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Best sellers in the package parade are those labels and cartons that make

the customers look—and buy . , , that serve as constant reminders, month-in
and month-out.

Rossotti helps keep your product at the top of the buyer's list. For perfect

purchase-appeal, mouthwatering cye-a , surefire display- Ros-
sotti Labels and Cartons have l'gw 3.,...'?.'? re display-appeal, Ros

More than fifty years of specialized service is one reason Rossotti has led
the field in dynamic sales-effective packaging. Now, with modern, fully-
_equ}ppcd plll:u on each c&;sl, we l::l]: assure prgl;lpt, fast, dependable serv-
ice from coast-to-coast, i
- e g 1;9“8 .a packaging problem confronts you, consult

o0coty

SINCE 1098

ROSSOTTI LITHOGRAPHING COMPANY, INC. + NORTH BERGEN, N. J.
ROSSOTTI WEST COAST LITHOGRAPHING CORP, « SAN FRANCISCO, CAL.
ROSSOTTI FLORIDA LITHOGRAPHING CORP. . TAMPA 1, FLA.
SALES OFFICES: PHILADELFHIA « BOSTON « ROCHESTER s« CHICAGO

Birthday

To Us!

By C. L. Norris, Presidanf

Mational Macaroni Manufacturers Association

ERTAINLY the 45th Birthday of

the Nutional Association of the
macaroni-noodle  industry and the
30th Anniversary of the founding of
the MiicaroN1 JournaL are sufficient
reasor s for us to do a little boasting
about “he past and a little predicting
for the future, There are some mem-
bers still active in the industry who
were in on the early days of the As-
sociation, and to them the technological
advancement of a modern plant as
compared with 1904 methods is mar-
velous to behold,  Even more marked
than the mechanical progress, however,
has been the growth in merchaadising
technique and effort. The old-timers
make some interesting comparisons be-
tween the one “drummer” sales force
of the plant of 1904 and the present-
day highly geared selling organiza-
tions backed up by aggressive adver-
tising programs. Think of the prog-
fess that has been made just since the
beginning of this decade in getting the
manufacturers of our industry te do
things co-operatively :

We now have better than 70 per
cent of the industry contribuling one
cent per hundredweight to a tund to
bring favorable recognition to our
Products,

We have the millers lending a very
valuable hand in the durum division of

‘the Wheat Flour Institute.

We are doing a real job to bring
about'a  better rclalionslur with the
growers of our raw materials.

§8  The suppliers of our machinery and

equipment are, as a result of greater
study ard sxperimentation, supplying
us with the tools to produce macaroni
of much finer quality than was cver
dreamer possible a few years ago.
And this with far less waste and head-
aches, '

Manufacturers have become alive to
the nccessity and advantages of a thor-
ough plan of plant sanitation. While
there is still room for improvement,
the cleanliness and working conditions
of our plants at this time are vastly
improved over just a short time ago.

T have heard a little grumbling about
poor business in the industry from
some sources, Those people who were
going along under the impression that
the Government buying and the export
demand would be endless, were living
in a fool’s paradisec. When we com-
pare our civilian business at pr.. i
with the past years, our industry is not
doing too badly. For the first three
months of this year the industry pro-
duced better than 60 per cent more than
the average for the five pre-war years.
Of course, | am not saying that we are
doing too well either because that six
and one-half pounds per capita of na-
tional consumption, still makes me mad
every time 1 think of it. The hearten-
ing thing is that most of us as individ-
ual companies and all of us as an asso-
ciation, are doing something about it.

A very encouraging sign to me has
been the way that most of the manu-
facturers from whom T have heard
have taken this matter of the elimina-

President C, L. Norris

tion of clears. The general attitude,
even on the part of the people who
have been fi hlian hard for the main-
tenance of a low flour content semolina,
has been that there must be a certain
amount of give and take if the general
standard of quality of macaroni prod-
ucts is to be on a high level.  Certainly
everyone wants to be able to say that
their individual brand is the “best in
the worll.” No one can deny, how-
ever, that a shoddy grade of macaroni
is detrimental to the entire industry and
the fellow who puts it out is dragging
all macaroni products down in the eyes
of the consumer who eats some of that
particular brand.

About the future, I am optimistic.
Personally I am very thankful that I
am a part of this industry, Tf you look
around and observe what is happening
to some manufacturing lines, particu-
larly i, the heavy goods industries, you
can appreciate being in the food busi-
ness  The days ahead will call for
plenty of hard work and co-operative
ceffurt, : Y .

A special doff of the hat to Past
President  Harry * Diamiond  who
thought up this il{l‘.‘l.ﬂf having an An-
niversary issue of the.Macaron1 Jouk-
NAL. This industry owes a lot to
Harry who is always in there pitch-
ing, giving you his opinion whether
you agree, with it or not, but trying
to arrive at a beneficial solution to the
problens as they come along.

C. L. Norris
President

I
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 ENRICHMENT

'BY WAFER
; AT YOUR SERVICE

TO MEET THE
OPPORTUNITY
OF ENRICHMENT

Merck & Co., Inc., foremost in en-
richment progress from the very
beginning of this basic nutritionl
advance, brings its technical shill
and varied experience in fod en-
richment to the service of the ma.
caroni and noodle manufacturer,
Concurrent with the establish-
ment of new Federal Standards of
Identity, Merck has specifically de-
signed two enrichment products
facilitate simple and economical en-
richment of your products:
(1) A specially designed mixture for
continuous production.
(2) Convenient, casy-to-use wafers
for batch production.
Here are two enrichment products
planned to assist you in mauking a

preferred product, acce ed by nu- =

tritional atthoritics um} a vitamin- m M ] ’ . /

conscious public, a " d A%b ““u]
The Merck Technical Staff and Ib' 8 m O-ﬂ) ’

Laboratories will be glad to help
you solve your individual enrich-
ment problems.

T o Bl b

Thousands of housewives are furning 1o bakery retail sheps and ;
!

house-to-house bakers for their emply ccticn ficur bags. The

MERCK ENRICHMENT PRUDUCTS

Merck providas an outstanding service for IFs

milling, boking, cereal, and macerenl -

dustries.

® Merck Enrichment Ingredients (Thiamin:.
Ribofavin, Niacin, lren)

® Marck Vitamin Mixtures for Flour Enrichme -t

@ Merck Breod Enrichment Wafers

® Merck Viiamin Mixtures for Corn Produc's
Enrichment

® Merck Vilamin Mixtvres and Walers 1
Macarenl Enrichmant

bakers please their custcmers end clso reccver Iheir cosls in
these bags. Value-wise wemen are gled 1o pay 5C¢ for the
dress print bag and 30¢ for the plain white coften bag—con- Rg

taining over a square yard ! quality cloth and costing much

STURDIEST BAG more elsewhere.

Sae this whole siory in the movie "Prize Package"—a fen-

e = A tl minute, sound-color movie, available free for showing lo your

A S '!," sales department, or at your nexl Bakery Assccialicn meeting. |

. / ‘) The movie fells how o make more profils from cotion flour bags |

MOST PROFITAB LE BAG ml —already the American Bakers' preferred flour container! i
N | Write us when you would like to see the movie,

611 DAVIS STREET
EVANSTON, ILLINOIS

MERCK ENRICHMENT PRODUCTS

MERCK & CO.,, Inc. RAHWAY, N. J.
Manufacluiing Ghomists
New York, N. Y. » Philadelphia, Pa. ¢ 81, Louls, Mo, ¢ Chicago, Ill.
Elkton, Ya. ¢ Los Angeles, Calil.
In Canada: MERCK & CO. Limited. Montreal * Toronto ® Valleyfield

84 Qualanf‘y 0/
Fearily and Roliakilily
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When You [’ﬂlﬂll

Macaroni and Noodle Products

¥
BY THE

BATCH METHOD
HSE€ —

A spacial formula, Orange Label, B-E-T-S is offered for the en-
richment of macaroni products to meet Federal Standards. One
tablet for each 50 pounds of semolina—a convenient way to enrich
any size batch.

We developed the first food-entichment tablet. Proof of its
acceptance rests in the fact that the tablet method is now wniversally
used to enrich dough.

BY

CONTINUOUS PROCESS
METHOD .

VoM

I

Winthrop-Stearns offers a special formuls, Blue Label, VextnaM
for the enrichment of macaroni and noodle products to et
Federal Standards. Add two ounces of Blue Label VEXTRAM pur
100 pounds of semolina in the continuous process.

VEXTRAM, you know, is the trade-marked name of Winthros-

Stearns' brand of food-enrichment mixture used for enriching |

flour by millers in practically every state of the Union.

——B-E-T:S" TABLETS
OFFER THESE ADVANTAGES

Each B-E-T-S tablet contains
1 . ACCUMBY— sufficlent nutrients to enrich 50

pounds of semolina.

No need for measuring—no

2. Ecc"u“‘—‘ danger of wasting enrichment

Ingredients.

Simply disintegrate B-E-T-5 in
o small amount of water and
add when mixing begins.

3. ease—

VEXTRAM™=—/—

OFFERS THESE ADVANTAGES

1. ACCURACY— Iho criinl siorch bese orer

fesding—batter dispersion.

; 2- EWHUHY— Minimum vitamin potency inss

—mechanically added.

Just set feeder ot rate of tv.0
ounces of VixmaM for each
100 pounds of semolina.

3. Ease—

April, 1940 April, 1949

Consult our Technically-Trained Representatives on any maiter per-
taining to enrickment of Macaroni and Noodle products.

Stacked for quick delivery: Rensselaar (N.Y.), Chicago, SL Louis, Kansas City (MaJ),
Demver, Los Angeles, San Framcisce, Portiand (Ore), Daltas and Attants.

POWERFUL SANITIZING

Addreis inquirles te:
USE ® Al Special Marketi—Industrial Division
i WINTHROP-STEARNS Inc.

N.Y.
AGENT 170 Varick Straet, New York 13,
*Trade Marl g, L. 5. Pot. OF

The overwhelming majority of manufacturers
of macaroni products use one or more CECO
Adjustable Carton Sealers. This versatile, port-
able machine is ideal for sealing macareni car-
tons because it can be adjusted instantly for
any size carlon without teols, and by unskilled

210 RIVERSIDE AVENUE

THE MACARONI JOURNAL

CARION SEALER MOTEL A 390118

help. A CECO Adjustable Carton Sealer will
produce betler-looking packages, small or large
quantities, at a saving in labor and upkeep that
will pay for its low initial cost in a year or less,
We can make delivery to meet your most ur-
gent requirements, Send for delails.

NEWARK 4, NEW JERSEY

Ballimore ¢ Chicage ¢ lackson * Pittsburgh ¢ Rochester e St Louis e San Francisce ¢ Savannch o Toroate
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FOR GREATER PRODUCT SALES APPEAL
N-Richment-A Type 6 is available in wa’ers for batch mixing and a powdered
. pre-mix for continuous presses. Backed 2y over a quarter-century of experience
in the cereal and cereal product induvtries, N-Richment-A ensures economical
and uniform enriching.

FOR EASY APPLICATI?!: OF POWDERED N-RICHMENT-A
I7 A Pordzia nave been used for years in the milling industry in the handling
of enriching and similar ingredients. They are ideally suited to the application of
N-Richment-A Type 6 Premix in continuous presses.

FOR ACCURATELY FEEDING SEMOLINA BY WEIGHT
W&T Merchen Scale Feeders are used by leading macaroni and noodle product
manufacturers to handle the feeding of semolina easily and accurately BY
WEIGHT. Design is backed by over thirty-five years' experience in the feeding
and handling of ury materials. In conjunction with this Feeder, the W&T Liquid
Flow Regulator provides a simple and dependable means of maintaining a
constant flow of mix-water to mixers in proportion to semnlina lfeed rate,

FOR REMOVING IMPURITIES FROM SEMOLINA OR FLOUR
Richmond Gyro-Whip Sifici» 27¢ the most modern and efficient means of scalp-
ing away infestatior, strings, pieces of paper and other impurities from semolina
or flour before enceriaf, into process, and are available in 3 sizes with capacities

o ranging up tu 10,000 lbs. per hour

Rzaides these 8 /ters, Richmond also provides Ntagara Permaflux Magnets,
which can be us. ! either for spout or chute installation. They are recommended
as being particularly efficient in the removal of such impurities as fine metallic
particles and tramp iron,

FOR TROUBLESOME TECHNICAL PROBLEMS

N-A's Nationwide Service Division—composed of field experts familiar with
the practical problems of cereal product processing; extensive laboratory facili-
ties and a staff of laboratory technicians—is always cvailable to your staff and
consultants in the solving uf enriching and feeding problems.

Write today for detailed information on any phase of N-A Service.

WALLACE & TIERNAN COMPANY, INC., AGENTS FOR

NOVADE: AGENE

BELLEVILLE 9, NEW JERSEY

NA R,

for the Macaroni and Noodle Product Industry

April, 191
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Extra loaves, extra monsy—when you use S1. Regls Muliiwall
bags. They put a stop 1o hidden waste,

No Sifting. Layers of tough Kraft puper eliminutes loss , , . keeps
Noors eleaner . . . saves Aour.

No Retention, Flour can't cling to the smooth inside of a multiwall,
They empty clean.

Specify delivery in St Regis Multiwalls when you orler flour, ¢

Unsanitary containers

endanger Public Health.
Multiwalls ureﬁﬁf
agginst rode

contamination.

SALES SUBSIDIARY OF $T. REGIS PAPER COMPANY

ST. REGIS SALES CORPORATION

230 PARK AVENUE « NEW YORK 17, N. Y.

NIW YORK ¢ CHICAGD *  BALTIMORE *  SAN HANCHCO . ALENTOWN L] OINCES IN PRINCIPAL
CITIES =  IN CANADA: §7. REGIS PAPER COMPANY (CAN.) LTD, MONWIREAL . HAMILTON * VANCOUVER

.

$7. REGIS—-WORLD'S LARGEST MANUFACTURER OF MULTIWALL PAPER BAGS
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Memo to Mr. Donna:

Happy 30th Anniversa.ry.’

Sincere Congratulations to you

and your staff on a job

well done!!

* K

D. Maldarni & Sons

.'merica’s Largest Die Makers
.78-180*GRAND STREET
NEW YORK 13, NEW YORK
U.S. A,

P L, 7
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Donptsoy
‘DURUM PATENT

Macaroni and Wik FLOUR
Noodle Products "' FROM OUR FOR NOODLES

Doughboy Durum Flour is a positive

' ¢ F A c T o R Y guarantee that the noodles produced’

Oneida packages give you maximum protection, in_your factory will make a reputa-

super strength and sound package construction, In tion for your brand. Doughboy Du-
addition to these structural qualities you also get

this prize-winning, sales-building combination:

---------- T YT I e T T e R R L L L L R L R T

rum Flour is guarded by every possi-
ble method that a modern factory can
use o assure you of fine quality and
precise unilormity.

Brilliant Colors ;
Skillful Design > 7. ' ) V TO YOUR
Beautiful Printing : A ' ‘ FACTORY
Full Product Display

With your factory 1o provide the
proper blending of Doughboy Du.
rum Flour into tasty appelicing
noodles plus proper packaging as
only Doughboy Sealers can pack.
age your product, keeping them
fresh and pure, you will have an
unbeatable combination that will
miake your noodles a hit with the
tables of the nation,

Dowupttoy
SEALED SANITARY
CELLOPHANE

Doughboyv's Heat Sealers will han-
dle any scaling job, making the

This combination will sell your short goods, long
goods and round goods like they have never sold
before! Your products will sell in the face of com-
petition both within the industry and from other
types of food products.

PROTECTED

Take a look at the shelves of any food store that . BY
carries macaroni and noodles. You'll see many types

of products. You'll find several types of packages

and many competitive brands. Your package, thes; product inside the package air

HAS to be good to lm‘d its own, to build repeat sales H tight, water tight and dust proof

. .. volume sales. . O . Ity Treshoess is protected and the =

product’s own goodness is open 1o
imprection,

Catch the eye ... and make them buy!!!

According to a recent DuPont survey, 48% of
all macaroni and noodle products are bought on
impulse, In order to get your share of the big, fifty
million dollar macaroni and noodle market your
package must stand out enough to attract the eye,

be looked at . ..examined ...and BOUGHT!

Let Oneida show you examples of fine quality
packages. Let Oneida show you how economical it
is to package this proven way, Let Oneida prove its
claim. Write today for samples and new prices.

‘MAIL THIS COUPON TODAY!

DOUGHBOY INDUSTRIES, INC,, Dept. MJA
NEW RICHMOND, WISCONSIN

ONEIDA
paper products, inc.

Plain and Printed Specialty Bags « Cellophane Envelopes « Printed Rolls and Sheets .' e SRE - Vi NI orersmrsiomeesesssesssssioscit

Please send me further information on

Doughboy Durum Flour [0 Doughboy Heat Sealers [

Manufacturer and Converter

. *: i A  HERI N O ST L T City or Town oo State,
FORT WORTH, TEXAS @ 10 CLIFTON BOULEVARD, CLIFTON, NEW JERSEY @ LOS ANGELES, CALIFORNIA ;
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30 YEARS OF SUPER-SERVICE TO THE
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MACARONI FOODS INDUSTRY

—

I For

I QUALITY, SERVICE AND DEPENDABILITY IN
| DURUM PRODUCTS

. It's

COMMANDER LARABEE MILLING CO.

MINNEAPOLIS, MINNESOTA
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Our 30th

HERE is. something about birthdays that appeals to

most of us, Personal birthdays are of particular in-
terest to the one directly concerned and to those in their
immediate familics,

The men and women of history—those who in their day
did somecthing memorable—are remembered in various
ways on their birthdays. So are historical and other events,
The nation and most of the states honor the anniversaries
of such people as Christopher Columbus, the discoverer
of our country ; George Washington, the first President of
the United States; Abraham Lincoln, the Emancipator,
and such events as the Fourth of July, Labor Day, Thanks-
giving and Christmas, and others of world-wide or coun-
try-wide significance too numerous to mention,

As previously stated, the more common birthdays are
of deep concern only to those who celebrate the anniver-
saries. The Macaroni-Spaghetti-Egg Noodle Industry of
America have two significant events 1o celebrate—the
birthday of the founding of the National Macaroni Manu-
facturers Association and the anniversary of the launch-
ing of its official organ, Tue MacaroN1 JourNaL—Doth
cvents occurring in April, the former in 1904 and the latter
in 1919,

This makes April the Macaroni Birthday Month. On
April 19 this year the National Association will have com-
pleted 45 years of useful service to a business that it
has seen grow from a small nucleus to a business process-
ing and selling over one billion pounds of one of the best
forms of wheat foods. Tue Macaront Joursal this
month also completes 30 years of faithfully reporting the
conditions in the trade, of bringing suppliers and manu-
facturers together into more friendly business relations.
Association members, advertisers and readers are invited
to join in celebrating the Industry’s two outstanding
Birthdays this month,

BN, AR RN T i DA i i

Honoring a “Diamond”

ROM time immemorial men have been honored for
outstanding performance of duty: in the service of
the country, in promoting the interests of their trade or
profession, or in doing their duties beyond the ordinary
requirements.
Since its establishment as an American trade less than
a century ago, a number of leaders in the Macaroni Indus-
try have done things that will long live in the memory of
their fellow manufacturers. This issue of Tk Macaront
Jourxat does honor to such a benefactor.

A young man from out West, J. Harry Diamond of
Civoch Food Produets Company, Lincoln, Nebraska, who
had served several terms as a Director of the National
Association, was unanimuusly clected as President of the
organization in June, 1939—a proper recognition of his
ability and leadership. Because his own business de-
manded it, he refused to stand for re-clection in 1940,
but has since remained as a Director of the Association
even unto this day, rarely inlssing a meeting.

It was during his term il on his recommendation that
the first ANNIVERSARY EDITION of the Journan
was | moted, with Mr, Diamond himself doing most of
the promoting, In April, 1940, the JournaL was com-
pleting the first 21 years as the recognized spokesman of
the Industry—and he thought it should be the occasion of
a celebration, The Twenty-Firs: Anniversary Edition was
a credit to its founder, to the National Association, to the
advertisers and readers,

The idea quickly caught on. All the Association Presi-
dents sinee have sponsored such an annual celebration in
April. So it seems fitting and proper that we pay just
tribute to Founder J. Harry Diamond in the present Birth-
day issue, just as the Board of Directors intended when
they voted unanimously to pay him that deserved honor.

All hail 10 Founder J. Harry Diamond !

i g o

b
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The New Macaroni Institute

The Story of How the Macaroni Industry Promotion Program Got Rolling

By Bob Green, Director of Public Relations
N'utionul Macaroni Manufacturers Association

EBSTER’S dictionary defines an

Y'Y institute as an organization to
promote art, science, or the like,
through educational activities.

A manufacturer said the other day,
“An institute means a_money raising
organization to me.” That is part of
it. It not only takes money to build
any worthwhile organization, but time
and cffort too.

A great deal of time and effort have
gone into the planning of the National
Macaroni Institute since the Associa-
tion decided to enlarge the activities
of Mr. Donna's brain-child to pro-
mote the acceptance of macaroni and
noodle products through a program of
consumer education and public rela-
tions.

Going back to September 9, 1948,
we find the Board of Directors of the
National Macaroni Manufacturers As-
sociation meeting in Chicago. This
group, composed of Tom Cuneo, Har-
ry Diamond, Trving Grass, Peter La
Rosa, Fred Mueller, Bud Norris,
Charley Presto, Al Ravarino, Maurice
Ryan, Frank Traficanti, Louisville,
Pete Viviano, and Jack Wolfe, had
had two days of concentrated industry
business: a millers conference, a meet-
ing with officers of the Army Pur-
chasing Department, a consideration
of the problems of the export situa-
tion, and the job of handling the mul-
titude of details that come before a
board running a national association.
An applicant appeared before them
suggesting that the Macaroni Indus-
try P’romotional Program could best
be administered through a separate de-
partment of the Association.  After
considering this proposal and exam-
ining the qualifications of the appli-
cant, the bourd decided to hire Bob
Green for a period of six months, His
assignment would be to cover the coun-
try, contacting macaroni and nowdle
manufacturers. By explaining the pro-
posed program he was to enlist their
support in the cent-a-bag fund, If
70 per cent of the production of the
Association’s membership would  get
behind the project, it would become
a reality. This assignment was to be-
gin October 1 and a progress report o
be made at the Winter Meeting.

