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SOMETHING %W IN PACKAGING
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*g‘?:” B if you're a

| e QUALITY MANUFACTURER . ..
5\»\:‘;‘{ QC
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Chances are you may find it a little more difficult to get
the kind of No. 1 Semolina you want after this wheat crop is
harvested, It may cost more money, too,

But there's one sure thing, When you specify Amber's
No. 1 Semolina you'll get the best of quality and color. Every
shipment. You can maintain the superior quality of your
macaroni products with Amber’s No, 1 Semoulina,,.and
never have to wait for delivery,

Vast storage facilities...ample reserves of top grade
Durums. ., the ability to add to these reserves when top-
grade Durums are on the market. . . all enable Amber Mill
to assure you and every quality macaroni manufacturer of
always-uniform No. 1 Semolina of top color and quality.

Amber Mill is ready to supply your requirements,
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ROSSOTTI LITHOGRAPH CORPORATION ‘ AMBER Mllll"s DIV'SION

! . + 8511 TONNELLE AVENUE NORTH BERGEN, NEW JERSEY ’llﬂlls IHlION GRAIN 'IIM'"AI ASSOC|‘T|°"
| ROSSOTTI CALIFORNIA LITHOGRAPH CORP. Mills ot Rush City, Mian. » Generol Offices, St. Poul 8, Minn,
; 5700 THIRD STREET SAN FRANCISCO, CALIFORNIA
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ENRICHMED
BY WAFER'

ENRICHMENT
BY MIXTURE
/

MERCK ENRICHMENT PRODUCTS

MERCK & CO., Inc. RAHWAY, N. J.
Manufacluring Chomists
New York. N. Y. ¢ Philadelphia, Pa, ¢ 8t Louis, Mo. ¢ Chicago, Ill.

Elkton, Va. ¢ Los Angeles, Calil
In Canoda: MERCK & CO. Limited. Montreal ¢ Toronto ¢ Valleyfeld

July, 1930

AT YOUR SERVICE
TO MEET THE
OPPORTUNITY

OF ENRICHMENT

Merck & Co., Inc., foremost in en.
richment progress from the very
beginning of this basic nutritionsl
advance, brings its technical skill
and varied experience in food 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 1o
facilitate simple and economical en.
richment of your products:

(1) A specially designed mixture for
continuous production,

(2) Convenient, easy-to-use walers
for hateh production,

Here are two enrichment products
planned to assist you in making a
preferred product, aceepted by nu-
tritional authorities and a vitamin.
canscious public.

The Merck Technical Staff and
Laboratories will be glad to help
you solve your individual enriche
ment problems,

| MERCK ENRICHMENT PRODUCTS

Marck provides an eutstanding service for the
milling, baking, cersal, and mocorenl in-
dusirles.

® Merck Enrichmant Ingredionts (Thlamine,
Ribeflavin, Niacin, lren)

® Merck Vitamin Mixtures for Flour Encichment

® Merck Brand Endichment Wafers

® Morck Vitamin Mixtures for Comn Preducts
Enrichment

® Merck Vitamin Mixtures and Wafers lor
Macaronl Enrichment

A Guaranly of
Furily and Roliabilily
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BURLER

CAPACITY: UPT0 1000 LBS, PER HOUR

BUHLER BROTHERS, INC. iRl Y

ENGINEERS FOR INDUSTRY SP.EE 1860
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THE American housewife is becoming increasingly conscious of the benefits
of enriched fooda in her family’s diet. Today, she is demanding, and get-
ting, foods with the word “Enriched" on the label. Keep your macaroni
and noodle products in step with this growing national trend. And give
your brand added sales appeal by enriching with Sterwin vitamins ...
the choice of manufacturers of leading national brands.

Sterwin offers two superlor products for easy, accurate and
economical enrichment of your macaroni and noodle products
to conform with U. S. Federal Standards of Identity:

For users of the For users of the

BATCH PROCESS CONTINUOUS PROCESS

]
!
EXTRA
- . - — |
ursLaD
The ORIGINAL Food-Enrichment Tablels i mn::";:;'m‘:h}“‘.;“‘l:l’. b
OFFIR THESE ADVANTAGES OFFERS THESE ADVANTAGES
I- lcﬂlllﬂ—sm B-E-T-5 tablet I. lGEIIIﬂ—ﬂu original starch base
contalns sufficient nutrients to enrich 50 carrier—freer Aowing — better foading
pounds of semolina, — better dispersion,
2. ECOIOH\'-N» need for measuring 2. Eeo.o“Y—-Mlnlmum vitamin
—no danger of wasting precious en- potency loss dus 1o Vextram's pil con-
richmenl Ingredients. trol,

