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LIFESTYLE
A Very Successful Launch!
One of the Company's most
successful new product laun-
ches  has just  recently com-
menced with flying  colours.

The  28  product  item  line,
introduced   to   JMS   sales-
people at the National  Sales
Conference, has received tre-
mendous   retail  and   consu-
mer  acceptance  across  the
country. There are too many
stories  to  list  all  the  full  list-
ings  acquired  and  full  page
newspaper  food  ads  (many
in   full   colour)   which    have
been secured.

In Kitchener, we have heard
from  many  consumers  who
have  the  highest  praise  for
the   Lifestyle   product   line.
The majority of these letters
and  phone  calls  have  been

from the seg ment of the mar-
ketplace  that  was  prime  in
the  Company's  planning-
that being those people who
are health conscious and had
eliminated conventional pro-
cessed meats from thei r diets
some time ago. We have also
heard   f rom   nutritionalists,
Hospital   Dietary   personnel
and people in the Health Care
professions all wanting more
information  and  greater  de-
tail   on  the  nutritional  com-
position  of the product  line.

The Ontario Fitness Coun-
cil   decided   to   have   a   Life-
style lunch at its annual con-
ference  in  Hamilton  in  June.
The   University  of  Waterloo
recently held a national high
school   coaches   clinic   and

thought it was appropriate to
have  a  JMS  Lifestyle  lunch,
resplendent with  advertising
material. As recently as April
17,  hundreds  of  consumers
taste tested and commented
on the exciting line at Miracle
Mart's   Deli   display   at   the
National  Home  Show  in  To-
ronto.  The  most  consistent
comment was "isn't it amaz-
ing that it can  taste so good
and be so low in fat and calo-
rie content".

The Company is delighted
with  the  initial   marketplace
responsetoournewestfamily
of  products and  is  currently
planning   for  the  expansion
of the  Lifestyle  line.

KEY NUTRITIONAL INFORMATION
J.M.  SCHNEIDER INC[  LIFESTYLE  PRODUCTS

pRODucT DEscRipTioN                                  pRorEiN  O/O
CONTENT

Ljfestyle wieners                                          Min.          12.0

Lifestyle  sausage                                          Min.          14.5

Lifestyle Beef Steakettes

Sliced Meats
Lifestyle  Bologna  (both sizes)
Lifestyle Chlcken  Loaf
Lifestyle Salad  Loaf
Lifestyle Luncheon  Loaf
Lifestyle Chopped  Ham
Lifestyle  Polish  Sausage
Lifestyle  Kielbossa
Lifestyle  Beerwu rst
Lifestyle Spiced  Ham
Llfestyle Cooked  Ham
Lifestyle Smoked  Ham
Lifestyle Turkey &  Ham
Lifestyle Turkey -White &  Dark Meat
Lifestyle Turkey Breast -Round
Lifestyle Turkey Breast -Square

Lifestyle  Ham  Steaks

Deli  Products
Lifestyle  Bologna
Lifestyle Cooked  Ham
Lifestyle Luncheon  Loaf
Lifestyle Turkey  Breast
Lifestyle Spiced  Ham
Lifestyle Eye of the  Round

Lifestyle  I.W.S.  Skim  Milk  Slices

Lifestyle  I.W.S.  Skim  Milk  Slices

Min.            15.0

FAT                             CA LO R I C                       %                  a/o
CONTENT                CONTENT                   SALT   CARBOHYDRATE

Lessthan  l5%     92Cal/Weiner       2.30/o        Max.     7.0

Lessthan9%        58Cal/Sausage    1.650/a       Max.      5.0

Lessthan  l40/o     216Cal/Steaketteo.450/o       Max.      5.0

Lessthan  l5%     52  Cal/Slice
Lessthan  l0%     40Cal/Slice
Lessthan  9°/a        41  Cal/Slice
Lessthan8°/a        37  Gal-Slice
Lessthan 8%        34 Cal/Slice
Lessthan9%       42Cal/Slice
Less than  9o/a
Less than  9%
Less than  7%
Less than 4o/o
Less than  50/o
Less than  5o/a
Less than  50/o
Less than 4%
Less than 4%

41   Cal/Slice

43  Cal/Slice
37  Cal/Slice
27  Gal/Slice

27  Cal/Slice
32  Cal/Slice
30  Cal/Slice

33  Cal/Slice
33  Cal/Slice

Lessthan 4%        245  Cal/Slice

Less than  15%
Less than 4o/o
Less than 8%
Less than 4%
Less than  7%
Less than  6o/o

245 Cal/100 9
130  Gal/100  a
175  Cal/100  9
155  Gal/100  9
175  Cal/loo  9
195  Cal/loo  g

Lessthan7%       39Cal/slice
Lessthan  7°/a        39Cal/Slice
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The French have an expression that translates roughly as "the
more  things  change,  the  more  they  remain  the  same."  That
saying came to mind looking back over the changes that have
taken  place as part of our restructuring  programme.

A  lot  has  happened  in  the  last six  months.  We've changed
some of our attitudes and management style, and our corpor-
ate structure  is  very  different  today from  that  of  a  year ago.
Eventually these changes will have a bearing on how success-
ful we are as a company.

Let  me summarize what  I  think we've accomplished.  Today
we  are working  towards  a  leaner,  more  united  management
group than we had six months ago. That's important, because
in the competitive battle we face, we simply can't afford over-
lapping   management   structures  for  different   areas   of  the
business.