DBefore the assignment was ever
started, M. J. Donna lined up the re-
quired 70 per cent and Green's job
became one of increasing the percent-
age,

On October 5, M. J. Donna and
Bob Green spent the day in Minne-
apolis. A luncheon meetin; was held
at which representatives of the follow-
ing companies attended : The Creamette
Company, Quality Macaroni Company,
Mill Brook Macaroni Company, and
Minnesota Macaroni Company. Also
in attendance were the business editors
of the Twin Cities press: Mr. Herb
Paul of the Star-Tribune, Mr, Don
Rogers of the Northwestern Miller, and
Mr. William Coulter, president of
Bruce Publishing Company, publish-
ers of the Macakost JourNaL. The
history of the program and plans for
its future were discussed at length and
many good ideas came from the men
assembled,

President Norris, in carrying out
the wishes of the Board, appointed
the following working committee to
be burdened with the responsibility of

C. Fred Mueller

the administration of the funds of the
Institute and in setting up policy and
organization :

Chairman: C. Frederick Mueller, C.
I, Mueller Co., ,|t-rsvy City, N. [;
Peter La Rosa, V. La Rosa & Sous,
Inc., Brooklyn, N. Y.; C. W, Wolle,
Megs Macaroni Company, Harrisburg,
’a.; Salvatore Viviano, Vimco Mac-
aroni Products Co., Carnegie, Pa.;
Peter J. Viviano, Delmonico Foods,
Inc., Louisville, Ky.; Albert Ravarino,
Ravarino & Freschi, Inc,, St. Louis,
Mo., and Guido P. Merlino, Mission

Macaroni Mfg. Co., Scattle, Wash,

On October 11, Mr. Donna an-
nounced that the required minimum
of the estimated production of the
members of the National Macaroni
Manufacturers  Association was at-
tained and surpassed on September 27
and that the collection of one cent on
every  hundredweight  of  semolina,
granular, farina and/or flour convert-
ed monthly would begin December 1
for November production,

The Working Committee went into
action, Chairman Fred Mueller made
arrangements for a meeting of the
Committee in New York City, Novem-
ber 13, Publicists and public relations
counselors were to be invited to ap-
pear before the group and give pro-
gram proposals on various budget
levels.  This required a  thorough
screening job, for the account of the
Association to promote a food as basic
as macaroni and noodle products was
attractive and the applicants were nu-
merous. With the counsel of the Gro-
cery Manufacturers Assbeiation, Fred
Mucller considered the field and in-
vited three firms. Bob Green, with
the help of the Trade Association
Executives Forum, issued two invita-
tions. The five were scheduled and
appeared with thedy plans,

The parade of plans, principles, an |
personalities made i very full day for
the Committee. Then the group cov -
posed of Fred Mueller, Peter La Ro-.
Jack Wolfe, Sarzivee Viviano's «
Sam, Bud Norvs, ' ving Grass, |
Jacobs, AL J. L Biob Green a
Joe Giordang bepac - e jeb of sevars.
ing the chaft i-w- fhe wheat @
matching vacts ord Ggures, After do
inite conclusions were reached the o
cision was made that thé Committ »
would mike their recommendations
the Winter Mecting for final forn.|
action by the members in conventivin.

Mecanwhile, Bob Green continued bis
travels contacting  manufacturer~.
Group meetings were arranged in sev-
erl cities: Charley Presto and Trving
('rass assisted in getting Chicago arvi
manufacturers together on Octaber 19
Al Weiss made arrangements for a
meeting of the Cleveland group on
October 27. Mr. Sal Cantella, pinch-
hitting for Joe Pellegrino who was
Europe, lined up a Boston mecting
November 3. Al Ravarino and Lows
Vagnino invited the St. Louis manu-

(Continued on Page 74)
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The Yolk Color Question

The National Egg Productis Association’s Tentative
Approved Method of Betermining Yolk Color

By Dr. O, ]. Kahlenberg, Director of Research, National Egg Products Association

OR the past year the National Fgg

Products Association has made an
attempt to have the various allied asso-
ciations representing the Cereal Chem-
ists, Macaroni and Noodle, Mayon-
naise and the Baking Industries pet to-
gether on some nationally accepted
rocedure of measuring and express-
g ege yolk color.

On October 11, the Dried and Fro-
zen Egg Sub-Committee mier at the
Sherman Hotel in Chicago and recom-
mended 1o the Task Group of the Poul-
try Industry Advisory Commitice that
steps be taken 1o develop standards and
grades of quality for frozen cpps and
at the same time standards of color
identification based on a uniformly ac-
ceptable color methad, Three members
of this committee appointed by the
Government represent fond industries
using approximately 75 per cent of all
the frozen cggs in this country.

The demand for  commercially
icked egg yolk of a definite color des-
ignation has brought about the imme-
diate need of a rapid and reliable meth-
ol of determining the amount of pig-
ment present in a sample of cgg yolk,
1 think you will all agree that at pres-
ent there is considerable confusion
with reference to color methods and
stndards  of uniformly  expressing
yolk color,

Representatives of industries which
use frozen epps have requested the
NUPA to take the leadership in an-
nouncing a “tentative approved meth-
od of measuring yolk color” which can
be nationally aceepted. As refinements
in techniques and new developments in
eqiipment are made, changes can al-
w.vs be made in the procedure before
a permanent methed is adopted,

The NEPA Research Laboratory
has done considerable work on the
development of a method of measuring
yolk color which makes use of an in-
expensive photoclectric filter photelo-
meter (blue filter approximate maxi-
mum transmission of 410). The meth-
ol is essentially a modification of a
well-known visual Nessler tube proce-
dure for determining yolk color out-
lined by Turner and Conquest, U. S.
Egg & Poultry Magazine, Vol 45,
1939, and in additionshas been adapted
o a photelometer, Where rapidity,
accuracy and freedom from the “hu-
man element” crrors are desirable, the
photoelectric method of determining

concentrations of colorad solutions is
fast replacing older and slower proce-
dures. Our stuwdies included the posi-
tion and intensity of absorption hinds
of egg volk pigment extracted from the
yolk with acetone as measured with a
spectro-photelometer. Liquid and fro-

Dr. Eahlenberg

zen yolks from Kansas, Indiana, Ken-
tucky, Missouri, Texas, Nebraska, 11-
linois ‘amd Towa were found o have
the same type speetral absorption
bands,  Dried yolk also had similar
absorption bands.  After a procedure
of measuring color has been adopted
the next problem to be settled is a na-
tionally aceepted method of expressing
color.

We have been told that many of the
bakery tride recognize a color cor-
responding to 0L02 per cent potassinm
dichromate as a Number 1 color,
whereas the noodle manufacturers des-
igate the color corresponding to this
same  dichromate  concentration as a
Number 2 color, Many organizations
do not use potassium dichromate as the
standard but prefer carotene solutions,

For your information, Mr, W, Loy,
a member of our Technical Committee
and Chief Chemist of Wilson & Com-
pany, gave me the following approxi-
mate relationships between papan, caro-
tene and yolk color in terms of per cent
dichromate. The standard consists of
90 per cent beta and 10 per cent alpha
carotene,

Per Cent p.p-m.
Dichromate Carotene
0.01 15
0.02 40
0.03 70
0.04 %
0.05 120
0.06 150

Many technical people feel that the
hest and most comvenient way to ex-
wess color is in terms of the standard
itself, for example, if the yolk color
corresponds to 001 per cent dichro-
mite then express the color as Number
14 if the color corresponds to 0.02 per
cent dichromate  then  designate  the
color as Number 2, et ceteria. Others
would like o use multiples of  the
numbers, for example, a color cor-
responding 1o .01 per cent would arbi-
tearily be desginated as Number 23
color, volor corresponding to 0,02 per
cent woull be a Number 50 color, et
celeri.

In order 1o get some order out of
this chaotie state of expressing color,
the Natiomal g Products Associa-
tiom on October 20, 1948, advised the
virious associtions representing the
allicd industries that we would be will-
ing to change our system of color des-
ignation and go on record as favoring
color numbers corresponding to the
standards themselves.

On and after March 1, 1'H9, the Na-
tiomal gy Products Association Re-
search Laboratory reported color num-
hers in accordanee with the following
revised system,

El N -] -

g ¢ 1 i
@ " 7] 2

% 33 yEREY 53
FEETOI L &
EEuIR EEETe W, <"
BUSLE  guesLE =X 25
an3tT Ba'7T EE H
WNOHEE uNgEE 53 =
EuE EI €. ugu i wg
s3m, ., vdooo @ . 33
e B =1 L :E
ol ekt [ foioda) ov ZZ
0.005 0.01 0 |
0.010 0.02 1 2]
0.015 0.03 2 3
0,020 0.4 3 -4
0.025 0.05 4 A
0.030 0.06 5 6
(L0335 0.07 0O 7
0.040 0.08 ¥ 8
(XK 0.0v b U]
0.050 0.10 9 10

This means that a NEPA color num-
ber of 3 on the ol system will now be
a number A, and a4 number 4 on the
old system will be a number 5 on the
revisvd system, ot cetera. The table

(Continued on Page 72)
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Honors

Mr. Diamond

April 11, 1949,
Mr. M. g Donna,
Liditor, Macaroni Jourral,
Braidwood, 1llinois,

Dear M. J.

I have your letter asking for an article in the JourNaL.

What can one write that doe#“not repeat the same old truisms? Make foml
(wnlily? Price correctly? Keep the plant clean? Modernize the equipment? Help
the advertising? Co-operate, and many other worthy points of interest? The old
timers have heard them many times and they will ‘continue to hear them often
and to good advantage,

After 27 years in the macaroni business, 1 ask myself “Why " Why have 1
stayed in it 27 years? Why have many men remained in it even longer? That
should make a worthy topic, :

The macaroni industry is typical American business, It is extremely competitive;;
there is a constant struggle f:elweun macaroni products and other foods, and also
between different brands for the consumer's, as well as the grocer’s acceptance,
1t is a business where factory methods and sales efforts constanily move forward
or the laggard dies on the vine,

1t is a business where the owner or the manager has to know all phases of his
business, since very few companies can afford the luxury of high priced specialists.
There it is—a business that keeps one striving at all times. I have never scen
a “macaroni man," regardless of age, who was not mentally alert and thoroughly
progressive.

No one has become “oil rich” in the business, vet a comfortable living, by
American standards, has been gained in it. For me it has been a fascinating chni)-
lenge and a stimulating game. It has supplied an opportunity to be of service to
the public and a chance to provide employment to many. What more does the
average American business man hope for?

You know this picture very well, M. J., so T am sure you will agree. In fact,
a whale generation has been on the stage since you started the JOURNAL. During
this same time a corps of allied producers has played its part in the welfare of our
industry. We owe a debt of gratitude to the Ambrettis, the Cavagnaros, the De
Francisces, the Hoskins, the Maldaris, the Rossottis, the Suricos and to the semo-
lina millers, as well as to the many others who have contributed so much to the
industry,

1 \\'(Elld be remiss, if 1 did not take this opportunity to express our debt to the
deceased pioneers of the industry. It was our great privilege to know them—the
Foulds, the Sarlis, the Muellers, the Ravarinos, the Skinners, and the Zeregas, all
men of principle, who were always happy to help young mcn with their friendly
and sound advise, :

So the macaroni business has been a good business, is a good business, and will
continue to be a good business thru the efforts of forward [iooking. hard working,
and ethical people who engage in it.

It is indeed kind of you, M. '[., to dedicate this issue of the JoURNAL to me,
since my efforts have been insignificant in comparison with the contributions made
by many others,

With every best wish for your continued health and happiness and the con-
tinued success of the JournaL, [ am,

Most sincerely yours,
Harry Diamond

THE

MACARONI

JOURNAL

TO THE MACARONI INDUSTRY:

. Let us strive to live and let live,
. Let us pay sufficiently for the

. Let us improve the quality of our

. Let us sell our products low enough

. Let us not sell too low, lest we fail

. lLael us continue our au‘!llpnrt of Mr.

things we buy to ennble our allied
members to continue with
improvementa.

products so that more will be
consumed year nfter year,

to be of value to the consumer,

to mnke n rensonable return on
our investment, fail to pay labor
an honest wage and be unable to
make improvements in our
equipment and products,

Donna, the Macaroni Journn! and

the Association,

J. Harry Diamond
Excerpt from “The President’s Letter”
The Macaroni Journal, April, 1940

General Mills, Inc.

DURUM DEPARTMENT

CHICAGO 4, ILLINOIS
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Durum’s Place In The Wheat Picture

Flinty-Hard, Rust Resistant, Ideal for Macaroni
Products. Introduced into U. S. in 1896, its Pro-
ducticn Is Centered in North Dakota.

[Written Especially for The Daily
Market Record, Minneapolis, Minn.]

It is quite generally known that
Durum wlwut was introduced into the
United States during the latter part
of the 19th Century by M. A, Carle-
ton, cerealist of the United States De-
partment of Agriculture, Durum was
wanted primarily as a rust resistant
wheat but also proved to be fairly
drouth resistant. In this connection it
has been stated that the best crops from
this grain seem to be produced under
semi-arid conditions,

One notable difference between Dur-
um and so-called bread wheats, is the
fact that Durum is harder and more
flinty than bread wheat. 1t is possible
that these facts are tied up with the
protein content of Durum which is
usually considered to run high, It is
possessed of a large amount of amber
pigment which is now one of its most
distinguishing characteristics and one
of its main selling points,

It was found that such a crop as
Durum failed to serve for bread flour
purposes. European millers have, on
occasions, however, blended in smiall
amounts of this wheat as “fllers.” In
spite of the lack of interest by millers,
farmers continued to raise Durum.
Specialized milling of a granular prod-
uct called “Semolina” resulted.

This “Semolina” in turn was used to
manufacture products such as we now
know as macaroni, spaghetti, ete.; but
they, in turn, were disposed of in a
rather narrow market furnished most-
ly by our immigrant population from
southern Europe. To  these people
this was already a staple food. With
this small start a broader outlet slow-
Iy developed until macaroni products
were being much more widely aceepted
generally just prior to World War 11,

Wartime  stimulated — sales  and
jumped the usage of Durum products
due 1o the exeellent food combinations
and stretehing of ration points, which
resulted from blending macaroni and
spaghetti with meat and cheese, A
further demand was created by ex-
ports and Army buying which limited
supplies for the*domestic market. The
latter two outlets have now faded to
near normal proportions,

Millers and manufacturers are at-
tempting to retain and even stimulate
the peak demand by use of intense
advertising campaigns, The most com-

prehensive attempt is just now getting
under way through ‘a national pool
based on each manufacturer’s produe-
tion capacity, This is being done now
that wartime searcity of Durum wheat
no longer exists, 1t is considered pos-
sible to multiply consumer acceptance
several times its present rate judging
by comparison with that of some Fu-
ropean nations,

Durum products are best recognized
by the amber color mentioned earlier
and perhaps fortunately so, as other-
W competitive ]nr(x{uﬂs of, both
Spring and Winter wheats could enter
the marketing picture very sharply
again. This was actually the case un-
til very recent years and remains a
constant competitive threat, Consu-
mers can and do know that this color-
ing indicates a better cooking and a
better eating product,

Cleanliness of product also is in-

volved in consumer acceptance and

every possible attempt is being made
to climinate the cause of specks. These

are many, but we will mention just
few such as Wild Peas, Mud-Balls,
Cockle, Ergot, King-head, Darley and
Black-point, In this connection, we find
that Durum wheat is quite susceptible
to the latter, a disease or fungus
growth, which, when it develops leaves
a discoloration on the germ end and/or
the germ end and ereases of the berry.
This oceurred during our last harvest.

In the milling of a Back-point-ir-
fected crop, this black color carries
through to the finished product even
when great care is used in the milling
separation.  Mill  buyers, therefore,
discriminate against such grain that
may be heavily infected, Very recent-
Iy this discount was as much as 22
per bushel on the difference between
a No, 1 or No. 2 grade fairly free of
Black-point, and & Number 3 grade
which was fairly heavily infected, At
that, the demand was almost non-
existent for many of the three grades.

Other marking factors that affeat

(Continued on "age 80)
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FIND OUT ABOUT

MODERN TRIANGLE
MACHINERY FOR

PACKAGING ALL
PASTE PRODUCTS
FROM ALPHABETS
TO NOODLES!

\__ 4
TRIANGLE PACKAGE MACHINERY CO.

6645 W, Diversey Blvd., Chicago 25, Il

Sales Oilices: San Francisco ¢ Denver ¢ Dallas ¢ Allanta
New York ¢ Pitiaburgh ¢ Boston e [Jacksonville
Bianch Factory: Los Angeles
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Macaroni Employes’
Safety Education

‘N? ITH more and more macaroni

production relying upon mechan-
ization and greatly improved equip-
ment, as well as on skills, the quesiion
of an effectual safety program arises
in each plant, The question always is:
what mediums and methods shall be
applied in the process of educating our
workers in “thinking safety and act-
ing safety,” to supplement (fw 2 hysical
safeguards we already throw about
them in their every-day activities, in
the plant, going to and from work,
and in the home?

There are, of course, numerous
mediums and methods for safety edu-
cation available to the macaroni em-
Eloyer. Each has certain merits, each

as its place; but the accent in recent
years has been K::ccd upon films of
various lyﬁi. d, as the available
supply of basic safety education films
increases, the macaroni manufacturer
will want to know what type of films
these are, how available, and how they
may be integrated with any safety pro-
gram he may already have in operation
in order to strengthen it.

It may be said here that many em-
ployers today, in addition to safety pro-
grams in the plant, do a certain amount
of safety educational work in the
homes of the workers as a means of
protecting them when at home and
when traveling to and from the job,

There is ample data as a resull of
wartime applications to guide the em-
ployer who feels his safety educational
program needs stepping up by this
method,

Employers feel today that every
trained worker is an asset, and that bad
safety habits outside are just as cost-
ly to the shop as accidents on the job,
Very often these programs embrace
the families of workers, Let's survey
very briefly the present-day field in
which visual aids are being .ategrated
with safety education programs in the
workrooms and on work properties as
well as in the community and homes,
There are, of course, numerous motion
pictures and slide films dealing with
all phases of safety—safety in the
home, in the factory, in travel, on the
highway, and at the machine. These
films fall into several groups insofar
as the safety education student is con-
cerned,

Many of those interested in safety
education will say, “There are several
types and kinds of films, What type
is best for safety education? To find
the answer, we must first consider the
purposes of the various types of films,
to see how each may suit a given phase
of a particular safety education pro-
gram.

Motion Pictures: Designed to
bring experiences to the individual's
attention, analyze safety functions,
appeal to the emotions, portray dan-
gerous “situations,”

Slide Films: A series of still pic-
tures on 35 mm. safety motion pic-
ture film, Two t pes, silent discus-
sional and soum[y with accompany-
ing disc record, are widely used in
safety work. They are used where
it is not esacntini to show motion
and present clearly a series of ideas
without action,. Discussional type
slide films are best for teaching
“how-it-works and how-to-work-it
safely” jobs and skills,

In the case of the sound slide film,
the record can carry the commen-
tary, thus making it unnecessary to
have a speaker in person before each
group.

Slides: Films of the various types
are not the only “visuals,” however.
Miniatures, glass slides, models, and
mockups have been widely used for
teaching many phases of safety edu-

April, 1919

meetings, or may simply amplify and
accentuate basic principles in supple-
menting particular local shop practices,
(Such a series is the Carnegie Illinois-
Jam Handy sound slide film, “Safcy
for Sale.”)

Slide films are also used as “refresh-
er" material,

At regular intervals foremen or
supervisors are given a repeat showing
of "the films with accompanying dis-
cussions and reading material, The
films are also used to induct newcom-
ers into the safety principles which
prevail in the plant. Glass slides serve
similar purposes,

Motion pictures tend to put the
worker into a receptive frame of mind
regarding the whole subject of safety
and protection from accidents. The
make him constantly aware of sutﬁ
hazards through habit, This is the pri-
mary function of the safety motion
picture. In other words, the motion
picture is designed to awaken ilie
worker and to inculcate the safety hab-
it, while otli»r media and methods are

By Lyne 8.

Metcalfe

cation, Such visvals do very well
for small groups of employes or for
individual study, They provide a
realism which the film approaches
but doesn't equal. There are also
still pictures, projections, reliefs, and
an endless variety of devices and
methods of warning where danger
waits,

Now let us consider the proper
integration of these various types of
visuals with established or newly
planned safety education programs,

he Jam Handy Organization, which
in the past thirty years has perhaps
produced more safety education films
than any other organization of its kind,
supplies considerable data on this sub-
ject, This data comes from actual ex-
perience of its clients, including those
who use standardized films.

It is the belief of The Jam Handy
Organization that all types of films as
outlined previously in this article have
a place in safety education. Much will
depend, according to the organization,
on what the particular problem is in
a given shop or plant and the nature
of the correlated safety education pro-
gram,

It may be said, however, that safety
slide films, with sound or without, are
shown in connection with (a) talks,
(b) round table discussions, and (c)
foremen's schools. They may furnish
the basic material for discussion or

intended to show the “what” and
"how.” On the other hand, some pro-
grams, especially in large organizations,
merely train foremen and supervisors,
letting the education trickle down to
the individual worker through hour-by-
hour supervision,

Still others carry the educational ma-
terial right down to the individual en-
ploye. In some instances both methods
are combined.

Following is the program of a ty-
ical safety meeting in which a sound
slide film’is integrated :

1. Introduction of subjcct.

2, Projection of film ‘with record.

3. General  discussion of main
points made,

4. Projection of film only (no rec-
ord). (Pause for discussion of
high points.) "

5. Quiz period. Questions askel
and answered at random bear-
ing upon the material to test at-
tention and memory,

6. Substance of information on the
films passed around in printed
form for re-study at leisure.

In the case of sound movies, such
meetings usually lead off the entire
safety education program. They sel
the pace, show why the program is be-
ing projected and stress its importance
to the individual employe. ¢

The employer interested in stepping

(Continued on Page 77)
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SUCCESS STORY

You can name the chapters in the success story of the macaroni Industry--
the introduction of durum wheat...the specialized milling of semolina
««. the cooperative Association efforts that actlively began in 1919,

Add to these the factors that account for macaronl's continuing
success--dependable sources of first-quality durum wheat...
improvements in manufacturing equipment and methods...attractive
packaging...advertising...and the fact that people LIKE macaronl.

Yes, today macaroni Is truly a universal dish. Appreciated for
its rich food value, appetite appeal and low cost, macaroni Is a
favorite dish for people in all walks of life,

In milling King Midas Semalina, one thought has always prevailed. . . that
quality of product is the only sure foundation for conlinuing success,

KING MIDAS FLOUR MILLS

Minneapolly . . Minnesota
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A Practical Approach

to your

Advertising Problems

EDITOR'S NOTE: This is the luuﬂh and

last of a series of articles dealing it

the prob-
lems encountered by the small businessman i at-
fempting to set up an intelligent, practical and

productive adverlising program. The author is

the head of one of the largest outdoor adverlising
companics in the country, bul he writes withont
bias on various advertising media, aiming his re-
marks al the businessman wwhose advertising budy-

ot is timited, and who must carry out his program

without benefit of expert advice and connsel,

PART IV

OQutdoor Posters and Direct-by-Mail
as Advertising Media

IN this study of the outdoor poster as
an advertising medium, considera-
tion is given to two distinct types of
posters, cach of which has qualities
which permit them to render distine-
tive services to various types of adver-
tisers,

The two types of posters are known
as 24-sheets, or “billboards,” and the
AD-VER-TIS-ER posters. A brief
description of the two types will iden-
tify them immediately.

The over-all size of the 24-sheet
poster is 12 feet high by 25 feet long,
It has white blanking around the ad-
vertisement and the poster proper is 8
feet 9 inches high and 19 feet 8 inches
long, consisting of printed sheets of
paper pasted on the surface of the
panel,

The AD-VER-TIS-ER poster is
5% feet high by 12%% feet in length
over-all, with the poster proper 4 feet
high by 10 feet long. It is mounted on
a specially designed all-steel panel, uni-
que in appearance, with white blank-
ing around the advertisement. The
panel is painted two shades of green,
with white fan-like designs on cither
side. The advertisement is reproduced
on paper through a silk screen process
and pasted on the surface of the panel.

Unlike the newspaper and the radio,
outdoor posters are essentially a “pres-
tige” medium. Most of the qualities
that make the newspaper and radio ex-
cellent merchandising media are not to
be found in the outdoor poster. On the
other hand, most of the qualities that
make the ontdoor poster an excellent
builder of prestige and good will are
not to be found in the newspaper and
radio,

One of the largest of the 24-sheet
manufacturing and servicing compa-
nies is the General Qutdoor Advertis-
ing Co,, Inc., which has branch offices
in 36 principal cities of the United
States, Generally speaking, the 24-
sheets are used primarily by national
advertisers, such as the big auto manu-
facturers, distillers, clothing manu-

facturers and niany others.

