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For decades a leader in coke oven am- 
monium sulfate, “Big Steel” is  now basic 
also in ammonia and ammonium nitrate 

s. s rmL’s general business u objectives read like this: 
“To make and sell quality products 
competitively, and to perform these 
functions at the lowest attainable 
costs . . . so as to return an adequate 
profit after taxes for services rendered.” 
Often heard around the steel industry 
is the comment, “We make steel, not 
chemicals.” So it is significant that 
CSS’s creed does not say “to make and 
sell steel” only; it applies to any prod- 
uct the corporation makes. 

Naturally iron and steel are the big 
factors that contribute to USS’s sales, 
which last year exceeded $4 billion. 
Coke is needed to make iron, and USS, 
as an integrated producer, has made 
coke from cos1 for decades. Early in 
this century the firm installed its first 
chemical recovery unit at Joliet, Ill.; 
it has served agriculture arid the 
chemical process industries ever since. 

4000 Coke Ovens 

Today, over 4000 USS coke ovens 
convert coal into coke at nine plants 
in the U. S.  In the East are plants at 
Fairless and Clairton, Pa.; in the 
North at Duluth, Slinn.; in the South 
at Fairfield, -41a.; in the Midwest at 
Lorain and Cleveland, Ohio, and 
Gary, Ind.; in the West at Provo and 
Geneva, Utah. These plants make 
over 1.5 million tons of coal chemicals 

a y e x  including benzene, toluene, 
xylene, naphthalene, creosote, tar 
acids and bases, ammonium sulfate, 
anhydrous ammonia, ammonium ni- 
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Sound Market Development 

trate, and nitric acid. A significant 
amount goes to agricultural markets. 

Usually each ton of coal charged to 
the coke ovens yields about 20 pounds 

of ammonium sulfate and about 90 
pounds of tar. When processed fur- 
ther, the tar in turn yields about 22 
pounds of creosote oil. Each ton of 
coal thus has traditionally carried a 
direct agricultural potential of 42 
pounds of chemicals for farm and 
ranch use. 

Comes a N e w  Concept 

A little over a year ago, USS 
brought a new concept in coal chemi- 
cals recovery to the U. S. It  involves 
making ammonia from coke oven hy- 
drogen gas-a procedure practiced in 
Europe for some time. USS’s Colum- 
bia-Geneva Steel Division built an 
$18-million, 200-tons-a-day anhydrous 
ammonia plant at Geneva, Utah. The 
plant also makes nitric acid and am- 
monium nitrate. Columbia-Geneva 
uses its own coke oven hydrogen, gets 
nitrogen from the air, and uses the 
by-product oxygen in steel making 
operations. 

Geneva marked the first time in the 
U. S .  that an integrated steel producer 
had entered the anhydrous ammonia 
business. The success of this opera- 
tion could start a trend in the steel in- 
dustry when the nitrogen market gets 
out from under its present overca- 
pacity. 

Agricultural Markets 

USS markets nitrogen products and 
creosote oils for agricultural use. Ni- 
trogen is available as ammonium ni- 
trate, either prilled (33.5% nitrogen) 
or as an 83% solution; as anhydrous 
ammonia (82% nitrogen); or as am- 
monium sulfate (21% nitrogen). The 
latter is made as a granular material 
a t  some plants and at others as the 
regular crystalline grade, 

The Coal Chemicals Sales division 
of U. S. Steel markets these products, 
as well as others made through chemi- 
cal recovery. Many sales go to chemi- 
cal manufacturing companies who in 
turn convert them into other products 
-including many chemicals for agri- 
culture. The list of companies who 
use USS chemicals reads like a who’s 
who of the American chemical indus- 
try. 

When USS first got into the chemi- 
cal business its sales were handled by 
a reTeller. In the early 1930’s, it 
switched to about a 30-50 arrange- 
ment of sellers and direct sales of its 
chemicals. But in 1947 the reseller 
set-up was eliminated, and USS as- 
sumed complete control of marketing 
its chemicals directly to  users. 

