am always very happy to meet with
groups such as the National Maca-
ronl. Manufacturers Association. Not
only are you a friendly group with in-
tegrity of purpose, your mission is es-
sentially the same as that of the Food
and Drug Administration, We both seek
to provide the consumer with a nutri-
tlous, clean and safe food, accurately
and meaningfully labeled. Of course we
may occasionally have differences of
opinlon. This should be expected, and
frankly, I would question our relation-
shilp if we didn't find occasions of
honest differences of opinion. The
measure of our service to consumers
is how well we resolve those differences
to the benefit of those consumers. My
associates and I believe the track rec-
ord for working out our differences is
excellent. I have no reason to belleve
you see it differently,

Today, I would like to very briefly
cover two areas illustralive of what I
call the new directions of FDA. Essen-
tially, they further the consumers’ right
not only to safe foods but also their
right to know more about what is In
the foods they purchase. This s not to
be misunderstiood, Concerning the
safely of foods not only must unsafe
foods be prevented from getting into
the market place, but if unsafe foods
are manufactured and shipped, they
must be removed from the market
place in a rapid and effective manner,
Concerning the labeling of foodr we
are also preparing a number of new
rules for providing more meaningful
informatlon for the consumers' use at
the poini of purchase.

Food Bafely

First, 1 would like to talk &\».ut our
efforts {owards greater food safely, I
need not remind you of some recent ex-
periences with certain processed foods
which have increased our interest and
accelerated our activity in the area of
t! 1se foods which may cuuse serious
and even fatal diseases. To this end we
have promulgated a number of Current
Good Manufacturing Practices Regula-
tions which we refer to as GMPs, Any
deviation from the mandatory provi-
sions of a GMP is deemed to cause &
food to be adulterated under section
402(a)(4) of the FD&C Act. This means:
“A food shall be deemed to be adulter-
ated if it has been prepared, packed, or
held under insanitary conditions where-
by it may have become contaminated

Benjamin M, Guitermen

with filth, or whereby it may render
the contents injurious to health,” Note,
the law states only that the food may
become contaminated. We don't have
to prove that it in fact did; the law is
preventive. With a GMP we don't have
to walt for a potentially hazardous
product to be shipped, and you have
the rules to help prevent unsafe foods,
The first formalized GMP was the
‘“umbrella” GMP published in 1889.
Once it is established that there is a
need for a GMP for a particular in-
dustry the critlcal control points are
determined, listed and defined. If these
are not already known by us or fully
provided by the affected industry, an
expertly trained Hazard A-:lysis and
Critical Control Point (HACCP) in-
speclion team may b» sent Into plants
producing the subject class of foods,
They, in concert with the management
of the offected industry, develop the
listing of critical points and the actions
fo be taken to prohibit contamination
of the subject foods. For example, we
are presently in the process of conduct-
ing approximately 225 HACCP estab-
lishment inspections in the frozen food
Industry. Let me digress for a moment
concerning some of the benefits acern-
Ing to a manufacturer from a HACCP
Inspection. On a number of occasions
we have been thanked for assisting a
manufacturer to become more aware of
his procedures and responsibllities, We
have had the experience of manufac-
turers thanking us for learning of and
revealing to them weak polnts in their
productlon system or quality control

system. Let us recognize that sore. [

times a manufacturer may overlook a

problem because he is too close to il §
An unbiased technical person can see [§

the procedures in a different light. Once §8

the critical control points are estab.
lished and defined, a GMP is written.
The GMP may be written by the food

P

industry involved and an appropriate §

petitlon proposing its adoption \sub-
mitted to the Commissioner of Food and
Drugs—or It may be proposed by the
Commissioner on his own [nitiative.

A proper GMP will begin with a set

of relevant definitions beginning most |§

importantly with a definitlon of the
word “shall,” which precedes all man-

datory requirements, and the word |

“should” which precedes advisory re-

quirements, The regulations cover '_57

plants and grounds, equipment and

utensils, personnel sanitation facilities, §

equipment and utensil cleaning and

sanitizing, processes and controls, ond [l

records. The use of proven processes,

controls and records cannot be ovor- il
emphasized. The processes and controls &

are to be fully recorded and available.
With records of the production of each
lot of food, the manufacturer can much
better understand what caused a differ-
ence in his end product, If any, from his
intended quality level. Further, with 1n
acceptable qualily control system and
full adherence thereto, accompanied by
complete and available recerds, he cin
sleep much betler at night knowiig
that his product meets his quality go.ls
and is safe for consumers. A spin-ft
benefit of 2 GMP for an industry is tl at
manufacturers will see less of gove!1-

"ment Inspectors, Inspectors will empt.a-

size the auditing of records and thy
will know net only what you have do e
on the day of inspection, but they w il

also know whut you have done in tie §

past, and what may be expected of y u
in the future. As necessary, they w.ll
point out particularly weak areas.

We already have three final order
GMPs in addition to the umbrella, Tv'o
more proposals have been published.
Approximately {en more are in the
process of development. A tentative list
of 368 or so are available for develop-
ment. GMPs should help the food in-
dustry and consumers,

I am sure that by now you are all B

familiar with the January 20 and April
1, 1874 regulations concerning emer-
gency permit controls. These publica-
tions set out conditions under which

THE MACARONI JOURNAL

¢ tion 404 of the FD&C Act comes
i o play. It states in part, and 1 para-
1 rase: Whenever the Commissioner
{ s that the distribution of any class
¢ food in interstale commerce may by
1 .son of contamination with micro-
v sanisms  during the manufacture,
processing, or packing thereof be in-
jurious to health and that such injuri-
ous nature cannot be adequately deter-
mined after such articles have entered
inlerstate commerce, he shall promul-
gate regulations establishing require-
ments and conditions governlng the
manufacture, processing, or packing of
the food necessary to protect the public
health. The regulations go into con-
siderable detall concerning procedures
and determinations for the establish-
ment of a need for a permit. At this
time we have established regulations
only for low-acid canned foods. The
low-acid canned foods regulations cross-
reference to the low-acid canned foods
GMP as requirements.

Label Information

Now, let us turn to another impor-
fant feature of our new directions—
and that is an important quality and
quantity of label information for the
consumer. We are moving toward not
only telling the consumer more of what
ingredients are in a food and in a more
meaningful and understandable man-
ner, but also, if necessary, how much of
certain  Ingredients are in a food.
Further, and this is brand new—in par-
ticular Instances we require a Jlabel
which informs the consumer of what
ingredients or substances are not in a
food,

By way of review, Sectlon 403(I) of
.'#® Food, Drug and Cosnetic Act re-
ires that labels of nonstand:rdized
s bear a complete listing of ingre-
nis by their common or usual names.

the other hand, Section 403(G) gives
thority to the Secretary of HEW (and
has delegated this authority to the
mmissioner of Food and Drugs) to
'2¢1 certain optional ingredients of
indardized foods for exemption from
el declaration, It Is important to
te that he is not given the authority
require label declaration of manda-
Ly ingredients in standardized foods
ta'y optioaal, Now we are seeking to
uvdate our standardized foods to call
for label declaration of all optional in-
Eredients. A number of older standards
have been so updated and our mewer
ones reflect this practice. Further, the
Bgency ls supporting legislation which
would require label declaration of all
mandatory ingredients as will.

A new type of regulation recently ap-
Peared, It typifies the kind we term

“common or usual name" regulations.
The pzneral prineciples were published
in the March 14, 1873 Federal Register.
In general, 8 common or usual name
may be a coined term--it shall accu-
rately identify or describe the basic
nature of the food or its characterizing
properties or ingredients. It shall be
uniform among all identica! or similar
products and may not be vonfusingly
similar to the name of any sther food
that is not reasonably encompassed
within the same name. The name must
be distinguishable from other foods.
The name shall include the percentage
of any characterizing ingredients when
such inclusion has a material bearing
on price or consumer acceptance, or If
the food, because of appearance, s sub-
ject to misconception concerning the
amount of the characterizing ingredient.
It sets out rules as to how the percent-
age statement is to appear on the label,

Some common or usual name regula-
tlons set out rules for declaring that
certain expected ingredients or sub-
stances are not contained in a food.
They require that a clear statement is
to appear on the label if certaln ingre-
dients or substances must be added to
the food by the purchaser. Now, here
we find what we at the Agency call
fully informative labeling. I am not
talking about information on an infor-
mation panel, but rather, information
appearing as part of the name of a
food wherever It appears on the label.
Let us note that much of what we re-
quire in nonstandardized foods also ap-
pears in some standardized foods; for
exam] le, percentage labeling for pack-
aged » uts and votinge cheese products.

Imitation Foods

Another point I would like to discuss
concerns the use of the label term “imi-
tation" for a food. Section 403(C) of the
FD&C Act states, In essence, that a food
is misbranded If it is an imitation of
another food but does not state so
clearly and In accordance with specific
rules. This section of the Act is one
which the Courls have considered in
the past and laid out simple ground

ales. However, all concerned soon be-
:ame aware that the implementation of
the law was not always helpful to the
consumer, in that the label did not tell
us what a food I8 but instead, what it is
not. Many sought a way to make the
label more informative and still not
circumvent the Act. In the January 19,
1673 Yaderal Reglster the Clommissioner
in Seetion 1.8 of our regulations relter-
ated Section 403(C) of the Act but
added that a food which Is a substitute
for and resembles another food would
not be deemed an imitatlon provided
it is not nutritionally inferior, that it

bears a common or usual name as 1
described a bit ago, and that the label
is not false or misleading,

It has come to our allention that a
number of manufacturers are misinter-
preting this new policy. It is not a
license to disregard the law and forego
the use of the “imitation” term as part
of a food name inall instances. The rules
are simple and clear. A few instances of
noncompliance with these rules have
come to the attention of the Commis-
sioner and are receiving firm treatment
by him,

Conspicuousness of Labeling

There have been a number of revi-
sions of our regulations concerning con-
splcuousness of labeling terms. For ex-
ample, not only do we address ourselves
to what words shall be used for added
characterizing flavors in the name of a
food, but also the slze of the letters in
such words. We have been setting out
minimum sizes for the letters used in
the words in ingredient statements.
Also, our establishment of new regula-
tions and amendments of existing ones
would apply for standardized and non-
standardized foods. However, let me
assure you that the Commlssioner of
Food and Drugs is a reasonable man
and will give full consideration to well
supporied proposals for alternative
rules for particular situations.

Another area which appears to be
misunderstood by certain food manu-
facturers is that of exemptions irom
certain food labeling rcqulrements, I
speak of such things as incidental addi-
tives. Some are misapplring that regu-
lation. Let me emphasize the relevant
features by paraphrasing parts of Sec-
tion 1.10(A) of Title 21, Code of Federal
Regulations. Certain ingredients such
as incidental additives that are pre-
sent in a food at inslgr.ificant levels and
do not have any technical or functional
effect in the foods are exempt from re-
quirement for label declaration re-
quired by 403(I)(2) of the FD&C Act.
A substance is an incidental additive if
it is not functional or does not have a
technical effect in the finlshed food
even though It was functlonal or had
a fechnical effect as part of an ingre-
dlent used. Processing nids ar2 exempt
if aiter being ndded to a food they are
later removed prior to packaging of
such food in its finished form, or if dur-
ing processing they converl to con-
stituents normally present and do not
significantly increase the amount, or it
they are added for their technical or
functional effect in processing but are
found at insignificant levels in the
finished food and have no technical or
functional effect in the food.

(Continued on page 12)
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New Directions of FDA
(Continued from page 8)

The Food and Drug Administration is
quite aware of the occasional burden
placed upon food manufacturers by our
increased requirements for additional
and sometimes more specific labeling
Information. However, we are also
mindful of the need to provide mean-
ingful and useful information to con-
sumers who wish to know what is in
their food. Let us note that again I
have used the term “meaningful” as it
applies {o labeling. It means not mis-
leading. Also, to make things a bit
easler for the industry and still pro-
vide necessary information, we recently
permitted the statement of ingredients
for certain foods to list “milk” or “skim
milk" as the case may be, regardless or
whether the single strength fluld or
concentrated or dried form is added as
an ingredient. We are of the opinion
that the term “milk" or “skim milk" is
meaningful as an Ingredient declara-
ton.