The AD-VER-TIS-ER, Inc., with
outlets from coast to coast, produces a
poster that has met with general ac-
ceptance by businesses operating, more
or less, at the local level, Tts advertis-
ing clients are mostly local business
firms, such as dairies, dry cleaners,
jewelry stores, restaurants, coal deal-
ers, durable-goods retailers, loan com-
panies, banks, lumber dealers, and
many others,

The larger posters are sold under a
package plan. In other words, a user
must buy a certain number of the post-
ers, some of which are placed on illu-
minated panels and some of which are
unlighted, This plan binds the mer-
chant to a set number of posters dic-
tated by the sales organization,

Although the large posters can he
obtained in small quantitics, they are
hand-painted in this case, which runs
the price up over the posters printed
in quantity, Ordinary use of the larger
posters costs from $12.50 to $50.00 per
month per panel, plus a cost of produc-
tion of the posters. This price, of
course, varies in different markets,

AD-VER-TIS-ER posters are sold
in any quantity. There is no package
Lnl:m. The cost averages $9.00 per

onth per panel. This cost varies in
different markets, but seldom runs
higher than $12.50 per month per
panel, which includes the cost of pro-
ducing the posters.

While the larger posters can be used
only in certain locations, the size of the
smaller posters permit them to be used
in almost any spot. They generally are
placed at cye level. The larger posters
generally are to be found at greater
heichts,

The larger posters often offer more
exclusive locations, free of competing
signs, because of their size, Since
some of the panels are illuminated,
these posters offer the added advantage
of advertising for the client day and
night. The cost of illumination, of
course, is an additional factor,

Now let's look at the advantages and
the disadvantages of the outdoor post-
er:

1. Size and color give the outdoor
poster dominance in any Incation,

By W. Frank Welch

President, The AD-VER-TIS-ER, Inc.
Fort Wayne, Indiana

2. The outdoor poster is a model of
simplicity. Striking pictoria' displays
and brief messages are the keynote to
their success as a medium of advertis-
ing.

3. The outdoor poster lends itself
readily to dramatization. It puts
punch into an idea to altain maximum
effect and to create the impression de-
sired.

4, The outdoor poster is flexible,
The idea expressed by the poster can
be applied to any type of market—
neighborhood, district, area, repion,
nation,

5. Copy on the outdoor poster (as
compared with other outdoor media)
can be changed as frequently as every
30 days,

6. The outdoor poster can assure an
advertiser complete coverage where he
wants coverage, with virtually no lost
circulation.  Posters are  displaywd
wherever people congregate, or move
in large numbers.

7. The outdoor poster constantly
broadcasts the advertiser's messape.
It's before the consumer public every
hour of every day.,

Cost of circulation of the out-
door poster and outdoor advertising
runs lower per thousand pessible in-
pressions than the cost of any oth r
advertising medium,

Two distinct disadvantages of ou-
door poster advertising may be cite:

1. The medium does not possess the
flexibility of the newspaper and radio.
so far as timeliness is concerned, and,
therefore, should not be used as a mer-
chandising medium in the strict sense
of the word, The advertiser must re-
gard the outdoor poster as a prestip:
builder, as a name-builder, as a long-
pull medium, and as a medium that
gels no immediate sales reaction,

2. Actually circulation is hard 1o
prove, as in other media, The adver-
tiser will have to accept traffic checks
and be confident that the vast potential
circulation has been proved by yvars o
use and the experience other advertis-
ers have had with the medium. .

Although direct mail advertising 15
usually considered one of the four
major media, actually it is a sort of

{Covitinsicd on Page 78)
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Your product’s package speaks for you long
before the lid is lifted.

It should bespeak Quality . . . and it does
if the package is by INLAND.

INLAN
Covrugatia Fbre Eones

Sales Offices: INDIANAPDLIS, IND. » EVANSVILLE, IND. « MIDDLETOWN, OHIO + CINCINNATI, OHIO - DAYTON, OHIO
CANTON, OHID « CHICAGO, ILLINDIS » MILWAUKEE, WISC. « DETROIT, MICH. » MACON. GA. + NASHVILLE, TENN.
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Americans Gamble With Health,

Family Nutrition Project Shows

AMERICANS gamble with their
present and future health through
disregard of common-sense rules of
cating, as reported in the results of a
i’!ar ong nutrition study of 64 fami-
ies made by the Westinghouse Elec-
tric Corporation and the Pennsylvania
State College.

The nutrition research project was
maide public by Mrs. Julia Kiene, di-
rector of the Westinghouse Home
Economics Institute, and Dr, Pauline
Beery Mack, director of the Ellen H.
Richards Institute of the College, who
collaborated on the work.

“The study,” Mrs. Kiene said, “was
made to find on a scientific basis what
effects a combination of proper food
sclection, food storage and food prep-
aration would have on a group of
American families economically above
the average.

“It was undertaken, too, to check up
on the meal-planning recommendations
which are being included in an exten-
sive cducation program now being
launched by Westinghouse as an out-
growth of The Health for Victory
Club wartime program which reached
millions of persons.”

The investigation is the first of its
kind in the field of human nutrition,
where the food habits of a group of
families were studied to find whether
families could raise their level of phys-
ical well-being by following a_recom-
mended nutrition program, Y, Previous
studies had been made to sdrvey the
food habits and state of physical well-
being of families, but mever before
had an effort been made to measure
the extent of physical improvement
possible by bettering food selection and
kitchen management,

It is pointed out that the 239 people
who voluntarily parlicipated in the nu-
trition project were not on any dict
but were given carefully balanced
menus which provided 78,000 choices
of menu plans, Members of the fami-
lies in the project who ranged in age
from 15 days to 74 years, were given
specific  recommendations as to the
r‘uanlity of major food types which
they should consume,

A check of the nutrition habits of
these families a week prior to the start
of the study showed a general disre-
gard of essential food values, and of
methads of storing and cooking foods
to retain the maximum value of their
nutrients,

“And this was reflected in the initial
medical, dental, and nutritional tests
given to these family members,” Dr.
Mack said. “Several of the participants
were found to be suffering from un-

suspected nutrition deficiencies of a
serious nature, while others showed
nutrition shortcomings of a minor or
horderline type. The average initial
medical rating for the group was 79.4
based on a 100-point standard for ex-
cellent physical well-being.”

The families taking part in the study
worked under a controlled plan to give
as accurate results as is possible in a
project of this type, The study began
in the late summer of 1944 and it was
completed in carly fall of 1945,

Pennsylvania was chosen as the lo-
cale of the investigation, because of the
availability of complete nutrition tests
and examinations, and because this re-
gion is not known as an arca of sub-
standard diets. Analyses and correla-
tion of results have just been com-
pleted.

Mrs, Kicne personally visited all the
families and explained meal planning,
and proper cooking to preserve maxi-
mum nutrition valve in the food, In
addition, a home economist visited the
families regularly to help the home-
makers in the program,

Each of the 239 persons was given a
thorough medical and nutrition exami-
nation before the program started, at
a six months period, and at the end of
the project,

In addition, cach family was su[)-
Elicd with aluminum cooking utensils,

aving flat bottoms and tight-fitting
lids, and scales to weigh foods; and
they were shown approved mcthods of
food storage and preparation.

No vjtamin supplements were given
or recommended during the test period,
except low potencies of vitamin D dur-
ing winter months,

"l may nol have money, honey, but I was
;:h hoﬂgt student at the Spaghetti Eating
00|
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While the diet records kept by thes:
families the week before the studs
started showed their food selection t
be better than average, yet only 28 pe:
cent were cating sufficient food, fo:
example, to meet recommended calori
requirements, Nor was sufficient quan
tity of any of the major nutrients-
protein, minerals, or vitamins—beiny
consumed by most of the family mem
bers.

This failure to eat well was one of
the serious barriers which these family
members faced in improving their

" physical well-being during. the course

of the study,

By the end of the study, however,
the average medical rating for these
families increased substantially, with
individual ratings improving as much
as 14 points,

In addition to the general over-all
advancement as shown by the medical
examinations, which was all the more
gratifying because general physical
status is not subject to extreme or
quick changes, marked improvement
was made in such individual factors as
weight, condition of the skin, gums,
tongue, skeletal growth and maturity
(in children), mineral density of the
bones and condition of the body gen-
erally,

And, reflexes were improved, fatigue
was lessened, and nervous habits were
reduced.

Improvement in physical well-being
went hand in hand with a betterment in
the sclection and handling of foods,
Mrs, Kiene pointed out, Thusg, the con-
sumption of milk and cheese increased
24 per cent, green and vellow vegetables
24 per cent, potatoes 9 per cent, fruits
and other vegetables 9 per cent, cereals
and related products 21 per cent, and
fats 30 per cent,

All families at the end of the st
were giving major consideration 1
basic food needs instead of just fool
likes and dislikes. And the famil
members were liking the new introdn
tions and taking on a new sct of foo!
preferences.

Despite the increase in food con
sumed by the families, their food cost
went up only 2.3 per cent. The emall
rise in cost came from the expenditur
of the utmost care in food selection
Morcover, less time was spent in foo!
preparation and Kitchen tasks than
fore a kitchen plan was instituted,

Many of the highly nutritious foods
added to the family diets were low
cnough in cost to balance the larger
quantities of such higher priced foods
as meats, milk, egpes and fats,

To establish an accurate basis for
checking the results of a good nutri-
tion program, the families selected for
this study by the Pennsylvania State
College underwent more than 230 tests
and observations at three different
periods,

The extent of these tests and an in-

(Continued on Page 74)
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Swift's Brookfield

FROZEN EGG 'YOLKS

Unifurmity counts in your egg noodle. And you get rich

color . . . fine texture . . . high quality every time with Swift's
Brookfield Frozen Egg Yolks. Their 455% solid yolk

content means a moficeable color advantage for your finished
product. All the fresh flavor of choice, spring-

laid eggs is protected by Swift's patented process.

1f you prefer dried egg yolks, Swift has those, too—
available under the famous Brookfield label.

Packed in tin for

sanitary bandling
and quick defrosting.

MET WEIGHT 30 LBS:
B Swiit’s ¢
8 Brookfield

. Drogen
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Adequate Nutrition Is Vital

By Paul S. Willis, President

§ Grocery Manufacturers of America, Inc,

GMA Head Says Food Industry Works to Provide All U. S. with Sufficient Nutritious Foods

T is vitally important that adequate

quantities of nutritious foods. be
within the financial reach of all Ameri-
can families and food manufacturers
are working constantly to that end,
according to Paul S. Willis, president
of Grocery Manufacturers of America,
Inc., New York Ci!y.

Mr. Willis participated in a panel
discussion on “How can the average
income provide adequate nutrition?”
before the National Farm Institute
mecting in Des Moines, lowa, Febru-
ary 19, 1949. Haying that “a healthy
people contribute preatly to a strong
and prosperous nation,” the grocery
spokesman reported that food manu-
facturers strive: To provide nutritious
foods in ample quantities at fair
prices; To improve the cleanliness,
vitamin content and tastiness of foods,
and to insure the retention of these
qualities in the processed foods as
they reach the home; To increase the
nutritive values and tastiness of foods
through enrichment; and to avoid
“humdrum hunger” and make adequate
eating a pleasure by expanding the
variety and choice of foods available.

Adequate nutrition is also enhanced
by the lowered cost of food distribu-
tion. Not so many years ago, whole-
sale and retail distribution took as
much as 40 cents of the consumer's
dollar. Today distribution takes less
than half of that figure and, in some
instances, as little as 15 cents of the
consumer's dollar. And out of that 15
cents the owner pays labor, rent, elec-
tricity and many other expenses, leav-
ing about 1% cents for profit. The
cost of food distribution is by far the
lowest of all types of distribution.

In view of these great strides, a
nutritious, tasty and balanced dict is
well within the reach of the average
income family today. Dividing na-
tional income by population, the U. 5.
average income per person in 1948
was about $1,450, more than $5,000
for an averaged size family of 3.7 per-
sons, A family with this income can
purchase foods which supply adequate
nutrition.

On this over-all basis, the U, S. con-
sumed 12 per cent more food per per-
son in 1948 than before the war. For
this enlarged food consumption, we
spent 28 per cent of our disposable
income against 23 per cent prewar,
But had we consumed only the same
amount and quality of food per per-
son as prewar this food would have

cost less than 21 per cent of disposable
income,

If we left the matter here T am
sure that someone would say this av-
crage income of $5,000 is misleading,

Paul 5. Willis

that most families have incomes below
this level. For a more typical family
income figure we can turn to “median”
family income as reported by the U. S,
Censtis Bureau. This is the midway
point in family incomes. Half have
greater incomes, half have smaller
ones. For 1947 the median income was
about $3,031 and is now somewhat
higher.

Can a $3,000 income provide ade-
uate nutrition to the average family?
The answer is definitely “yes.”

Nutrients for an adequate diet can
be provided by many different com-

binations of food, some cheap, some
more expensive, Last year the De-
partment of Agricullure’s Burcau of
Human Nutrition and Home Econom-
ics developed two master plans—one at
low cost, one al moderate cost. Both
contain quantities of food which will
furnish nutritionally adequate diets.
At September's 1948 peak prices,
the low cost plan woulldl have cost $15-
$17 per weck—§832 per year—for a
family of two adults and two young
children. The moderate cost plan
would have cost $21-823 per weck—
or about $1,050 a year. If the family
had the median income of $3,000 the
low cost plan would take 28 per cent
of income; the moderate cost plan
would take 33 per cent of income.
The median income family of typi-
cal size in prewar years spent about
35 per cent of its income for foul.
Consequently it is fairly evident that
with proper planning an adequate and
tasty diet can be purchased by families
of moderate income today without de-
voling a greater than normal fraction
of income for food. This situation has
been recently improved by the decline
in food prices from the levels used by
the USDA in Aguring its budgets.
“We now have the enriched flour
so that the white bread has its proper
content of thiamin, riboflavin, niacin
amd iron. We also have white rice with
vitamins added as well as rice which
has been specially processed so as '
retain most of its original qualitics.
“These enrichment programs are of
particular benefit to families in middle
and lower income groups where co!
sumption of these products is hig'.
Similar enrichment programs are in ¢
fect for margarine, breakfast cereals
and other products.”

Wholesalers Oppose “Moratorium” Bills

The nation's wholesale grocery trade,
while favoring legislation if necessary
to remove uncertainties surrounding
delivered price selling, will neverthe-
less oppose any legislation in that di-
rection which opens any loopholes for
evasion of the Robinson-Patman Act
and other anti-trust statutes, Harold
0. Smith, |r., exccutive vice president
of the United States Wholesale Gro-
cers' Association, has announced,

Explaining the association’s opposi-
tion to some proposed moratorium bills

for clarifying the clouded legality of
delivered ~pricing, Mr. Smith sail:
“We are unwilling to swap any at-
tempted clarification for juupnrciy 0
the Robinson-Patman Act. Better no
immediate clarification law at all than
any emasculation of the Robinson-Pat-
man Act.”

The question of delivered price sell-
ing in the food industry, he added, will
form a topic of discussion at the as:
sociation's annual convention in St-
Louis in May.
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The sanitary, cificient kitchen of For the smaller macaroni plant, 4
a modern in-leeding operation a neat, portable food cabinel
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N’ 3 FUNDAMENTAL QUALITIES
o MECHANICAL  SIMPLICITY,
SECURITY IN OPERATION
o HARMONY AND ELEGANCE
OF SHAPE
e STRONG MAKE WITHOUT
DANGEOURS  ECONOMIES
THE MOST MODERN INNOVA-

TIONS ARE CONCENTRATED
IN THESE MACHINES

N.°6MUDE|.S

WITH FOLLOWING HOURLY QUTPUT
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© EVERY INSTALLATION ACGURATELY TESTED

@ ON REQUEST WE ARE READY TO SEND QUOTA.
: TIONS - REFERENCES - PRACTICAL DEMONSTRATION

. Following accessories mey be applied to all models:
1 - Aulomatic extension applisnce [or long macceroni

2-£qullibmnr to eliminate di|lerences in lthe coming
lorth of the maccaroni.

;__ 7% - VARIABLE SPEED OF THE SCREW (PATENTS)
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hich labor and management full

gree today, but the one question of iny-

t feeding is one onwhich they now

seei eye to eye. (In a recent survey

4among - personnel directors. and local

itlabor. leaders, both groups pointed to
the compan
improving .l

A known military axiom that an army

trayels on its llmnd:']t, is only recent-
4 ly that management has come 1o realize
that:food and'a. worker's well-being
\are: factors that affect production and
profit,  Supervision of employes’ diets
the employe somatimes sus-

% 1 are
% <that there' may be a‘little too

" 5
1 m‘wemlhm in watching over the
fg:‘aﬂ_.h_ullh. the end usually justi-
‘4 Empl ’?u'; Testaurants  today * are
B ways the responsibility of or-
* gon management, ' There are a
1ew cases where operation of the res-
«faurzat is in the hands of an employe
“.co-operative, but this of operation
118 not likely to spread, bécause running
a restaurant is not a job for amateurs,
2 - ‘th]:.amgfemen;' takes - proper
s« responsibility - for. the company res-
{taurant, it h?:l a choice of mp:th{ds of
~operation, . Either it ‘runs the restau-
drant itself, or it shares the responsibil-
Lty with “a  professional - restaurant
‘-.Jma;quncnt concern. Among manage-
{ment men who have an opirﬁon. more
i than half express a preference for the
§ "contractor-operated” 'restaurant. This
jireflects ' a', familiarity  with such ar-
4 ngements and a desire fo have some-
Lone run the restaurant “who knows his
business as we know ours.” (Suggest-
mdiné ‘o this topic, Industrial
eeding, Crotty Bros,, publishers, 137
Newbury Street, Boston 16, Mass,).
= Yaturally) the type of food service will
¥ depend on the number ‘and type of

conditions, facilities’ avail- < !

A8 on' the alms ‘and ‘de-

ement,  However, these

food  service ‘are. open ' to

(1) Vending - machine.

: strvice (2) Company-operated restau-
mti(3) Professional contractor-man-
| Ay taurant (4) Operation by labor

aged

“"%le i S T
& ' The advantage of the company-man-
y icafeteria is that .it 'gives direct
" con

X , putting the''company into
& the restaurant business means the em-
¢ ployment of a chef, experienced restau-
. rant, manager, and. counter help,* The
’ ger/ must_ be responsible, under

of *‘personnel * and * service,

e iddiaaic i eilaaslings Ut P
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; adc«luite and nutritious foods
“'steam to the human boiler,”
and, while
- that

" specialized business, Exlemporancousr

food buying, inexperience in storage,
or mistakes in judging the require-
ments of any labor force may quickly
lead to highly excessive costs. The pro-
fessionally-managed installation, work-
ing closely with the organization man-
agement, integratéd with and carrying
out company policies, permits manage-
ment to exercise its rightful responsi-
bility to its employes in every phase of
a feeding service. In addition, it bene-
fits companywise, from the advantage
of planned, large scale food buying,

' Andrew J. Crotty, nationally
Imown guthority on in-feeding

know-how in menu planning, and sta-
tistical experience in what different
types of workers want,

. One of the larger professional res-
taurant contractors reported recently
that while some employe restaurants
‘are rur, on a self-sustaining basis, the
recent trend is decidedly, towards a
non-profit-making operation. Said An-
drew J. Crotty, Jr., nationally known
—authority on the subject:
+*When ' the factory cafeteria was
thought of merely as a convenience for
employes, management expected it to
pay its way. But'since business has
discovered ' the in-plant ' feeding has

other benefits, notably in the field of
worker-management relations, manu-
facturers show an increasing willing-
ness to absorb part of the operating
cost and find such expense more than
justified on the balance sheet.

“In a recent canvass among twenty
employers having industrial restaurants
in Cleveland, only two were breaking
even. The others reported cafeteria
operational costs of from 29% to
30%. But the important thing is that
all these.latter companies considered
these costs a good investment in im-
proved industrial relations,

"While a few employe restaurants
are run on a self-sustaining basis, the
smaller organizations, having a light
load ; factor, usually absorb a nomi-

* nal monthly service fee as a logical op-

erating cost. The trend is decidedly to-
wards a won-profit making restaurant
operating with management, recogniz-
ing that the many benefits accruing are
worth the small costs involved, In
certain cases these .bencfits have a
value to management that warrants
furnishing food to employes at actual
food costs, the service of the cafeteria
being entirely an employer expense.

+ “"Management is coming more and
more to realize that it has an invest-
ment in the human machines, and that
workers are human beings whose en-
thusiasms for the employers and prod-
ucts have a definite relationship to ef-
ficient production, i

“The. American workingman and
woman doesn't like being a cog in the
industrial machine, designated by a
number, He has competitive instinets,
yearns to be 'on the team’; he is chal-
lenged by his urge to get things done
when he is recognized and appreciated,
made to feel a ‘part of things.'”

It may be fairly concluded that an
employe cafeteria offers an inexpensive
and far-sighted first step 1o many em-
ployers who recognize this new-day
labor-management philosophy.
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CLERMONT STREAMLINES ITS LATEST NOODLE CUTTER

" Sanitation. Porsonifiod

Clermonlt's years of "KNOW HOW" have gone into the designing and engineering of this superlative machine, the
CLERMONT SUPER HIGH SPEED NOODLE CUTTER, TYPE NA-4.

COMPACT: Takes less space; lower in height than all other drum alfords quick change of cutters. Vari-speed rotary knile
types. Easy fo manipulate. with culling range from 4" 1o 6. Ceniral greasing control.
CLEAN: All moving paris enclosed; all bearings dust sealed; ECONOMICAL: Low mainlenance cost: culling rollers and
no grease drip; cover keeps out dirt and dust. scrapers ol slainless steel, long lasting. Both calibrator roll-

ers. Hardened and ground. Ball bearings throughout for long
SIMPLE: Less gearing mechanism. Revolving cutting roller lile.

The largest output of any noodle culter in the world—1600 POUNDS PER
HOURI Cecm be slowed down to as low as 600 pounds per hour if desired.

TO SEE IT IS TO WANT IT.
We'll Gladly furnish further delails

CLERMONT MACHINE COMPANY, INC.

266-276 Wallabout St.. Brooklyn 6, New York, New York, U.S A, Tel: Evergreen 7-7540
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CLERMONT CONTINUOUS AUTOMATIC
MACARONI PRESS, Model No. 1-A }

For Short and Long Goods
with Automatic Long Goods Spreader Attachment

a2

The long goods Spreader Attachment was designed lo give superior quality
and large output. The quality is achieved by the rolling process of the press
and by tlie slow exirusion through the dies. The quantity of approximately
1000 1bs. per hour is secured by the large exirusion area which produces and
spreads three sticks on each cul. Expert macaroni manufacturers know thai
the slower the extrusion, the smoother the producl, the higher the color and
the firmer the {exture.

write for detailed information to

CLERMONT MACHINE COMPANY, INC. :

266-276 WALLABOUT STREET BROOKLYN 6, NEW YORK
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A Furious Spaghetti - Eating Contest

Peter Ross Viviano, his brother
Frank J. and their sister, Miss Vita
Viviano, co-owners of the V. Viviano
Nrothers Macaroni  Manufacturing
Co., 1022 Na. Seventh St., St. Louis,
wept with joy at sceing so much of
their fine spaghetti consumed in so
short a time, when they witnessed the
spaghetti-cating contest staged in Feb-
ruary between women and men repre-
senting the Women's Advertising Club
and the Men's Advertising Club of St.
Louis, Ma., in the Statler Hotel.