By folding the different companies back into one organiza-
tion, we're in a better position to manage what we're doing as a
company overall. The past few years have demonstrated how
vulnerable we've become with the majority of our products in
only one sector of the market. But by operating under one roof,
so to speak, we can work much more closely as a team and see
that  the  different  businesses  compliment,  rather  than  com-
pete,  with  one another.

Finally,  our  restructuring  happened  under  a  new  name,  or
should  I  say  we  got  an  old  one  back-"Schneiders".  It  has
represented ou r busi ness for the past loo years. Maybe th i ngs
do remain the same the more they change. As I see it anyway.

Douglas W.  Dodds
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Frederick p. Schneider Announces
Name Change and Organizational
Unification

(The following  comments were delivered  by company  chair-
man and C.E.O.  Frederick  P. Schneider at the Annual Share-
holders'  Meeting on  April 23).

The Heritage Group lnc.
Annual Shareholders' Meeting April 23,1986
Remarks by F.P. Schneider Chairman,
President and C.E.O.

A Change in Corporate Name
`` I wou ld now d raw you r atten-

tion to the item on our agenda
seeking  shareholder  appro-
val to change our name from
The  Heritage  Group  lnc.  to
Schneider Corporation.

Even though we may have
overlooked the fact at times
over the past five years, J.M.
Schneider   lnc.,   by   far   the
largest   operating   company
within  the  Group,   has  pro-
vided  the  energy  for  every-
thing else we have done. Dur-
i ng the d iversification phase,
that company generated the
necessary  cash.  It  provided
the support and product de-
velopment services to sister
companies   and   it   lent   its
name   and   reputation   to   a
host  of  new  products.  The
inescapable   conclusion   is
that  we  are  a  Schneider-
driven corporation backed by
almost 100 years of tradition
and  loyalty.  That  being  the
case, Schneiders is the name
by   which   we   should   be
known,  not  just  in  the  meat
business,  but  in  the  cheese
and grocery business as well.
I therefore ask shareholders
to  approve  a  change  in  the
name of The Heritage Group
lnc.  to  Schneider  Corpora-
tion,   which   will   henceforth
be a holding company whose
primary asset, of course, will
be  the  operating   company
J.M.  Schneider  lnc.

A Program of Amalgamation
and Integration
A   little  less  than  a  decade
ago  we  started  getting  sig-
nals that indicated our busi-

ness was changing. The mar-
ket told us that eating habits
were  shifting.  Consumption
of  red  meat,  our  traditional
busi ness, was decl ini ng. The
trend-setting,   calorie   and
salt-conscious  segment  of
the population began eating
leaner  meats,  including  fish
and   poultry.   At  about  the
same   time  the   recession
struck   and   forced   middle
class families to turn  to  less
expensive,   non-meat   food-
stuffs.

Naturally, we took steps to
reduce  our  dependency  on
the  red  meat  sector  of  the
market. The strategy was to
diversify by creating and ac-
q ui ri ng new compan ies oper-
ating   under  the  corporate
entity of the Heritage Group.
We  believed that overseeing
a  group  of  separate  operat-
ing  companies,  specializing
in   particular  sectors  of  the
market,  was the  most effec-
tive  way  to  establish   our-
selves.

I n retrospect, ou r d i rection
made sense,  but our execu-
tion was deficient. In the pro-
cess of bui lding our business
through  acquisition  and  di-
versification,  we  paid  insuf-
ficient attention to the u nder-
Iying  strengths of  our tradi-
tional   business  and   to   the
fact that our industry simply
cannot withstand the exces-
sive  costs  associated  with
any  overlapping  structures.
As   a   result,   our  objectives
were only  partially  met,  and
our financial performance, as
I  need  hardly  point  out,  has
been woefully inadequate.

Today, the same set of in-
dustry  conditions  exist.  The
trend  toward  lower  levels  of
red  meat  consumption  may
have bottomed out,  but they
show no signs of retu rn ing to
previous   levels.  Therefore,
what we now must do is find
the proper structure and rig ht
techniquestoconsolidatethe
positions we  have earned  in
new  sectors  of  the  market
and  continue  to  be  aggres-
sive in pursuit of new oppor-
tunities,  In  other words,  our
incomplete   success   during
the first phase of our diversi-
fication  does  not  mean  we
are abandon i ng the objective
of growth through expansion
and acquisition. We're simply
going  to go about  it  in  a dif-
ferent  way.  Tonight  repre-
sents the beginning of a new
phase   in   the   corporation's
loo year history, and a more
realistic   and   cost   effective
approach to today's market.

The first step in this direc-
tion  is  amalgamating  all  the
subsidiary companies of the
Schneider  Corporation  into
divisions  of  J.M.  Schneider
lnc.,   effective  the  close   of
business,  May 10,1986. The
result   will    be   one,   unified
operating company of which
all   of   us,   including   myself,
will  be employees.

Since  its  acquisition  four
years  ago,  F.G.  Bradley  lnc.

has operated as a completely
autonomouscompanywithin
the   group.   Several   factors
lead  us  to  think  that  all  par-
ties will benefit from an amal-
gamation,  but the  most  out-
standing   is  that  both   com-
panies have been in the food
service   business   for   many
years and although  our pro-
ducts  are  different,  we  have
been  serving  the same  mar-
ket. Bradley's operations and
sales efforts wil I be strength-
ened  immeasurably through
amalgamation  and  the  cor-
poration will reduce some of
the  costly  overheads  asso-
ciated with  having two man-
agement  and  administrative
structures.