The ¢ame approach is applicable to
corn sweeteners, Others are being con-
sldered, Both consumers and suppliers
should be well served by this policy.
However, each time the question is
raised about whether a grouping of one
kind or another should be permiited,
it will require consideration of what
will be meaningful to consumers. For
example, we are convinced that a con-
sumer s interested in the fact that
some form of whole milk Is added to a
cake and is not overly concerned about
its form, such as liquid, drled or con-
centrated, when added.

It has been my pleasure to meet with
you and I shall be happy to try to an-
swer any questions you may have.
Thank you.

Watch Warehouse Safety

Wholesalers were warned at a work-
shop meeting to watch warehouse safe-
ty, Charles Miller, president, Loss Pre-
ventlon Systems, Cincinnati, listed
medical care, workmen's compensation
and work insurance among direct costs
and woges paid for non-work, equlp-
ment and product repair, loss of man-
agement time, possible overtime pay,
tralnee learning time and lost sales as
among the Indirect cosis as the price
of accidents. “In most cases, we're talk-
ing about big money," he said.

He suggested seven steps for safely:
A written safety policy communicated
to employes; assignment of responsi-
bility and accountability; written rules
and procedures; regular inspections;
good tralning programs; accident inves-
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tigations, and enforced education pro-
grams,

He mentioned use of safety shoes
and hard hats as bare minimum re-
quirements, Also it was noted that you
must have OSHA posters on your
premlises or you can be fined.

A Package Designer
Comments

At the American Management Asso-
ciation’s National Packaging Confer-
ence, held in conjunction with the Ex-
position, a session was told stores must
design environments reflecting cultural
changes and almed at solving custo-
mers' problems,

The point was made by Morison S.
Cousins, president of a design com-
pany in New York City.

According to Cousins, new lifestyles,
proliferation of. products and constant
product introductions have Increased
need for a change in store environment,
but only a few have created the inno-
vative environment to meet consumers’
needs.

“Management s in the ‘dark ages'
about how to get customers, keep cus-
tomers and sell customers,” he sald.
“The lack of creatlvity, or even at-
tempts at improvements, in supermar-
kets s sad. But the size of our popula-
tioen will probably allow any well-run
establishment to muddle through.”

Package handling at the point of sale
must be changed, he said, citing wire
bins, as used in hypermarches, and dis-
penser bins as excellent aids.

Besides having oplimum advantages
for the retailer, wire bins provide ac-
cess for the consuiner, imply good value
and result in an alry, open environ-
ment, Cousins noted.

The designer stressed that when store
management realizes the need for im-
proved visual planning, benefits for the
consumer and retaller, a more pleasant
environment and higher profits will
result,

“But most management is not doing
long-term planning in the packaging-
display area, Most people involved only
see the short-term negatives, Product
managers want now performance, The
package-design concern requires very
open-minded people who can deal with
the future.”

Criticizes Displays

According to Cousins, items are dis-
played in settings that heavily inter-
fere with consumer buying. “The stores
are dull, ugly, poorly lit. There is noth-
ing Inviting about the atmosphere. Di-
rectional Information is very poor.”

He maintained that signs in stores are
totally inadequate, with alsles marked

with a few ltems to indicate gen.ry
categories.

“And the aisle ends often have ner.

chandise stacked to obscure the sl B

In addition, dangling from the cellin

are all manner of ‘special' signs, con. ¥

fusing everything."

Supermarkels, “a jumble of visua :
confusion," he noted, must provide cus. |

tomers with maximum selection infor.
mation at the point of sale,

Cousins pointed out that part of the
confusion is caused by contrived, over.

designed packages which do not give B

customers product information, bnd In
some cases, make the item difficult to
locate.

Packaging must rapidly communi.
cate contents in an easily readable de

sign that is not confused with “other

\

extrancous elements.”

He singled out the design of Path.
mark's private label products as being
an excellent example of simple, direct
and effective merchandising.

Pasta Bection

Showing a slide of a pasta sectlon In
a Pathmark store, Cousins noted the

clean design of the logo (red and blue B

stripes on a white background sur-

rounding the word “Pathmark") en- |

compassing a fourth of the package.
Clearly readable were the words, “thin
spaghettl” or “vermicelll,”

With that minimal information print.
ed on the box, the product is attractive,
easy to find, and gives the shopper the
information she needs. It also furnishes
a strong Identification with the ofler
Pathmark products, he added.
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Packaging Materials: Shortages and A lternatives

Waltar H. Dolbier, Jr,

W ALTER H. DOLBIER, JR. of The
Packaging Institute, U.S.A., New
York City, stated that UPC will double
and triple the need for inventories and
at the same time there will be a critical
shortage In packaging materials.

The energy erunch—the shortage of
crude oil and natural gas—definitely re-

i siricts petrol chemical feed stocks that

have no alternatives.
An Arthur D. Little presentation to

& the American Paper Institute, Annual

In comparison, Cousins showed a B

slide of a Campbell soup display usiig

some 8 sq. ft. of facing. Since half 11 §

Campbell label is used for brand iden i
fication, “one half the area, 4 sq, ft., is
repetition of the Campbell name ad
the remaining 4 sq. ft. for gene:ic
names,

“I've been buying Campbell's ves: [N

tarian vegetable soup for years,” e

emphasized, “and it takes me a fill |

minute to find it. After all these years, [

Campbell still doesn't belleve T know
who they are.”

Canned Mac and Cheese

Campbell Soup Co., Camden, N.J., Is
bringing into natlonal distribution
Franco-American elbow macavoni and
cheese. The product takes four minutes

to heat for serving, and contains er- g

riched elbow macaron! in a Cheddar
cheese sauce. A 7c-off coupon toward
the purchase of one can appeared in
mid-May in newspapers.

Mecting, November, 1973, had this to
say about the outlook for energy cost:
“There is going to be a U.S. energy
suprly shortage for at least a decade.
An costs will likely rise 3 to 4 times
ovi the 1871-72 period.”

! aer ard paperboard make up about
hs  of the $20-billlon packaging mar-
ke vith metals accounting for another

8 25 or cent, glass 10 per cent, plastics

10 or cent and other materials 5 per
¢ However, because the basic eco-
ne ic forces are common, the same pat-
:o i are evident in all areas of packag-
n,

! ‘ological pressures and assoclated
po ution abatement costs are another
fac ur which ls new to the scene, “Capi-
tal expenditures on equipment for
ab.tement of air and water pollution by
the poper industry accounted for 1/6
of the total capltal expenditures in
1971, This share ia likely to rise during
the next few years,” sald a statement

| to the Councll of Economic Advisors,

?n?erlcnn Paper Institute, September,
1.

Some elghty paper machines have
been shut down because they couldn't
Pay for the additionas! pollution con-
trols, The paperboard Industry Is high
In fuel usage even though they provide

about !5 of their requirements from
their own raw materials sources.

Return on Investment has created a
financial problem for the industry.
Profits have not been attractive enough
to bring in new investment and even
it the funds were available to build
new mills it would take two to three
years to bring them into production.
Price controls didn't work and we found
ourselves operating in an international
economy.

Few Alternatives

The alternatives are few., We will
have to be certain that the packaging
we use sells the product and gives it
protection, but we may use cheaper
materials to do this, such as unbleached
kraft for bleached board. Europeans
have been more frugal in the past and
we can observe many of the practices
they follow.

Mr. Dolbier suggested that you get
the most from every supplier you can,
share problems and long-term outlooks
with them. “We must all work to-
gether.”

Here Is a partial }ist of elements in
packoging costs. We hope it will give
you a start in taking a new and critical
look at your total packaging picture.

o Improve delivery pattern—elimi-
nate emergency pariial shipments,

o Inventory control—flag packaging
material before it becomes obsolete.

e Reduce blank by changing con-
figuration—e.g., top-to-end opening.

¢ Reduce blank by changing style—
e.g., economy flaps.

@ More economical interlock of blank.

o Eliminate flap cutting. Die-cutting.

o Reduce number of colors.

e Design graphics to accommodate
plate changes with minimum cost,

» Change type of adhesive—e.g., less
dwell time.

¢ Reduce board brightness; eliminate
clay coatlng.

e Change white or colored liner io
kraft.

o Consolldate Into fewer sizes.

® Consolidate different calipers or
grades for fewer runs.

# Reduce caliper or test. Check differ-
ent closure methods—e.g., glue instead
of tape.

e Replace wood dunnage with cor-
rugated.

e Pallet pattern and size: warehouse
space.

o Stacking irons to go higher in ware-
house.

o Unitized pallet loads.

RPN a.}_.'xu\w-u TN TIPSR

e Combining packaging lines: fewer
sealing stations.

e Possible consolidation of tasks in
filling operation.

e Salvage all waste.

e Re-evaluate weight or type or inner
bag.

® Improve case pack pattern for re-
duced material need.

e Change to wrap-around case.

o Change to tray.

e Possible re-use of case.

e Automatic palletizing.

e Eliminate window in package. Col-
lar, liner, pad, other inner packaging.

o Re-evaluate optimum size of unit
In which to recelve packaging.

e Re-evaluate degree of conveyeriza-
tion.

e Slipsheets to replace pallets.

At the Packaging Seminar
Richard C. Truinl, Manager, Mechan-

ical Packaging Division of Fibreboard

Corporation, made the following com-

ments:

Fibreboard forsees packaging costs
fo rise over the next three years. In
many cases it will exceed 45%.

Energy crisls, moterial costs, ecology,
labor and the need for expanded capa-
cities are some of the reasons.

13% would be o conservative esti-
mate for 1074, Since the conditions will
exist for 3 years the 13% will com-
pound to 45%.

Fibreboard and other good suppliers
have programs to:

e Look for alternatives to raw mate-
rials, such as fiber, elc.

o Stretching paperboard supply.

o Developing new uses for materials

and coatings.

® Designing new economy carton struc-

tures.

o Expanding packoging systems con-

sulting services.

Packers should look fot

e Cutling labor cosls,

e Analyze line speeds.

» Save material In packaging.

e Change specifications of the carton.

e Minimize and salvage waste,

e Plan better production and Inventory

schedules.

e Communlcate and work with your
people in programs to cut cost.
Summary:

e Work with and rely more on sup-

pllers,

o Consider and evaluate automation in
every degree. Automatic or semi-

autcmatic to save people.
(Continued on page 14)
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At the Packaging Seminar
(Continued from page 13)

e With the fixed costs of labor, raw
materials, energy, etc. The only way
fo cut down the 45% is to reduce
labor through better planning and
automation,

Automate

Evans Hiotakis, Manager, Mechanical
Packaging, Diamond International Cor-
poration, observed there are two ways
to perform most packaging—hand
method or machine. The hand method
is the most costly so where automation
can be introduced it will cut costs.

Case Wrapping

Ronald Pokraka, Packaging Machin-
ery Division of Fibreboard Corporation,
presented a film and demonstration of
Wrap-around Corrugated Case Packing
as a method for minimizing use of cor-
rugated for protecting products in ship-
ment, Advantages: (1) Minor flaps are
cut down; (2) You do not lose stacking
strength; (3) The product is used as a
mandril,

Transparent Flexible
Packaging

by Kenneth H. Speckhals,
The Cloudsley Company

Some Reasons for Flexible Packag-
In~ Material Bhoriages:

t1) Greatly expanding usage of flexl-
ble packaging.

(2) World wide shortage of polyethy-
lene and polypropylene film and cello-
phane.

(3) Lack of base film production
capabllity, particularly for orlented
polypropylene and polyethylene.

(4) Consolidation and elimination of
unprofitable film produets and convert-
ing materials over the past two years.

(5) Inadequate refinery capacily re-
sulting in a petrochemical and solvent
shortages.