In two five-minute periods, with a
two-minute time-out between to permit
recuperation from their strenvous ef-
forts, the cight coniestants ate a record
39 pounds of spaghetti, compared with
a normal consumption of six pounds
per person per year, the U. S, con-
sumption average. The wide discrep-
ancy between the six pounds normally
consumed by every man, woman and
child in 365 days compared with nearly
five pounds per person in ten minutes
during the battle described is what
caused the Viviano tears of hope.

There was some question of whether
or not the detelte broke any records,
but they put forth their mark as some-
thing for other gourmands “to chew
at.” Six of the male ad club members
who constitute the winning team are
identified as George Skinner, vice pres-
ident of Buxton & Skinner: Robert L.
Johnson of Johnson, Inc.; Wm. Eben,
vice president of Comfort Printing and
Stationery Co. ; Coleman Kaldor of the
Associntion of TForeign TLanpuage
Newspapers; James F. Jae, Globe-
Democrat cireulation manager, and L.
1. Hoffman, business manager of the
S1. Louis Star-Times.

Defeated, but not ignominiously, are
the following women contestants : Miss
Christine Mann, captain; the Misses
Norma  Jones, Jeanne Hynds, Tola
Brook, Peggy Johnson and Elspeth
Tennett, All contestants are members
of the two St. Louis advertising clubs

Crowned king of the spaghetti caters
was lames T, Jae and Miss Christine
Mann was acclaimed the Queen of the
festival. The women on the losing team
explained their loss because of the
men's  superiority at  wine-drinking
which pave them an unfair advantage
throughout the conteat.

The Score:
Women =17 Pounds
Men — 22 Pounds

‘SHELL-PAKIT

the new Shellmar container machine intro-
duces a method of completely automalic
packaging in one confinuous operation.
For all free-flowing Macaroni, Spaghetti
and Noodle Products, SHELL-PAKIT offers
, the most economical package. From
printed roll Cellophane, SHELL-PAKIT
forms, fills, weighs and seals the product
. . and delivers it to the shipping con-
tainer. Designed and built by Shellmar,
initial shipments are now being made. If

THE MEN, DEMONSTRATING THE FORK AND GULP technique,
even lifted their plates closer to their mouths to take care of the dribbling
strands. They led their competitors by 5 pounds in total spaghetti con-
sumed. James F. Jae, the Globe-Democrat circulation manager, third
from the right, was acclaimed the Spaghetti-cating King.

you are packaging by ordinary methods,
let us show you how SHELL-PAKIT can
increase your production.

#1M Reg US Par OI

SHELLMAR |

rPRODUCTS CORPORATION

Sales Offices in Chicago, New York, Cincinnoty

Denver, Detroit, Kansas City, Minneapols, Sun Antonio,

Atlonta, Boltimore, Boston, Philadelphia, Pitsburgh,

MOUMT VERNON, OHIO
SOUTH GATE CALIF « LANESVILLE, OHIO
MEXICO CITY, MEXICO +« MEDELLIN, COLOMBIA

Loy Angeles, Salt Loke City, Son Francico, Seattle

EMBATTLED WOMEN ATTACK heaping platefuls of sauce-laden
spaghetti, adhering more closely to the Emily Post technique. They were
saucy-faced losers. Leading her teammates in the quantity congumed was
Miss Christine Mann (second from the left) who was crowned the Spa-
ghetti Queen, '

PACKAGE MANUFACTURIR - PRINTER - LAMINATOR - CONVERTIR . . . CIHLLON « PLIOFILM - ACETATE - SARAN - VINYLS - FOILS - PAPIRS . COATINGS
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JOINT MARKETING STUDY

The National Food Brokers Association md

The Saturday Evening Pu!h‘

THE average food broker moves
$1,788,412 worth of packaged gro-
ceries a year, according to a joint study
{'ust completed by the National Food
Arokers Association and The Salurday
Evening Post, which supports statis-
tically the long-time claim of food
brokers that their function in the dis-
tributive field is an important one,
Other findings are that 71.8 per cent
favor a policy of fixed price over a
policy of quantity discounts; 89.2 per
cent prefer a cash discount to net;
53.5 per cent choose visual advertis-
ing in color to plug new items, and
45.45 per cent find point of sale ma-
terial of little value.

The purpose of the survey was to
show each individual broker how his
organization and policies compare with
food brokers across the country, and
to provide manufacturers and process-
ors of food products with guide posts
in the preparation of suitable material
for the marketing of packaged goods,
The Post sent questionnaires to cach
member of the NFBA and received
complete answers from 708 brokers,
an actual return of 52 per cent. Replics
came in from 150 cities in 42 states,

The questions concerning the brok-
ers’ volume of business, which has
never been checked before, actually
brought more answers than the ques-
tionnaire, 732 brokers replying. These
indicated that 47.3 per cent of the re-
porting brokers have offices in cities
of SIB,O(N) or more population, and
they account for 55 per cent of the re-
ported sales, or an average sale of $2,-
083,057 per year. The total value of
sales for principals of the group who
reported amounted to $1,309,117,234,
making the over-all average $1,788,412,

Distribution of a broker's sales by
the type of customers is shown in the
survey as: Local chains, 21.8 per cent;
national chains, 14.3 per cent; inde-
pendent wholesalers, 54.5 per cent ; and
industrial and institutional users, 9.4
per cent,

Four full-time salesmen are em-
ployed by the average food broker, and
they extend his influence far beyond
the limits of the city where his office
is located. Tn Florida, as an example,
a survey map shows brokers in four
citics, but a second map indicates that
the salesmen they employ sell in every
Florida county, in nine counties in
Alabama, and all the counties in the
lower one-third of Georgia. A third
map reveals that the food they sell
actually is distributed in 13 counties

in Alabama and almost two-thirds of
Georgia.

Visual advertising in color is the
first choice of 53.5 per cent of the 687
brokers answering the question as to
how best to introduce a new family

roduct such as baked beans or re-
introduce an old one that had been off
the market, and 47 per cent favored
the same media for new ingredient
products such as margarine or short-
cning.  Following visual color adver-
tising are: Sampling, 17.6 per cent
and 148 per cent; radio, 15.2 per
cent and 25.1 per cent; visual adver-
tising in black and white, 5.1 per cent
and 8.1 per cent; couponing, 2.8 per
cent and 5.3 per cent; 2 for | sales,
5.1 per cent and 4.2 per cent; push
money, 1.5 per cent and 1.7 per cent.

The best way to reach the families
who want food products and the house-
wives who buy them is national adver-
tising in magazines, according to 17.6
per cent of the brokers reporting. An-
other 11 per cent favored national ad-
vertising, but specified no media. Radio
was chosen by 11 per cent, while news-
paper advertising was favored by 8.6
[:;; cent, and 0.7 per cent picked bill-

rds, mail and handbills.

At the local level, newspaper ad-
vertising was the first choice of 99.3
per cent of the brokers, with radio

olding the second choice spot by 64.6
[:::r cent and handbills and posters

ing third choice of 29.2 per cent.

Point of sale material has little

.value, according to 4545 per cent of

the brokers who replied. This is made
up of 23.73 per cent who believe much

of it is wasted, 20.18 per tent who by
lieve it should be dropped and 1.54
per cent who say it is of little value,
In the 29.59 per cent favorable answers
were 10.48 per cent who believe it has
limited use and should be continued;
9.40 per cent who aaid the use shoull
be supervised and pre-lested,

Among the useful material, counter
cards and displays were named by
54.45 per cent, posters got the indorse-
ment of 49.64 per cent, displays were
mentioned by 42.04 per cent, printul
material by 16.50 per cent, and mail
inserts and recipes and formulas,
15.62 per cent. Certain items such as
recipes and formulas, samples, mats,
cuts, and electros were named among
the first ten useful items but did not
appear on the “Not Useful” list among
the first ten, On the other hand, items
such as streamers and hangers, win-
dow posters, and banners all appear
among the first ten on the “Not Use-
ful” list, but were not named among
the first ten on the “Useful” list.

Regarding the service food brokers
render the firms they represent, the
survey found that 54.1 per cent check
local tie-in advertising, 45.9 per cent
set up point of sales displays, 394
per cent direct mail to t{islrihutnrs.
30.3 per cent do detail and specialy
selling, 14.1 per cent issue bulleting
concerning marketing conditions, 11.1
per cent check retailers’ prices and
movement of goods, 10.8 per cent su-
pervise sales meetings and address
same, 10.1 per cent go in for demon-

strating and sampling, and 7.3 per cout

check invoices.

Durum Products Milling Facts

Quantity of durum products milled monthly, based on reports to the
Northwwesiern Miller, Minncapolis, Minn., by the durum mills that submit

weekly milling figures,

Production in 100-pound Sacks

Month 1949 1948 1947 1946
January ....... R T 799,208 1,142,592 1,032916 984,608
February ..., Aht e 799,358 1,097,116 664,951 743,018
Mnrph ...... OO 913,777 1,189,077 760,294 741,624
April 1,038,829 780,650 672,899
May 1024831 699331 379861
June 889,260, 650,597 628,518
July 683,151 719,513 638,758
August 845,142 945,420 788,374
September 661,604 1,012,094 705,292
October 1o wompsaneioses 963,781 1,134,054 980,461
November «ovvvuninnns. 996,987 1,033,759 901,333
December vovvvininnn.., 44,800 1,187,609 968,855

Includes Semolina milled for and sold to United States Government :

Crop Year Production’

July 1, 1948—April 2, 1949
July 1, 1947—April 2, 1948

7,507,818
9,567,401
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THERE'S A BETTER WAY to get the sclect, breakfast-fresh eggs it takes to make
better “dark color” noodles. Just order . . .

Frozen
~ Eggs

GENERAL OFFICES ¢ CHICAQGO ¥ ILLINOIS
CREAMERIES
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The British Macaroni Institute

HAT? A Macaroni Institute in

England! Why, neither Eng-
land not the British Isles were ever
classed as macaroni-spaghetti eaters,
so why an Institute?

During the war macaroni products
were quite popular among the tightly
food-rationed people, Good semolina
and other high grade raw materials
supplied from this country enabled the
new manufacturing plants that had
sprung up there to produce a relatively
high grade product which won the
appreciation of thousands of families
that had hardly ever tasted this fine
wheat food,

New macaroni-spaghetti plants were
constructed in every large community
and, through experimentation and
study, found it possible to turn out
products that compared quite-favorably
with poods imported from nations
whose supply of good raw materials
was made exceedingly scarce by the
war,

Hearing of The National Macaroni
Tnstitute at Braidwood, 111, organized
in 1937 by M. J. Donna, its long-time
sole officer, the British manufacturers,
all subseribers to the Macarox: Jouk-
NAL, too, carried on a long and inter-
esting correspondence with Manager
Donna asking his experiences, his pro-
gram of products promotion and plans
for co-operation among manufacturers
in the U, 8,

In a letter dated January 14, 1949,
just recently received in the editorial
office of the JourNaL, the manager of
the newly formed British Macaroni
Institute apologizes to Mr. Donna for
the long delay in reporting the forma-
tion of that organization along the lines
of its American counterpart, and with
the same objectives, The letter reads,
in part, as f)uiluwﬁ:

British Macaroni Institute
(Limited by Guarantee)
120 Moorgate, London, EG 2,
England

14th January, 1949,
“Dear Mr, Donna:

“It is with some ‘misgivings that |
sit down to answer a letter received
from you as long ago as August, 1947,
During the past 18 months 1 have
been so absorbed in the task of getting
the Institute established and function-
ing in the way that we wanted it to
function, that T have refrained from
writing. During the past 18 months, |
have been very pleased and not a little
surprised, at the no mean progress
which I have made towards giving cf-
fect to those rather vague ideas which
I held in the late summer of 1947,

“All the work undertaken was left
to me from the registration of the In-
stitute as a Public Company, Limited
by Guarantee, to its present status of
satisfactory progress,

“The first Chairman, Mr. Hans
Knoch, was responsible for the birth
of the idea of an industry organization
and for securing an adequate number
‘of other manufacturers to support.
Hans Knoch is the Managing Director
of Messrs. Dryfood, Lid, The mem-
bers of the first management committee
were Mr. Albert V, Callaghan of Chel-
sea Food Products Ltd,, Mr. Henry
Lender, Director of Leemat Food
Products Ltd.,, Mr. David C. Munro,
Managing Director of British Fermen-
tation Products, Ltd., and Mr. Frank
Smith, Managing Director of Nourish-
ment (York) Ltd.

“I was named Secretary of the or-
ganization. Previousl was asso-
ciated with the London Advertising
Agencey. In the carly days of the In-
stitute, T was not only Company Sec-
retary—Accountant—[Public Relations
Officer—idea man and  Advertising
manager, but also my own typist and
post-boy. Today, | have a Secretary,
three Cookery Experts who undertake
cookery demonstrations all over the
country, and a Food Consultant who is
responsible for a programme of scien-
tific rescarch. A Management Com-
mittee meets when required, to consid-
er, to criticize or approve the work
1n

“It seemed imperative in the carly
days to secure for the enlightenment
and guidance of our Members, facts
and figures concerning present and po-
tential markets for macaroni prod-
ucts in our country, In the summer
and autumn of 1947, 1T organized a na-
tion-wide and nationally adequate se-
ries of Market Rescarch Investiga-
tions: Social Surveys Lid,, the British
offshoot of Gallup Poll, undertook the
consumer side of this investigation into
conditions in the Wholesale and Retail
trade channels,

“Eventually, cach Member of the
Institute received not only a detailed
report of each investigation, but a sum-
mary of the conclusions which I had
reached after bringing together all the
facts and inferences provided by each
investigation.

“Having sccured the knowledge
which was needed to ensure a just
appreciation of the market, 1 went
ahead with my plans for securing pub-
lic recognition of the true values and
uses of these little known products.

“I have given you, in an Appendix
to this letter, a very brief statement of

the more important of my ideas fir
securing an increase in the consun

tion of macaroni products. During tl.¢
past 18 months, my three Cookery I+
perts have given talks, or demonstr,
tions, in all the large canteens il
cities in Great Britain. My job was 1.
accompany these  demonstrators,
secure by frank discussion, the o
aperation of all those people, who cn,
by demonstrating, teaching or writing.
give publicity 1o our propaganda.

“I should, perhaps, explain that in
this country, the Gas and Electrical
Authorities maintain their own staff of
Cookery Demonstrators to give demon-
strations to local housewives, Tt was
to these demonstrators that the mem-
bers of our staff gave their talks and
demonstrations. You see  with the
limited staff and resources at my dis-
posal, it was quite impossible to do an
effective job of work by trying to reach
the actual consumers by direct con-
tact; T had to find other ways, T found
them by securing the interest and sup-
port of these other demonstrators
Those ladies would, T felt sure, includ
more and more varied macaroni recipes
in their programmes if we would, by
talks and demonstrations to  thom,
arouse their interest in the appreciation
of the possibilities before users of
these praducts,

“Another ficld of favorable propa-
ganda—my staff gave talks and dem-
onstrations  to  the  Managers  uni
Manageresses of the big industrial

. canteens throughout the country,

“Well, Mr. Donna, T have taker a
long time to answer your letter of
August, 1947, but T think you m
admit that having decided 1o do s 1
have done it pretty thoroughly, W ih
good wishes, T remiin

Yours sincerely,
C. . Gray, Seeret )

Appendix

How the English Macaroni Indus ¥
intends to secure “ Fair Heariv !
for all macaroni products.

“a—Dy persuading the Ministry of
FFoods to include more Macaroni 1o
ipes in their leaflets and adverti-c
ments,

“b—DBy talks and demonstrations 'y
our Cookery Experts, secure the inter-
est and support of all those people who
can, by demonstrating, teaching of
writing, give publicity to our propa-
ganda,

“e—Ry talks and demonstrations 10
Women's Institutes and other loca
associations for Women,

“d—RBy providing for the Daily and

(Continued on Poge 74)
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Consolidated Macaroni Machine Corp.

CONTINUOUS AUTOMATIC NOODLE DRYER
Model CAND

Woe illustrate herewith our latest model drying unit, which has been especially designed
for the continuous, automatic drying of Noodles, We also make similar apparatus for the con-
tinucus, automatic drying of Short Cut Macaroni. Full specifications and prices upon request.

In addition to the equipment shown on these pages, we still build standard mixers,
kneaders, hydraulic presses, etc.

IMPORTANT. We have a very choice selection of secondhand, rebuilt mixers, knead-
ers, hydraulic presses and other equipment to gelect from. Woe invite your inquiry.

156.166 Sixth Street BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Addreas All Communications to 158 Sixih Btree!




CONTINUOUS AUTOMATIC PRESS FOR SHORT CUTS
Model SCP

) The mach! ‘e shown above is our latest model Con-
tinuous, Automatic Press for the production of Shert
Cut goods of all types and sizes.

This machine is constructed in such a manner as to
i’:rm“'t'he production of long goods for hand spread-

g. o

From the time the raw material and waler are auto-
matically fed inlo the metering device and then inlo the

mixer and extruder cylinder, all operations are contin-
uous and automatic, -

Armranged with cutting apparatus to cut all standard
lengths of Short Cuts.

Production from 1000 {o 1100 pounds per hour.

Produces a superior product of outstanding quality.
texture and appearance, The mixture is uniform, pro-
ducing that translucent appearance which is desirable
in macaroni products,

Designed for 24-hour continuous operation.
Fully automatic in every respect.

156.166 Sixth Street  BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Address all communications jo 158 Sixth Strest.

CONTINUOUS PRESS WITH AUTOMATIC SPREADER ATTACHMENT
Built in Two Models
For Long Goods Only—Type ADS
Combination, For Long and Short Goods—Type ADSC

Continuous Press shown above consists of a
Extruder connected with an Automatic
evice. This spreading device has been in
successful use for many years.

The Press that automatica
round goods, solid or_with holes,

lly spreads all types of
and all types of flat

ss is arranged for the produc-
Short Goods. Changeover to
e made in less than 15 min-

The Combination Pre
tion of both Long and
produce either type can b

The Combination Press is especially adapted for use

156.166 Sixth Street - BROOKLYN, N. Y. U. S. A. 159171 Seventh Street'

Write for Particulars and Prices

in plants with a limited amount of space and produc-’
lion.

Our Continuous Press produces a superior product
of uniform quality, texture and appearance. No white
streaks.

Production—Long Goods, 800 to 1,000 pounds of
dried products per hour,

Short Goods—1000 to 1100 pounds of dried goods
per hour.

The press that is built for 24-hour conlinuous opera-
tion.

Fully automatic.
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CONTINUOUS PRESS WITH AUTOMATIC SPREADER ATTACHMENT
Built in Two Models
For Long Goods Only—Type DAFS
Cnrn?:hmtion. For Long and Short Goods—Type DAFSC

The Continuous Press shown above consists of

g::‘e?ﬂu:unwdmom‘ded wilh’ m: Aulon‘:uu:
g Device. This spreading d i
successful use for many ympre i devish. o bo-n ol

The Press that automatically spreads all t {
round goods, solid or with holes, and all lypozp:l'ﬂzt
goods.

The Combination Press is arranged for th -
tion of both Long and Short Googds. E{wn;:;rv‘ﬁufo
E{::u“ either type can be made in less than 15 min.

The Combination Press is especially adapled lor use

156-166 Sixth Street

i';::‘ :.lmh with a limited amount of space and produc-

St e s et

dﬂ?;i‘::?iﬁmﬁog?ou 800 to 1,000 pounds of

wfl]:::rlt“ -Goodn—llllm to 1100 pounds of dried goods

lio‘I;.hG press that is built for 24-hour continuous opera-
Fully automatic.

BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Address All Communications o 158 Sixth Strest

Nt 6 St alil voven gt
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CONTINUOUS AUTOMATIC PRESS FOR SHORT CUTS
Model DSCP

above is our latest model Con-

The machine shown
roduction of Short

tinuous, Automatic Press for the p
Cul goods of all types and sizes.
This machine is constructed in such a manner as to
permit the production of long .goods for hand spread-
ing.
From the time

matically fed into the melerin:
mixer and extruder cylinder, all opera

uous and automatic.

the raw material and water are auto-
g device and then into the
tions are contin-

156-166 Sixth Street

Address all communieations to 158 8

BROOKLYN, N. Y., U. 5. A.

e TR WIS SRR R S S

Arranged with culling apparatus to cut all standard

lengths of Short Cuts.

Production from 1000 to 1100 pounds per hour.
{ outslanding quality.
is uniform, pro-
hich is desirable

Produces a superior product o
lexture and appearance. The mixture
ducing that translucent appearance w
in macaroni products,

Designed for 24-hour continuous operation.

Fully aulomatic in every respect.

159-171 Seventh Streef

ixth Streel
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Consolidated Macaroni Machine Corp. | Consolidated Macaroni Machine Corp.

LONG GOODS PRELIMINARY JSRYER
Model PLC

The Dryer illustrated above is our latest innovation—an Automatic, Continuous Dryer for
the Preliminary Drying of Long Cut Macaroni, Spaghetti, etc.

All types and aizes oi Inng cut goods can be preliminaried in tlis dryer. A return or AUTOMATIC PRELIMINARY DRYER FOR LONG GOODS

swoat chamber i3 incorporated in and forms a part of the dryer. Model PLC

Althouyh it has boen specifically designed to be used in conjunction with our Continuous,

i : 3 illustration shows the intake end of our This operation is entirely automatic.

Automatic Long Cicods Macrroni Press, it can also be used in connection with the standard w;h ﬂfgﬁonr cl'.:od. Preliminary Dryer. After the Alter the preliminary drying, the goods issue from

hydraulic press whei» the product is spread by hand. "loaded oticks issue from the automatic spreader press the exit end at the rear of the Dryer. Al this point, they

] g . they are picked up by the vertical chains and carried are placed on the trucks and wheeled into the finishing

4 » 3 : - ¥ . s ot limi Dryer. d . The placing of the sticks on {o the trucks

When used in combination with our Automatic Press, the only handling required is for into the aeriating section of the P_" s :" p is“;;:'::';';’ mu:u:l o;a'in':im hecsigligit . deyled
placing the sticks n *he trucks preparatory io their being wheeled into the finishing dryer lhl."" ““:h 9202:::‘:8‘;“‘::3:'::'1;“:2';:: L:cfﬁ:; process.

roums, after the product hus pazsed through the preliminary dryer. No labor is necessary ch:;:::. l:equall“ the moisture throughout the prod- By means of a variable speed drive, the speed of

for transferring the loaded sticks from the press to the dryer as this is done automatically. uct, in order fo prevent the cracking or checking of the :::gd;\::‘:‘m be varied to dry all sizes and types ol
’ same. *

PATENT APPLIED FOR

Practical and expedient. Fully automatic in al! respects. . 156166 Sixth Street BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

156-166 Sixth Street BROOKLYN, N. Y., U. S. A. 159:171 Seventh Street Write for Particulars and Prices




The Best In Public Relations

For Macaroni Products

1L nation's most successful pub-

lic relations counsel for food mer-
chandisers was assigned on March 1,
the task of maintaining and helping
to expand the market for Macaroni
products, Robert M. Green, director
of public relations for the National
Macaroni Institute, announced the first
of this month,

“Most members of the industry
know the careful study that preceded
the selection of Theodore R. Sills and
Company, Chicago, New York and De.
troit, to handle the important work of
cducating the American public to the
healthful advantages and goodness of
Macaroni products in its diet,” Green
said, “The committee and many other
vitally intercsting manufacturers par-
ticipated in consideration of proposals
solicited from all major public rela-
tions firms.