Yy,

4

’. E.s:—slmplv disintegrate B-E-T-S ’. E‘SE—JUH sel feeder at tate of
In a small amount of water and add two ounces of VEXTRAM for such 100
when mizing begins, pounds of semolina.*

*Alio avolloble in double strength

A Consult our Technlcally Trained R atlves for practical
Stocked for quu dallvery: asslstance with your enrichment procedure, or write direct to:
Rensselaer (N.Y.), Chicago,

$t. Louls, Kansas City (Mo.),
Minneapolls, Denver, Los ’ ’
Angeles, San Francisco, Port- NG

{and (Ore.}, Dallas and Atianta, Subsidiary of Sterling Drug Ine,
1450 BROADWAY, NEW YORK 18, N. Y,
Pholo Courtesy of Diatribuior of the products formerly sold by Spectal MarketsIndusirial e~

LOOK MIIIIiM #lon of W inihrop-Stedrns Ine., and Vantilin Dirision of General Drug Co,
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S Send me out to Maldari,
Send me out to New York!
I need a goud going over,
To get all my outlets in shape!

7

America’s Largest Dic Makers

178-180 GRAND STREET

NEW YORK 13, NEW YORK

U.S.A.
MENT (:01\1-1'11~1110\15“:l

L

My tired old pins are bent and worn,

I've been pushed out of shape and abused!
I can’t take this pressure much longer,

So send me quick for repairs!!!

ACARONI DIES
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COOL GREAT LAKES BREELE

The locatiaon of the King Madas
durum products ol ar Supe

o Waisconsin offers a overy
difinite advantage. The chimate
v vxceptionally favorable be

cause of the ool summers and
low humidity. The cool refresh-
ing air off the inland sea of Lak e
Superior givesa 62 mean sum

mer temperature. This o 1gor

ating dry atmosphere without
depressing |1um|d|ryi\clsev(;rnrt'd
for Superior the title of Amer

icas Air Conditioned (Qy_
Fromthis standpoint King Midas
Semoaolina s milled under the
most ideal weather conditions,
an important factor in upf-
formity and preservation of

color standards.
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MINNEAPOLIS

MINNESOTA

¢ WELP MILL BETTER SEMOyy

?

Actuol King Mida,

Semohing v used n
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The Forty-Sixth
Industry Conference

ARLY the macaroni industry has followed the ac-

cepted custom of American businessmen of meeting in
open conferences to study conditions that confront the
trade and to confer on methods that might lead to their
betterment in the year ahead or the years to come, Only
onee since its organization in 1904 has the National Maci
roni Manufacturers Association failed to provide such an
opportunity and that was in 1945, when the Office of De-
ense Transportation decreed that it would be in the best

Linterest of the country to avoid trade conventions that in-

volved travel, hotel accommodations for out-of-towners
and unnecessary serving of foods to visitors,

The 46th Annual Conference was held June 19 and 20
in Chicago, Tt is now a matter of history, but its rever-
berations will be felt throughout the in ustry for years
lo come because of the positive stand taken on vital in-
|1ustry problems and of the progressive future program
unanimously approved by those who constituted the 1930
conference,

Though the attendance was up to every expectation, it
failed to break all records, which may have been the case
had some of the manufaclurers and allied representatives
who were seen in th hotel lobby, in attendance at ses-
stons and at the sever.:i social functions, not thoughtlessly
overlooked registering as part of the conference,

. Dt in the matter of attendance to sessions, in interest
in the proceedings and in cagerness to join wholeheartedly
m things suggested for the general betterment of the in-
dividual manufacturer and that of the industry as a whole,
all records were surpassel, :

Ihe business sessions during the two-day meeting had
been ntelligently planned on the experiences of the past
l\_'r--r. and capably managed to the entire satisfaction of the
Aree and most representative group of industry leaders,
Al a complaint was voiced or a block attempted, which
Migurs well for the futyre harmony in the teade from
which only good can be expected.