Converter Material Shorlages—Na-
tional Flexible Packaging Assoclation
Survey, February 1074;

1. Converters experlencing

mateial shortages 91.1%

2, Converters who expect mate-

rial shortages for 1974 87.8%
3, Average % of requirements of

maferials available:

n. Polypropylene 65%

b. Cellophane 8%

Roneld Pokroka

c. Polyethylene 8%
d. Ink 2%
e. Solvents %

There is no perfect package or pack-
aging film,

Polysthylene: Strong, stretchable,
good moliture barrier, heat sealable,
soft but, poor oll, grease and oxygen
barrier, all of the advantages can also
be disadvantages in glven situation.

Cellophane: Stiff, clear, excellent
barrier to grease, olls, oxygen, will not
melt, machines easlly, heat sealable but
brittle in cold weather, puckers or
wrinkles in high humidity, durability is
molsture content related.

Propylene (Oriented)i Fairly stifl,
strong, excellent moisture barrier, not
affected by humlidity or subfreezing
temperatures but not heat sealable un-
less coaled, will shrink and melt under
excess heat, poor oll, grease and oxygen
barrier (unless PVDC coated).

Why make laminations?

To make a closer approach to the
“Ideal” packaging film by combining
two or more plles to take advantage of
the favorable propertles of each.

Note that “ideal” Is a subjective term.

It will vary in the mind of each cus-
tomer, and Is still subject to compro-
mise. “Ideal” Is colored by: cost; pro-
duction speeds; durabllity—climate and
season; protection—shelf life—distribu-
tlon—product; appearance—stiff, soft,
opaque, transparent; hence, many dif-
ferent laminated constructlons are
found packaging similar items.

Packaging Analysis

Du Pont suggests you compare your
present package with a proposed pack-
age from the following viewpoints:

Common Materials Used In Pasta/Noodles Flexible Packaging

Material Type Thickness (mil) Converied
Polyethylene (LD & MD) 2t03 Surface printing, single wall
Cellophane (Saran coated) Jqtol4 Duplex, surface printing, and

Polypropylene (Oriented, coated)
14

.75 to 1.00

laminations to prop
Lamination to cellophane

(1) Material
Type Film
Gauge
Description
(2) Cost/M Units
Film Cost
Yield in Inches
Cost/M Sq. Inches
Cost/M Units
(3) Production Requirements
Equipment
Speed
Miscellaneous Informntlnn)
(4) Protection
Water Vapor
Oxidation
Other
(5) Durability
Shipping
Display
0* and Below
(6) Appearance
Haze
Gloss
Sheet Flatness

Conclusions should verify advantages Fi§

Paper and Paperboard

by G. David Murphy, Diamond
International Corporation

Paper and paperboard in all forms is i

e oy 2 i

vt N,

the one material that affects most pack- [

agers. Over 18 months ago the supply Bl

of corrugated containers began to :
tighten. Today all types and grades of §%
packaging papers and paperboards ire B
in short supply. It behooves all us:rs |8

of folding cartons, corrugated conta n-
ers and labels to develop a strategy of
how to cope with a tight supply siti a-
tion. No packaging decisions can be
made today without taking the sup)ly

situation into account and there is no |
more important packaging probl m

facing American companles totay than
that of package availabllity.

T

PRI

The reasons behind the tight sup)ly ‘:'
situation Is that folding cartons, lab:s |
and corrugated contalners have been §

classified “4.F , , ,

Fiber—Pulp which Is the basle r.w [5%

material of paper and paperboard It

in short supply, The industry las [ '

been operating at record levels these
last several years and supply short:
ages have begun to appear in arcas
where over-supply had been the
problem,

Feds—Two primary factors contribul-
ing the reduced expenditures by the.
pulp and paper industry for expan-
sion of capacity are the high costs of
environmental protection and the un-
favorable price conditions caused by
Phase 1V,

{Continued on page 16)
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The letter you can’t see
in our name.

The Q Is for quality: it might not be found
in the spelling of our name, but it certainly
is found in describing our products and
services.

And It's the biggest reason the name
Cloudsley is synonymous with quality when
it comes to film packaging converters.

Quality Control, for example, Is one of our
most religlously observed practices ...
and It's one of the keys to the high callber
Cloudsley product.

Quality equipment — equipment that helps
us stay one step ahead of the competition
— featuring the most modern and innova-

tive plant in the Industry, allows our cus-
tomers to count on a top job, time after
time.

But perhaps the most important “Q" In our
repertoire is quality people. People who
not only have been in the business for
years, but who have been In it successully.
Their attitude toward quality assures you
the best product In the industry,

Write or call us today, and let one of our
marketing representatives show you exam-
ples of how Cloudsley, The Quality People,
can give you the best product for the
money.

CLOUDSLEY:
QUALITY FLEXIBLE PACKAGING CONVERTERS

The Cloudsley Company / 470 W. Northland Rd. / Cincinnati, Ohio 45240 / (513) 825-4800
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Paper & Paperboard
(Continued from page 14)

Fuel—Folding carton, corrugated con-
tainer and label stocks come from an
Industry that uses oil for 22% of ils
energy requirements. We are now
playing the age old game of “Simon
Says."

Finance—At this time Pulp, Paper and
Paperboard Mills are operating at
capucity and yet there are no large
planned additions to satisfy fore-
casted demands because the return on
Investment is far too low to justify
expenditures. This is a capital inten-
sive Industry with an inadequate
earnings position that is renouncing
its tendency for over-capacily ex-
pansion.

In 1974 manufacturers of pasta products
will be involved with Food Labeling
Regulations and the Universal Product
Code Program. These programs will
greatly affect the designs of folding
cartons, labels and containers.

.Fibubourd Record

Due to the continuing strong paper-
board and packaging markets, Fibre-
board Corp.,, expects 1874 operating
profit to exceed 1973's record operating
profit of $11.7 million, or $3.54 a share,
Melvin L. Levine, president, said in an
Interview,

Mr. Levine had earlier projected in
the annual report that 1074 operating
profit would decline from 1973, but
would still exceed any «ther year. In
1973, the company had a special gain of
$3.3 million that brought net income to
$15 million, or $4.57 a share.

He said that the forest-producls con-
cern is boosting its 1974 earnings pro-
jection because of a stronger-than-ex-
pected first quarter and continuing
strength in the paperboard and packag-
ing markets,

Mr, Levine said that Fibreboard will
report first quarter earnings rose 70%
to 75% from the year-earlier net of
$2.5 million, or 74 cents a share. He
nlso soid sules rose about 15% from
$60.5 million,

“Our first quarter this year was the
best the company has ever had,” Mr,
Levine said.

Wright Machinerv

by Ed A. Masilunas,

Sales Representative
We certainly appreciate the invita-
tion to participate in your Seminar, and
the opportunity it gives us to further
familiarize you with the packaging

machinery we have to offer to your in-
dustry.
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G. David Murphy (right)
Tom Sanicola on the left,

I realize it is difficull to make notes
and absorb all details during these pre-
sentations and, for this reason, I would
like to outline briefly the equipment
and systems we have to offer.

(1) Form:-Fill Machines—We offer a
complete line of form-fll systems con-
sisting of single and multi-tube units
that can produce packages at a rate up
to 120 bags per minute. Our bagmaking
principle, which eliminates the rigid
tube for packoge forming, permits us
to handle a complete line of products,
including noodles, without bridging at
the fill station,

(2) Inline Welghers for Rlgid Con-
tainers—Inline Net Welghing Systems
are offered in multi-headed deslgns of
from 2 to 6 scales to work in conjunc-
tion with existing carton units, or is
available as u complete system to in-
clude a carton machine. Speeds of from
30 to B0 per minute can be achieved.

(3) Rotary Net Welighers for Rigid
Containers—In the event speeds in ex-
cess of 70 per minute are required, we

t Wodel NT Motary Mot Koighkr and Clybanen
| Carloner .

offer two models of Rolary Net Wei b
ers consisling of either 12 or 18 scu e
Product is handled and packaged i &
continuous flow and greally redu e
breakage of the more fragile itens
Speeds up to 189 packages per min e
can be obtained with this type of s
tem.

(4) Type of Fillers Otfered—Counti s
Volumetrics or Net Weighers are ol
fered 1o work in conjunction with uny
of the above-mentioned systems,

(8) Net Weight Principle—Wright
has been designing and manufacturing
net weight scales for more than 25
years, and feels it can offer the ulti-
mate in efficient and accurate weighing
Features, such as pushbutton scale set-

ting, automatic checkweighing and cor- | |

recling prior to discharge into the pack-
age, no underweight features, and auto-
matically compensating for product
build-up in the weigh bucket contribute
to many dollars saved by reducing
product give-away.

(6) Product Feed System—We will
assume the responsibility for the com-
plete feed system to the machines and
prepare even the most difficult items
for efficient weighing while keeping
product breakage to a minimum,

(7) Among macaroni installations
are;

Paramount Macaroni Company

Bravo Macaroni Company

Ronzoni Macaroni Company

Weiss Noodle Compuny

Mrs. Grass Noodle Company

Giola Macaroni Company

0. B. Macaroni Company

Grocery Store Products, Inc,
(Continued on page 18)
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BELT CONVEYORS

A complete line of sanitary, modern ltruan'nn:I I“““‘I(".rd[lml belt
veyors applicable lo most conveying applications. Custom spe-
prye kg Write for Bulletin CC-20

Kl

LR U A

cial deslgns avallable,

QUICK REMOVABLE
SCREENS ART AVAILABLE
FOR [ASY CLEANING

ACCUMAVEYOR

The only Automatic Bell Stor-
age System with first<in ond
first-omt for the storage ol
non-frec-llowing materials
such as snock foods, cookivs,
frozen foads and/or other
Items prone (o bridge.

Copacitivs up to 70,000 Mhs,
Nulletin CAC-20

i "_.o;-7‘.- VT tC

cesowith Spase Age Desien

SANI PLAS BUCKET

VIBRATING CONVEYORS

[RER ST

e

Ideal for conveying materlals without degradation such as polato
chips, coreals, snack foods, etc. Sanltury—sell-cleaning troughs
balanced designs, capacities up to 6500 cu. f1./hr. Processing designs
avallable for screening, dewatering, cooling and drylng while

conveying.

BULK STORAGE AND MODULAR DISTRIBUTION SYSTEMS

MODULAR VIBRATOR
DISTRIBUTION
SYSTEM

A unigue system for the
simultaneous distribution aml
delivery of non-freo-Nowing
praducts from storage (o mul-
tiple packaging points. on de-
mand by the use of a modu-
lar vibretor concept,

Positive delivery on demand,
No starvation possible. No re.
cireulatlon which couses
product degradation. Foed
any number of packaging
machines ot different rates

simultaneously.

Writo far Bulletin CVC-20

Any line can be extended lo
service additlonal polnts. No re-
turn runs. Compact, self clean-
ing.  Write for Dulletin CMV=10

Write for your nearest represeotutive,

ELECTRIC PANELS AND CONTROLS

The key to practical automation is in the design of a system using electrical components such as
photo controls, sonar devices and solid state relnys. Asceco engineers incorporate pru\-uenl commer-
clally avallable compunents which are standard and do not require extraordinary altent ['Jin' -~
If you are contemplating o plant expansion, conlact Aseeco Corporation for the {ollowing in r.l
grated services: Plant engineering and layoul, electrical and mechanical, supply of equipment,

erecllon and startup. All from one source with one responsibilily,

8857 W. Olympic Boulevard, Beverly Hills, Calif. 90211
June, 1974
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Wright Machinery
(Continued from page 16)

German Village Noodle Company
Inn Maid Noodle Company
Foulds Noodle Company
Greenfleld Noodle Company
We feel we can offer a most complete
and efficlent line of packaging machin-
ery to handle your product, and would
welcome the opportunity to visit with
you and discuss in detall any require-
menis you may be considering.

Our fifllalh Year

by Walter P, Muskat,
Vice President,
Triangle Package Machinery

After o year marked by uncertainties

in virtually every sector of the econ-.

omy, we are particularly pleased with
Triangle’s performance during 1973—
our 50th year. We not only paced our
previous growth year, we surpassed it,
with sales running ahead of PMMI's
order index for 76 firms in our industry.