Natco is in a slightly differ-
ent  situation.   It  has  always
operated as a marketing com-
pany, selling,  promoting and
coordinating   the   manufac-
ture  of  products  by  several
subsidiary   companies.   The
company's largest customers
are  the  major  retail  chains
and food wholesalers-most
of whom are called on  regu-
larly   by   Schneider   sales
people as well.

Link  Services  has  remain-
ed   closely   identif ied   with
Schneiders.  In fact,  many of
Link's   employees   have   re-
mained   employees  of  the
Schneider company. Pe-estab-
lishing  Link  as  the  Distribu-

Frederick Schheider speaking to area newspaper reporters at
the Annual Meeting.
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Dawson  C. Jamieson Sr. Vice-President and C.F.O.  mingles  with the shareholders and guests.

Longtime  shareholder  and  Kitchener  Insurance  Executive,
lrvin Erb enjoys the post meeting snacks.

tion    Division   of   J.M.   Sch-
neider  is  a  task  that  will  al-
most complete itself.

The  job   of  implementing
the  integration  program  has
been  put  in  the  hands  of  a
task   force   headed   by   Mr.
Dawson Jamieson, our Sen-
ior Vice-President and  Chief
Financial   Officer   and   Mr.
Douglas Dodds, President of
J.M.   Schneider   lnc.   These
gentlemen  will  oversee  the
work  of  several  amalgama-
tion  "teams" that will  be  res-
ponsible for implementing an
orderly, efficient transition.

Using  a  "team"  approach
is  not  just  an  idle  choice  of
words  to  describe  how  we
plan  to  handle  the  integra-
tion.  It is a word that is being
used  much  more  frequently
around  our  company  today
and   it   ref lects   a   deeper
change  taking  place  in  our
management style and phi lo-
sophy.

Since   the   elimination   of
dupl icate structures is one of
the   primary   objectives   be-
hind the integration program,
unfortunately  there   will   be

some loss of em ployment. At
the  moment  we  foresee  an
approximate decline of 3-4%
in   corporate   employment
levels-most  of  it  from  the
management and ad in in istra-
tive  areas,   with   little  or  no
loss  of jobs  among  produc-
tion  or  distribution  employ-
ees.  Naturally,  the  corpora-
tion  will  try to  be as fair and
considerate   as   possible   to
any   whose   jobs   are   elimi-
nated  by the integration.

In a matter of months, cer-
tainly  before  the  end  of  the
calendar  year  1986,  we  ex-
pect   the   integration   to   be
complete.  When  we  are  fin-
ished   you   will   be   share-
holders of one, unified, oper-
ati ng company. The sense of
pride,  teamwork  and  ambi-
tion,  that  has  drifted  under
our   previous  structure,   will
again  be  part  of  our  corpo-
rate   culture.   Our   manage-
ment will  be able to focus on
the business of running one
company rather than several
and you will be shareholders
of a corporation that can pro-
duce a reasonable return  on
your investment."
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You may be safer
at work than
at home!
JMS's Emergency Measures

Godfrey   Collins,   Kitchener
Manager of Maintenance Ad-
ministration has designed an
emergency measures system
that  is  next  to  none  in  the
meat processing  industry.

It goes something like this.
You hear an evacuation siren.
If it is less than five seconds it
is a test-over ten seconds is
a  true  emergency.  With  the
real  event,  Foremen  will  di-
rect employees to an assem-
bly  point  outside  the  plant.
Stay at least 50 feet from the
building and keep away from
hydrants  and  fire  hose  con-
nections. Keep an eye out for
fast moving vehicles and stay
together for a  roll  call.

If   an   employee   comes
across  an  emergency  such
as a fire, major ammonia leak,
unknown  gas  or a  chemical

spill,   inform  a  foreman  and
leave  the  area  as  soon  as
possible  or  call   extension
322.

At  the  Kitchener  location
there  are  over  100  mainten-
ance  employees  trained   in
first aid, the use of self con-
tained   breathing   units   and
fire  extinguishers.  They  are
assigned   to  specific  teams
whose duties i nclude getting
emergency units to the scene
as quickly as  possible,  mak-
ing  the  area safe f rom  elec-
trical   or   possible   ammonia
hazard and preventing people
accidently  wandering   into
hazardous   areas.   These
people  are  trained   by  and
with  the  Kitchener  Fire  De-
partment,  so  that  they  have
confidence in each other.

Do you know your primary

The  company   maintains   up-to-date  emergency  measures
equipment.

Ward Schade, Chief Operating Engineer, dresses in a chemi-
cal suit for an ammonia leak training course.

and   secondary   escape
routes?  We  have  a  compre-
hensive fire safety  plan  that
contains methods of finding
a   problem,   getting   a   large
number of people quickly in-
formed and directing fire de-
partment and  rescue  equip-
ment to the area very q u ickly.

Most of the factory is cover-
ed with sprin kler systems that
can   quickly   contain   a   fire
and  also  put  in  an  alarm  to
the Fire Department. The Kit-
chener plant has 300 fire ex-
tinguishers for  minor fires.