Greater Consumption
The Cure

RACTICALLY all of the host of speakers who ad-

dressed the 1950 conference of the macaroni-noodle
industry last month agreed on three things: (1) That
macaroni praducts are a naturally good fowd, nutritious,
appealing and cecnomical . ., (2) That there are several
wrinkles in distribution that could profitably be ironed
out , .. (3) That the number of regular consumers and
the average quantity eaten by Americans should be and
will be increased materially when the manufacturers fully
realize the need of doing such a promotional job, co-oper-
atively and unselfishly,

It was vividly impressed on those in attendance* that
the National Macaroni Institute, the public relations
branch of the National Association, had been set up to
tackle the big problem of making Mr. & Mrs, America
ane! their children more truly macaroni products conscious
<« o that for a dozen years it had servieed the trade on 2
hat-passing basis to keep alive the spirit of praducts pro-
motion thyough organized industry effort until the manu-
facturers were ready for it . . . ihat a litthe over a vear
ago, the Tnstitute was put on 4 sound financial basis o
do a year-around joh for its supporters and for the in-
dustry generally,

The ofticers of the National Association amd (he sup-
porters of the Institute have gowd reason to feel proud
of what has been accomplished in so short a time, They
made their reports o the gathering with a feeling that
the results so far obtained justify their expectation of
wider and more carnest support of plans for (he future
to win for macaroni praducts o better, more regular place
on the American table . ., for a wheat foml that has few
cquals, no superiors,

The program of the Institute for the remainder of
1950 and for future years is one that merits the undi-
vided support of every unsellish, progressive manufacturer
in America, 1t deserves, too, the good will and finaneial
help of the supply firms, as they stamd to profit indlireetly
from the benelfits that will acertie to their cients from e
promotion work being done and contemplated,
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A Message From
The New President

by

C. Frederick Mueller
President-Elect
National Macaroni Manufacturers Association

HE struggle among competitive

foods for a part of the food dollar
has been getting more intense with the
passing of cach quarterly period. Food
manufacturers outside of the macaroni
industry are working at a feverish pace
to develop new and improved products
to attract a larger snare of this dollar
to their own compunies and industries.
The president of one large food cor-
poration recently said, “Ours is not a
problem of wiew products, it is merely
a question of orderly marketing and
timing for the score of new products
already developed.” Witness, too, the
recent rise of items stocked by super
markets—from 1,500 to 2,500 with no
end in sight.

These factors make action not a mat-
ter of choice but one of necessity for
cach macaroni manufacturer working
alone and collectively through  the
Macaroni Association and the Insti-
tute,

As individual manufacturers, we are
responsible for three major things:

1. To establish and maintain the

finest quality of which we are ca-
able.

2, l}:o produce at the lowest possible
cost,

3. To establish a price which will
insure our future and provide
for the promotion of our own
brands,

Collectively, through our Associa-
tion, we hav. the means and the oppor-
tunity to keep the sales of our products
on the curve of growth.

One might ask: "Why hasn't the
sales volume of macaroni products
gone up during 1949 and for 1950 with
the abundant publicity achieved during
this period?” T believe the answer to
this one is that the benefits of publicity
are both short and long range, Who
knows what the national volume for
macaroni products would have been
without the Institute’s publicity pro-
gram during 1949 and 19507 Many
companies and industries have expe-
rienced postwar sales reductions far
greater than our own, In my apinion,
publicity cushioned the shock from the
dizzy heights of 1948 and promises
long range opportunity for both the
large and small manufacturer,

As total volume is expanded, each
manufacturer has the opportunity and
responsibility for getting his larger

proportionate share of the business in
the macaroni field,

If each manufacturer will run his
own business on a sound basis and con-
tribute a small part of his time and
money to the Association and the In-
stitute, we shall be able, at lcast, to
maintain_our relative position in the
Food Industry which great promise of
building volume to heights never be-
fore conceived by our people.

Our future as individual companies
will be definitely influenced by the suc-

C. Fred Mueller—Jersey City, N, I.
President

cess of the expanding services of the
Association and by the continual ex-
panding and effective activities of the
Institute.

Outlook On The
Durum Crop

(as reported July 10th)

Like the durum growers of the
Northwest, the macaroni manufactur-
ers who use durum semolina in the
production of their quality products
are very much concerned about the
1950 durum crop, which is at best two
weeks late this year, Authorities, both
government and private, are agreed
that much depends on the weather in
July and August and on the lateness of
the killing frost in Septen.her.