“The membership felt that Sills and
Company’s efficient combination of
general public relations and women'’s
department _activities, including the
operation of its own test kitchen, of-
fered the best promise of success for
our intensive program,

“In addition to that,”” Green con-
tinued, “Sills gave us proof of per-
formance in results achieved for other
national food accounts, including the
American Bakers  Association, Na-
tional Kraut Packers Association, Na-
tional Canned J'ea Association, Na-
tional Pickle Packers Association, Sun-
shine Biscuits, Inc., and many others.

“Sills offered us another thing im-
portant to the success of our over-all
program and to each macaroni prod-
uct manufacturer, when his organiza-
tion demonstrated its ability to think
concretely in terms of long-range sales
as well as providing the means of tell-
ing the macaroni story to the public,”
Green said, “That thinking was evi-
dent in the original propesal, and is
especially so in the long-range program
that has now been prepared. The In-
stitute and the National Macaroni
Manufacturers Association has the
best counsel available, and we look for
excellent long-range results.”

Sills and Company has been a leader
in the public relations field for 17
years, and has become dominant par-
ticularly through its techniques of ap-
pealing direetly to the women, as well
as the men, of America,

“The women,” Theodore R. Sills,
president of the firm, said in com-
menting on his company's leadership,
“are the homemakers of the nation,
and thus the persans who must be
reached by food merchandisers if their

sales programs are to be successful.
We have applied that thinking to our
counselling work for national food
accounts, and we know from actual ex-
perience that housewives generally
want to learn more about dictary needs
and pleasant ways in which to satisfy
a family's appetite for pood food, That
thinking prompted us to establish our
own test kitchen, directed by a grad-
uate home economist who is a former
117 oman's Home Companion staff mem-
ber and especially skilled in menu plan-
ning and recipe testing,

“The full force of Sills and Com-
pany's news and women's departments
will contribute to the (':1111|mign for
macaroni products,” Sills saud.

The staff of Sills and Comnpany has
already started intensive wan on the
campaign, and has submitted to mem-
bers a detailed presentation of the long-
range program, its over-all goals, and
immediate activities. By starting fast,
the Sills organization managed to get
material on special uses of macaroni
products during the Lenten season in-
to the hands of editors, started nego-
tiations which may put some phases of
macaroni, spaghetti and egg noodle ac-
tivities on a new television network
show, and will provide special nation-
wide promotion of the macaroni manu-
facturers' part in the North Dakota
Durum show, scheduled 1o be held at
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. Theodore R. Sills

Langdon, N, D., April 7 and 8,

The executive committee of the Na-
tional Macaroni Institute which as-
sisted Green in selection of Sills and
Company as public relations counsel

_ consists of C. L. Norris, Minneapolis,

Minn,, member ex officio; C, F. Muel-
ler, Jersey City, N, J., chairman;; Peter
la Rosa, Brooklyn, N. Y.; C. W.
Wolfe, Harrisburg, Pa.; Salvatore Vi-
viano, Carnegie, Pa.; Albert J. Rava-
rino, St. Louis, Mo, ; Peter J, Viviano,
Loutsville, Ky., and Guido P, Mer-
lino, Seattle, {Vﬂﬁh.

“Whatzit”

Our friendly neighbors to the North
are apparently as crazy about contests
as are the people South of the U. S.-
Canadian line. The Tribune of Win-
nipeg, Manitoba, for instance, has been
conducting a contest that is unique,
intriguing and popular, as reader-in-
terest seems to indicate,

The contest bears the name “What-
zit.” It is a scries of small photos of
articles known to all Manitobans,
Readers are asked to identify each pic-
ture from the meagre clue that accom-
panies. A total of $1,000 in prize
money govs to the winners, divided
$500 to the one with the perfect or
most nearly perfect score; $200 to the
runner-up; $100 for third place. In
addition there are twenty $5 prizes
and fifty $2.00 awards.

In the last February, carly March
series, a unique photo of elbow maca-
roni was used, showing “Creamettes”
of the Creamette Company of Canada,
Ltd., Winnipeg. The photo was set
up to show the open end or the hole,

and that is one of the many tricky
phetos that stumped the experts,

In submitting the story that an-
nounced the decision of the judges,
George J. Williams of the Creamette
Company says: “It is stated that the
11,404 Tribune readers who took part
in the last contest are demanding that
another similar contest be held, so a
new one was launched on March 12,
Although the figure of 11,404 con-
testants seems large, we believe it is
se}h- to say that at least 75 per cent
of the people of the Winnepeg area
at one time or another, and in some
way or other, participated in or showed
an active interest in the novel contest.
The use of the Creamette photo as one
of the ‘Whatzit' serics of 40 photo-
graphs certainly was a_ surprise, but
no doubt will be more beneficial than
the total Denefit we will receive from
our spring advertising campaign in
Manitoba. Under the particular phote
appeared the clue—'Uncooked.’ The
correct identification was—'Creamette
Macaroni—Not in liquid.""”
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How To Cook and Serve Spaghetti
I’s easy to cook spaghetti! Try doing it

McCall Style, then glorify it with
your favorite trimmings

Du Pont Shopping Studies
in Self-Service Stores Show:

T, " . s y -
VERYBODY loves god Spaghetti! A everybody is fussy about the length of time his spaghetti is cooked,

The veteran spaghetti hound wants it al dente {in ather words, tough). This takes 6 10 7 minutes to cook

Next comes the medium-conkel sp i lov i 7 i i
> ! spaghetti Tover with a 7 10 8 minute cooking period. Well done spaghetti takes
L ! sy spiaghetti tkes

8 1o 9 minutes for right tenderness, But e alert so i oven the well done iln'l overcooked ! 5 ERICIISARES ?

it

]

b

!

i

i

‘l"?:i f;ir_a;:.l'!lf:;r;l:"”-',; ”r_n!l’-raf i’t"i'l’fl‘r u:';J Done  this M'J‘I the  spaghetti curls 1

lespoon of sa ien the neatly in the hottom of “kettle, cach i

z:’-:r}'.rr';nul.\ ’fi.m'un.d.\'j Plunge in the stramd xing parallel in a tidy nest, so y
:'I ‘ '~,|;' ) : '|1‘i'f ';". !‘lr.f.;'[l.‘.'.'f.-"-"'_\' goen- that spaghetti renaings unbroken. W hen . |

raJh:; h ',J: cttle wntil it is completely water boils again, lozeer heat to sim- 1

submerged. mer and don't stir, !

-

&

5

A

b

3

v

Nationwlde surveys in super markets reveal this im-
portant fact: more than one-third of ull sales are impulse

sales! (Even in clerk-service stores it's 3 uu} of H)..x
That's why keen merchandisers nre reviewing their
point-of-sale opportunities.

In this era of self-service, with the shopper's wndm}cy
to buy on the spur of the moment, sules stimulation
must come from good product displays.

Good packaging is the logical beginning in seeuring
effective displays from the retailer. He naturally gives
amart packages the best spot in his displays . . . puts

uPont i

D
(Cellophane "

Shows what it Protects— Protects what it Shows v
—ut Low Cost

4 GEORGE LAZARNICK
4

Cook spaghetii to your favorite degree
of tenderness. To serve, diy deep in
the bottom of the kettle with 2 forks,
twisting the forks slightly to get a
good hold. Lict strands high to thor-
oughly drain off water. '

Lift spaghetti dircctly from pot 1o
Mate. This keeps spaghetti hot and
cach stramd scparate.  Serve il with
hutter or margarine and grated cheese;
mushroom or tomato sauce; well-sca-
soned mceal sauce,

Courtesy McCall Magasine, Seplember, 1948

them in a good position to beckon passing shoppers
and prumpt impulse sales.

Have you checked the take-home appeal of your mac-
aroni packages recently? E. L. du Pont de Nemours &
Co. (Ine.), Cellophane Div., Wilmington 98, Delaware,

Iy

;

BETTER THINGS FOR BETTER LIVING
. THROUGH CHEMISTRY
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Macaroni - Noodle Makers

April, 1949

Compliment Durum Growers

, Governor Fred G, Aandahl of North Dakota Opens
Eleventh Annual Durum Show at Langdon, April 8 and 9

T(J further improve the friendly re-
lations that exist between  the
durum farmers of North Dakota and
the Macaroni-Noodle makers of the
United States, a delegation of éxecu-
tives of the National Macaroni Manu-
facturers Association, representing the
Industry, took a leading part in the
11th annual North Dakota State
Durum Show at Langdon, the heart
of the durum belt in that state, April
8 and 9, 1949,

Headed by Maurice L. Ryan, As-
sociation Director, who is also chair-
man of the Durum Growers Public
Relations Committee, a delegation con-
sisting of M. J. Donna, secretary-
treasurer of the National Macaroni
Manufacturers Association and R, M.
Green, director of public relations of
the Macaroni Institute, joined in con-
vincing the show promoters that the
manufacturers always have the wel-
fare of growers of quality durum in
mind and heart; also interest in the
durum buvers and semolina millers,
the comnecting link between grower
and processor.. As the result, there is
evidence of a very friendly fecling
from which all interests will benefit,

Governor Fred G. Aandahl of North
Dakota, himself a durum grower, of-
ficially opencd the Eleventh Annual
State’ Durum Show the aftermoon of
April 7, in the Langdon Auditorium
where he addressed an assembly of
specialists in durum growing and mill-
ing numbering about 400, saying:

“We are moving into a profitable
market seeking and fortunately none
of us have forgotten the period before
the war-born prosperity. Durum grow-
ers in the period ahead are in a famed
position because the macaroni wheat is
grown only in this limited area, and
sinee our macaroni wheat is the princi-
pal source of raw material for the pro-
duction of the high quality macaroni
and spaghetti foods that are becoming
increasingly popular. The farmer and
these food processors have much in
common, and it is pleasing to see the
spirit of co-operation manifested by
durum growers and macaroni products
manufacturers  through this  great

* durum show,

“Durum growers, aided by our Agri-
cultural College and particularly our
durum experimental station here in
Langdon should continne working

closely together in improving their
products, The progress made in this
direction will not only assure a con-
tinuing market for better durum, but
will make it possible to advertise North
Dakota on a nationwide basis. The
wonderful display of macaroni—spa-
ghetti—egg noodles shown by the Na-
tional Macaroni Manufacturers As-
sociation is evidence of what I mean
for all around favorable publicity for
our State, the durum growers, the
semolina millers and the macaroni in-
dustry.”

Maurice 1. Ryan of the Quality
Macaroni Co., Sr. Paul, Minn., a di-
rector of the National Macaroni Manu-

facturers Association, conveyed the
reetings of the organization, Robert

1. Green, director of public relations
of the National Macaroni Institute,
told of plans to promote the increase
consumption of macaroni products and
M. J. Donna, “ccrclnry-"‘mmurur of
the National Association and editor of
Tue Macaront {'nl.'llNM., supervised
the products exhibit and presented the
Association’s plaque to the King of
the 1948 Durum Crop,

William Franzen of Mapes. No.
Dakota won the sweepstakes honors
and was presented a plaque for his
fine sample of “Mindum.” John W.
Ridley of Maida, N, 1D, was a close

Durum Show Notes

William Scbbins of the Greater
North Dakota Association, of which
the National Macaroni Manufacturers
Association is a member, was the of-
ficial photographer of the 1949 Durum
show. Pictures of the speakers, ex-
hibits and other features will appear
in the May issue of the MacAwroxt
JourNaL,

Incidentally, it was this same Bill
Sebbins who was the sweepstake win-
ner in the durum class as early as 1923
and again in 1924, receiving two loving
cups presented by the National Maca-
roni Manufzcturers Association over
a quarter of a century ago, and 15
years prior to the establishment of the
present North Dakota State Durum
Show,

I, E. Groom, chairman of the Great-
er North Dakota Association, hurried
home from his three months' winter
vacation at Beloxi, Miss., to take in
the show, He has twice spoke for the
durum growers at the Macaroni Men's
convention,

Secretary-Treasurer M. J. Donna,
while presiding over the fine exhibit
of macareni products, arranged for
the mailing of a fine Macaroni Prod-
ucts Cook Book to more than 400 men

and women who placed their names
and addresses on cards while inspecting
the praducts display.

At the close of the two-day show, the
sample packages of plain and fancy
products were distributed to the visi-
tors, Nearly 500 packages of the finest
macaroni-noodle  products went _into
500 farm homes in northeastern North
Dakota.

Still blockaded by melting  snow-
banks and a sea of gooey mud, William
Franzen of Mapes, N. D., was unable
1o reach Langdon to accept the Sweep-
stake plaque awarded to the King of
the 1948 Durum Crop by the Macaroni
Association. 1t was presented through
the county agent who accepted the
plaque for the King, The 226 durum
samples submitted by grocers in 10
northeastern North Dakota Counties,
broke all previous records of samples
competiting for the dozen prizes of-
fered this year,

The judges vere: Henry O, Putnam
of the Northwest Crop Improvement
Association, Minncapolis; Trwin Ha-
gen, deputy commissioner in the North
akota State College Seed Department,
Fargo, and Russell B, Widdifield, ex-
tention agronomist of the same insti-
tution,
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second with his sample of "Stewart”
and Roy Rutledge received the third
place prize with his “Stewart” offering,

Victor Sturlaugson president of the
North Dakota State Durum Show and
.uperintendent of the State Experi-
mental Station in Langdon, presided at
the several affairs of the two day
show. The show was originally set for
February 17 and 18 but with snow
blocking all highways, it was wiscly
postponed to the April dates,

Mrs. Alma Oehler, home economist
of the North Dakota Mill and Ele-
vator of Grand Forks, North Dakota,
addressed a gathering of ladies in the
high school auditorium on the closing
day, demonstrating several new reci-
pes for easy preparation of tasty and
satisfying macaroni dishes, Her firm
also had an attractive products display
in the exhibil hall. Mr, Green of the
National Institute told the ladies of the
Industry’s plans 10 increasingly popu-
larize macaroni products through a co-
operative promotional program cover:
ing the entire country ancd sponsored
by the members of the National Maca-
roni Manufacturers Association. Fran-
cis Ulrey of Sills, Ine. took good care
of the publicity features in the interest
of Governor Aandahl and his staff,
the Durum Show Management, the
Macaroni Association and the con-
sumers, generally,
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Langdon Exhibitors

There might have been a time in the
not too distant past when the durum
growers of North Dakota and nearby
states did not know too much about the
end products made from the grain they
woduced  abundantly and  profitably.
That is no longer true, because for the
secomd lime in two years, visitors to
the North Dakota State Durum Show
at Langdon, N. D. saw the National
Macaroni Manufacturers Association's
most attractive display of the many
varicties, shapes and sizes of macaroni-
spaghetti-egg noodle products which
its members make from durum semo-
lina and durum flour,

As it was last year, this year's ex-
hibit had as an attention-getter, a
smiling automatum in the person of a
smiling  “Chef  Spag MaeNoodle”
standing amidst a large display of
packaged products of every descrip-
tion—the largest exhibit of name-
brands ever shown in an exhibition
booth, Around “Chef Spag  Mac-
Noodle” were several hundred sam-
ples of the best durum grown in the
United States, all entries vicing for
the coveted prizes offered by the show
management  including  the grand
sweepstake prize offered to the Durum
King by the National Association.

Among the firms whose packaged

products constituted the display were:

V. Arena & Sons, Norristown, 'a.

Buitoni Products Co., New York
N. Y.

Chicago Macaroni Co,, Chicago, 1.

Creamette Co., Minneapolis, Minn,

Delmonico Foods, Louisville, Ky.

Gooch Food D'roducts Co,, Lincoln
Nebr,

Megs Macaroni Co., Harrisburg, Pa.

Minnesota Macaroni Co., St. Paul
Minn.

Quality  Macaroni Ca,, 5L Pal,
Minn.

Ravarino & Freschi, Ine., St. Louis,
Mo,

Roma Macaroni Mfg. Co., Chicago,
1.

Ronco Foods, Ine., Memphis, Tenn.

A. Russo & Co,, Chicago, 111

Skinner Manufacturing Co., Omaha
Nebr,

St. Louis Macaroni Manufacturing
Co., St. Louis, Mo.

V. Viviano Brothers Macaroni Mfg.
Co., St. Louis, Mo,

King Midas Flour Mills of Minne-
apolis, Minn, supplied  samples of
semoling and durum flour for the ex-
hibit,

On lts
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The Shipper's Responsibility
for Damage Claims Prevention

By W. B. Lincoln, Jr., Technical Manager, Inland Container Corporation

Damage claims result from many
vinses, There are at least four groups
making major contributions to the ree-
ord: 1. The Shippers; 2. The Con-
tainer Manufacturers ; 3. The Carriers,
and 4. The Receivers,

There is an important reason for
emphasis upon the shipper’s share in
the creation of claims and this is the
fact that the shipper is, in the broad
view, also responsible for the quality
of the packing material he accepts from
his container manufacturer, and for
the type of service he permits the rail-
roads to sell him,

Why Claim Reduction Is Imporiant

The objective is 1o point ot some
of the ways in which the shipper makes
major contributions to the claim ac-
count and how management can act to
bring about a reduction of claims. Now
you may ask, “Why is this important ?
The carriers pay our claims when we
file them and we see no point in be-
coming exercised over the matter. Let
the carriers worry about it."”

The answer to this is very, very
simple, The carriers will worry about
it along the following lines, Tf\e}" ad-
mit that war conditions and the post
war cconomy have made necessary
much heavier loading of cars and
much greattr speed in handling, load-
ing, hauling and unloading, therehy
causing much greater transportation
hazards than existed before the war,
They believe that these conditions are
likely to continue for some time, They
feel that these hazards could be over-
come by the use of improved and
stronger packing and they believe that
it is the duty of shippers to use pack-
ing that will be able to withstand what
may now be considered anid is, at ledst
by them, considered normal’ trans-
portation hazards. Their solution to
the problem may be the demand for
stronger boxes as has happened time
and again in the past. We in the pro-
fession of packing cengineering know
that this is an oversimplified solution
which may prove very costly to the
shipper, without commensurate im-
provement in the situation as far as
clims are concerned. Such an ap-
proach, however, is to be anticipated
unless shippers generally can prove
their packing practices are adequate,
To be able to do this many shippers
must improve their methods,

Shippers Can Reduce Claims

Shipping smveys prove that the
shipper can aid materially in claim pre-

vention, Data recently compiled by the
Shipping Container Institute, reveals
the }nlluwinu information: 1 per cent
of the containers shipped were reported
damaged to some extent. Of those
damaged containers, 33.6 per cent were
due to shipper faults, 398 per cent
were due to earrier faults, and 268
per cent were due to unassigned causes,

Seven tenths of this 1 per cent, how-
ever, had only superficial damage
which did not result in claims, The
other 3/10 per cent of the containers
shipped were damaged to the extent
that claims were filed. Of these dam-
aged containers on which claims were
filed, 35.4 per cent were due to ship-
per faults, 40.9 per cent was due to
carrier faults, and 23.7 per cent were
due to unassigned causes.

However, more important than the
number of containers damaged is the
vitlue in dollars and cents of the mer-
chandise damaged as revealed by
claims filel. A breakdown of this
data shows that 39.5 per cent of the
dollar. value of the claims was due to
shipper faults, 43 per cent of ihe dollar
value of the claims was due to car-
rier faults, and 17.5 per cent of the
dollar value of the claims was due to
unassigned causes.

There were many types of damage
in which the shipper shared a joint
responsibility either through contrib-
utory negligence on his part or failure
to see that others did their part of the
job properly. Principal causes of dam-
age observed which were considered
primarily under the shipper's control
were excessive slack in the load, poor
arrangement of cargo, inadequate brac-
ing, poor preparation of the car prior
to loading, rough handling during load-
ing. Other important causes to which
the shipper contributed resulted from
the failure of shippers to reject dirty,
leaky cars and cars in bad condition
with nails or other hazards in the walls
or floors, et cetera.

Hazards Widespread

. Just taking this one matter of pro-
ecting nails in the car walls as an il-
ustration—some idea of the potential
hazard created by failure to remove
such obstructions from cars in pre-
naring them for loading is contained
in the report of the experience of the
claim prevention department of the
Louisville and Nashville railroad. This
road conducted a “Pull the Nail" cam-
paign during the A}:ril perfect shipping
month. A total of 27,081 pounds of

THE MACARONI JOURNAL

OUNCES ro
POUNDS...

FILLS, WEIGHS, SEALS
AUTOMATICALLY

April, 1949 April, 1949

nails, anchor plates and other claim-
producing items were removed from
the company's merchandise cars dur-
ing this campaign. This is the cquiv-
alent of nearly 2,000,000 ten-penny
nails, How many boxes could they
have punctured if allowed to remain
indefinitely in the car walls as is so
often the case? You will admit from
the evidence submitted that the ship-
rer can make an important contribution
in the reduction of loss and damage
claims,

Management Must Recognize Im-
poriance of Proper Packing

One of the first basic things that is
necessary to accomplish this claim re-
duction is general recognition by in-
dustry that proper packing and loading
is an important managerial responsi-
bility. That responsibility is largely
one of realizing where the packing
function fits into the organization pat-
tern and of supporting those responsi-
ble for the function in their efforts by
giving them the necessary authority.

We have all heard arguments as to
which was the most important division
of the company—engineering, produc
tion, sales, finance, et cetera. The an-
swer is like the answer to the old ques-
tion—which is the more important leg
of a three legped stool? They are all
important and this holds true like-
wise for packing. Packing fits in the
scheme in just as fundamental a way
as do these other functions, We mu-t
recognize its importance and give it
proper responsibility and authority
the organizational set-up w permit 1
to operate efficiently. 1 have made t1¢
following statement many times bt
I think it can bear repeating every
time this subject comes up, “Packin..
fundamentally, ‘is insurance, Aftr
a company has invested designing ta Bt Sarial Mumbering Device
ent, production labor, materials el Bl o Model D Lawe bl
its manufacturing facilitics to create 1 Vil
roduct, it is the rankest kind of poor '
judgment to provide inadequate pri-
tection against shipping hazards, At
no time during the life of a product i
it worth more than when it leaves the
shipping room door. Then it is in per
fect factory fresh condition and if cus
tomers are to be satisfied it must re-
main in that condition until they re-
ceive i May 1 call attention to the
fact that by the one simple move of
failing to recopnize the importance of
the packing function, you can cancel
all the splendid efforts of your en-

(Continued on Page i7)

You get a wide range of package forming, filling,
weighing and sealing equipment from PACKO-
MATIC—a wealth of package and shipping case han-
dling know-how to save you time, labor, money.

If you have a packaging program up or conl.cm-
plated, ask for PACKOMATIC'S recommendations
hefore you commit yoursell,

Package filling equipment for units from ounce' o
pound weights—skipping case glueing and scal_mg
equipment in a wide range of case sizes—there is a
PACKOMATIC 1o help you speed your wares to
market. For more than a quarter of a century, PACKO-
MATIC has been working with America's top flight
enterprises, and today some of the nation's hest
known product identities are being cfﬁtien'tly and
economically handled by PACKOMATIC equipment.

You will find personal PACKOMATIC counsel
available 10 you without cost or obligation through

14 strategically located contact offices. Consult your

classified telephone dircctory for the office nearest

you, or write J. L. FERGUSON CO.