Other  emergency  equip-

ment i ncludes fire hoses that
result   in   alarms  to  the  five
municipal   fire   departments
when  used.  Scott  air  packs
are employed so that employ-
ees  can  enter  areas  lacking
in oxygen and chemical suits
for   use   in   high   concentra-
tions  of ammonia.  All  ref rig-
eration   mechanics   carry
masks  with  their  tool  boxes
for   less   serious   ammonia
leaks.

Godfrey's final  reminder is
"don't take risks-if i n dou bt,

get Out„.
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`Let's Share the Past
as Well as the Futulie'

Dorcas Williams, Company archivist, has a ton ol history to put
in  order.

This is the aim of Dorcas Wil-
liams, newly appointed com-
pany  historian  and  archivist.

The  100th  Anniversary  of
our company is creeping  up
on  us and as part of the pre-
parations  for  this  milestone

in  1990,  an  archives  is being
established  and  a  company
history is to  be written.

In  case  you're wondering,
an   archives   is   basically   a
place where historical  mate-
rial can safely be kept in fire-

proof,  controlled  conditions
and catalogued both for pre-
sent use as well as for future
generations  of  employees
and researchers.

While  establishing  the  ar-
chives  which  are  located  at
the Schneider office i n Water-
loo,  Dorcas  will  be  working
closely   with   Henry   Bergen
who  has  managed  to  find  a
wide   variety   of   historical
material  relating to the com-
pany.  As  Dorcas  describes,"Henry had  managed to col-

lect some 90 boxes of photos,
movie   fHms,   old   copies   of
The   Voice   and   The   Dutch
Girl, letters, old tins of ham-
you  name  it!"

Part  of  her  job  will   be  to
sort through this material, let
people   know  what's  avail-
able and make sure that items
which make "tomorrow's his-
tory" reach the archives. The
immediate  task  however,  is
to   try   and   find   additional
material  which  provides  in-
formation  on the company's
past in orderto fill in the gaps
which   exist  at   present.   As
part  of  this  search,   Dorcas
has  contacted  The  Golden
Age Club and with their help
hopes  to  chat  to  past  em-
ployees  to  find  out  ``what  it
was   really   like  working   for
Schneider's   in   years  gone

by." Dorcas' interest is a sin-
cere  one  as  she  feels  that
"memories  are  often  worth

much   more   than   a   pile   of
documents."

As a newcomer to the com-
pany she needs your help. As
she  puts  it,   "everyone  who
has ever worked for this com-
pany  has  contributed  to  its
history-tell  me  about  it.  If
you   have   anything,   maybe
an old tool, advertising label,
photos, letters or just memo-
ries,  please give me a call at
885-7619   to   chat   about   it.
That way we can all `share the
past as well as the f uture!"

A  native  of  England,  Dor-
cas obtained an Honours B.A.
i n H istory at the University of
Warwick   before   coming   to
Canada and graduating with
an   M.A.   in   Public   History
from the U n iversity of Water-
loo. Last Summer she worked
on the Kitchener chamber of
Commerce   Centenary   His-
tory which  is to be published
later this month. This involv-
ed  hours  of  research,  inter-
viewing and delving through
`tonnes'  of  photos,  and  files

before she could even  begin
to   write!   When   not   buried
under boxes of c|usty papers,
Dorcas  enjoys  horseback-
riding,  cooking  and  running
10k  road  races.

Poultry   division   employees
earn   recognition  as   Manu-
facturing Production "Depart-
ment  of  the  Year-1985".
Employees and management
pose for a special presenta-
tion in !he Kitchener location
Assembly  Hall.
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Kilchener's Dutch Boy's
``BEEF BEYOND BELIEF"

Pecently at the Head Office,
a  presentation  was made to
management personnel from
Kitchener's Dutch  Boy Food
Market.   Dutch   Boy,   now
owned   by   Oshawa  Whole-
sale, and JMS entered into a
fresh beef agreement in 1983
whereby  the  Company  be-
came thei r excl usive su ppl ier
as per Dutch Boy standards.
Dutch Boy advertises the fact
that J Ms is the exclusive sup-
plier.   The   agreement   gave
birth   to   the   slogan   "Beef
Beyond  Belief".

The  working  agreement
has been a highly successful
venture  for  both  the  Com-
pany and  Dutch  Boy.

Pictured  are  George  Hum-
phrey, former owner of Dutch
Boy and current  Dutch  Boy
Meat  Merchandising   Man-
ager;  AI   Fuller,   Dutch  Boy
Meat  Supervisor;  and  Herb
Schneider, Vice-President ol
the Schneider Corporation.

Annual Kitchener D.B. Golf Tournament Raises
Close to Sl ,500 for Local Charities

L-R, Dave Lippert, AI Orth, Rich Zehr and Dave Knapp, formed
one of many foursomes.

The 19th hole provided for some great fun and fellowship after
the game.
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Survey Shows
Hot Dogs place As
American lnslilulion
Although  known  by  six  dif-
ferent names across the cou n-
try  from  franks  to  wieners,
more  than  75  percent  of  all
people  still  refer to them  as
the ``hot dog", according to a
recent  random  survey  con-
ducted across the country by
Hebrew   National   Kosher
Foods of New York.

Among the findings of the
Survey:

The  most  popular  way  to
prepare  hot  dogs  is  to  grill
them (39.3 percent) followed
by barbecuing (34.4 percent)
and  boiling  (17.6  percent).