We'd like to believe that the some-
what dour projections of economists for
1074 will not engulf packaging. Our
optimism (s based in the idea that,
though we design and manufacture
equipment, in many ways we are in
the efficlency business. And increasing
efficiency will be a growing concern for
packagers,

The cost of basic ingredients, includ-
ing labor, have skyrocketed for pack-
ogers, and all the increases can't be re-
flected in product price.

One obvious way to ease the profit
pinch Is through efficiency. And cer-
tainly a key phase of operations for
economles Is the packaging system,
which meters out the product to a
fraction of an ounce.

Simple arithmetic shows that saving
even a small fraction per package can
add up to a huge amount of product.
For example, a customer packaging
beans paid for his new, highly accurate
scales in nine months with the product
he didn't give away. Some blg pack-
agers literally could pay for thelr servo
equipped Flexitron scales in a matter
of days! If that sounds improbable keep
in mind that our new Flexitron 111
scale syslems can be guaranteed for ac-
curacles to 300ths of an ounce. So you
can see that a savings of 1 ounce per
package is entirely realistic for many
plants.

And raw material is not the only
savings. Remember, almost all costs—
including manufacturing, administra-
tive, etc—already are in the product by
the time it reaches the packaging opera-
tion.

Anytime you want to explore the sav-
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Wakter P, Musket

ings possible through scale accuracy,
give us a call. We have our own in-
house computer programmed to analyze
any packaging operation. The print-out
can be an eye-opener,

Changing Marketplace
and Plant Flexibility
Not only was 1873 a year of economic
fluctuations, but packaged goods and
packages continued to change rapidly,
making it more Important than ever
for packegers to have flexible equip-
ment. An Increasing number of pack-
agers are coming to realize that getting
product from manufacturing to packag-
ing requires more than a simple con-
veying system—particularly since the
stated performance of any packaging
system Js contingent on the proper dis-
tribution of product to it. Linking dis-
tribution and packaging into a unified
system will recelve more emphasis dur-
ing 1874 and beyond.

One Source Responsiblility

We've been more than a little con-
cerned with the long-neglected distri-
bution phase, so in 1073 we made a
major commitment by extending our
capabilities beyond the packaging sys-
tem. Earlier in the year we concluded
an agreement with Driver-Southall,
Litd., a British firm, to manufacture and
market their hydraulic vibratory feed-
Ing and distribution systems. Based on
our experience, we knew centering re-
sponsibility for the design and manu-
facture of distribution and packaging
systems would be welcomed by most
packagers, who, up to now, too often
have had to si:oulder the responsibility
for the complexiiles of matching distri-
bution and packagicg.

Since Introducing our uew hydraulic
systems at the Fall PMMI show, we
already have orders for both existing
and new plants.

Comments at Seminar

Over the past 36 months Triangle has
shipped some 58 machines to 17 differ-
ent pasta munufacturers. These, of
course, are only domestic figures and

i i il e o
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do not include the license arrangemcnl
that we have in Germany, England ; nd
Mexico. The point that I really wan ed
to make was that obviously it woks
out to be something more than an aver.
age of three machines per compaay,
and because it is over a period of thres
years, there Is a very strong implied
performance acceptance. That |s reclly
how our industry sells machines , .,
how successfully your present equip.
ment is operating In the fleld.

With respect to financial matters, Ia
the first quarter of this year was the
largest quarter in Triangle history and
that with our year ending April 20,
1974, we were running about 30%
ahead of the industry average, The facl
that we are a family owned and oper-
ated business makes it easy for most
of the pasta manufacturers fo under-
stand our dedication and interest be.
cause so many of them are controlled
and operated exactly the same way thal
we are. Decisions made under this sor
of a situatlon are almost always of a
long range viewpoint and implication,
and I think it adds a dimension to a
relationship knowing that a member
of the family is golng to be around ...
that does help secure and promote more
than just a casual relatlonship. We
understand, however, even though our
two Industries have really grown up
together, that this does not automat-
Ically guarantee loyalty . . . that we
must earn, with the continued im.
provement and introduction of new
equipment so that your industry can
produce its product at a profit.

Belf Correcting Equipmant

Specifically, with respect to ha'd-
ware, certainly much has been doe,
much will continue to be done for n a-
chines to monitor themselves. Equ p-
ment that is self-correcting is more e-
liable and it does perform more el
clently, with considerably less prod: ct
giveaway, Equipment, whether It Is
very sophisticated integrated circuitry
or however it may be devised, alw:ys
responds or anticipates a problem mu:h
sooner and can correct it faster thin
any human pair of hands,

I think that of all the companies In
our industry, we have perhaps be:n
a bit more consclous in our conceptual
design and production engineerlng of
sanitation and OSHA regulations, for
much of our machinery does find its
way into federally inspected meat and
poultry plants and on IQF Vegetable
and Fruit items. The abillty to com-
pletely wash a machine down ., . . the
abllity to easily disassemble a machiné
is, of course, very critical under to-
day's conditions,

THE MACARONI JOURNAL
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Are You Using Your Noodle —
Or Giving Away the Store?

by Donald A. Kraus, Director of Marketing,
Mira-Pak, Inc., Houston, Texas

l_recently talked with a man who was
“making a study of new packaging
machinery, His company is one of the
countries’ largest good manufacturers
and he was conducting a very compre-
henslve program.

Some time during the discussion I
realized that his conception of a ‘new’
approach to hls packaging problems
were ideas that were already obsolete
by the standards of today's packaging
technology.

I sald to him, “John (his name wasn't
John) I've got to give you credit. The
food Industry has been notorious for
being behind the times—about 25 years
behind, But you fellows have really
been working to catch up and based on
the approach you're presently taking,
you are going to wind up only 35 years
behind.”

And that got his attention!

When 1 finished explaining the tech-
nology avallable to him today, as well
as the developments presently under-
way, he found himself in a whole new
world, Remember the space program
started a generation ago and the tech-
nology developed in Houston over this
period Is available to you here today,

Today's generation of machinery pro-
vides far more than just a packaging
function, The days of just putting prod-
uct in a bag are gone forever—that is
if you want to stay in business.

Quality Control

I'm talking about quality control
right on the machine—where the prod-
uct is weighed and checkweighed be-
fore the product is ever put into the
bag. I'm talking about no rejects—in
fact no downstream checkwelghers.

I'm talking about machines that now
adjust thelr feeds to compensate for
product density changes—automatic-
ally! Where the product feeds rapldly
at the beginning of each welghing
cycle for speed then slows down to al-
most zero for extreme weight accuracy
at the end of the cycle. Let me illus-
trate.

Suppose you were measuring out a
glass of water from a tap. With the
water running at full speed you prob-
ably wind up with elther a half glass
of water or 8 wet hand. If however,
when the glass is half full you slow
down the flow of water until at the
very end ycu have only a trickle, you

20

would be able to fill your glass very
accurately. This same idea is what hap-
pens at every bag—automatically—on
todoy's equipment,

Guaranteed Accuracies

I'm talking therefore about accura-
cles—guaranteed accuracies of only -
3/16 oz. tolerance from your set, cali-
brated, or target welght— no matter
where you wish to set it. Accuracles
that can put an extra $25,000 of prod-
uct out into the market each year for
each shift you run—per machine,

I'm talking about equipment that
can tell you how well your whole plant
is running. What your final yield is at
the point of packaging—for every 100
pounds of ingredients you put Into proc-
ess, what does it yleld in packaged
product? That's an important figure to
have, and today's equipment can give
it to you on a call-up basis—when you
nced it! Imagine what steps you could
take when you discovered that you
were presently running 20% under your
expected output, You could take im-
mediate action to discover the problem
instead of discovering the same fact at
the end of the weekly production re-
port or after looking at the results of

the P & L. Then it's too late! That

money is long gone,
Schedule Planning

I'm talking about equipment that can
plan your schedule for you— by pack—
from your order entry system, I'm sure
that most of you here today have suf-
fered through your production schedul-
ing only to have Mr. Important Custo-
mer call in a big order right in the
middle of it! You can't tell him to
wait because you just made out your
schedule—he's calling the shots, not
you. So you burn the midnight oil try-
ing to work something out—meanwhile
your production foreman just quit!
Sounds typical doesn’t 1t?

Suppose, instead, you fed the new
request Into a reader that transferred
this information to the machine. The
machine knowing what it's doing in the
way of speed, welghts, efficlencies, ete.,
will report what this will do to you
in the way of requirements, i.e., pack-
ages, cases, hours, ete. It will sum-
marize your new schedule instantly
providing you with the information for
your decislons—Do I go on overtime,

bring in another shift, work throigh
lunch and breaks, etc.

It even provides the cubage inforr s
tion for your warehouse and shipp ng
requirements. And I've only toucled
the surface of the capabilities tat
space-age technology can provide for
you right now.

See It In Action

You can see some of this in action B
{oday. Here in New York at the Culi. K

seum we have a machine 82t up and

running., Its activitles are being con- §

stantly monitored and are periodically
printed out for evaluation, :

You can see the first Bag-And-Box
machine providing all of these capabill.
ties for the first time in a carton format.

While you are here, you can probably
arrange to see some of this new genera-
tion equipment In a nearby Macaroni
plant which reports that with the new
machines it has increased its yield 400.
600 cases per shift while decreasing la-
bor 66%; it has saved 15% on packag-
ing material cosls while saving % in
film storage space. It has benefited from
increased weight accuracles to the ex-
tent of 3% oz. per bag and eliminated
downstream checkwelghing and rework
operations,

If there is one thing 1've tried to ac-
complish today It's to try to make you
think In terms of what you may be
missing right now because your equip-
ment is behind the times. With the
battle of costs what it Is for you toduy,
you need the best possible weapons in
your arsenal. Don't let {ineficient
equipment rob you of dollars that right-
fully belong working for you whe-e
you need it.

Use your noodle—don't give aw .y
the store!

Mira-Cartoner

Mira-Pak, Houston, Texas, announc 's
the introduction of the Mira-Cartonir,
as an option to its Mira-Wrap line o
automatic packaging machinery,

This combination of packaging m -
chine and cartoner provides high pac:-
aging line versatility and efMcleny
coupled with low cost per-cartoi-
minute and low floor space per-carton-
minute capabilities.

The Mira-Wrap provides completely
automatic weight control, high package
Integrity and flexibility in the use of
various packaging materials. Its elec-
tronic scale signals allow the coupling
of a Data Analysis System for instant
production information to control cost
OVer-runs.

The Mira-Cartoner provides a carton
set-up that indexes and-opens the car-

(Continued on page 24)
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...and mail today.

| I To: D. Maldari & Sons, Inc.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215 I

: Please rush a copy of :
g Your NEW CATALOG of
| Food Extrusion Dies to us.
1
1
i

Company

Address

City State Zip

Ordered by

i
)
E
i
§
]

D. MaLpArl & Sons. IncC.

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

America's Largest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Family
‘UNE, 1974 21
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Peziiey doesn’t
quit working until
dinner is served.

: It takes more than
i : wheat to make King Midas
| Semolina and Durum flour.
It takes art and science.
That's why our Technical Center
uses the newest laboratory equipment to
analyze every crop of durum wheat.
But our field representatives rely on a well-trained eye
and a pocket knife. Peavey's newest durum mill,
in Hastings, has automated virtually every
milling process to maintain quality and uniformity.
But our miniature macaroni press still needs
the knowing hand of a pasta maker.
We can precisely graph the color,
nutritional content, even
shape retention in finished pasta.
But bite and flavor are
personal evaluations again,
We're proud of our ability to mix
complex systens, human judgment,
and the finest wheat into
King Midas Semolina [
and Durum flour, And we're never more
proud than when dinner is served.

‘ Peavey Semolina and Durum flour.