749 Republic Ave,, Jolict, 111

Net Waight Scale for filling
round and rectanguior metol
poper ond glon tanlainery

l;l‘nmnlu Cave Imprinter 1o

ng end 00 de poneh
Auger Pocker-Welghet for sem: #hinking ehe 8

Wl puper shipping 1aves
cnd non tree Rowing  produch pup pping

17

NERY
oinG MACKRE i rracuson ¢
« Philgdelphia »
franciscn o Les Amg
o » Dollas s NWaw Orleanms

s Hew York « B
nd o Denver o
Seattle ¢ Partland o Tamp

ACKAGING EXPOSITION, ATLANTIC CITY—MAY 10-13

Model D Autematic Shipping Case Gluer ond Sealer.

VISIT OUR BOOTH NO. 602 AT NATIONAL P




ORI

. " . y TR 55
54 : THE MACARONI JOURNAL April, 1949 April, 1949 THE MACARONI JOURNAL

The Durum Clears Evil e
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In the face of conditions that cur-
rently face the macaroni manufactur-
ers, there is a general agreement that
the ingredient that is required of the
millers in the way of semolina as
presently  defined  and  constituted,
creates an equally serious problem for
the millers, The latter are perfectly
willing to provide the manufacturers
with a grade of semolina desired by
the most enthusiastic quality producers,
but in doing so there remains on their
hands an unusually large portion of
the grind that they must find a market
for . . . CLEARS,

The better the grade of semolina
milled, the greater the quantity of
clears remaining. After supplying
every known market for durum clears,
there is still such a huge quantity re-
maining that all profits on semolina
sold would be lost unless the residue
can be disposed of profitably, too.
There are some macaroni manufactur-
ers who will buy and use this off-
material in some of their products, and
when this gets into the hands of those
who are more price-minded than quali-
ty-minded, a menace is created from
which all suffer,

Manufacturers and durum millers
are secking a solution to a problem
that affects both very seriously, Two
solutions are: offered:

1. That hearings be held by the
Food and Drug Administration on a
proposal that the definition and stand-
ard of identity for semolina be changed
to provide a greater percentage of the
grind to be allowed in semolina under
an amended definition. The proposal
suggested is that the ash contents of
semolina be raised from the present
three per cent to a proposed ten per
cent,

This would enable the mills to dis-
pose of the first clears in the semolina,
and climinate that troublesome grade
from the market. Under the proposal,
manufacturers would be privileged to
label their products as semolina goods
or “made from semolina” as many
seem to desire.

2. The restoration of the one grade
of raw material which was quite popu-
lar during the Iater war years and par-

ticularly during the durum emergency
of 1946-1947.

There are some who think that if
and when the standards of identity
are modified, they should be made to
provide that only semolina or durum
flour be permitted in the manufacture
of macaroni products (egg noodle ex-
cluded, of course).

Some manufacturers suggest that
some of the provisions of the old code

under N.R.A, might be set up, as in
the old code of firm competition, re-
r|uiring that products made of ingre-
dients below those complying to the
standard of identity for semolina for
macaroni and spaghetti should be
plainly labeled “This product is below
standard, but not illegal.” Tt is re-
called that in the N.R.A. days when

. cheap, competitive merchandise was

made from clears and other low-grade

ingredients, and labeled “Below stand-

ards but Not Illegal,” the inferior
grade macaroni and spaghetti almost
vanished from the market because con-
sumers would not accept products so
labeled, regardless of their low price.

Then there is a group of manufac-
turers who feel that the “ash contents”
should not be the sole determination of
grade, because by manipulating hard
wheat with low grade durum, a blend
could be made to contain the minimum
ash required without providing the
quality of raw material most desirable,

The very fact that the matter is be-
ing given such serious consideration
indicates a willingness on the part of

“The sergeant is serving macaroni lo-
night—so tell the captain to sall withoul
me.”

both manufacturers and millers to gt
together for the protection of their
mutual interests and still provide the
consumer a «quality product that can
be bought with confidence and eaten
with pleasure and satisfaction,

Remove Profit Motive and
Destroy Future Prosperity

The American people created for
themselves last year nearly twice a
much in real wealth as they did 25
years agn, says Crawford H. Greene-
walt, president of the Du Pont Com-
pany.

In terms of purchasing power, the
only “significant coin,” the industrial
employe today needs to work, on the
average, a little over half as lone as in
1924 to buy the same amount of poods,
he pointed out in a talk to Du Pont
cmployes and business leaders, mark-
ing the 25th anniversary of cellophane,

The nation's “stockpile of produc-
tive tools,” which produces this real
wealth, has been built by the readiness
of the people to save, and invest in the
nation’s enterprises,

“We have made our progress only
because we have been willing, individu-
ally and collectively, to invest more and
more money in providing these tools
of production, Since 1924 the invest-
ment in American industry has nearly
doubled.”

“But back of that willingness to
save, to invest, to risk those savings in
industrial ventures is the hope of prof-
it,” he warned. “Remove that profit
motive and we destroy all hope of fu-
ture prosperity.”

Mr, Greenewalt cited the cellophane

industry as representative of Amer-
ican business enterprise in the past 23
years, the era in which the real wealth
of the nation and the investment in
industry has nearly doubled,

“These changes have not come about
by redistributing the wealth that ex-
isted in 1924, or as the result of the ap
plication of the foolish theory tha
we must take from those who have to
support those who have not,

“These great benefits have been
gained only because we have learned
since 1924 to produce more powds
That increased production has resulted
in lower costs, wider distribution an/
higher ‘real wages for the employes of
American industry,

“In 1924, the value of all goods aml
services produced in this country was
80 billion dollars. In 1948, that figure
had increased to 255 billions and if we
put the two in direct proportion, by
comparing them in the same kind of
dollars, then we made and distributed
last year ncarly twice as much as we
did 25 years ago.

“We were able to do this because,
through increased use of tools and
equipment, and by the improvement of
our manufacturing processes, each
American worker was able to increase
his unit of cutput by two-thirds.”

on your
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Winners in 1949 Box Competition

Close attention to package design
which will present the prmlurt to its
best advantage was evident in the
chmnplons of the 1949 Hox Cnmpul—
tion sponsored by the Folding Paper
Box Association of America.  First
prize winner in the general food di-
vision was the line of macaroni and
spaghetti boxes produced by the Suth-
erland Paper Co. for the Kl‘ﬂﬂ(‘r Co.
These hoxes combined product visi-
bility with unmistakable ‘wmul identi-
fication, attractive reproduction of the
product and original illustrated recipes
to stimulate repeat sales. A Special
onarable Mention for gift packaging
was awarded to the vinegar and sea-
soning combination cartons produced
for the Spice Islands Co. by the
Fleishhacker Paper Co,

Honorable Mentions  were  also
awarded to the Gumperts Cake Mix
line made by the Lord Baltimore Press
for S. Gumpert and Co.; the Jewel
Gelatin Dessert line produced for Jewel
Tea Co. by U, S. Printing and Litho-
graph Co.; and the egg noodle carton
manufactured by Robert Gair Co,, Inc.,
for Steiner and Co.

Top winners in the confectionery
field *as the Y & S Lozenges carton
and dirvlay made for the National

Licorice Co. by the Robert Gair Co.,
Ine. This box with a black background
suggests the nature of the product
while contrasting pleasantly with. the
actual coated lozenges which are visi-
ble through a window. Honorable

April, 1949

Mentions in this division were awarded
to the Wrigley's Gum display cartons
manufactured by Hummel and Down-
ing Co.; the Blum's candy gift box, a
replica of a San Francisco cable car,
manufactured by the Andre P1;nr
Box Co, ; and an elaborate "Little Doc.
tor” candy pill package produced by
the Richardson 'l'nylnr Globe Corpor-

ation for Empire Products, Inc,

INCORPORATCD

Frank P. Viviano
President

CONGRATULATIONS

* To a Very Good Friend

J. HARRY DIAMOND

Originator of the Idea of

ANNUAL ANNIVERSARY EDITIONS
of the MACARONI JOURNAL

V. Viviano and Bros.
Macaroui Mfg. Co.

ST. LOUIS, MO.

Peler Ross Viviano
Vice President

Louisville, Ky.

V'3 CORRUGATED
WEATHERPROOF BOXES

EXPORT SHIPMENTS

The Mengel Company

Winston-Salem, N, C.

NASHVILLE CORRUGATED BOX CO.

FOR

FACTORIES
New Brunswick, N. |.
Fulton, N, Y.

Nashville, Tenn.
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YOUR DEPENDABLE ENGINEERING SOURCE
FOR EVERY PLANT PRODUCTION NEED:

omplete factory layouts for the most modern plants

Presses, automalic spreaders, continvous long goods pro-
duction units

Pneumatic handling systems for semolina and flour

Combination units—press and sproader—for capacities of
600 Ibs. to 1000 lbs, per hour

Combination short goods and automatic spreader units

PLUS—A NEWLY DESIGNED, SIMPLIFIED SPREADER FOR
ALL SOLID AND HOLLOW GOODS

Write today for complete list of Advantages available with
Buhler engineered equipment

ENGINEERS FOR INDUSTRY SINCE 1860

BUHLER

STREET
YORK

T 43 vd

WEW FORE 1B, -BEW
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THE MACARONI FAMILY'S FOOD STATUS

Compilation of Facts and Suggestions in “"Durum Wheat Notes"
Released by Clara Gebbard Snyder, Director
Department of Food and Nutrition, Durum Division, Wheeot Flour Institute

Sure Calories Count

Americans  are  calorie-conscious,
They believe calories are “fattening,”
and they try to avoid the foods they
think “contain calories.”

LEvery food contains calories. Act-
ually, calories are not food. They are
a measure of food cnergy, just as
inches are a measure of cloth. A 1tall,
broad-shouldered person needs more
inches of cloth 1o make a coat than does
a small person, The important thing is
to have the right number of inches of
cloth to make a well-fitting garment.
So it is with calories. Large or very
active persons need more calories than
do small or sedentary ones, Enough
for one may be too little for another.
The important thing is for cach person
to eat the kind and amount of food that

rovides enough calories for his needs.

Vhen those calories come from a com-
bination of foods, they are likely to be
most enjoyable, Skillful planning of
those food combinations is the sccret
of good cooking, good meals, and good
nutrition,

Most meals are planned around a
main dish, Often it combines several
basic foods, such as macaroni and
cheese, or spaghetti and meat.

Macaroui, spaghetti and noodles are
made of high protein durum wheat.
Thr wheat proteiny they contain has a
knack of capturing the flavor of other
foods. It also provides “staying pow-
er,” that quality that keeps one from
gelting hungry soon again,

Macaroni and spaghetti are excel-
lent energy-yiclding foods, yet they
are not high in calories. One ounce
of these foods (uncooked) “contains”
only about 100 calories. An ounce is
enough for a serving. The other foods
combined with macaroni contribute
their respective shares of calories. If
these foods are lean meat, eggs, sea-
food, or chicken, they add only a mod-
erate number of calories, If the dish
is made rich with fats or fat-rich
foods, the calories add up rather
quickly. The difference is about the
same as between lean meat and fat
meat,

When counting calories, the thing to
keep in mind is that a nutritious diet
includes a variety of foods. Each food
contributes its share of food values
and of calories. Durum wheat foods
contribute to the food value of a meal,
and they serve as economical, energy-
yicking carriers for the food values
and flavors of the other foods com-
bined with them.

Macaroni Products “Swell” in Dual Role

Swell-"Ing” Spaghetti

When a recipe calls for two cups of
cooked macaroni, how much must you
start with? In other words, how much
do macaroni, spaghetti and noodles
swell during cooking?

The answer is a bit different for dif-
ferent varieties of these popular durum
wheat foods, Just how much ecach
varicty swells depends partly on its
shape and size. Also, measuring a cup
of macaroni or spaghetti is some-
what difficult unless they are the elbow
variety,

In general, and as a rough guide, it
is safe to assume that spaghetti and
macaroni double their volume during
cooking, A cupful of clbow macaroni
( four ounces), cooked tender and then
drained well, will measure two to two
and one-fourth cups. The same thing
is true of other forms of macaroni as
well as spaghelti.

Noodles are soméwhat different.
They swell only slightly during cook-
ing. A cupful of noodles (two ounces)
will still be a cunful of noodles when
vooked, or perhaps one and one-fourth
cups. Maybe this difference between
macaroni and noodles is due partly to
the egg content of the noodles, partly
to the different shapes of these foods,

An ounce of uncooked noodles,
macaroni, or spaghetti is the usual al-
lowance per serving. That means that
a cupful of noodles will make two
servings, while a cupful of macaroni or
spaghetti makes about four servings.
'llhcsc figures vary slightly with the
kind and amount of other ingredients
combined with these basic foods to
make the completed dish. Durum
wheat foods are so bland in flavor that
they are scldom served alone. Like
bread, they are good dressed with but-
ter or margarine and served as the ac-
companiment to meat. Also like bread,
they are excellent accompaniments to
almost every other food. The protein
in durum wheat foods captures the
flavors of these other foods and adds
its poodness and food value to theirs.

* x »

When you begin to take on weight
rapidly, the only garment that fits loose
cnougf: for comfort is a nightshirt.

* % ¥

Judge: “So you left your wife.
Do you realize you are a deserter "

Accused: “Well, your honor, may-
be you're right. But if you knew my
wife, you wouldn't call me a deserter,
I'm a refugee.”

Carrier and Balancer

Flavor-carrier and budget-balaneer
is a big dual role for any food, I'ut
durum wheat foods—the macaroni
family—carry off that role with ease.

Here are a few of hundreds of eco-
nomical, flavor-wise tricks they help
you play.

Make the most of that extra-good
wedge or slice of nippy cheese by
serving it in a macaroni-cheese sauce
casserole.

If you like asparagus carly in spring,
while its price is still a bit stratospheric,
ut a few of the precious green spears
petween layers of everyday macaroni
and cheese to make a dish fit for a
gourmet.

When the budget seems a bit limp at
the end of the week, buy a beef heart,
ﬁrind it and use it as the nutritious,
avorful meat for spaghetti with meat
sauce,

Give a springtime lift to April
menus with strawberries. Make a pint
of them do the work of a quart by
serving them, sweetened, over noodle
custard pudding.

Macaroni foods belong to the grain
food family, They are made of wheat.
That is why they are budget-balancers
But they are made from a special
kind of wheat—amber, gold, high-
protein durum wheat. That is why
they are such fine flavor-carriers, e
cause they themselves are bland in
flavor, they unobtrusively provide the
“float” on which the flavor kings and
queens may ride to the table.

During the Lenten season, flavor
kings and queens are eggs, cheese, sea-
foods and fish of all kinds, with their
good-companion vegetables. Tt's fun to
make a game of serving at least onc
new macaroni food combination each
week during Lent, Try broiled salmon
slices (or fish fillets) in buttered or
margarined macaroni and lima beans.
On a dreary day, bring sunshine to the
table in a dish of hard cooked eggs in
mustard sauce on spaghetti and diced
carrots, On that chilly tag-end-of-win-
ter day serve scalloped noodles, tuna.
and peas. Any of these dishes go well
with crisp rolls or crusty French bread
or toast, and perhaps a simple salad of
new leaf lettuce. All of these easy-to-
prepare durum wheat food dishes
bring to the table the flavor and color
of spring, with good, solid, year-
*round cconomy and food value.

|

Packages That Appeal, That Make for "

THE SIGN OF

for
Popular Brands of

MACARONI,

SPAGHETTI,

EGG NOODLES

and Other Food Products

Designed
to Meet the Needs and Ideals
of the Discriminate Users

ATLANTIC

CARTON CORPORATION

NORWICH, CONN.

SHELLS
PRINTED CARTONS
WINDOW CARTONS

DISTINCTIVE, QUALITY CARTONS

Repeat” Sales
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The Drift Toward Socialism

By H. P. Troendly, Vice Pres. and Gen. Mgr., Borg-Warner Corp.

We all have been appalled by the
socialistic trend that has developed in
our government during the last decade
or two—a trend which has been ac-
celerated during the past few months,
We had probably not realized the full
development of this leftist thinking un-
til we heard over the radio or read in
the newspapers the President’s State
of the Union message to the 81st Con-
gress, We' were shocked that such a
large proportion of the 26-point pro-
gram included social amd cconomic fal-
lacies which one by one have led strong
LEuropean nations down the one-way
street 1o a completely socialized order
and dictatorship.

Mr, Truman's message included re-
quests for a greatly expanded Social
Security I’rogram, socialized medicine,
det‘raf aid to education, low rent and
public housing, and increased taxes,
And he held forth the possibility of
government entrance into production
ficlds such as steel. If you read that
message carefully you noted it was ask-
ing for more controls, more taxes and
more paternalism.  Dut we listened in
vain for a demand for a reduction in
unnecessary government hureaus, pay-
rollers and expenditures,

It is not beyond understanding that
the masses in foreign countr.- which
have been devastated by two wars in
i generation—each leaving people hun-
gry and destitute, confused mul resent-
ful—have succumbed to the blandish-
ments of Socialist planners and the
artifices of Communist dictators, But
why should this happen in America ?
Why are we witnessing the fantastic
paradox of the American free enter-
prise system which has provided more
of the good things of life for more
people than has any other system in
history, being undermined by many of
those  who most benefit from it?
Where along the road paved with false
promises did we lose the stout spirit
of our pioncer forefathers who, hy
their own initiative, hard work, thrift,
individual responsibility, vigilance and
abiding faith in God, converted our’
forests and plains into a land liteslly
fNowing with milk and honey ?

\Why is it that such a considerable
number of our people have come to be-
lieve that the government owes them a
living instead of an opportunity ? It is
hecause of the insidious propaganda of
the past few years which {:ns taught
them that an all-wise, paternal, inex-
haustibly rich Uncle by the name of
Sam does owe them a living. In this
blissful dream-state they have been
willing to trade their freedoms and
self-reliance  fore government  hand-
outs, their initiative for a socialized
economy, their vigilance for false “se-

curity,” their thrift for federal charity.
Yes, we have gone a long way down
the social road that has but few turn-
ings, but we can—and must—come
back., The comeback will not be ac-
complished around our clubs, the card
tables or out on the golf course. Tt
must be m:cunmlishe:r by presenting
the facts of achievements under our
free initintive system and the blessings
it has brought to us as compared to
the despair, despondency and the lack
of hope that exist in the populations
Ii\'qu across the sea.

We have been so engrossed with our
own business problems that we have
failed to furnish economic information
to the millions who are hungry for it
We have failed to dramatize the ac-
complishments of American industry.
We have failed to counteract the
Marxist propaganda—much of it being
paid for by our tax dollars—of those
who would destroy our American way
of life,

Socialism takes many forms and it

in its accounting statements that whi
appears to be profits are over-stated du.
principally to inadequate depreciation
reserves and inflated inventories,

In the past the productive efficiency
of labor has increased due primarily 10
the fact that there has been i constant
flow of new risk capital furnishing
better equinment and providing better
jobs, 1f this flow is cut off, not only
may a depression result but Govern-
ment may see fit o supply the lack of
equity capital, The facl that so much
investment of banks and insurance
companies is in government  bonds
points to this trend,

A second dangerous tendency is the
failure on the part of the public 0
recognize the danger in current Tabor
legislation.  The bill just proposed by
the administration has deleted from
our labor laws all responsibility on the
part of unions to refrain from mass
picketing and from violence and coer-
cion of non-members and non-strikers,

The bill has taken ont all the pro-

This article on a timely general subject is complimentary
to J. Harry Diamond, founder of the Journal Anniversary
idea—an old and admiring friend of the author,

cam be reached by different routes, hut
the end results are almost identical.
First, we must concede that we are in
a laboristic cconomy and have been in
one for over a decade. This being
true, it is well that we study the ob-
jectives of the proponents of this
veonomy.

We find there are two schools of
thinking among labor leaders. One
group, including some of the railroad
union leaders, favors government own-
ership of railroads and of many other
major industries, Another group is
secking the socialization of income
rather than socialization of production.
The latter group has made great strides
in achieving this objective,

The'end results are the same, When
industry cannot keep a sufficient por-
tion of its carnings to maintain and ex-
pand plants or secure venture capital,
the povernment takes over hecavse
private industry is unable to do the
job.

1 would like to call your attention
articularly to two trends that may
cad down the road to Socialism. A
full-scale attack upon corporate profits
has resulted from a failure on the part
of government, of labor and of many
cconomists to recognize the necessity
for adequate corporate profits, and
from-the inability of industry to show

tection that the present law gives a
union member against excessive ducs
and against loss of a job under a union
shop contract where he is expelled from
a union even though he has tendered
his dues. As a result, if left wing and
radical elements gain control of a union
an employe of long seniority who dares
to speak out against the ruling faction
in such a union may be deprived of o
job and lose his very right to work in
the plant where he has developed skill-
and built up long seniority.

The new bill goes further and, by
repealing the prohibition against super
visory employes helonging to a union,
permits the unization of managemen
itself. Where the foremen in a plant
affiliate themselves with a union close
ly tied in with the plant employes, the
management of such a plant has not
only become a victim of disloyalty but
has lost its very right tn namage the
plant,

The administration’s bill abandons
the principle that both parties to a col-
lective bargaining agreement must bar-
gain in good faith and must be respon-
sible for carrying out the agreement.

It takes away the requirement that
either party to a labor agreement must
give t{:e other sixty days' advance
notice of any proposed change or modi-

(Comtinued on Page 78)
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STASDNIGSTANGE

makes the % difference

"

® The fast growing dehydrated soup business has looked to
Stange for seasonings that add sales-stimulating taste appeal
and uniformity of flavor. Stange has met this demand by pro-
ducing over 90%, of the seasonings used in dehydrated soups.
In 1948 over ten million gallons were seasoned by Stangel

® With 45 years experience creating laste appeal for many of
the most famous foods in the nation, Stange can create an en-
tirely new and improved taste for your product. Then no matter
whether it's your favorite macaroni product, dehydrated soup, or
canned food product, Stange’s positive flavor control syai?m
makes it possible for you to maintain absolute flavor uniformity.

® The Stange stalf of flavor technicians stand ready to help you
develop new seasoning blends for your food products and Eo
help give your products the taste ditference that will mak: a big

sales differencel

Full information gladly furnished on request.

S$TANGE PRODUCTS:

Cream of Spice Seasonings
Peacock Brand Certified Food Colors
N.D.G.A. Anti-Oxidant

WM. J.STANGE CO.

CHICAGO 12, ILL. OAKLAND 6, CALIF.

Sencel907

“SILENT PARTNERS IN FAMOUS FOODS”
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Radio’s Important Role in Consumer Education

ADIO is rightfully recognized as
an iavaluable medium to create
interest in foods, as well as in cars,
soaps, et cetera, In recent years food
advertising over the radio has won a
permanent place in programs of all
radio stations throughout the country,
The March, 1949, issue of Sponsor
tells a radio success story, based on the
experiences of V. LaRosa & Sons of
Brooklyn, N, Y., now probably the
largest manufacturer of macaroni-
spaghetti-noodles in the world, and at-
tributes to its rapid and permanent
growth, the judicious use of advertis-
ing—radio, principally, along with
newspapers. The story is unusually
long, from which the following facts
are culled,

“The same incisive business acumen
that lifted V. LaRosa and Sons, Ine,,
from a neighboring store to the largest
producer of macaroni products in the
Middle Atlantic States has character-
ized the firm's use of radio ever since
it started in 1930. This irm from the
Leginning knew where it was going and
wiat route to take to get there—and
it found bi-lingual broadcast advertis-
ing a dependable conveyance  for
traveling that route,

“LaRosa’s real beginning as a ma-
jor producer of macaroni and spaghetti
arrived when it Yecame the first Ttalian
manufacturer of those products to
package them. Until then, the so-called
Ttalian-type spaghetti and macaroni
(as opposed to the differently-produced
American product made by Mueller's
and othernon-Ttalian manufacturers)
had been sold loose, and brand identi-
fication was relatively impossible. The
firm introduced its traditional Ttalian
food in one-pound packages in New
York and thereby started itself on the
way to becoming the top name in mac-
aroni products in its area of distribu-
tion,” says the article.