Hot  dogs  with  skin  were
slightly   more   popular  than
those  without  (55.5  percent
to 40.2 percent), while kosher
franks were vastly  preferred
to  non-kosher ones  (71.8 to

19.2  percent).
The  perfect  hot dog  is six

inches long according to 48.3
percent;   26   percent   prefer
the slightly longer seven inch
version.   Only  4   percent   of
those  questioned  described
foot  long  dogs  as  their  fa-
vourite.

Mustard  remains the most
popular   hot   dog   topping,
used  regularly  by  87.6  per-
cent of those surveyed. Plun-
ners-up included sauerkraut,
51.4 percent; relish, ketchup,
cheese  and  chili.  Some  un-
usual  toppings  include  cole
slaw,   peanut  butter,   horse-
radish,   mayonnaise   and
maple   syrup.   That's   right,
maple syrup.

The survey also examined
the  emotional  attachments

people have to hot dogs and
their  best  remembrances  of
eating  them.  Those  remem-
brances   broke  down   into
three types of memories: hot
dog   experiences   in   child-
hood,  eating  hot  dogs  at  a
sporti ng event and that time-
less ritual of eating as many
hot  dogs  as  possible  in  one
sitting'

One   of  the   hidden   plea-
sures of hot dog eaters is eat-
ing   them   in   quantity.   More
than 80 percent said they eat
between  one  and  seven  hot
dogs a month;  more than 25
percent of the people, at least
once,   have  eaten   four  or
more at a sitting.

Lunch   remains  the   pre-
dominate  time  of day to  eat
hot  dogs,   selected   by  51.8
percent   as   the   time   when
they are most I ikely to be eat-
ing them. Dinnerwas second,
and snacktime third.

While  hot  dogs  are  asso-
ciated with athletic events of
all types, home ranked as the
first  place  to  eat  hot  dogs,
(40.9 percent) street vendors

second,  outdoor  barbecues
third   and   athletic   events
fourth  (9.3 percent). As their
favorite   stadium   food,   71.5
percent picked hot dogs with
pizza   beating   out   hambur-
gers.

Although  its  popularity  is
believed  to  have declined  in
recent  years,  beans  still  re-
main  the  most  popular  side
d ish for fran ks (37.5 percent) .
With french fries was second,
potato   chips   third.   Two-
thirds   of  the   respondents
named   a  soft  drink  as  the
most  popular  beverage with
a  hot  dogT21.4  percent  se-
lected  beer.

The survey also notes that
more and more people seem
to  be  aware  of  some  of the
nutritional   selling   points   of
hot dogs.  More than 80 per-
cent   knew   hog   dogs   have
fewer than 250 calories each;
while 73.1  percent knew that
hot dogs are cooked  before
you  buy them.  Three  out  of
five   people   knew   that   hot
dogs have the same amount
of protein as yogurt does.

Billboard Outside Kitchener Plant Offers
Congratulations
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JMS Truck
Mark  Krysko  of  JMS  Head  Office  Sales  and  Marketing  with
1913 Model T truck.

Back   in   November   Mark
Krysko,  JMS  Car  Fleet  Ad-
ministrator, commenced a pro-
ject,   which   became  a  pas-
sion   and   latterly  became  a
night and day labour of love
to  complete  in  time  for\the
Annual  Sales Conference.

Mark  took  the  leadership
in   refurbishing  a  1913  JMS
Classic Truck,  similar to the
truck   that   has   become   so
well  recognized through our
TV commercials.

Mark is currently perform-
ing  some  minor  mechanical

adjustments  and   repairs  to
the vehicle and awaiting  the
delivery  of  a trailer to  trans-
port  it.

The   Company   has   had
many inquiries from the sales
force wanting to know about
the availability of the vehicle
for   promotional   purposes.
Details   are   currently   being
establ ished as to the mechan-
ics  of  how  the  truck  will  be
used and  information will  be
communicated to the field  in
the  near future.,

JMS and Bradley Division
Both Flepresented at 1986 Hostex Show

The Annual Hostex Show saw both the Schneider and Bradley Companies exhibiting at the Annual National Food Show, Hostex,
at the Colliseum in Toronto.

J.M.  SCHNEIDEB 10 THE  DUTCH  GIRL



``Money Talks"
by Bob Weber
Former employee of JMS, now licensed as a financial advisor
with  Mutual  Life Assurance of Canada.

Begistered   retirement  sav-
ings plans have been around
for nearly 30 years yet many
i ndividuals fail to take advan-
tage  of  these  tax  shelters.
Even  the  individual  who  has
a  taxable  income  of  $8,000,
after  all  deductions,   is  in  a
28% tax bracket. This means
that  if  the   individual   makes
an   PIBSP   contribution   of
$100,  his  actual  cost  is  only
$72, the other $28 being dol-
lars which  he would  have to
send   to   Ottawa   in   income
taxes.

That  is  not to say that the
individual  with  a  taxable  in-
come of $8,000 should make
an   PIBSP   contribution.   His
disposable   income  may  be
better   utilized   in   providing
food  and  shelter.   If  he  can
afford to set aside $100, how-
ever, there is no better i nvest-
ment than an  PPSP.