Unlike chemicals sold to manufac- 
turers, ag chemicals often maintain a 
direct U. S. Steel identity all the way 
to the final user. With this fact in 
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MERCHANDMNG EXPENDITURES TO EXPAND KNOWLEDGE 
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mind, USS h,is invested heavily in ag 
chemicals marketing and distribution. 
Over the past five years its merchan- 
dising expenditures to expand knowl- 
edge and use of coal chemicals in agri- 
culture have increased some 250%. 

USS believes the answer to sound 
market development is sound educa- 
tion on a chemi-al’s potential. If a 
farmer, for example, is convinced that 

he can get more and better crops per 
acre at  lower cost by using more plant 
food, then indirectly, this can increase 
USS’s sales. 

To get this point across, USS has 
published over 50 pamphlets designed 
to tell the farmer how coal chemicals 
can increase his efficiency and help 
him build more durable farm build- 
ings-the latter aimed a t  creosote 

sales. Such booklets show, for ex- 
ample, ways to improve soil in various 
geographic areas; each is tailored to 
suit the area in which it is distributed. 

Beyond charts and booklets, USS 
has sponsored production of coal 
chemical agricultural films, and has 
participated in soil and fertilizer test 
plot programs. For years, the com- 
pany has sponsored grant-in-aid proj- 
ects in many states to evaluate per- 
formance of amnioniuin sulfate in 
plow-down and blending programs. 

Increase in Market Developmeni 

In  the future, U. S.  Steel plans to 
increase its activities in developing 
agricultural markets. rind the firm 
may well go further in agricultural 
chemicals production. But there are 
no immediate plans here; much de- 
pends upon the ag picture as it un- 
folds. USS, like others, feels that if 
farmers were to x c e p t  and f o l l o ~  the 
recommendations of state universities 
and agricultural extension services on 
the use of plant food, the overcapacity 
which exists today would be wiped 
out. In fact, the coinpuiy feels, it’s a 
question whether this nation could 
then make enough fertilizer to meet 
demands without materially increas- 
ing present productive capacity. 
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SERIES 

Applications off 
petroneum 
chemicals 

Tree Spray Oils . . . . . . . Influence of 
Particle Size on  Appl icat ion of Sprays.. . 
Insecticide Efficiency of lsoparaffins . . . 
Solvents for DDT . . . Control of Weeds 
with Minera l  Spirits . . . Pest Contro l  in 
Agr icu l ture.  . .Thermal Oil Fogs ... Oils 
in  Mosqui to  Contro l  . . . Nematocidal 
Ac t i on  of Halogenated Hydrocarbons.. . 

104 p a g e s . .  . . . .paper bound. . . . . . $2.50 
Ame:rican Chemical Society 

I1 5 5  Sixteenth St., N.W., Washington 6, D. C. 

C H E M - B A M  
The ONLY 100% Proven Effective 
Fungicide For Blight* Protection 

Scientific proof from leading agricultural college at  its 
vegetable research farm-plus on-the-spot farm tests 
have successfully demonstrated CHEAI-BXlI’S 10070 
protection for better quality crops and higher yields. 

CHEAI-BAlI is used for vegetable disease prevention 
throughout the United States, Canada, Cuba and South 
Xmerica. It’s the nex-, improved agricultural liquid 
spray with the exclusive U-101. 

Check these features . . . 
CHEM-BAM the onlv fungicide that gives looc; protection 

against blight. 
CHEM-BAM can’t damage plant tissues. Perfectly safe at all 

times. 
CHEM-BAM with exclusive C-101, sticks to plants through 

rain and repeated watering 
CHEM-BAM insures full-size, healthiw, luscious-looking vege- 

tables. 

can’t wash off. 

*potato blight 

For further a n d  more complete details phone or wrrte 

CHEMICAL INSECTICIDE C O R P O R A T I O N  
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