B. E, Groom, Old Mr. Durum who
annually grows several hundred acres
of durum on his several farms near
Langdon, N. D., advises as of July 8
that, on his 550 mile trip to and from
his farms, he had a chance to study the
durum crop in “the cold triangle.” “In
the 50 years that 1 have been up here,
never have I known of so backward a
crop as of July B. We have one of the
cleanest crops that 1 have ever seen,
fine subsoil moisture and for many
areas a surplus of top soil moisture,
To date the durum has not been hurt
by any insect pests or plant diseases.

“It's a little early in growth to de-
termine  what might happen. . One
thing seems sure—we will have a short
straw crop and ordinarily not a heavy
yield, As [ see it, the best we can hope
for is a fair crop—not many bushels to
the acre and probably lighter weight
than usual,”

‘Victor Sturlaugson, superintendent

of the state’s experimental station at
Langdon, is more optimistic than most
of the farmers over the prospects. He
recalls one year when they plowed up
some of the plots and reseeded them,
giving them a 12-day setback, At har-
vest time, however, the harvest of the
late seeded plots was only four days
later than the carl{ scedings, Com-
menting. on this, Mr. Groom says,
“Last year I seeded about 15 acres of
land that had been flooded at regular
seeding time, and reseeded the parcel
on June 14, a full month later than the
usual planting time. It was two wecks
late, but my best crop.”

Dr. H. L. Walster, dean of the
North Dakota School of Agriculturc, is
reported as saying that this year's late
crop will, with fair conditions from
now on, make up a good many days
and will harvest carlier than most
farmers expect. ;

Paul E. R, Abrahamson of Devils
Lake, N, IJ,, a recognized durum au-
thority says, as.of July 10, “Durum i
making suitable progress in spite of
late seulinF. The season ahead will tell
the slor{.'

The 1950 durum crop depends on
weather conditions in July and August,
If the crop gets needed rains dnd i
there does not prevail the feared week
or ten days of scorching heat when the
heads are forming, the outlook for the
1950 crop is fair,

s
b
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by
C. L. No_nia
President, NM.M.A,, 1948-1850

GAIN it is my privilege to wel-
come you to your annual conven-
tion, this being our 46th, Some of
the things I called to your attention
at the mid-year meeting in  Miami
Bei :h will bear repeating, You will
recall I expressed the opinion that the
macaroni industry is in a very healthy
condition and that I was Jptimistic
about the year ahead, The months
since we met in Florida have borne out
my opinion, at least as far as our in-
dividual comlzany is concerned, and T
believe that the production figures will
show that the industry is producing
from 359 1o 40% more than the av-
erge for the five pre-war years,
I pointed out that between 1937 and
7, according to the federal census
figures, there was a reduction in num-
ber of macaroni plants of 102, whereas
the value of the product, f.0.b, plant,
increased from fitty million dollars to
one hundred and eleven million dol-
lar. The pounds produced per em-
ploye went from eighty-cight thousand
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The President’s Address of Welcome

Mr. Norris

to one hundred and one thousand
pounds per employe in this ten-year
span,

As nearly as we can determine, there
are approximately 225 macaroni and
ege noodle plants in the country at
this time. We hear a lot of talk about
the “big fellows” and the “little fel-
lows" in the industry. Nobody comes
up with the definition of what con-
stitutes a big fellow, but usually we
get to thinking in terms of anyone
who is larger than we are, as a “big
fellow" and anyone who is smaller, as
a "little fellow,” There is a good deal
of conversatio: about the big ones get-
ting larger and the little ones getting
squeezed out. My considered opinion
is that a so-called “little fellow” need
not fear the competition of his larger

Join Your Trade Association as Insurance

. I'made association membership today
15 .~ important to both grocery manu-
facurers and distributors as is their
W-urance programs, according to Wat-
son Rogers, The president of the
Nitional Food Brokers Association,
speaking at a meeting of member brok-
¢r> in Chicago, declared that both
manufacturers and distributors should
Join their respective trade associations
or their own sceurity and welfare,
Meeting with these groups contin-
uously, food brokers should point out
to each the need for members ip in in-
ustry organizations, With the ever-
Browing importance of trade associa-
tions as an adjunct of a firm's business
activities, there, is a strong feeling on
the part of :aany people that it s a
d reflection on the firm that does not
sla‘Ei to its own trade organization,”
id,

“Such membership enables business
firms to cope with industry problems
on a broader level, through mutual
ll)_ooling of experience and interest,

he associations, likewise, need the
greatest possible membership to be
most completely effective. Regardless
of their financial condition and their
industry standing, the trade associa-
tions need the co-operation and the
moral support of cach reputable indus-
try member.,"”