Sales Offices:
Minneapolis, Minnesota (612) 370-7840;
White Plains, New York (914) 684-8773;
' Chicago, Illinois (312) 631-2700

«°4") PEAVEY COMPANY
Flour Mills




Mira-Cartoner
(Continued from page 20)

ton to immediately accept a perfectly
shaped package automatically from the
Mira-Wrap machine. The carton is then
closed and senled—a’ completely fin-
Ished product ready to be shipped. The
new module eliminates all the extra
bag handling operations thereby in-
creasing packaging line efficiencles,

For further information contact Mira-
Pak, Inc, 7000 Ardmore, Houston,
Texas 77021,

Corrugated Growth
Rate Slowing

Corrugated box shipments are up,
but the rate of growth Is slowing: raw
materials supply continues to be very
tight, with shorter inventory backup;
price trends are Improving, helping
bridge a ten-year lag; and inflation is
sharply curtailing industry cupital in-
vestments.

These were the highlights of a major
address on the $4.9-billion Industry's
status, presented at the Fibre Box Asso-
ciation's Spring Meeting. More than
350 Industry executives heard the de-
tails from Assoclation Vice President
Robert F. Rebeck.

Final data for 1873, he sald, showed
228 billlon square feet of finished boxes
and products shipped to customers. The
figure was 7.6 per cent higher than
1862's total, but each quarter—and the
first quaiter of 1874—showed a dimin-
ishing rate of increase over the year-
earller quarter. The last iwo-week
period of the quarter in fact, shows a
slight decline from the same weeks of
1873, for the first negative report in
several years.

Tight Inventories

Rebeck clted containerboard mill fig-
ures for 1873 showing a 5.7 per cent in-
crease in production for domestic use,
and box plant consumption increases of
8.3 per cent. As a result, he said, “it is
clear that if 1872 was a year of tight
Inventory conditions, 1973 was more
s0."

Production and consumption for 1874
to date are in almost perfect balance,
but “Indicsiiiza at the moment seem
to be that cunditions will get worse
before they get better.”

The industry's overall average price
trend Improved In 1073. However, re-
lating it to the government's all-indus-
try data, he noted that the ten-year an-
nual average would have to be one per
cent higher to keep pace. The 1973 cor-
rugated price improvement oaly made
a dent in the spreading gap, he added.

Financial Data
Preliminary financlal data on the in-
dustry's 1873 performance, arding
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to Rebeck, will probably reveal an in-
crease In sales revenue per thousand
square feet of 14 per cent. More than
half will be taken by the incremsed
cost of containerboard, he sald. The
remainder, with big shares golng to la-
bor rates, ink, adhesives, fuel, taxes and
other ftems, will still leave enough to
show higher industry earnings, he said.
Rebeck also focused on accounting
practices and tax laws which “do not
permit management to recognize the
fact that depreclation computed on
capital outlays of years gone by is com-
pletely inadequate to replace plant and
equipment. . . ." He cautloned the in-
dustry's executives not to be lulled by
satlsfaction with accomplishments,

At Paramount
Packaging Corporation

Mr. Harold Isen has been elected
President of Paramount Packaging
Corporation by its Board of Directors.
Mr. Theodore Isen, who formerly served
as both President and Chairman of the
Board, will continue as Chairman.

In other moves, Mr, Irvin Isen was
clected Exccutive Vice Presldent; Mr,
Alan Isen was elected Senlor Vice Pres-
Ident and Secretary; Mr. Jules Block
and Mr. Frank Davis were re-elected
Vice Presidents.

At the same time, the Board an-
nounced the election of two officers; Dr,
Tullio Vigano as Vice President and
Mr. Daniel Windheim as Treasurer,

Dr, Vigano, who holds a B.S. In
Chemistry and a Ph.D. in Chemical En-
gineering from the University of Milan,
Italy, has been with Paramount for

over flve years and has had extensive
experience In the flexible packaging in-
dustry.

Mr. Windheim, a CPA, holds a B.S. in
Economics from the Wharton School of
the University of Pennsylvania and an
M.B.A. from Drexel Unlversity, He has
had over twenty years experience both
in public accounting and private Indus-
try.

Paramount Packaging Corporation,
which has Its corporate offices in Chal-
font, Pennsylvanla, manufactures ard
designs flexible packaging and papir
products for a wide variety of consum: r
items. The corporation has manufa -
turing facilities In Chalfont, Pa.; Mu -
freesboro, Tenn.; and Philadelphia, P .
It has sales offices in eight locatiors
throughout the country,

Base Design on
Marketing Principles

“Package deslgn must build lon; -
range consumer loyalties. Successfil
designs bulld precious equities thet
must be respected and carefully eval-
uated when marketing faciors indicat
a need for innovation,

“A successful design;

1, Builds equity for the brand,

2, Builds prestige for the corporation.

3. Provides instant identification for
all advertising media,

4. Bullds respect and recognition In
the financial community, among
one's own employees, with retail-
ers, and with all audiences wheth-
er or not they are present con-
sumers. S

Walter P. Margulies
In "Packaging Power,”
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MEYER CONVEYING,

ELEVATING AND PROCESSING
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BEEN

CONTINUOUS
BUCKET
ELEVATORS
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EASY LET-DOWN
CHUTES

PNEUMATIC SEPARATORS
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All Meyer Units are designed and bullt
to provide the utmost in efficlency,
economical operation, sanitation, long
life and low maintenance, and each s
custom-built to your
specifications. Write
for bulletins on these
and other, Meyer
quality-built  units
and learn why "a
Meyer Machine does
not cost - it pays"

STANDARD

SIMPLE#ING
WITH ECCENTRIC OR CONV
ELECTRO-MAGNETIC ELEVATORS

gl
IN A SIZE, ﬁ::";-'»l

CAPACITY AND ¢ A'F)
CONFIGURATION 1=

TO MEET YOUR —1
EVERY NEED l.‘ |
I8
VIBRA-FLEX INSPECTION TABLES l
5 :I.l
ANITARY :
5!2?5,““ ‘WEAR-PROOF’ )
.0
Ly 7yn B
TUBULAR STEEL
e “OPEN-FRAME"
~" VIBRA-FLEX CONVEYORS SIMPLEX
DESIGNERS AND
MANUFACTURERS OF

CONVEYING AND PROCES-
SING EQUIPMENT

EYER

MACHINE COMPANY

P.0.Box 5096 SAN ANTONIO, TEXAS 78201 {512)73.4-_5!5.1_ s e
MEYER MACHINE COMPANY
P.0. Box 5096 San Antonio, Texas 78201

Gentlemen: ) o
Please send me further information on the following item(s)

Address
State Zip




Macaroni Around The

b] ACARONI JOURNAL reader Nils

Nilsson from Stockholm, Sweden,
reports the trend of macaroni consump-
tion In that country is up. Swed:zn Is
developing new types of pasta with
higher contents of protein, vitamins and
iron. Elbows are the most popular cut,

There are three plants in Sweden
producing an estimated 10,100 metric
tons annually. Kvarn Och Bagerl Ab
Juvel Is the name of the largest organi-
zation which is a merger of Kvarn AB
Tre Kronor und KF's Bakery Dezpart-
ment. They use domestically grown
wheat primarily, with a small quantity
of imported durum, but are appalled at
the enormous price increases of durum
from the United States and Canada.

Great Britain

In less than a year and a half after
Pasta Food's major new factory at
Great Yarmouth in Great Britain was
completed at a cost of 750,000 pounds,
the company has embarked on an ex-
pansion program calling for a new
warehouse building of approximately
15,000 square feet, which will house an
additional production line with a capa-
city of 25 tons of long goods a day and
a highly sophisticated packaging plant.
The production facilities will be n new
Braibanti GPL Line with Cobra Press
1300, equipped with automatic dryer
and overnight storage silo. This means
that round.-the-clock production can be
packed by a day staff using automatic
equipment, including the newest Ric-
clarelli Automatic Spaghetti Packaging
Machine capable of producing 50 pac-
kets per minute. These will be of the
rectangular film type, fi*st introduced
some three years ago by Pasta Foods.

“We are firmly convinced that pasta
Is one of the major growth products;
that market expansion will continue
and will accelerate for many years to
come,” said Mr. Freddy Fox, managing
director of the firm.

Tha Netherlands

Macaroni sales are steady in tha
Netherlands, where five plants produce
an estimated 33,000 metric tons. Elbow
macaronl, spaghetti and noodles are
one, two and three in popularity., Thay
are packed in 250, 500 and 1,000 gram
sizes, mostly In flexible film with some
cardboard boxes.

West Germany

In West Germany some 55 plants
with less than 10 workers and 35 with
more than 10 workers, produce an esti-
mated 210,000 metric tons. The larger
firms account for % of the production.
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World

Fresh eggs are used in many of the
products which include sputniks, spa-
ghettl, macaroni, noodles, vermicelll
and spaetzle. They are packaged in
flexible film or folding boxes,

Competition is keen and the In-
crease in costs coused by the energy
crisis, the rapid rise in wheat costs and
labor make operations difficult,

Bwitserland

In the last few months of 1873, the
Swiss enjoyed a real boom, but total
consumptlon for the entire year for
posia products was about the same as
1972. Faced with the same problems as
the rest of the world, with competition
from cheaper foodstuffs and rising costs
of ingredients and manufacturing puls
stress on the 27 manufacturers who are
producing an estimated 58,000 metric
tons annually.

As competition increases from
abroad, taxes go up, manpower be-
comes more scarce, there are lower
profits and fewer manufacturers of
macaroni.

In Italy '

The Italian situation was spelled out
in some detail n last month's item on
page 26 of the Macaronl Journal,
“European Durum Requirements.”

In the Annual Report of W. R. Grace
and Company they state that the larg-
est unit In Grace's European grocery
products operatlons Is Barilla, the lead-
ing pasta producer in Italy and in the
world. Barilla distributes its products
through 135,000 retail outlets through-
out Italy, Although Barilla's sales re-
mained healthy, its profits were’ cur-
tailed by a general price freeze in
Italy and by skyrocketing costs of its
primary raw material, durum wheat.

—

Spain

Competition is keen in Spaln where
some 85 to 100 plants produce 100,000
tons annually, Cut macaronl and vermi-
celli are the popular shapes sold in
cellophane bags. Consumer education
is the great need of the Industry in
Spain,

Turkey

There are some sixteen macaroni fac-
tories in Turkey. The largest is MAK-
TAS, Makarnacillk ve Ticaret T.A.S,
which accounts for about 20 per cent of
the country's production. Their brand
name is Plyale, named for the foundcr
Tahsin Piyale who started producticn
in a small factory In Izmir in 1922. In
1942 the company was incorporated ard
ter years later a new plant was bui't
with a dally capacity of 18 tons. Ey
1085 this had increased to 50 tons ard
last year capacity was Increased o {0
tons. Flour and semolina are product 1
from Turkish durum in the company $
Konya and Izmir mills, Spaghetti, bow
vermicelll, melon seeds, rotini a2
packed in 500 gram polyethylene bajs
for both domestic and export trade.

Israel

Price controls plague producers of
pasta In Israel, Business is made difi-
cult in view of steadily rising costs
while the controls keep selling prices
low. Pasta popularity has been slowly
climbing so that 6 plants now produce
about 10,000 tons per annum, mostly
noodles and short-cut macaroni prud-

ucts,
Phillppines

The market for macaronl Is still
growing in the Philippines, where 4
plants produce an estimated 15,000,000
pounds annually, The high cost of flour
and packaging materials are the most
serious problems for these firms,
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Thailand

ospects are promising in Thalland,
bu they cannot be achieved rapidly.
Si: plants are producing an estimated
15 100 kilograms annually of both
lo and elbow macaronl and spaghetti,

@ m: eof durum granular imported from

tht United States.