The  attractiveness  of  the
BPISP  stems   not  only  from
the tax  deduction  which  the
individual   receives  up  front
but from tax sheltering of the
growth  in  the  fund.  For  ex-
ample,   a   35   year   old   who
starts a very modest RPSP of
$100 per year wou ld fi nd that
his   investment   would   have
grown   to   $18,094   by   age
65,   assuming   a  loo/o   return
throughout the duration.  His
contributions  of  $3,000  dur-
ing   the   period   would   have
grown by more than $15,000
without  attracting  a  liability
for  income  taxes  during  the
growth   period.   This   sum
could then be converted into
a  pension  to  provide this  in-
dividual   with   a   monthly   in-
come of approximately Sl 85
for   life,   to   supplement   his

government pensions.
These  figures  don't  seem

very large,  but multiply them
by  75  for the  individual  who
can   take   maximum   advan-
tage  of  the   increased   1986
PPISP   contribution   limit   of
$7,500. Th is same 35 year old

making a $7,500 contribution
annual ly, u nder the same as-
sumptions,   would   accumu-
late   a   fund   in   excess   of
Sl ,357,000.

What  is the  optimum  time
to contribute to your PPSP?
The contribution  deadline  is
the 60th  day of the new year
to   make   a  contribution   for
the calendar year just ended .
Most  people  prefer to  make
their F]PSP contribution dur-
ing  this 60-day period.  Con-
sider,  however,  making  your
PF`SP contribution in January
for the current calendar year
rather  than  for the  calendar
year just ended. The cost of
waiting    is   very   significant.
Consider the  individual,  age
45,   who  starts  contributing
to   an   PPISP.   By   making   a
contribution  of Sl ,000 at the
beginning  of  each  year,  his
fund   would   accumulate   to
approxi mately $63,000 by age
65,  assuming a  loo/o return.  If
this   same   individual    made
the contribution at the end of
the year, the fu nd wou ld have
accu mulated to on ly $57,275.
This translates i nto a month ly
pension   approximately   $57
greater  at  age  65  by  having
made   your   contribution   at
the   beginning   of   the   year
rather than at the end.

There   is  another  cost  to
waiting  to  make your contri-
bution   until   the  end   of  the
year. Let us suppose that you
have  the  $7,500  available  at
the beginning of the year in a
savings account and that this
money  earns  6°/o  during  the
year.  At the end of the year,
you  will  receive  a  T5  for  in-
terest earned on this money,
amounting  to approximately
$450.  This  amount  must  be
reported  as  income  for  the
year  and  subject  to  income
tax.  On  the  other  hand,  had
the  money been contributed
to a reg istered reti rement sav-
ings  plan  early  in  the  year,

the interest would have been
earned  within  the  plan  and
would  not  be  subject  to  re-
porting for tax purposes.

Where   does   one   go   to
purchase  an   PPSP?   Look
th rough the fi nancial section
of a newspaper and you will
see countless advertisements
for PPSP's by trust compan-
ies,   banks,   insurance  com-
panies and investment _hous-
es.   The   PPSP  which   you
should  have  will  depend  on
numerous  factors  such   as
length of time until you  need
the money for a pension, your
particu lar expertise and avai l-
ability   of   time   for   invest-
ments,  whether  or  not  you
are  a  member  of  a  pension
plan,   whether   or   not   your
spouse is a member of a pen-
sion plan and your particular
comfort zone with  equity  in-
vestments.

Each   financial   institution
offering RPSP's has its pros
and   cons.   The   banks   and
trust   companies,   for   in-
stance,   are   exceptionally
handy, generally have reason-
ably good rates of return and
can  lend  you  the  money  to
put   into   an   PIBSP   if   you
should  be  short  of  available
funds  at the time.  The  chief
disadvantage,   however,   is
that the bank clerk  is gener-
ally an order-taker and not a
counsellor   on   retirement
planning.

Your  life  insurance  agent,
on the other hand, can assist
you   with   proper   retirement
planning  and  can  offer very
attractive  rates  of  return   in
his   portfolio   of   RPSP   pro-
ducts.  Look very carefully at
the  product  which  you  pur-
chase,  however, as some in-
surance  companies  are  still
offering PIPISP products with
very  heavy  front  end  loads.
One  advantage  to  an  RBSP
with  an  insurance  company
is that the proceeds are pro-
tected  from  the  creditors  of
the  plan   member  if  he  has
named a preferred class bene-
ficiary (spouse, child, grand-
child,   parent).   This   is   be-
cause  annuity  products  are
governed   by  the   Life   Insu-
rance Act which protects life
insurance  policies  from  the
claims of the creditors of the

insured   when   a   preferred
beneficiary  is  named.

Selecting  the  right  FtPISP
for you is very important but
selecting  the  right  maturity
option   may   be   even   more
important.

What  do  you  do  with  the
nest egg wh ich you have built
up   when   you   reach   retire-
ment age?-One of your op-
tions is to terminate the plan,
pay i ncome taxes on the total
accumulated  sum  and  have
the remaining proceeds avail-
able  to  you  to  produce   in-
come.  Obviously, this would
not be a very attractive option
for  most  individuals.

You  may  wish  to  partially
deregister your PPISP over a
period of years, say between
the age of 65 and age 71, and
withdraw  the   proceeds   in
stages. Th is may be an attrac-
tive option for some  individ-
uals  if  the  fund  is  not  large
and if they have an adequate
pension   which   would   con-
tinue beyond  age 71.