Mr. Rogers pointed out that since
the war there have been a number of
major changes in the grocery industry,
with many new companies being
formed and assuming important posi-
tions in the industry, Some of these
did not yet realize that in addition to
their production and sales efforts, there
was a need for them to align them-
selves with their industry associations.

fellow manufacturer; provided he
keeps his tools sharp v does a good
job of merchandismy  product well
made from top quality r:w materials,
If he conducts a theroughly well man-
aged operation, he can cven ignore the
cheaper selling prices of his larger
competitors and come out at the end
of the year with a satisfactory oper-
ating statement. T have scen it in
other industries and T believe it is
true in ours, that some of the so-
called “bigs” who enter'ain visions of
grandeur and the thought of driving
some of their smaller competitors out
of business, find that the well-man-
aged small boys die awfully hard, The
thing I want to call your attention to
particularly is the fact that, with our
onc-hundred and fifty million peaple,
we have only 225 macaroni plants in
this country. The business has evi-
dently not been inviting enough to in-
duce new entrants into the macaroni
manufacturing field. This may be par-
tially duc to the fact that it takes a
considerably larger invested cagital to
enter into the business than was the
case a few years back. With the per
capita consumption bound to go up as
the results of the-cfforts of the Na-
tional Macaroni Institute start to take
cffect, cach one of our manufacturers
will stand to gain materially, from
year to year, h

I believe that the results of a little
over a year's operation of the pub-
licity program of the institute, under
the puidance of Ted Sills as he will
report to you this morning, represent
the greatest thing which has happened
to our industry for several years, Next
year's results will, of course, be great-
ly magnified because of a larger budget
allowance to the Sills organization. We
are inviting allied industries to par-
ticipate with us if they feel that it is
to their interest to put their financial
backing behind this sound endeavor to
increase per capita consumption of
macarcni products in this country. We
have ha:l a great deal of encourage-
ment from some of these allieds sig-
nifying their intention to go along with
us,

From your officers and committee
chairmen’s reports, you will learn that
we are again closing another very stic-
cessful year in both the association
anid the institute,

It has been a real privilige and
pleasure for me to serve as your presi-
dent for the past two years and again
I want to express my sincere appre-
ciation for the wholchearted co-oper-
ation I have received from the employ-
es of the organization and you fellow
manufacturers who have given so gra-
ciously of your time and talents to the
advancement of our common cause.
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Manufacturers
Approve Indust

Promotion Plan

46th Annual Industry Conference
in Chicago IWell Attended, Elim-
ination of Inferior Products and
Faulty Price Practices Urged. C. F.
Mucller Elected President.

C. L. Norris, retiring
president, tells the 46th an-
nual convention of the INa-
tional Macaroni Munufac-
turers cssociation the! in-
dustry co-operation will
help to increase per capila
consumption of macaroni in

the United

C. Frederick Mueller of C, F. Muel-
ler Co,, Jersey City, N. J., was the
unanimous choice for president by the
nearly 200 manufacturers and allieds
who registered for the 46th annual con-
vention of the National Macaroni
Manufacturers Association at  the
Edgewater Beach Hotel, Chicago, June
19 and 20. He is the third executive
of his company to be so honored. His
father, the late C. F, Mueller, was

“twice called upon to head the national

association, his first term from June,
1910, to June, 1916, and the second
time in June, 1921, for six months,
ending at his death, His uncle, Henry
Mucller, became president in June,
1922, and served consecutively till
June, 1928

The new president succeeds C. L.
Norris of The Creamette Company,
Minncapolis, who chose not to stand
for re-clection after two successful
years of industry leadership during
which he helped to launch the current
plan of industry promotion to increase
the public acceptance of macaroni
products in the daily menu—a popular
movement that dominated the thinking
of the 1950 convention. Mr. Norris
is the secoml officer of his company to
serve as the association's president,
having been preceded in that capacity
by James T, Williams, Sr., founder of
his firm, who served from Tune, 1917,
to June, 1921, the hrst World War
vears, It was during his term that
T1te MACARONT JoURNAL was launched
as the official organ of the national
association,

Nearly 200 leaders of the industry,
manufacturers and allieds, registered
to constitute the 1950 conference of
the industry. Many were accompanied

ry

B»—

States.

by their ladies, The attendance was
the most national in scope in the his-
tory of the industry, with representa-
tives from all setions of the country
—Canada, the Pacific Coast, the deep
South, the Eastern Seaboard—joining
with representatives of the Central
States to constitute a most progressive
and enthusiastic group meeting.