Japan

According to the recent report of the
All Japan Macaronl Assoclation, the
production of spaghettl and macaroni
In 1973 amounted to 100,884 metric tons,
an increase of 3,150 metric tons above
1972, Spaghettl and macaroni produc-
tion in terms of product for the past ten

years is as follows:

Year Production — Metric Tons
1964 49,880

1665 59,100 (4 9,220)
1966 68,100 (4- 9,000)
1067 70,082 (4 2,882)
1968 76,281 (4 5,200)
1969 78,460 (4 2,188)
1970 92,970 (4-14,510)
1971 85,850 (+ 2,880)
1972 97,705 (4 1,846)
1073 100,864 (+ 3,150)

The total production in 1973 is broken
down Into 72,906 metric tons of spa-
ghetti and long products and 27,658
metric tons of various kinds of maca-
roni and short products, Out of the
fotal 1973 production, 281 metric tons
were shipped out to the South Sea
Islands,

The pasta industry in Japan should
be congratulated on having achleved
100,000 metric ton production, 10 kilo-
grums per capita, that has been set
siince 1971, Active pasta product promo-
ti n cfforts have been carried on jointly
I the industry group and by Wheat
¢ soclates, U.S.A. for these years.

Durum Imports Up

lapan's Durum wheat imports have
:n on the steady increase for some
ars, but it marked a downward trend
th in 1972 and 1873. Durum wheat
i ports for these years are as follows:

Amount—Matric Tons
" oar u.s, Canada Total
i1} 14,014 10,100 24,114

167 20,300 8,250 28,650
168 11,200 12,600 23,800
1069 38,200 5,330 43,630
1970 45,500 0 45,500
1971 35,800 12,786 48,586
1972 46,100 0 46,100
1073 30,550 3,600 ?i.lﬁo

A sharp decline in the 1973 durum

wheat imports as compared with the

previous years has been primarily due
to the high prices.

Jung, 1974

Canada

In Canada, statistics from the Depart-
ment of Industry, Trade and Commerce
are as follows:

(figures in pounds)
1871 1972
Production of
macaroni, spa-
ghettl, vermicelli,

noodles, etc. 106,882,500 193,860,100
Macaronl
“cooked" ready-
to-serve 40,356,920 52,004,510
Quarter ended
9/30/72 9/30/73
Dry macaroni
products 30,130,110 46,675,165
Macaroni
“cooked” ready-
to-serve 4,044,602 4,506,574
Mexico

In Mexico some 20 plants produce an
estimated 100,000 tons of producl an-
ually. The most popular varieties are
vermicelli, spaghetti and short goods.
These are made from Mexican durum
and were selling in early 1874 at 12¢
for a 7-ounce package through the gov-
ernment-owned national chain of stores,
Conasupo, The government controls the
marketing of wheat and sets the prices
for the finished goods of both pasta and
bakers,

Groin in France

The modernization of French agricul-
ture and the general trend to move 1o
the cities have resulled in a reduction
of the French agricultural population.
Today about 13 per cent of the total
working population is employed in agri-
culture as against 17 per cent in 1960.
However, France is one of the rare
industrialized countries to be salf-suffi-
clent in terms of food, and the major
agricultural producer in the European
Economic Community. The role played
by ‘agriculture in the French economy
has also created a number of problems
which the government must solve.

Among EEC countries the largest
farms are to be found in France: only
64 per cent of the total number of farms
are between 1 and 25 acres as compared
with the EEC average of 80 per cent.

Farms of over 125 acres are generally
found in the wheat-producing areas of
the Paris basin which could be reason-
ably called the French “grain belt";
medium-sized farms (50 to 125 acres)
account for nearly 40 per cent of the
arable land in the West (except Brit-
tany) and Center, while farms of less
than 60 acres are found in regions
where agriculture Is a secondary ac-
tivity and in the South, Southeast and

viGal R par it S S L ki
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Brittany where valuable cash crops,
flowers or vineyards are imporlant.

Source of
Agricultural Average

Income 1837-1939 1866 1971

Wheat 10.5% 7.0% 15.7%
Wine 12.5% 7.5% 7.8%
Vegetables 11.5% 6.5% 0.9%
Meat 21.0% 34.0% 20.7%
Milk 120% 20.0% 18.1%
Mise, 20.5% 25.0% 21.8%

Productivity Increasing

Grain productivity is increasing every
year at o rate of one ton for every 25
acres and the tendency seems likely to
persist. Corn, which had been grown
exclusively in the Southwest, is now
being grown in other parts of the coun-
try. Durum wheat (a grain used in mak-
ing pasta), which had formerly been
grown in Algeria, is a new crop in
France. Rice was also introduced re-
cently and grows in the Rhone delta.

Production of Principal Grains
in 1970 and 1872

(thousands of metric tons)

1870 1872
Soft wheat 9,634 12,186
Durum 438 462
Barley 4,323 5,218
Rye 66 i}
Oats 440 664
Corn 0,223 7,173
Sorghum 1768 220
Rice 87 76

Agricultural Policy

The present structure of the agricul-
tural common market (common agri-
cultural policy) was first introduced in
1061 and has been fully operational
since 1067. Trade Is governed by two
rules—unified organization and unified
prices. Unified organization means that
there is a single market for agricul-
tural produce and that goods travel
freely from one EEC country to an-
other. A single desired price is sel for
each product every yeur based orig-
inally on the average of the support
prices on the internal markets of each
member state. Prices on the market are
dependent on conditions of supply, but
it market prices fall below the Axed
level, the European Agricultural Guid-
ance and Guarantee Fund (FEOGA), a
body similar to the U.S. Commodity
Credit Corporation, grants subsidies to
the producers to allow them to market
thelr commodities under a price support
system procedure. This fund draws its
resources from Import dutles and levies
ond prorated contributions from the
EEC member states,

Although both Imports and exports
outside the EEC are theoretically un-

(Continued on page 30)
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The onerachievers.

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

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

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

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

COBRA 1000 2000 2400 Ibs  hr S coBRA 2000

4500-5000 Ibs /v
COBRA 4000 12,000 Ibs /hr

£1100 |bs./

nli

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

W\

WERNER/LEHARA
: 3200 FRUIT RIDGE AVE., N.W.
GENER%R%E%CRE;PIDE. MICHIGAN 49504
EASTERN OFFICES: 0 E. FORTY SECOND ST
NEW YORK, NEW YORK 10017

TELEX 22-8428 CABLE WERNERMACH
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Grain in France
(Continued from page 27)

controlled, some imports from non-
member countries are subject to im-
port levies. The importer’must pay the
Community Fund the difference be-
tween the world price and the fixed
EEC price, Exports to nonmember
countries entitle EEC exporters in some
cases (o a refund calculated on the dif-
ference between world market prices
and the desirable EEC level.

Of the six founding members of the
EEC, France Is the principal agricul-
tural producer and exporter in the
Common Market. In 1871 she produced
some 47 per cent of the grain and 24
per cent of the eggs used in the EEC,

Durum Planting Late

After running at capacity from the
first of the year to Easter, durum mills
slowed to the lowest rate of many
months in the post-Lenten let down.
Milling & Baking News characterized
it as “reflecting fullness of pipelines
rather than any significant reduction
in retall demand for macaroni prod-
ucts.”

Price of No. 1 Hard Amber Durum
drclined from a peak of $8.60 per
bushel, Minneapolis, at the end of Feb-
ruary {o a $5-$6 level at the end of
April,

Durum stocks In all positions on
April 1 totaled 53.6 million bushels, a
25 per cent decline from a year earlier,
During the first week of April durum
export sales and shipments were re-
ported at 62.1 million bushels from an
availabla supply of 78 million bushels,
leaving a projected carryover of 15.9
million bushels.

County agents in North Dakota re-
port this year's season is nearly ten
days later than normal, because of cool
weather. Topsoil molsture is good and
the crop should get a good start as soon
as planting cun be completed. Fertilizer
supplies are reporfed to be about a
quarter short of requirements with the
greatest shortages In the southern and
western counties,

Canadlan farmers intend to plant
26,700,000 acres to wheat this crop year,
an 8 per cent Increase over a year ago,
according to a mid-March government
survey. Durum accounts for 3,300,000
of the intended acreage, up from 2,600,-
000 last year.

Egg Production

Egg production at 5,764 million eggs
during March, 1874 was down one per
cent from March last year, according
to the Crop Reporting Board. Layers
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on farms numbered 291 million, down
2% from a year ago and 1 per cent
“\below a month ago. Rate of lay on April
1" averaged 64.1 eggs per 100 layers,
up from 63.4 a year earlier and 63.3 on
March 1, 1074. Egg-type hatch totaled
45.7 million In March. Eggs in Incu-
bators on April 1 at 47.8 million were
3 per cent below a year ago. Forecast
Is for egg productlon to be moderately
above 1073's low level but about 2 per
cent less than the 1871-73 average.

Wholesale Egg Prices Fell

Wholesale egg prices fell after Easter
by a dime a dozen as demand plunged.
Egg market statisticians estimate that
between 16 and 18 per cent of the eggs
consumed In a year are purchased in
the two to three weeks prior to Easter.
Dealers sald speclal egg sales before the
holiday helped to boost the volume of
business, and now that pipelines are
filled, distributors backed away from
the market. End-of-April price for
large white eggs in New York was
down 25¢ from January, to the lowest
price In nearly a year.

Frozen eggs fell 6-7¢ a pound In
April while dried products declined
some 20¢ per pound.

Processed Eggs

A lotal of 524 milllon dozen shell
eggs were broken March 1974 under the
USDA's Egg Products Inspection Act—
up 32 per cent from the corresponding
four wecks of last year. Per cent in-
creases by reglons from last year were:
Western, 42; North Central, 38; South
Central, 28; North Atlantic, 22; and
South Atlentie, 16.

During the four weeks, 81 million
pounds of liquid egg products were
used in processing—up 35 per cent from
the same perlod last year. Ingredients
added In processing totaled 3.1 million
pounds, 20 per cent more than a year

ago.
Liquld Egg Production

Liquid egg production (including in-
gredlents added) for immediate con-
sumption and processing totaled 27.4
milllon pounds durlng the 4-week
period—up 42 per cent from the same
period last year, Products for imme-
dlate consumption totaled 12.2 million
pounds compared with 0.8 million a
year earller, Those for processing to-
taled 152 mlllion pounds compared
with 8.7 milllon last year,

Frozen egg products amounted to 31
milllon pounds, 20 per cent more than
last year. Dried egg production was 8.1
wnillicn pounds, 44 per cent above the
4-week period a year ago.
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Cumulative totals July 1, un
through March 31, 1974 and percent: ze
Increases from the corresponding 19 2
73 period are as follows: Shell ejgs
broken, 425 million dozen, § per ceul;
liquid eggs used In processing, 831 mil.
lion pounds, 6 per cent; liquid producs,
for immediate consumption and proe.
essing, 210 million pounds, 11 per cent;
frozen products, 256 milllon pounds, ¢
per cent; and dried products at 51 mil-
lion pounds, 5 per cent.

International Multifoods
Continues Growth

International Mullifoods has re.
porfed an unprecedented sixth straight
year of earnings growth.

The diversified Minneapolis-based
food processor reported record earnings
and sales for the fiscal year and the
fourth quarter ended February 2.
Multifoods has now reported Increased
earnings per share in 20 of Its last 24
quarters when compared with the same
period in the previous year,

Per share earnings rose from a re-
stated $2.76 to $3.27, an improvement
of 18 per cent.

Net earnings rose 18 per cent from
$10,095,000 to $11,880,000.

Sales climbed 40 per cent from $537,-
840,000 to $751,026,000.

For the fourth quarter, consolidatcd
net earnings were $3,631,000, or $1.00
per share on sales of $213,010,000, This
compares with $3,354,000, or 82 cen's
per share on sales of $161,715,000 f.r
the fourth quarter a year ago,

For the past six years since a nev
management group was formed the 8 -
year-old company has had an annu |
compound growth rate of 12 per cert
in sales, 20 per cent in net earning;
and 16 per cent In earnings per shar

Multifoods President Darrell Run}?
cited record performances from Mull -
foods' Canadlan operations and U..i.
industrial foods divislon as major coi -
tributors to the 1974 earnings improv: -
ment.

He also noled that U.S, consum:r
products operatlions, which had fallea
off in fiscal 1078, rebounded back Into
its trend-line growth pattern last year.