“The company knew that its ‘eco-
nomic foundation would have to be the
Ttalian market," continues the article,
“that any expansion into the American
nrket would have to come later, and
would have to be based on what could
be achieved financially through the
East Coast's large Italian-speaking
population—sa it turned to radio al-
most 19 years ago, to reach the huge
first- and second-gencration TItalian-
American population along the Atlan-
tic seaboard.

“To insure its sales message getting
to the older (and spaghetti-buying)
members of Ttalian and Ttalian-Amer-
ican families, it went to WOV, the
New York station delivering the larg-
est Italian listening audicence, with an
Italian-language program, whose for-
mat has varied little in the 19 years it

THE MACARONI JOURNAL

Selective Programs Aid
Leading Mazaroni Manu-
facturer to Switch from
Early Italian Audience to
General Listeners—

has been continuously on the air since
its debut in 1930, The only major dif-
ferences between then and now are the
substitution of recordings for the live
singers and orchestras of the pro-
gram'’s early years, ind an added em-
phasis on the serial dvama which have
always made up the sccond quarter-
hour of the show,

“An indication of the .ize of the
market reached can be seen in the
Ttalian populaticn of the New York
metropolitan areit alone,” continuws the
story, "2,100,000) ple, compr sing
562,000 families. Sets in use for the
latter total 27.0%, as against 23.7%
for all New York City families, accord-
ing to a Pulse survey. The fact that
radio seems to be a more important
factor as a source of news and enter-
tainment in Italian homes than in New
York homes generally is allegedly
traced to language and cultural con-
siderations,

“LaRosa never doubted that its
steady use of Italian-language radio
through the years contributed more
than its share to the emergence of the
company as a leader in the macaroni
field, But it also realizes that one day
in the foreseeable future its 19-year-

April, 1919

old standard bearer in radio will no
longer be necessary. There is a slw
hut inexorable change occurring in s
narket that some day will call a halt 1o
the firm’s bi-lingual radio activities,

“The Ttalian market which for so
long has been the backbone of the
firm's disti’bution is gradually dying,
The older gencration of native-bom
Italians is giving way to their Amer-
ican-born chilizen and grandchildrin,
most of whon speak little or no
Italian; and Ita%iz:u immigration into
this country has been virtually nil for
years,

“But as the Italian market slowly
declines, its progress into the Amer-
ican market has been increasing con-
stantly since its distribution through
the Northeastern United States began
to average %0%. Actually, the firm is
now thinking in terms of a total mar-
ket, rather than an Italian or American
market.  Tts  popular ‘Hollywood
Theater of Stars' which started last
October, is an fulcation of the new
thinking.

“The company's cficials feel tha
they are definitely getting their mone)'s
worth in radio. Its present advertising
budget is in excess of $500,000, witn
more than 60% of that going into ra-
dio. While the current distribution of
25% for car-cards, 10% for maga-
zines and 5% for point-of-sale varics
from year 1o year, radio has alway:
gotten the greater part of the adver
tising allocation, So, while too many
advertisers have bungled things pro-
gram-wise with only one language to
worry about, LaRosa has made a com-
plete success of bi-lingual radio.”

April, 1949

THE MACARONI JOURNAL

et L IR -

63

MONARK EGG CORPORATION

Congratulations —Macaroni Journal

We are happy to participate in your 30th Anniversary
edition.

Congratulations —Harry Diamond

The constant growth and the worth-while accomplish-
mentis of your inciusu-il are substantial proof that your
t'reless elforts in its behalf have not been wasted.

We are living in an era of specialized training. When
we want a lawyer, doctor, tax consultant or a plant su-
perintendent, we want one who has specialized in his
work.

When you use MONARK BRAND EGG Ypl.gS, you are
employing the services of "Egg Specialists.” The egg
business is neither a part time job nor a side line with
MONARK. Each and every employee devotes his or her
entire time Yo the egg business. Naturally, they are bet-
ter equipped to do the job.

MONARK BRAND Egg Yolks

are packed especially for the Egg Noodle Manufacturer.
Dark Uniform Color @  High Solids Content
Superior Quality in Every Way

il you have used MONARK Eggs, you know. If you
have not used them, you owe it to yourself and your
product ‘o do so.

MONARK EGG CORPORATION

601-611 East Third Street 0 Kansas ‘City, Mo.

.
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Jhe Home. of

STAINLESS STEEL

*

Now

STAINLESS STEEL
DIES WITH
STAINLESS STEEL
PINS

*

SMOOTHNESS
GUARANTEED
100%-

NO MORE
REPAIRING

*

Write for Information

LOMBARDI'S
MACARONI
DIES

805 Yale Street, Los Angeles 12, Cal.

Institute's By-Laws and Constitution

The following Constitution and By-Laws for the
new Institute were unanimously approved at the
Winter Meeting in Miami Beach, Jan. 24, 1949

140 Lbs. Net
O Duramber
X Fancy No. 1 Semolina
Milled at Rush City, Minn
AMBER MILLING DIV'N.

of F.U.Q. T A.

Artiele 1. Name, trough study and rescarch, in creating - drticle 0 Muetings

} The name of this organization shall witler consumer aceeptanee and in pop- 1 The anmual mecting of the or

140 Lbs. Net 1 National Macaroni Institute, Incor- wlarizing macaroni-noodle products 1o ganization ~hall by held in January
PI S A porated. increase their per capita comstunption,— vawh yearat e dinte s place as iy
rticle. 2. Ohjects, rticle 3. Governing DBody. be from time to time determine

Its ohjects are o advance the gen- The organization shall be poverned its Al mectings or by the Institute
eral interests of the Macaroni-Nomdle by an Institute Advisory Council of Advisory Counvil,

Industry anid o popularize waearoni- ten 1 or more members, an st 2 Special mectings iy b calledd
noodle products through research and - tute Fxeentive Boird of seven (71 or wither by @ majority of the Institute
publicity. more, o President, Viee resident and Advisory Comneil or the Institute Fx-
Urticle 3 Place of Dusiness, a Seeretary-Treasurer, all o e et veutive Board, il must be called by

O NO. 1 SEMOLINA
Milied st Rush Cliy, Minn,
AMBER MILLING DIV'N.
of FU.GTA

@ Fancy Durum Patent
Milled ut Rush City, Misn.
AMBER MILLING DIV'N.
of F.U.GT A

Amber Milling Division of

120 Lbs. Net

It is incorporated under the laws of
the State of inois as a “Not-lor-
Profit” organization with its principal
phice of business in the City of Braul-
wood, 1linois.

Article 4. Membership.

The membership is composed of an
anlimited number of - fully - paid-up
macaroni-nondle manufacturers and al-
lieds (to be known as “Ca-operators” ),

il or clected as provided Toe in the by
laws,  The President of the Natiomal
AMacroni Manufacturers Assoviation
shall be the President of the orgini
zation il shall be an ex-officio mem-
ber of both the Advisory Comneil aned
of the Exeettive Board, with voiee il
vile,

Elections may be ield at annua
meetings or by mail ina nnmer o

the President upon petition of n less
i twenty-five (230 per cent of the
“Co-operitors.”
Areticle 7 Funds

Funds for the operation uf the Cor-
poration shall be deriy vl from monthly
contrilmtioms by “Co-Operators™ on a
Litsis 1 bee determined by the Institute
Advisory Conneil, or through the sale
of promotional wiaterials developed or

willing 10 collaborate in improving the be determined by the Exeentive Mlvis pronduced by the Corporation.
quality  of macaroni-nomdle produetsory Board, AN funds shall be deposited as asep:
avate el distinet aecount inadepos-
A c c . itory desigmiated by the Institute Ixve-
nnounce Lanners onventions wtive Poard and” expenditures there-
Joint 1930 awl 1951 conventions of v, January 31, with the sl mae from are to be patcde by checks only for
¥ the National Canners Association, Nit- chinery exhibit booked for that period. the spe cific purposes for which the cor-
d omal Food DBrokers Association, anil The plan for the 1951 convention  poration is establishel,
Canning Machinery & Supplies Asso- perind i Chicago set for wid-Febrn- - Irticle N Quorum.

FAITH FU L ciation will be hefl i Atlantic City,  ary has been worked out aling similar 1. Atany meeting of the Corpora:
. N. .. andd Chicago, L, respeetively,  lines of sponsorship. The order of  tion, regular or special, twenty 1200
jonds du= meetings in 1951, however, will he re- members in god stamding shall vonsti-

PRODUCERS

and will consist of sepirate pen

voted to fomd sales conferences and versed, the production conference first  lule @ guarum,
Hour after hour, day after

day, and year after year. Pe-

production planning, it has feen an= and the sales conferences seconml. 2, AL any medting of the Tnstine
nounced by officials of the three or- While the joint convention perinds— Ndvisory Couneil, seven 171 members
sanizations.  The sales periods for will le sponsored aml managed by the  ~hall constittte @ Quoram,
hoth years will be sponsored jointly by hree associntions listed above, the pat- A A any medting of the Institute
NFIVA andd NCA and the production  tern aprecd upon will proy ide for the |'|.ml-|vu|iu- itoard, five 130 members
q Janning  perinds by CMESN and attendines during the sales conferences s constitute i Quortn,
e Muc.hinew woninues 12 NCA. & 1 ’ of NFIA lll’lik:‘t‘.‘. sitles departments eticle @ Amendiments,
ks alht:ienll\.r and accu- For the 1930 convention period in - of NCN canners, pon-canner nunuface This Constitution mav be aumnended
rately. They are truly faith- Atlantic City, the food sales conference  turers sl all huyers who wiant o at-at any vegular or special meeting of
ful producers, ready at the week will extend from Sunday, Jan- el This pattern provides for the  the organization by two-thinds of the
touch of a switch to tum out wary 22, through Friday, j:unuu‘_\‘: 27, attemdance clnf ]nrzin'rm-:l fonnl ||n:muv Ilu-mht‘-ﬁ |m-w||||sl .'m-lll\ulin;:l
PETERS JUNIOR CARTON : and the produetion conferences from facturers other thim canners during Lespectfully submitted,
f:%'mp’;“,‘“" LIMIng o a steady stream of macaror! 'i:lmnl;n'] January 28, through Tues- the produetion period also. V.1 Donna, Managing Director
per minn::.l 57\! o.pnlz::mrt: pruduc'l that will have eye o y
quired. appeal and help you 12
greater profils. Let us tell
you how you can save time.
labor, and materials by en:

ploying these machines.

Send us samples of the car-
tons you are now using. We
PETERS JUNIOR CARTON will gladly make recom
BT VAN cLosing  mendations lo suit your re-

MACHINE closes 15-40 car-
tons per minute. No operator qulramenu.

required. 5101 PENROSE ST.

FARMERS UNION GRAIN
TERMINAL ASSOCIATION

Offices:
1667 No. Snelling Ave.. St Paul, Minn. Rush City, Minn.

Cereke-Allen Catton Co:

SPECIALISTS IN FINE COLOR PRINTING CORRECTLY DESIGNED FOR 4

« CARTONS ° CONTAINERS * DISPLAYS °

ST. LOUIS, MO. '!‘I—:LEPHONE.GO—BIOO

PETERS MACHINERY CO.

4100 Ravenswool Ave Clucago. I
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you can strike. back

URING this year, say statisticians
for the American Cancer Society,
66,000 men, women and children will
ke saved from cancer. They are the
alert and fortunate in whom the dis-
case will be diagnosed in its early
stages and treated promptly by skillful
surgery, x-rays, or radium,
Saving 66,000 represents a  preat
triumph of medicine, of rescarch, of
education, Yet it is a fact that an-

POBTER GIRL—VIiveca Lindfors,
motlon plcture actress, introduces
the American Cancer Boclety's
1949 fund drive poster which
bears the slogan “Cancer can
strike anyone—but you can strike
back,” ACS will seek $14,500,000
in its April campalign,

other 66,000 who will die should be
saved.

Cancer may occur in any part of the
body. In many of the sites where it is
most common—in the lip, the mouth,
the breast, the rectum, or the skin—
diagnosis is not (oo difficult  and
prompt treatment has excellent results,
Early diagnosis is the key to cancer
control and that depends on men and
women taking the initiative themselves
in secking medical help, They do that
when they have an annual, complete
physica! examination or when they ree-
ognize the presence of one of the dan-
ger signals, symptoms vhat might mean
cancer, and go at once to a doctor,

To spread life-saving information
about cancer is an important part of
the job oi the American Cancer So-
ciety. This voluntary health agency is
supported by millions of contributions
made cach year during April. Educa-
tion is one element of the Sociely's
program; the other two clements are
research and service,

In research there has been encourag-
ing progress in biology, chemistry, and
physics in the laboratory attack on can-
cer. Findings of the so-called pure
scientists are quickly tested for their
effectiveness and living material,

Gradually research institutions are
being built across the country. Once
cancer rescarch was limited to a few
centers, but that has changed. This
year grants of the American Cancer
Socicty went to 201 institutions and
individuals in 27 states and the District
of Columbia.

Interesting work is being done with
chemicals, such as sodium, phospho-
rus and iodine made radioactive in the
same ovens that produce clements of
the atomic bomb. The radicactive
chemicals are invaluable as tools of re-
search, tracers to follow the intricate
processes of body cells. Doctors tell us
that today their value in treatment is
limited to a few special cases, but
studies in the field are being pressed.

The program to make available to all
people the approved methods of treat-
ng cancer—surgery, x-rays and radi-
um—is moving ahead steadily. There
are in the United States, 43 diagnostic
clinics and 407 cancer clinics approved
by the American College of Surgeons.
Many more are needed.

A most exciting development in can-
cer control work is volunteer serv-
ice. Here is where the individual—
particularly the woman—can herseli
do something about cancer. She can
and should give financial support to the
fight against this discase, Dut that is
not cnough, She should enroil hersel(
as a working volunteer in her state di-
vision or local unit of the American
Cancer Society.

The volunteer service program—
worked out by medical and lay leaders
—varies according to the needs and
plans of each locality, Usually given
top priority is the preparation of sur-
gical dressings which are so imporiant
for the comfort of bed-ridden cancer
cases, Last year some 3,500,000 dress-
ings were made by volunteers. Volun-
teers may also make bedpads, slippers
and many other articles that help and
comfort the patient,

Since trecatment for cancer is often
spread over many months, it may be
difficult for the patient w make re-

(Continued on Page 68)

WIRED FOR BOUND .= The latest Improvement In x-ray therapy
equipment s demonstrated by a patlent who also takes advantage
of new devices designed to Increase morale and comfort. While the
250,000-volt General Electric x-ray machine sends Ite cancerkilling
rays Into the patlent, she listens to scothing music from a plilow
speaker, Other new devices shown In use are a unit for communica.
tion with the attending physician and an Integron, the Instrument
at the right, which accurately regulates the radiation perlod, Cancer
troatment equipment llke this Is purchased with funds glven the
Amaerican Cancer Boclety for hundreds of hospitals and clinics

throughout the country.

N—
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Jacohs Cereal
Products Lahoratories

Inc.

Consulting and Analytical chemists, special-
izing in all matters involving the examina-
i tion, production and labeling of Macaroni,
Noodle and Egg Products,

]—Vitamins and Minerals Enrichment As-
says.

2—Egg Solids and Color Scere in Eggs and
Yolks.

3—Soy Flour Analysis and Identification.

4—Rodent and Insect Infestation Investiga-
tions,

§—Macaroni and Noodle Plant Inspections.

i Benjamin R. Jacobs, Director
| 156 Chambers Street
New York 7. N. Y.
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| STARDDIES

for consistently BEST results—be-
cause there is a third of a cenlury
of “know-how" behind them.

+ GREATER SMOOTHNESS
& GREATER EFFICIENCY
% LONGER LIFE

% LESS PITTING

& LESS REPAIRING

Expert Advice
Cheerfully Given

—

THE STAR MACARONI DIES MFG. CO
57 Grand Stieet NMew York N Y
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Contract
NOW

for farm-fresh
shell-egg quality
the year ‘round!
e FROZEN YOLKS

(45% Solid Yolks)

e DRIED YOLKS

(Certitied Spray-Dried Yolks)

Wilsoh's "Froae Fresh” Frozen Yolks and Certitied
Spray-Dried Yolks give your fine noodles a superb
{endernens . . . beller coler and unilormity .. .
longer-lasting freshness, The "Frose Fresh” Yolks
are {rozen with amasing speed . . . the spray-dried
yolks are speedily dehydraled in a awerling cyclone
of sterilized air to give you larm-lresh, spring-laid
quality the year ‘round.

Buy a lrial order now. Convince yourself of their )
unllorm high quality. Then conlrac for a year's
supply with your Wilson salesman or write direct
tot Wilson & Co.. Inc., Bakery Division, 4100 S.

Ashland Ave., Chicago 8, Il
o
‘

EGGS

Bakery Divican
Chicago 9, 1L

& [ J
&/dzﬂed PRODUCT

i
i
|
1 A WILSON
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YOU CAN STRIKE BACK
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The annual cancer death toll in the Uni
nited States
from 117.800 persons in 1930 to 189.811 in 1947, by AR

John J. Cavagnaro

Engineers
and Machinists

Harrison, N. J. - - U. S A

Specialty of
Macaroni Machinery
Since 1881

I’resses
Ikneaders
Mixers
Cutters
Brakes
Mould Cleaners
Moulds

All Sizes Up To Largest in Use

b > 255-57 Center St.
N. Y. Office and Shop  New York City

_  PRESS NO. 222 (Special)
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There is a North Dakota Mill & Elovator Durum Flour. Ser

Granular. Standard Durum Patent. or Durum Clear lor ev
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ery macaroni product
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Not enly do we see the most and best amber durum
wheat but we see il first! From the lime a tiny green
sproul appeatrs until it is golden ripe in the lield
we're walching ils progress. We literally see the
hard. bright, semi translucent kernels grow. We
watch the rich amber color develop. Its only the
fincst of this amber durum wheat that is milled
into our Semolina and Durum Flours. Our buyers grew

Grand Forks. North Dakola.

NORTH DAKOTA MILL &

GR
R

LEVANS ] THOMAS, Manager Dury

520 North Michigan Avenue, Chicago,

up with durum wheat

—they cun tell the good Irem the mediocre faster than you can say macaromi.
If you want your macarom product lo be outstanding—to hoid its lorm and
com. through with a minimum of losn in the drying process— to be hard. brit
Je, elastic and translucent—to break clean with a glossy lraciuie
want lamous Semolina or Durum Flour lrom the North Dakota Mil! & Elevator

.. then you

ELEVATOR

AND FOHRKS, NORTH DAKOTA
M STANGLER, General Manager

hivision
Hhinois

Telephuone Superior 72003, i2bnd

Pt e bt v 0
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Liquid, Frozen and /)ried Egg Production
Fekruary 1949

Production of liquid egg uring
February totaled 40,682,000 pcunds,
compared with 31,099,000 pounus dur-

*ing February last year, the Bureau of

Agricultural Economics reports, The
increase in total production over last
year was due mainly to much larger
quantities produced for drying. The
quantity of liquid frozen during Feb-
ruary was much less than the quantity
frozen during February last year.
Dried egg production during Feb-
ruary totaled 6,846,000 pounds, com-
pared with 1,065,000 pounds in Feb-
ruary last year. Production consisted
of 0,190, pounds of whole egg,
205,000 pounds of dried albumen, and
451,000 pounds of dried yolk. The De-
partment of Agriculture’s contracts
for dried whole egg for price support
purposes from January 1 through

March 19 amounted to 20,175495
pounds.

The rmduclinn of 17,009,000
pounds of frozen egg during February
was 34 per cent less than the quantity
produced during February last year
and was the smallest uction dur-
inF the month since February 1942,
when 13,626,000 pounds were pro-
duced.

Slura%c stocks of frozen egg on

March 1 totaled 58,781,000 pounds,
compared with 120,665,000 pounds on
March 1 last year, and 99,245,000

Eounds the March 1, 1944-48 average.
Storage holdings decrcased during
February by 13 million pounds, com-
pared with a decrease of 2 million
pounds during February 1948 and an
average February increase of 0.1 mil-
lion pounds. i

“Grandpa” Steinke

Cigars and other ways of showing
his clation to friends was William M.
Steinke's way of announcing his pride
in the fact that he became a grand-
father last month on the arrival of his
first grandchild, Marlyn Joyce, seven
and one-half pound daughter of Mr,
and Mrs. William C. Steinke. The
equally proud father is an employe of
Peavey Elevators, Minncapolis, and
geandpa is vice president and co-
mi nager of King Midas Flour Mills,
M.nncapolis and Duluth,

Program Announcements

Preliminary program announcement
for the annual convention of the Na-
tional Macaroni Manufacturers Asso-
ciation at the Edgewater Deach Hotel,
Chicago, 1Il, June 27 and 28, 1949,
is 10 the effect that the opening day is
designated as “Association Day” and
the closing one as “Institute Day.”

Robert M. Green, assistant secre-
tary-treasurer who is handling the
speakers portion of the convention
program, has appealed to the members
to send suggestions and to make com-
ments on the preliminarics already ar-
ranged,

Dr. Wm. Walmsley, principal of the
School of Baking of the American In-
stitute of Baking, Chicago, will be the
leading speaker on “Association Day,”
Monday, June 27, and will discuss the
subject, “Filth and its Prevention in
Macaroni-Noodle Plants,” He will use
models and charts in a graphic illus-
tration of his subject.

Ted Sills, president of Theodore R.
Sills, Chicago, will be the principal
speaker on “Institute Day,” June 28,
with a complete report on program
made in The Macaroni Industry Pro-
motional Program.

M. J. Donna, secretary-treasurer of
the Association who will have charge

of the cntertainment and other spe-
cial features in connection with the
June meeting, advises that it is too
carly to make any definite report, ox-
cept to say that his program is pro-
gressing nicely,

Triangle’s New Plant

The Triangle Package Machine Co.,
makers of "Elec-Tri-Pack” weighers
and other packaging machinery for
weighing, filling, measuring and seal-
ing dry products like macaroni, spa-
ghetti, noodles, elbows, and other
shapes of macaroni products into all
types of containers, announces that it
is now located in its new home at
6633-6655 West Diversey Ave,, Chi-
cago 35, I

“Ground was broken March 1,
1948," observes the chief executive of
the firm, “Now that we look back at

April, 1944

it, our difficulties and problems have
sort of faded into the background. W¢
realize that our progress, through the
past twenty-five years and: as of to-
day, having the newest, most up-to
date packaging machinery manufac
turing plant in the country, has been
made possible only because we have
folks like those in the macaroni in-
dustry and other lines and the memhers
of their associations to work »ith,

“We look forward to she yolvilege
of continuing to work il ttum in
the future, as we have in ux past. We
will be pleased to have old and new
friends visit our new plant and note
our facilities for taking care of all
packaging nceds.”

Install St. Regis Packers

Kansas Flour Mills Co., Kansas
City, Mo,, a unit of Flour Mills of
America, Inc., and the largest flour
mill in the southwest, further expand-
ed its automatic packing during the
past year and now has installed a bat-
tery. of four St. Regis 402-PS flour
packers.