“Emphasizing Sales" was the key-
note of the 1950 conference, The sub-
ject was discussed from every angle,
favorable and unfavorable, hy experts
associated with the business, Two
thoughts scem to have prevailed
throughout the two-day talkfest , , .
(1) that the manufacturers must do
for themselves the job of industry pro-
motion, and not wait for financial help
from allieds who may or may not be
willing to co-operate. (2) that there
never was a more opportune time than
the present for supporting a necessary
movement to gain a larger share of the
consumers' food dollars,

The importance of profitable sales
was first stated to the conventioners by
President C, L. Norris in his state-
ment the morning of the opening da;
of the conference as part of his ad-
dress of welcome, “Our launching of
the current program of industry pro-
motion through increased macaroni
consumption a little more than a year
ago, represents the greatest thing which
has happened to our industry in several
years, Next year's results will be
greatly magnified because of the larg-
er budget allowance for this progres-
sive action. We are inviting the allieds
to cooperate in a movement that will
mean increased returns to them as well
as to the manufacturers, We also hope
to have the support of many operators

MACARONI JOURNAL
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who have been hesitating, awaiting de-
velopments that will be fully reported
on at this convention and .more fully
cffectuated in the next few months,”
Presidentielect C. 7, Mueller, last
year's chairman of the the National
Macaroni Institute Board, wha pre-
sided at the promotion session of the
opening day of the convention, spoke
briefly of the work done in planning
and launching the campaign to popu-
larize macaroni products with limited
support but the fondest of hopes,
“We are off to a good start in our
pan to-make the American housewives
more  macaroni-spaghetti-noodle  con-
scious and to make the children even
greater consumers of our fine fowd.
But only the groundwork has been
laid. It's a solid foundation from which
we as individuals and groups—as an
industry, too—will benefit in relation
to the combined effort we give in sup-
port of a plan that is within the v:n‘ﬂ
reach of all manufacturers and whic
deserves the moral and financial sup-
port of suppliers who will benefit from
the suceess that will befall those who
support the program in the spirit and
to the' extent it deserves, As an as-
socialion we must push. As manu-
facturers we must all make a little in-
vestment in the future of our busi-
ness. We have an able and capable
public relations counsclor, as will be
proved 1o all at this convention.
pledge my sincerest efforts to further
the splendid progress that we have
promoted so far. We must not faill"
Theodore R. Sills of Sills, Inc,, pub-
lic relations counsel who has been
handling the macaroni industry promo-
tion campaign for over a year, ex-
plained the work already done, the

July, 1950

FINE MACARONI
DEMANDS EXPERTLY
MILLED DURUM

® Have you taken a close look lately at the

durum semolina or granular you're using? Is it

pure? As free from specks as master-milling

can make it? The answer's **Yes!" if it's a General
Mills Durum Product.

Careful grinding produces a maximum amount of

clean, large ‘‘wheat middlings'*—the finest

type of semolina. *“Thorough Purification" is the
watchword at our mills.

Throughout this process inspectors of our
Products Control Deparcment check milling re-
sults. Only when the durum product meets
our rigid color, speck count, ash, protein and
moisture specifications is it permitted to be sacked
and shipped to you.
Like 2 plus 2 equals 4, you need fine duum
products to produce fine macaroni, And, together
with scientific wheat selection, master-milling

by General Mills assures you such top quality
durum products,

General Mills, Inc.
DURUM DEPARTMENT
CHICAGO 4, ILLINOIS
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benefits of which are accruing and will
continue to accrue for months to come
and later made an exhaustive report of
what is planned for the immediate fu-
ture on the increased budget which was
made available for the coming year
after the first test period, "1 realize |
have a double duty to perform, first
to satisfy the sponsors that 1 am in-
vesting their money wisely and well,
and second to attract to the program
new supporters who have been a little
hesitant 1o get behind even so neces-
sary a promotion until it is shown to
have struck oil,”

With charts and radio recordings,
Mr, Sills showed what has been ac-
complished with a limited budget, He
outlined plans for the nationwide ob-

-servance of National Macaroni Week,

October 5 to 14, 1950, which includes
two weck ends and Columbus Day,
with their many possibilities for favor-
able publicity for macaroni products.
He slated that the success of the
“weck” depends materially on the co-
operation expected from all manufac-
turers who stand to profit in relation to
the effort each puts behind the promo-
tion,