He sald U.S. agricultural products
and the compuny's fast food and restau-
rant operatlons registered modest im-
provements.

King Foods, a portlon-control frozen
meat operatlon, lost money In the first
part of flscal 1674, Lifting of the price
freeze on meat allowed King in the
final months to show a small profit for
the year, Runke sald.

WHETHER YOU'RE MANUFACTURING LONG GOODS

£ 2 OR SHORT @.EGG

NoobLES[Z/_? JOR OTHER SPECIALTY SHAPES,
IS ALWAYS UNIFORM

BEZNIYOU'LL FINDY
IN COLOR AND GRANULATION.

.BECAUSE OF

OUR UNIQUE AFFILIATIONS IN THE DURUM WHEAT

cROWING AREANH WE cAN suPPLY THE

@ AMBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION

i ) — | Offices: St. Faul, Minn, 55165
Mills ot Rush City, Minn, — General L a‘iephona: R 9403
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Convenience Dinners Hit
Saturation Level

HE add-meat convenience dinner

category, virtually an overnight
best seller, has leveled off somewhat,
Supermarket News reports. Because of
its instant success, the category has suf-
fered from a deluge of brands and over-
saturation is being fell on both retailer
and manufacturer levels,
survey of retallers, sales are still good,

According to a Bupermarket News
but are slowing down. The category is
a profitable one, with markups in some
Instances running as high as 23 per cent.

Introduced in 1970

The category was Introduced In late
1870 by Hunt-Wesson in the form of
Skillet Dinners, a four-serving product
retailing for about B3¢. Also, in late
1070, General Mills began testing Betty
Crocker Hamburger Helper, which
ylelded five servings at 589¢. Natlonal
distribution was achleved the following
summer, and because of aggressive re-
taller and consumer promotion cam-
paign, it soon became No. 1 in the cate-
gory. Bupermarkst News reports that
General Mills currently enjoys about a
% share of the convenlence dinner mar-
ket according to competition and it Is
estimated that the volume is about $70
million annually. General Mills has
three lines of convenience dinners,
Hamburger Helper includes eight varle-
ties: Beef Noodle, Chill Macaroni, Po-
tato Stroganoff, Rice Oriental, Hash,
Cheeseburger Macaronl, Stew and La-
sagna. Tuna Helper is a five-product
line consisting of Noodles 'N Cream,
Noodles 'N Cream Sauce, Potatoes 'N
Mushroom-flavor  Sauce, Macaroni
Newburgh and the newest addition,
Creamy Rice 'N Tuna. Quick & Hearty,
a two-varlety line, is being tested in a
limited area. These are spaghetti and
chili combinations, while macaronl and
noodles comprise the Helper lines, This
line is higher priced and almed at a
different consumer than the Helpers.

Weading Out

There has been much weeding out of
unprofitable varieties and adding of
new ones. For example, Hunt-Wesson
has phased out a number of Skillet
Dinner varieties and now has three:
Lasagna, Stroganoff and Mexlcana, The
company I8 also testing another con-
venlence dinner, Blg John, with five
Aavors: Beef Chill, Macaroni, Spaghetti,
Woodsman Stew, Noodle and Spanish
Rice. No decision has been made on Big
John's future, but there are plans to
expand the Skillet Dinner line. “It's
like the cake mix business in that
everybody is testing new flavors.”
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Kraft Dinner

Kraft's Macaroni and Cheese dinner,
a forerunner in the field, is another
strong seller. Kraft also markets an
add-meat product, Chef’s Surprise. The
Chef's Surprise line from Kraft went
national in September, 1073. It consists
of Ranchero, Homespun, Colonial, Fish-
erman, Chili macaroni and Sluppy Joe.
Kraft plans to introduce other varieties
and lines.

Thomas J. Lipton manufactures a
convenience dinner contalning dehy-
drated meat. It comes in three varie-
tles: Beef Stroganoff, Chicken and
Chicken Supreme,

Pillsbury entered test marketing
about a year ago with Busy Day oven
mix, but the timing was bad and the
product discontinued.

Another product eliminated is Del
Monte's Grand Tour. This was a four-
serving item containing canned fruits
or vegelables in a sauce, with noodles
or rice packed dry. Varieties Included
Italian, Mexican, Polynesian and Beef
Burgundy. It was test markeled in
California and dropped,

Some Private Label

Some retailers have launched private
label products such as Grand Unlon's
Big Dinner mix, containing textured
vegetable proteln, which when added
to one pound of meat produced six
servings.

Gooch Food Products of Lincoln, Ne-
braska are promoting Red Skillet TVP
Dinners with textured vegetable pro-
tein. They Introduced Busy Day Dinners
in 1959,

Golden Grain and Globe A-1 have
entered the dinner market on the West
Coast,

Ease of Preparation

Ease of preparation is the most 1.
portant factor in consumer attractin,
Some retailers sald that the categovy
is not Inexpensive and that most housa.
holds would do better by adding meat
to home-prepared noodle, pasta or ri-e
concoctions. Many manufacturers point
to last year’s meat problems as siriking
a blow to the category. “People just
stayed away from any product using
meat,” one manufacturer said.

Noodle Roni Campaign

Large space newspaper ads with 10¢-
off store-redeemed coupons, plus a
heavy schedule of TV spots will pro-
mote Gnlden Grain's Noodle Roni dur-
ing June and July throughout Washing-
ton, Oregon, Montana, Idaho and Alas-
ka. Copy describes the product as “A
bit of old Italy” and tells how simple it
Is to prepare—"just add butter and
milk. In § minutes, delicioso!"

New TV spots in full color also stress
the Italian heritage of the product with
colorful vigneties of Italy providing
background atmosphere, As In the past,
the emphasis in the advertlsing is on
quality—both In the appetizing food
illustrations and In the theme! “Noodle
Ronl—a bit of old Italy.”

Tennis Tournament

Golden Grain Macaronl Company is
co-sponsoring the second annual Family
Circle Cup, featuring the world's top
professional women tennis players. Ttz
tournament, fo be held at Sea Pinis
Plantation, Hilton Head Island, Sout:
Carolina, will offer a purse of $100,00/,
one of the richest ever for a women &
tennis event.

The tournament will have an Invit: -
tional list of 44 international stars, ir-
rluding Billle Jean King, Chris anl
Jeannie Evret, Evonne Goolagong, Mai -
garet Court, Rosemary Casals, Nanc’
Gunter, Kerry Melville and Virgini
Wade.

The event will be telecast by NBC-
TV on May 25 and May 26 and will b:
used as a theme for Rice-A-Ronl tele-
vision commerclals. Golden Grailn will
also be represented with a full-color
Macaron! & Cheddar advertisement in
Family Circle's June issue which will
feature a special 16-page tennis supple-
ment bound into the book.

Froxen Entree

Green Giant has (‘vo new frozen
entree dishes: chicken and noodles and
tuna and noodles.

: CONVENIENT
" INDIVIDUAL PACK
OF MEASURED DOSES
ELIMINATE WASTE

RECOMMENDED IN
THE MACARONI INDUSTRY

EFFECTIVE — High or Low Temperature
Soflt or Hard Water

HELIOGEN Diatomic lodine Sanitizer 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
lilm on equipment,

No measuring or mixing required,

Packets eliminate costly wasle, |
Individual moisture-proof packets
1ssure-factory freshness.

| NO CUMBERSOME

4 .  BOTTLES — each tablet

& | dissolved in 2% gallons of
o | luke warm water releases

at least 17ppm of titratable

lodine.

AVAILABLE IN BOXES OF 250 TABLETS —
410 a case.

NO BULK — NO BREAKAGE — NO FREEZING
E.P.A, Reg. No. 11652-1

Write for Technlical Literature & Samples

@Eﬂbm Brown Pharmaceutical Co. Inc.
2500 West Sixth Street
Los Angeles, Californla 90057

Phone (213) 389-1394

June, 1974
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JACOBS-WINSTON
LABORATORIES, Inc.

LST. 1920

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

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

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

6—Pesticides Analysis,

7—DBacteriological Tests for Salmonella, ete.
8—Nutritional Analysis

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

WANTED:

Informed
Sales
Representatives

Have them read
The MACARON]I
JOURNAL

P.O. BOX 336
PALATINE, ILLINOIS
60067, U.S.A. .
Please enter one year subscription:

[J $8.00 Domestic  [] $10.00 Foreign

Name

Firm

Address

City and State Zip.
Renewal New Subscription
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Applebaums in
Minneapolis-St. Paul

A full page ad in the Sunday papers
advertised Itallan Week at Applebaums

in Minneapolis-St, Paul during the last
week of April,

Copy read: “Shalom and bongiorno
from Applebaums! A good deal of eth-
nie cooking—whether it's Jewlsh, Ital-
fan, Mexican or whatever—was de-
veloped simply to stretch meat or dress
up a cheaper cut. (Sound familiar?)
But nobody is better at that than the
Southern Itallans who can turn ground
beef into an endless varlety of hearty
dishes, thanks to their endless varlety
of pastas.

“A good pasta like Creamettes is
made from hearls of hard, durum
wheat, and Is quite high in protein and
low In fat , .. only about 1.4%. Pasta
made from this top-quality durum flour
Is gold and firm, never sticky or
starchy.

Spaghettl Is always a favorite,
whether you make your own sauce or
buy it ready-made. But how about giv-
ing some of the other pastas a chance
too—Lasagna or Manicoiti maybe?
We've included a couple of basic reci-
pes, Bon appelito!”

Following the recipes was a price list:
15% oz, glass jar Ragu Spaghett]

Sauce, w/$6 order, limit 2 with

COUPON toivininnnnnrrorsrsenss 2B¢
12 oz can Hunt's Tomato Paste ,. 20¢
1 1b. loaf D'Agastino Bread ..... 29¢
1 1b. box Creamettes Lasagna .. 08¢
1 lb. box Creameties Manicotti .. 58¢
2 1b. box Thin Spaghetti ....... 69¢
Ground Beef, pound ............ T8¢

Celentono Meat Ravioli

Celentano, Inc., a leading manufac-
turer of Itallan Frozen Foods, Is Intro-
ducing its newest product—Meat Ravi-
oli—with a full-color ad in the New
York Metropolitan reglonal edition of
May Family Circle, plus McCall's and
Woman's Day.

The ad wlill also appear in the New
York Daily News Magazine sectlon,
and othgyr newspapers. In addition,
radio spols on WOR, WNEW and
WVNJ are scheduled.

The Introductory ads for the new
Celentano product will be aimed at
“those who never before llked meat
ravioll.”

We Get Letters

Mrs. James C, Wendorf of Big Bend,
Wisconsin writes: “A few months ago
I sent for your pamphlet “For Welght
Control—Use Your Noodle,” Using the
food guide given in the leaflet brought
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me some successful poundage loss re-
sults. I'd like to pass on this food pat-
tern among the 28 ladies in the Be-

witched by Tops Club in Blg Bend.-

Please send me 28 leaflets as we are all
looking forward to a good figure plan.
With your help I am sure each one of
us will be indebted to the National
Macaroni Institute. Thank you.”

National Macaroni Institute
Advertises in
Progressive Grocer

The advertisement below appeared in

the May issue of Progressive Grc:e:
magazine, distributed at the Sujer
Merket Institute Convention,

This is a continuation of the cim.
paign begun a year ago with the uds:
“Here's How to Turn a Short Shopp:ng
List into a Long One"” and “Here's How
to Direct Traffic into Every Section of
Your Store,”

Ads are being prepared for fulure
placement stressing pasta’s profitability
and virtue of generating related item

sales, \

PU™"" PASTA

Major chains reporting:

Top I.ve Growth Categories in Your Store

"Pasta department is being expanded jour linear feet.”
"Sales of dry pasta have doubled.”

"Pasta r.ales have gone out of sight.”

‘The shopper knows she gets more for her money with pastn.
you can get more—display macaroni products because pasta is .