You may purchase a life an-
nuity which may have a gua-
ranteed  period  of  up to  age
90.  Under this option,  if you
die  within   the  guaranteed
period,  the  remaining  guar-
anteed payments wi 11 be com-
muted   and   paid   to   your
named   benef iciary.   If  you
outlived the guaranteed per-
iod,  the  income  would  con-
tinue to your death.

You  may also elect a joint
and  last survivor type of an-
nuity.   Under  this   arrange-
ment,  the  income  will  con-
tinue  until  the death  of  both
you  and  your  spouse.  This
an n u ity may also have a g uar-
anteed period.  It is also pos-
sible to arrange such an an-
nuity such that the payments
would  reduce to say  60%  or
75%  upon  the  death  of  the
first spouse.  In this way, you
would   be   receiving   larger
payments  during  the  years
that  both  spouses are  living
in exchange for reduced pay-
ments thereafter.

It is possible to purchase a
registered retirement income
fund,   (PPIF)   with   maturing
PIPISP.   The   PPIIF   is   a   rela-
tively  new  option  which  ex-
hausts  the  funds  systemati-

Continued on  Page 12

J.M.  SCHNEIDEPl 11 THE  DUTCH  GIRL



LETTERS

Continued f rom  Page 11

cally  by  the  time  you  reach
age 90. The advantage of the
RPIF is that the income pay-
ments  in  the early years are
relatively   small,   increasing
each  year  until  very  signifi-
cant  sums  are  receivable  in
the last few years of the RPl I F.
It would  be appealing  to  an
individual who was sti ll earn-
ing a high  income during his
early years of retirement.

Another   option   which   is
available   is   a   term   certain
only  annuity  to  age  90.  For
those   individuals   who   feel
that annuities are  a gamble,
this  option  may  be  the  an-
swer.  Consider  this  type  of
annuity as the exact reversal
of a mortgage. That is to say,
you   would   provide   your
RRSP  funds   to  a  financial
institution   as  a   mortgage,
more  or less,  and  the finan-
cial   institution  would  agree
to  pay  back the "mortgage"
in   fixed   monthly   payments
until your age 90. Thus, dur-
ing  this  period  of  time,  you
are guaranteed retu rn of you r
capital  and  interest.

If  you  opt  for  the  life  an-
nuity,  under current  legisla-
tion,   only   a   life   insurance
company  may  provide  it  to
you.   Since   annuity   payout
rates vary almost on  a  daily
basis and from one company
to  another,  it  is  very  impor-
tant for you to shop the mar-
ket.  Most  of  us  do  not  have
sufficient knowledge or con-
tacts  to   properly  shop  the
market.   It  is  probably  wise,
therefore, to let the shoppi ng
be  done   by  a   professional
who  knows  more  about  the
market.  Your  life  insurance
agent   can   either  shop   the
market for you  or put you  in
contact  with  a  proper  pro-
fessional.   In   any  case,   de-
mand to see the best quotes.

Your choice  of an  advisor
is  the  most  important  deci-
sion you will  have to  make.

GOOD NEW
SLETTERS:

J.M.Schne.`der\nc.
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Job Well Done-JMS Trucker
Wib Anthony

Trucks need centre
lane for passing
On   a   three-lane   highway,
remember the centre lane  is
also a  passing  lane.

The  Ontario  Trucking  As-
sociation's   safety   council
says using the centre lane as
a driving  lane creates a dan-
gerous situation for all  users
of  the  road  by  blocking  the
flow of traffic and  contribut-
ing  to  tail-gating   and   lane-
hopping.

Trucks  are  not  permitted

to  use  the  lefthand  passing
lane and need the centre lane
to  pass  or  move  with  traff ic.
Truck   drivers   have  to   shift
th rough a nu mber of gears to
attain   traffic   speed.   Thus,
when they encounter a slow-
moving   vehicle   obstructing
the   centre   lane,   they  are
forced  to  suddenly  back  off
f rom  the  rear of that vehicle,
often at great inconvenience
and  risk.

On  a  multi-lane  highway,
obey the signs:  "slower traf-
fic  keep  right".   It  is  a  small
courtesy   that   makes   for   a
safer highway.

A   pamphlet   "Sharing   the
Pload  with  a  Truck"  is  avail-
able  at  no  charge  from  the
Ontario   Trucking   Associa-
tion, 555 Dixon Pd.,  Pexdale
Ont.  M9W  i H8.
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Pork Cut Employee-has Facinating Hobby
Employee's hobbies and out-
side  interests will  be  a con-
tinuing  section  in  future  is-
sues of the Dutch  Girl

Five year employee,  Dean
Zinken,   spends   his   leisure
hours and free ti me pu rsuing
an   interest   that   was   self
taught.  Dean  became  inter-
ested in the design and con-
struction  of  stain  glass win-
dows viJhen he overheard that

his   church   was  thinking   of
installing   two   new   stained
windows.  Dean  asked  if  he
could  be  given  a  chance  at
doing the work. He was g iven
the   opportunity,   and   pro-
ceeded  to  arm  himself  with
books  he acquired  from  the
library.   The  church   project
became  Dean's  first  project
and  he has since completed
other   projects  for   his   own

Dean Zinken is fascinated by stain glass art.

Dean's hobby occupies most of his f ree time.

benefit  as  well   as  for  local
restaurants.