This battery of packers, each of
which is caﬁablc of packing six multi-
wall valve bags (100 pounds each) a
minute, has a capacity to pack 11,520
bags in an B-hour day. Operating to a
large extent on domestic bakery flour,

. this mill is now packing approximately

70 per cent of its outturn in multiwall
valve paper bags.

The frst was installed at Kansas
Flour Mills late in 1944, A second
went in during 1947, while the remain-
ing two units were placed in opera-
tion last year. Plans have been made
for further installations.

If a man goes to work a half hour
earlier than usual, his wife becomes
sltlxspiclous, and she may be right, al
that,

“"Safety Walk”

Macaroni-noodle plant superintend-

surface-coated on a toughened fabric

ents concerned over the safety of affording nonslip safety underfoot, 1

their workers will be interested in the

PP —

SV

new “Safely-Walk," non-slip material
for floors and stairways announced by
the Mizinesota Mining and Manufac-
turing Co., St. Paul, Minn,

It consists of hard mineral grains

has a pressure-sensitive adhesive coat

e A T Y

ed underside protected by a cloth liner
which is pulled off just prior to its
application. A 4-page folder is avail-
able to those interested.

April, 1949
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If You Are Modernizing Your Plant

with New Equipment in1949 . ..
.. . . Our fngineors can be halpful to you

- CHAMPION

Consulting
Engineering
Service

in the planning and placement of equipment to insure maximum production
cnd minimum operating cost,

tall th w i of automatic press . . . you should consider: (1)
':l:'l:i‘:mm:l your ::ll::cnl‘lrl?ur sifting equipment, or (2) installation of a specially
designed automatic Champion Flour Sifting Outlit.

This calls for thought and study, as well as raw sleel procurement, manufac-
ture and imlullnugn. You should take these sleps well in advance of any
plant change-over date to avoid costly delays in production.

rienced service is yours for the asking, and it involves no obligation.
8$ ::‘;ln::nean qualitied to advise you regarding layouls, measurements,
capacity requirements and other delails,

vite your inquiries now ..
g: ll::p:ﬂzn:"pr:lllminnw details, and thus avoid delays in delivery ol co-

ordinating equipment.

CHAMPI

Makers of Fine Equipment for the Mucaroni and Noodle Industry

. 80 as to allow plenty of time for completing

ON MACHINERY CO.

JOLIET, ILLINOIS

SERVING YOU BETTER FROM
TWO CONVENIENT LOCATIONS

CAPITAL
GRANULAR

Painstaking scientific research, skilled
personnel, and constant laboratory
tontrol guarantee dependable uni-
formity in all Copital products,
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The Macaroni Die

More than 300 Forming Plates Used by Macaroni Industry

GRAND PRIZE WINNERS Round top tickets 1
Batcded out 1o this group by Buitont Macarom Co
New Yok City The awands

o Eutope were the grand prizes
at a dinner given March 6 m
given to high scoters in a yeardong pont gathenng
nrest tor tood stores and consumers throughout the country, celebrated the com-
pany < 120th anniersary o spaghettt manutactuning. In the tront row are Giovanm,
Buitoni Amencan head or the international concern, Mrs, Luig: Buitoni, Mrs, Gio-
vanm Butony and Luigy Burton, head ot the Rome. Italy, branch o1 the company
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YOLK COLOR QUESTION

Jess Julk !
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SPEED DRYING

with

Lazzaro Drying Rooms

l Extenor View- Lezzare Diying Roomn

FRANK LAZZARO DRYING MACHINES

Plant and Service
9101-09 Third Ave.
North Bergen. N. J.

Union 7.0597

Executive Offices
55.57 Grand St.
New York 13. N. Y.
New York: Walker 5-0096 Phones New Jersoy

{liways al your service:

Exccutive Sales Offices--201 N. Wells 5t., Chicago b 1

West, il Pronrers INeorpoRATE J
/ ?m/m ﬂ m/umwm, ‘s /m/m/u” ruu// zJ/?.,t

OHIO

NEWARK




P M Y SRooN T ot RN A

Miss Jean Schaller of 8t Paul. Minn, 1945 "Queen o the Snows.” who presuded
vver 4 bevy of besuties at the Winter Carmval in her home ¢ty last month 1s con-
thing her secret to Boteas Hexo the high mogul ot the ng entertanment o1 the
Northland She s expluning her tavorte reape, “Spaghetti with Meatballs.” which
“he prepares amd eats requently and to which she attributes her bieauty and slender
irachive hgure )
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This Trademark Identifies Quality Packaging Halerials

Waldori Paper Products Company .
M. Paul Minnesota

Whose Business Is The Derelopmentl and Production

of Good Packaging

aptor. 37 Yoars, — Ot SHIL
“sW" Brand Noodle Yolks
HIGH QUALITY

UNIFORMITY
RAPID FREEZING

DEEP COLOR
GUARANTEED SOLIDS
LABORATORY CONTROL

Packed and Sold By

Sherman White & Company

FORT WAYNE, INDIANA
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San Francisco, December 13, was a
huge success, Arranged by Mr. Donna,
led by Bud Norris, n'llllf sparked by
the enthusiastic participation of the
West Coast manufacturers and sup-
pliers, this mecting was a highlight of
operations in- 1948,

When the date of the Winter Meet-
ing at Miami Beach rolled around on
January 24 and 25, major decisions
were waiting for the Directors' con-
sideration. It became obvious at the
Directors’ Mecting, January 23, that
the details involved in the final recom-
mendations of the “why, how, and
who" in the Macaroni Industry Pro-
motional Program  required further
sifting and alignment. This task was
assigned to the Working Committee,

On a motion made by Harry Dia-
mond, the membership of this Com-
mittee was expanded to include two
more members with advertising ex-
perience. The new members are Lloyd
Skinner and Joe Pellegrino.

The Committee went into almost con-
tinuous session from Sunday night to
Tuesday moming. 1t was their con-
sidered opinion that the objective of
increasing the per capita consumption
of macaroni and noodle products could
best be achieved through a program of
continuwous publicity ; that administra-
tion of the program would be most ef-
fective wi h co-ordinated responsibility
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and authority for managing Associa-
tion amd Institute affairs; that the
program should begin as soon as pos-
sible,

They recommended that the fim of
Theodore Sills and Company be ap-
pointed to handle public relations and
publicity for the Association, begin-
ning March 1. On the same date, Dob
Green should assume the duties as Act-

"Spaghetti without cheese is 50c.
Spaghetti without meat-balls is 75¢l”

ing Secretary of the National Macaroni
Manufacturers  Association and the
National Macaroni Institute, M. J.
Donna should counsel and guide the

April, 1949

Acting Sceretary while devoting full
energies to the Macaront Joursar,
as editor-in-chief,

These recommendations were ap-
proved by the Board and accepted by
the membership in convention Tues-
day morning, January 25.

With the appointment of Theodore
Sills and Company, the National Mac-
aroni Insiitute, Inc, is employing one
of the most accomplished publicists in
America. This firm has achicved out-
standing resilts in a highly specialized
field.

IFull advantage will be taken of the
Sills staff in New Yorl City. Miss
Gertrude  Michalove, Director  of
Women's Activities, and Miss Julia
lirown, Home Economist, will handle
recipe work aml food editor contact
there. With most of the food editors
of the national women's magazines
and newspaper syndicates located in
New York City, the advantages of
this arrangement are obvious,

Theodore Sills and Bob Green will
collaborate on news  releases out of
Chicago, using the facilities of the
mid-west office.

Fred Mueller, as Chairman of the
Working Committee, will approve all
copy to give it the seal of acceptance
of a man in the business manufactur-
ing macaroni and noodle products,

This will take time; time and effort

AT NO EXTRA COST—

LINER JOINT

The Seamless
Gorrugated Shipping
(Container

DAVID WEBER CO.

3500 Richmond St., Philadelphia 34, Pa.
Factories—Philadelphia, Pa., Glendale, N.Y.C.
Kraft Mill—West Point, Va.

Sty .
DARK EGG YOLKS

We Have Served The
Noodle Trade

Thirty-Five Years

S. K. PRODUCE CO.

For

565 Fulton St.
Franklin 2-8234
Chicago 6, Il
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voluntarily spent for the good of the
industry as well as for individual busi-
ness interests.

It is the accumulition of these con-
tributions of time and effort expended
by many macaroni and noodle manu-
facturers, as well as their inancial sup-
port, that is putting all individual man-
ufacturers in a position 1o enjoy larger
sales than they would have without
publicity.

EMPLOYE'S SAFETY

(Continued from Page 22)

up his safety education program with
visual aids may have films produced to
suit his particular necds or may utilize
films already available that deal with
basic and approved principles of safety
todday,

As previously mentioned, it is be-
coming common practice for employers
to carry safety education into the home
of the worker, amd into his street or
traffic experiences. To this end, a se-
ries of sound motion pictures, “Traffie
Safety.,” has been produced by The
Jam Handy Organization under expert
supervision.  FEmplovers are working
them into regular safety programs and
familics are permitted Lo participate in
this phase of the educational work.

However, few users of visual aids in
safety education contend  that  films
alone will provide a complete program.
But they ean be suceessfully correlated
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with posters, dodgers, exhibits, talks
and speeches. They must be used
praperly to be used with full effeet.

SHIPPER'S RESPONSIBILITY

(Continied from Page 32)

gincering department amnd your pro-
duetion department, you can influence
customers (o leave you faster than
sales can find them, and you can place
vour financial department on a strietly
red ink basis,

Now admittedly, no sound business
is going to permit conditions o et in
such a sorry state that all of these
dire things happen as a result of poor
packing and car loading, ut why he
half-way in our approach to this proh-
lem? Why not do a bang-up job? . ..

The safe delivery of your merchan-
dise in factory fresh condition is cer-
tainly o necessary part of your sales
program.  The appearance of  your
product, the possible multiple use of
the containers in which it i delivered.
the advertising values a1 the printed
message on the containers are all as
pects of the merchandising  vilues
which can be incorporated in a proper
packaging and packing program. . .

Organizing for Claims Reduclion

. The seope of the problem, as in-
dieated, is broad. To make a real con-
tribution to damage chims reduetion,
the shipper-—1. Must set up packing as
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a major function: which can undo all
of your ather efforts if its importance
is ot recognized, 20 Must design his
product so it can be packed and shipped
<afely, This means he must have real
rr|~n|.n>r.'|linn brtween l"I'I;..',.Nh'I.'I'iI!H ar
product development groups anil the
packing function, 3. Must pack to
conform 1o carrier rules. <L Must
pack so that the product will carry
safely, recognizing the peculiar haz-
ards of his produet and distribution
scheme. 3.0 Must purchise containers
from responsible technically competent
suppliers. 6. Must use sound prac-
tices in handling  and  warchousing
packed merehandise. 7. Must load con-
tainers properly inta cars which have
been carefully prepared to carry them,
8, Must recognize thit multiple haz-
ards, that is, combinations of maore
than one hazard are generally found
when severe loss and damage is en-
contered,  Usually, contributory neg-
ligenee of the shipper is at the bottom
of such multiple hazard conditions, 1f
vou take care of vour part of the job
vour shipments will often be able to
vide ot the other hazands they en-
counter during distribution which are
hevond vour persomal contrpl.

This study and  reasoning shoull
comvinee  us  that  top  manigement
should “buy™ a sound program of
packaging, packing aml loading to the
end that a major reduction in damage
claims may be made,

FANZIT CORRUGATED BOX (0.

2425 SOUTH ROCKWELL STREET

CHICAGO 8, ILLINOIS

Chicago's Oldest Manufacturer of Corrugated Boxes
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DRIFT TOWARD SOCIALISM  Congiess rec i i I . s
(Continued from Page 60) volvgc:i ihc;r :f;;:;enzl:it |sn1;'cﬁllre o ADVERTISING PROBLEMS these three are among themselves, All Where combinations are used, how-  mail usually is available from cither an

fication and during this “cooling off
period” refrain from strikes or lock-
outs,

It seriously curtails the President’s
ower to prevent a so-called National
imergency Strike,

It destroys the General Counsel’s

office and returns industry to the Wag-

gis-

lation of this sort—legislation which
could hamstring industry and bring
about the worst type of ?c ression.
The Honorable Charles Evans
Hughes has said the people of our na-
tion arc: [Its Power, lis Peril, Ils
Hope, They are its power as the result
of the right of franchise accorded to

(Continked from Page 24)
jll"l?im partner to the foregoing “Big
ree.” It is best to consider it as a
suﬂ‘glcmrmary, rather than a principal,
medium of advertising, at least as ap-
plied to most businesses.

Direct mail advertising is highly spe-

advertisers, sooner or later, will have
an occasion to do some direct mail ad-
vertising, and this medium, as pointe
out above, becomes generall supple-
mental to the routine advertising pro-
gram,

Greatest advantage of direct mail is
the personal touch that can be injected
into this type of advertising and the se-

ever, the small businessman should be
sure that his budget is large enough to
permit a reasonable full use of cach
medium used, In other words, don't
take a small advertising budget and
attempt to spread it over a number of
media. 1t spreads too thin and money
will be wasted. 1f the appropriation
does not permit the effective use of a

advertising agency or from a firm spe-
cializing in this type of advertising lit-
erature. In most cases these salesmen
are well versed in the advantages andd
disadvantages of their media and, if
sincere and conscientious, will make
every cffort to advise the advertiser on
the type of media best suited to his
purpose.

|

' them by our Constitution. They areits . & s :

E :'ﬁ: ]‘?“‘i:: :T‘zc\‘v_\'ehm clhc prosccutor and  peril when they are blin_dcdyby the glahzed—-unlc.'ls one is thinking merely [ lection o clien‘ele that is n!;lainnl_»lc. combination of media, then the money It is to be l.'x‘lll't'lt'tl that cach of
| It repeals all ektealut ok E:ucl promises of every kind of social In terms of the penny post card with a There need be no waste circulation  should be directed into one channel these salesmen will attempt to sell bis
' downs lh:1lhcr bctldinl nﬁn | ':hs ake-  Denefit and security from the cradle 1o typewrilten message, or an ordinary [ where direct mail is involved. The ad- (whichever medium offers the most  medium when contacted by the pro-
| ek ol i oloe iRelals 7(“_ ‘:.n kcthp?;- the grave. They are the hope if, before  typewritten text on one's letterhead, [ vertiser can_pick the prospective re: advantages for the advertising task 10 spective advertiser. 1T he is a capable
| NiE perfornbd i rk thatis it is too late, they are brought to realize  Almost any piece of direct mail litera-  JCIPISMS of his mailing picce at will and  be “"“"_“‘l_'|'“"l:‘|') and use 1t in such & and competent salesman, however, he
| 1 vencalyithe A =1 and appreciate that our American sys- ture that gocs beyond these narrow sendd siuch material directly to them. way that it becomes a dominant factor il sell the service of his medium only
| ! peals provision requiring  (em of individual initiative and enter-  Jimitations inv ; The principal disadvantage of di- m the success of the husiness. if it can accomplish the joh expeeted of
| unions to reveal to their members what prise thrift. freed f Y imitations involves the cxpullthturu of e principa disadvantage o | I dis tice the ndvoetlal | ! ‘}I' !

i is done with union funds. and more prod l:;.om hn opportunity,  considerable money (postage is one of rect mail is the cost per person feachued, n ¢ iscussing ‘l e -Il__\t'ﬂ_l.hlng prob- it by the purchaser.

| 1t goes back to the Wagner Act pro-  of production has given to all ¢ major items) and requires gener- 1t bears repeating that the cost of pos- lems of the small businessman, it 13 1T the advertising budget warrins
| vikiirs  which were at e thn i[: of us so much more than is enjoyed ally the services of experts | e tage alone is a heavy drain on the understandable that the average man,  such an expenditure, the husinessman
5 preted to abolish free speech :m? ﬁ:c it i on earth. Under that ¢"Gege ariwork lp-er: i a number Rlimited advertising b“‘fgﬂ- to say noth-  With all of his other problems of buy- would do well 1o enpage areliable ad-
| right of an employer m'tl-):]k fr-lmklv to s'\’f’“"inf we can achieve more and more cetera. A good 2 _:Pnu g ‘prlmfng, el ing of the cost involved in the pro- MK and selling and running his busi-  yertising agency o handle his adver-
i his employes and to |.'mswt:r alse IL) h." -‘?“ﬂh.‘"h'}':’ things of life for rndu;: o b‘: r(?‘f' Mg plece "’f“ be duction of an attractive, result-getting ness, cannot be completel ‘,'"“"""5"‘ tising problems, o an individual can
| charges. ‘2?,:'1“;23“"'1:. ]‘: Inn‘:l.. £ S pmn : b; r-:,ulancf:l \fl'rllsmg a“"'"‘gg or W mailing picce. on the intricacies of advertising media. e engaged to perform the same dutics.
! In effect, it leaves the most power-  jud J lf }? ":\"‘g_ faith in the good ‘3 h proguc rom an establish- In summing up the data contained Naturally, it is to his advantage to But, whatever the case, it should he
| judgment of the American people once ment that makes a business of produc- in this series of articles, two definite  know as much as possible about the po- definitely ascertained that the ageney

ful monopolies in the world without
the restraints that the public has a
right to demand where such power
exists, and it refuses to protect em-
ployers against unions that abuse the
rights of collective bargaining.

1t is the duty of businessmen to in-
form the ‘lublic as 1o what is going on
1f the public and the majority of the

they are given, and understand, the
facts. Dut time is short and the time
for action is now. We who have lived
under our blessed heritage of freedom
have an ohligation to those who come
after us. What kind of heritage will
we leave to them? “For what avail, the
plow or sail, or land or life, if freedom
fail?"

irg mailing pieces.

Direct mail for the smaller advertis-
er is indicated for a brief and specific
campaign, and is not used with the
consistency that the three major media

- are used. Neither is it, in a strict

sense, as competitive' with outdoor ad-
vertising, radio and newspaper as

conclusions can be reached: (1) Se-
lecting the proper advertising medium
requires essentially the matching of a
given advertising task against the ad-
vantages offered by a given advertising
medium, and (2) where it is possible
to do so, a combination of several
media, or the three major media sup-
plemented by direct :u:ﬁf, is more effec-
tive than the use of one medium,

tential achievements of his advertising
dollars, and he has recourse to much
excellent advice and counsel, provided
he will take the time to seck and heed
it.

Newspaper offices, radio stations il
outdoor advertising firms all have
salesmen who are engaged in sclling
and advising on the merits of their re-
spective media, Information on direct

or individual is thoroughly acquainted
with every type of media and the ad-
vaniges amd disadvantages of cach.

First, Jast wnd always the advertiser
should remember that just as a doctor
never writes a preseription until he has
examined the patient, so in advertising
one should never tike a “teaspoon ful”
of any media until the “illness™ has
been completely dingmosed.
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DURUM'S PLACE
(Continued from Page 20)
the price are those mentioned above

plus mixtures with other wheats, and
that of grain, which has had an ex-

Crystal Tube
Corporation

538 SO. WELLS STREET
CHICAGO 7, ILLINOIS

Converiers and Printers of
Cellophane, Pliofilm, Ace-
tate, Glassine and Foil

RAVIOLI NOODLE

wv+ SPAGHETTI » v

MACHINERY
and Cheese Graters

For the INDUSTRY*INSTITUTIONS ek

cessive amount of rain resulting in a
berry that turns chalky or gray-white.
The latter generally loses co{)r. but
more particularly, it breaks up into
floury particles rather than the granu-
lar “Semolina.” Flour such as this
sells as low as 60 per cent of the price
of Semolina. Accordingly, millers will-
ingly pay a.premium for the grade
Hard Amber Durum over cars grading
Durum. Lately, the CCC has bought
some of the off grades for the wheat
export program, but still limit their re-
quirements to grade two,

Similarly, as with other grain, new
variety selections are constantly being
sought. Today's accepted varicties are
named Kubanka, Mindum, Stewart,
and Carleton, Many other varieties ex-
ist, but those just mentioned have so
far proved to Turnish the best colored
products for milling. A limited out-
let is furnished by breakfast food man-
ufacturers who will take some of the
varicties not wanted by the millers,
but the latter must have almost perfect
grain for their puffing operations and
compete for any perfect variety with
large vitreous kernels. Present at-
tempts to originate new varietics temd
to further its rust resistance and at the
same time develop a shorter straw.
The latter is desired because it fits in
with present day combining at harvest
time,

Durum wheat production has lo-
calized itself in the northwestern part

April, 1949 | April, 1949

of the United States, but even beyond
that, a total of about twenty counties
in northeastern North Dakota have
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been established as the main growing
area. Macaroni manufacturers, through
their milling sources, tend to prefer
the production of this area primarily
through their preference for a prod-
uct carrying the amber color, which
the grain of this territory carries. In
tle past year or two, considerable
theugnt has been given to the possi-
bility of expanding Durum  produc-
tion” westward into Montana because
of the sawlly problem. Due to the
matter of cuiur preference, however,
this movement is not likely to receive
any widespread acceptance,

e most popular members of the
food family of “urum wheat products §
have been referred 1o as:

“Macaroni"— the  sturdy member;

“Spaghetti"— the popular fellow ;

“Fgg Noodles"— the more dainty

ones;

“Elbow Macaroni” and Elbow Spa-

ghetti"— the friendly twins;

“Alphabets” and “Numerals"— the

lively little ones ; and

“Shells"— the lovable cousins.

Try them yourself in some of the
innumerable combinations with meats,
cheeses, tomato sauces or combinations
of these foods. Recipes are readily
available and result in a food delight-
ful to the taste as well as casily di-
gestible,

{o the

Our g:-aafiugd and gsdf WJAEJ

FOR SALE

Macaroni Journal
On the Occasion of Its
J0th Anniversary
and the
National Macaroni
Manufacturers Association
On the Occasion of Its

45th Anniversary

¥

THE EMULSOL CORPORATION

59 E. Madison St. STate 2-8951
CHICAGO 3, ILLINOIS

Manufacturers of high quality
frozen and dried egg products

Consolidated 17" Hydraulic Short Cut
Press, Stationary die, includes 20 dies.

Consolidated Mixer, 1Y/, barrel capacity,
automatic dump.

Consolidated Eneader, 1Y barrel ca-
pacity.

Clermont Noodle Dough Breaker.

Flour Hopper Scale and water scale com-
bined.

Triangle 1-lb, net weigher, trip-bucket
type for filling cartons or bags.

Triangle 1-1b. net weigher, vibratory type
(single weigher) for filling cellophane

Braidwood, Illinois
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National Macaroni Manufacturers
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, One of o Serien Dedicated to the Nulrilional Advances of the Food Indv

BENDING WITH THE WIND, durum wheal waits for
harvest, richly-laden with Nature's benefits. But many
of wheat's nulrient values, so necessary for vigorous
health, are lost in the milling process and kitchen pro-
cedure. Macaroni makers, capitalizing on the advan-
tage which accrued to millers ond bakers through
enrichment, likewise perfecied enrichment methods to
maintain the nutritional value of their products at Na-
ture's level. Market studies show that consumers de-
mand enriched products. Makers of enriched macaroni
products reap the benefil of this consumer demand.
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Today, large quanfities of these products
are enriched:

® MACARONI

o SPAGHETTI . Xy
* NOODLES \.‘,(.
® PASTINA e

MACARONI

Macaroni mokers who enrich should be proud
of thalr service 1o America,

‘RO CHE’ Utamine for Enntchment

VITAMIN DIVISION - HOFFMANN-LA ROCHE INC - NUTLEY 10, NEW JERSEY
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