Proﬁuhlo—Anngn groas margin of 19.3 per cent,
Prollﬂc-—l-:"ry time pasta is sold, a related item sale Is born.

Popuhr—Amulcm last year ate a record 1.9 billlon pounds
and 1974 Is shaping up into another record year.

MACARONI

PUSH PASTA

+ «It's One of the

THE NATIONAL

INSTITUTE

THE MACARONI Jouam

d
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Your IICSI salesman.

Durakota No. 1 Semolina, Perfecto
Durum Granular or Excello Fancy Durum
Patent Flour, Start with the best — from
North Dakota Mill.

When you have a quality product, the
proof is in the cooking! And one woman
tells another. Word of mouth is a great
sales tool, so be sure your product
starts with quality durum, Order today:

the durum peopie

NORTH DAKOTA MILL

Grand Forks, North Dakota 58201
Phone (701) 772-4841
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CONVENTION PROGRAM

L 70th ANNUAL MEETING

} National Macaroni Manufacturers Association
The Broadmoor, Colorado Springs, Colorado

.;fhore Is"no ‘subnmule for the engineering expertise
that comes with axparlence. Buhlor has It. Over one-

hundred years experlence in the daaign and operation
Sunday, June 30 Arrivals and Registration in the Mezzanine.
acaroni plants and
2:00 p.m. Board of Directors Meeting of hUI‘ldI’OdB of modem. efficlentm ; I":h d
achines In practically. every country of the wor
6:00 p.m. Steak Fry ot Rotten Log Hollow—Western style food and entertainment — " P Y 4
Buses leave from the Main Entrance. wheg macaroni |8 rnade.
Monday, July 1 8:00 a.m. Breakfast in the Copper Room, Golf Club ,-j;.uuommmmmmmmr. wm:‘"wmm BUNLER Emln“:i‘ deviop "?_
9:00 a.m. The President's Report—Vincent DeDomenico : V.memtmm 1200-8000 Ibs./hr. op P;f‘,;:'{;'g,.m:}",' F.,'"'gf,'f:, plant ,:,m.
Appointment of Conventicn Committees: Nominations, Audit, Resolutions. Four wrew presses up!o10000|b0 Ihr. opmnnn and specific requirem :
9:30 a.m. The Washington Scene — ; i
Counselor Harold T, Halfpenny i m mh_’ shortgogde i
| 10:00 a.m. The International Wheat Situation— - Short goods beit dryers from 600-16,000 Ibs, /hr. :
" Richard E. Eell, Cieputy Assistant Secretary, United States Department of Agriculture mmmm-ummm i
10:30 am. The nugmMo;i-uau‘:-&-' | ' Long goods dryers from 600-4000 Ibs./hr. E
elvin G, Maier, Administrator : i
North Dakota State Wheat Commission WMM for one shift per day discharge I
I 11:00 a.m, Durum Wheat Institute Report— ""mw 1
| Director H. Howard Lampman mmmm il .
11:30 a.m. Adjournment wm Nnes it
1:00 p.m. Golf Tournament 5 l.-niomhn ? . i
J 6:00 p.m. Suppliers’ Social at the Terrace Pool. U 8.-made slecirical controle F:‘:.rv.l:m :.l‘mcglymas ::‘Il:f'l;il-lﬂnd'slnﬂﬂolzﬂulflm u- ¢
i No scheduled dinner function. U.l.-nn. a--m f :?eﬁﬂ&'lo? °ﬂu3|°°ﬁ'nh!':lpu¢.v er‘:m::"w i
second L] sad above, i
Inﬁ-h. services Including gesign, planning and Imhlll- sty i) :
[ Tuesday, July 2 8:00 a.m. Breakfast in the Copper Room, Golf Club. h um o{oomplatc macaron| u!ng pllnll 3
: 9:00 a.m, Progressive Grocers' Magaxine Report on the Grocery Industry—
{ Edgar B. V:olzer. Editor-in-Chief If it's anvthing to do with macaronl plants or equip-
A .m, Nutrition E t
| 100 gm iy Pty paain B ke el ment, talk to the experts at BUHLER-MIAG, INC., 8925
;' | " :""‘:"“’1"‘;‘““' F:"I’d.::':‘n"":f_"““ Wayzata Bivd., Minneapolls, Minn. 55428, (612) 545-
1 :30 a.m. ational Macaroni In epo - ;
k. 1| * publicists Theodore R. Sills and Elinor Ehrman 1401/Eaatorn Sales Office; 530 Sylvan AVB.. Engle-
11:00 a.m. A Call for Leadership— wood. C||lfa, New Jersey 07632 (201] 871-0010/
H. Geddes Stanway, Vlce Chairman of the Board,
Skinner Macaroni Company BUHLER-MIAG (canada) LTD-. Don M‘LQ. Ontarlo.
11:30 a.m. Committee Reports—Election of Directors (413) “5.3910, ' gk i Buhler _flt:mn. |::|rl=:-rh:n;n'?‘ I'naiglrn. A1 typas of
$15.0 Ml o1 : macaroy o
li:gg noon :oard u-fr Directors Organizational Luncheon i £ ‘l;‘:f?li;'r :ﬁa:cﬁ'& ;:33‘1 press. ‘}h.fml':b Jrzgc:?r
| 4 p.m. ennis Tournament C :
6:00 p.m. Suppliers’ Social in the Pompeiian Room omplete Macaro’" Plants by
| 7:00 p.m. Banquet in the Main Dining Room—Mario Singers ‘
|
Wednesday, July 3 9:00 a.m.—Board of Directors Meeting . u
Adjournment by noon
36 Tve Macaron Journal [l 24
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INDEX TO
ADVERTISERS

A DM Milling Co. ... .. ...

Amber Miiling Div. ;

Asseco Corporation ... .

Bralbanti-Werner Lohara ... .

Brown_ Pharmaceutical Co.

Buhler Misg ... ... ... ... ...
| Cloudsley Company ... ..
DeFrancisci Machine Corporation ...
Diamond Packaged Products Div =
Fibreboard Corporation . .. ...
International Mukifoods Corp. .
Jocobs-Winston Laboretories .
Maceronl Journal ... ...
Maldari & Sons, D., Inc, ..
Meyer Mechine Company
Microdry Corporetion
| North Dekota Mill ..
Peavay Co. Flour Mills _.

Triongle Packege Machinery Co. .. .. 19

CLASSIFIED
ADVERTISING RATES

Want Ads .......onceee oo 31,00 par line
Minimum $3.00

Display Advertising .. Retes on Application

FOR SALE—2 DF Spagheiti Presses, Pre-
limineries end ten room dryers with instru-
menis, saws, wood and eluminum sticks,
Box 338, Pelatine, lil, 60087,

FOR SALE—Mixer & Kneader—good con-
dition, Box 336, Paletine, Il 60067,

26 vl

Richard Lorimer Promoted

Richard Lorimer, Manager/Sales
Service, Skinner Macaroni Company,
has been named Assistant Fleld Sales
Manager, a new position within the
company.

Lorimer joined Skinner in November,
1668 as Assistant Advertising Manager,
was named Merchandising Manager in
1870 and Manager/Sales Services n year
ago, In his new responsibility he will
assist in the management of Skinner's
fleld sales staff of 55 men and a net-
work of 50 food brokerage firms
through whom Skinner serves its dis-

Viviano had resided in Plainficld si e
1816, He was retired as a self-emplo ‘o4
flour broker and was a8 member of the
Produce Exchange.

He was a Fourth Degree Knight of
the Knights of Columbus, Watch Ing
Council 552. He was a member of the
Plainfield Country Club for more than
60 years, a communicant of St. Ma:y's
Church and during World War I, he
was a member of Plainfield Home
Guard.

His wife, Mrs, Calogera Viviano, died
in 1873

Surviving are two sons, Louls Jr, und
Bartholomew, and two daughters, Mrs.
William Ferris of Port Washington,
N.Y. and Mrs, Jack Moon of Pasadena,
Texas.

A D M Posts Gains

Archer Daniels Midland Co. posted
net earnings of $9,390,187, equal to 63¢
per share on common stock, in the third
quarter ended March 31, Earnings were
up 50% from $5888,709, or 40¢ per
share, in the same period a year ago,
adjusted for a two-for-one stock split
and restated for an acquisition on a
pooling of interest basis,

Net earnings for the first nine months
of the current fiscal year, July through
March, totaled $21,602,221, or $1.44 per

~  ASSISTANT tribution in 30 slates, share, against $12,374,876, or 85¢ per
! PLANT MANAGER Before coming to Skinner Lorimer share, a year ago, adjusted for the
| Major producer of food had been employed over a 13-year span  8tock split.

products loceted in metro-
politan N.Y, needs capable,

ity to edvence in plant em-

oying 80 people. Dry food
o':"b'ocl.n' n:v'i'onu ?nlplul.
Write In contidence giving
beckground and salery require-
ments.
Box 336, Palatine, 11l 60067

é enperienced man, Opportun-
W

.l Joe Johnson Retires

Joe W, Johnson, in sales management
for Gooch Foods, Lincoln, Nebraska, for
some forty years retired on May 3. He
will continue to reside in Lincoln.

| Promotion
Peter V. Kenford has been appointed
to the position of Vice President-Sales
for Aseeco Corporation, Beverly Hills,
Californla,
Since Joining Aseeco In January of
1870, Kenford held the positions of
Sales Engineer and Generanl Sales Man-
ager.
With extensive experience in bulk
| handling and processing equipment and
total systems, Kenford will be respon-
sible for directing sales through fifty-
six area representatives in the U.S. and

in sales management and advertising
posts. He served as a vice president of
Lloyd Advertising Osnha, and was
manager of the O.uah. office of Ayres
& Associates, an ivertising agency
headquartered in Lii.oln, Nebraska.

Louis A. Viviano, Sr., Dead
Louis A. Viviano, Sr. of Plainfield,
New Jersey dled at the age of 980 on
April 13.
Born in St. Marguerite, Siclly, Mr.

Provisions for federal and state in-
come taxes for the nine-month period
were $22,184,000, compared with $10-
367,180 a year ago.,

Archer Danlels Midland sald thire
were 14,882,605 average shares of con-
mon slock outstanding in the thrd
quarter.

Aseeco Sales Seminar

To better serve their customers wo: Id
wide, the Aseeco Corporation in cr 2-
Junction with its subsidlary Asec:o
International held an engineering o«
Sales Seminar in Beverly Hills, Cu'l-
fornia on March 20, 21 and 22, 1974

In attendance were personnel frcm
Aseeco’s twenty-five sales offices in 11¢
United States plus personnel from
Aseeco International located in Canaca,
the United Kingdom, France, Switzcr-
land, Iran, Australia and Japan,

The seminar covered In depth the
latest concepts and techniques in bulk
materials handling and processing for
the food Industry, Particular emphasis
was placed on totally automated plant
designs, from raw material input to
packaged product output- with compulter
monitoring.
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Macaroni, spaghetti, vermicelli, lasagne, ziti, shells, linguine,
mafalde, tripolini, orzo—and many, many more.

They're all pasta—they're all different—
and they're all masterpicces made by art-
ists with a true love for and dedication
to their profession.

Diamond employs its own brand of
artistry in developing a frame for these

pasta works of urt—creative folding
cartons, labels, streamers, shelf-talkers
and point-of-purchase displays.

Let us show you how your artistry can
be enhanced by our kind of creativity.
Just call (212) 697-1700

NAL CORPORATION

DIAMOND INTERNATIO

i~

ITTLE MASTERPIECES
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PACKAGING PRODUCTS DIVISION
733 Third Avenue, New York, New York 10017

’ Canada.
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Sonowwhen 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-

it quality durum flour.

A number of our customers have already ordered

“Duregg” in helty lots.

Here are a few reasons why you should:

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

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

Who put egg in the noodles?

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 simplities delivery. Now it's one
source — Multifoods,

® Duregg lowers your manpower requirements,
Enoughsaid. Orderyour Dureggwith a phone call,

INTERNATIONAL

Corp.

= @MULTIFOODS

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