However,   Dean's   current
project is one of great fasci-
nation  to  him.  Dean  and  his
wife  are  residing  in  a  home
which   was   built   along   the
design   of  a  Scottish  castle
where  he  is  labouring  in  his
spare time on the design and
construction  of stained win-
dows for the castle. The very

unique  residence  is  located
on the outskirts of Kitchener-
Waterloo.

One window represents many hours of labour.
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Anniversaries
35 Years

Wallace Leis,  Pork Cut,Kitchener,May7.
(i,O(      A,a.   -   a   'Z(s

3_         ?_£`!'?;'-y

Leslie Thompson,LardandShortening,Kitchener,July3.

i`

.+I
3

Lesl le Thompson

30 Years

B r:.ceeezMec:::R:6 i n g ,                      w'kii,acTepneerrr,yinLaoyc22Pe I i ve ry                               _i ;

Kitchener,  January 9.                      Richard  Dietrich,Helenvilaca,Accounting,Sausagestuffing,Kitchener,March5.Kitchener,May28.BernardQuesnelle,Sales,HaroldJensen,LocalDeliverySudbury,March19.Kitchener,May28. :i:

Bruce MCGlynn                        Helen vllaca Elmo  Miller Phyllis  l}Odina

Helen  Brohman,  Pork Cut,Kitchener,May8.ThomasEason,PorkCut,Kitchener,May9.ElmoMiller,PorkCut,Kitchener,May14.PhyllisF`odina,PorkCut,

r                                                ,-                  .fr-                                                          ¥                                                                                                   .ri,,>               i

-#j»

Kitchener,  May 22. Helen Brahman                       Thomas Eason WIIIlam  Perry

25 Years

Gerald   (Chuck)  Wilken,                                EfiunREfiHffiuE-gRE%   5ffi                ----                                                                                                                                                 ~     J*)a6'r

Laboratory, Kitchener,               _{`xr~i§ ?-?i              .-x`se(

January 16.                                                                      iShirleyNorman,Bacon,IKitchener,May,23.FlobertCharbers,SausageCook,Kitchener,May23.

Henry Fischer, Maintenance,
Gerald Wilken Shlrley  Norman Flobert charbers                      Henry Fi8cher Ca,I  Erle'

Kitchener,  May 29. I
Carl Ertel, Luncheon Slicing, I

Kitchener,  May 29.
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Plobert Cochrane,
Smoked  Meats Prep.,
Kitchener, January 4.

James  Brant,  H.Pl.I.,
Kitchener,  January  10.

Larry Kuschnereit,
Maintenance,
Kitchener,  January  18.

Donald  Pledmond,
Beef Cooler,
Kitchener,  January  18.

Saverio Case,
Pre-Cooked  Bacon,
Kitchener,  March  15.

David Heimpel, Beef Boning,
Kitchener,  March  16.

Patrick MCDonnell, Order Fill,
Kitchener,  March  21.

Shirley Mayer, Bacon Slicing,
Kitchener,  March  28.

Dorothy Deyarmond,'
Packaging,
Kitchener,  April  11.

Alvin  Cathcart,
Freezer Packaging,
Kitchener,  April  11.

Tom  Kapki,
Luncheon  Slicing,
Kitchener,  April  11.

Play Lekovich,  Casings,
Kitchener,  April  14.

Joseph Strauss,
Local  Delivery,
Kitchener,  April  18.

David  Blundon,  Hog  Kill,
Kitchener,  May 4.

Gabriele  MCGlynn,
Fresh Pork Sausage,
Kitchener,  May 9.

William  Chowan,  Receivers,
Kitchener,  May 16.

Augustine Lesperance,
Order Fill,
Kitchener,  May 17.

Jerome Gagne,
Load and Assembly,
Kitchener,  May 24.

Michael  Butala,  Pork Cut,
Kitchener,  May 24.

Alan  Staff,  Maintenance,
Kitchener,  May 25.

Shirley  Duivenbode,
Bacon  Slicing,
Kitchener, January 6.

Playmond Gross, Packaging
Kitchener,  January 26.

Isabel Pietraszko, Packaging
Kitchener,  February 1.

Dianne  Braun,
Luncheon  Slicing,
Kitchener,  February 2.

Pauline Schopf,  Packaging,
Kitchener,  February 3.

Margarette  Diermair,
Luncheon  Slicing,
Kitchener,  February 3.

Maria  Boronka,
Continuous Wiener
Operation,
Kitchener,  February 8.

Ann  Kressler,  Bacon Slicing
Kitchener,  February 15.

Kenneth  Dawe,
Smoked  Meats Prep;
Kitchener,  March  8.

Edward  Mansz,
Chain Store Sales,
Kitchener,  March 9.

Lincoln  Boshart,  Pork Cut,
Kitchener,  April  19.

Harold  Bolt,  Sausage Cook,
Kitchener,  May 3.

Plobert  Mathis,  Cafeteria,
Kitchener,  May 3.

Eberhard Vonweyhe,
Pork  Cut,
Kitchener,  May  10.

Paul Guil, Food Service Sales,
London,  May  10.

Wolf gang  Fruhner,
Maintenance,
Kjtchener,  May  17.

John  Fish,
Shipping  and  Peceiving,
Ayr,  May  17.

Lena  Eason,  Packaging,
Kitchener,  May 31.

Wayne Skanes,
Freezer Packaging,
Kitchener,  May 31.
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