He showed proof of a four-in-one

attractive poster that will be made
available to all manufacturers interest-
ed in getting the most out of Maca-
roni Week. An official sticker has
been adopted. Both will be svid at
cost, plus handling charges, with the
hope that every retail food store in
the country will display the posters
and arrange mass displays of macaroni
products during the period in October
when it is hoped to make consumers
truly macaroni conscious. In addition,
it is planned to distribute practical
recipes for casy preparation of sat-
isfying macaroni products dishes. Ra-
dio programs for national use, so sct
up to be used by manufacturers over
local radio and television stations, are
also planned, There will also be model
advertisements for use in local news-
papers, and menus for school lunches
and parties.
* Several manufacturers openly pledged
their support to the promotion anﬁ a
special meeting of the suppliers other
than the durum millers was called dur-
ing the convention to consider ways
and means of contributing to the Na-
tional Macaroni Institute fund. The
Amber Milling division of the Farm-
ers Union Grain Terminal Associa-
tion, St. Paul, through M, W, Thatch-
er, its president, had previously, an-
nounced to a meeting of the associa-
tion's board of directors in Mipneap-
olis on June 15, that it would con-
tribute the sum of $5,000 to the in-
stitute's promotional fund, The other
durum millers have the matter under
advisement.

In presenting his report on what

. has been done and what it is planned

to do for'the National Macaroni In-
stitute, Mr, Sills was aided by two
executives from the New York office,

Miss Mayburn Koss and Gerald T.
Lynn,

The entire afternoon session, June
19, was devoted to the discussion of
two important  subjects, “Sales
Thoughts of Stlrplicrs," and “Capi-
talizing on Cleanliness.” They proved
very interesting and most informative,

Substituting for Ellis E. English,
president of Commander-Larabee Mill-
ing Co,, Minncapolis, who was unable
to be present, Jules M. Waber, man-
ager of the Amber Milling division of
the Farmers Union Grain Terminal
Association, St. Paul, reviewed the
1950 durum prospects. Late planting
and unfavorable weather has reduced
the probable crop to about 26 million
bushels this year, Many other factors,
including government holdings and ex-
port shipments, will affect the quanti-
ty of new durum that will be avail-
able to macaroni plants. “As to the
quality of this year's crop, that's still
in the laps of the gods.”

J. G. O'Dell, president of Mid-Con-
tinent Food Products, Chicago, re-
viewed the 1950 cggs and egg yolks
gmspccts. “Eggs will remain plentiful,

ut high priced.”

! George S. Hubbard, manager, cen-
tral division of Rossotti Lithograph
Co,, Chicago, discusscd the value of
proper packaging of all types of mac-
aroni products, stressing  the point
that “All too often the manufacturers
who appreciate the need of the right
type of package still do not efficiently
evaluate and utilize the full ben.its
of the sales package. Actually, if you
wish your package to sell your prod-
uct, you and your organization must
learn to sell the package itself. A good
sales package represents a part of your
production and selling expense.”

Plant Policies and Sales: ]. Carl
Dawson, sanilation consultant, St,
Louis, handled the subject of “Capi-
talizing on Cleanliness,” asking and
answering the question—"Is the food
industry as a whole ignoring the most
potent tool for increasing the total per
capita consumption of processed foods
by failing to capitalize on cleanliness?”

Glenn G. Hoskins, industrial con-
sultant, Chicago, and a past president
of the National Macaroni Manufac-
turers Association (1933-34), had for
his subject, “Management, Machinces
and Men." He stressed approved proc-
essing procedure, with good equipment
in every department as most essential,
and wamed emphatically against faulty
pricing practices that become more
prevalent in peripds of business stress.
“Based on 30 years of experience, first
as a manufacturer and now as a con-
sultant of a group of successful mac-
aroni-noodle men, 1 feel that the onl
person who likes below-cost selling is
the buyer. Plan always to produce a
quality product, price it sensibly and
support enthusiastically all proved
plans for industry and products bet-
‘terment.”

To open the morning session of the

July, 1950

second day, Gordon W, Hostelter, gen-
eral counsel of the National Labor-
Management Foundation, discussed 11
subject of “Selling the Americin
Way." He praised the government un-
der which we are living, the good o\l
U.S.A,, and favorably compared 1l
opportunities for business under it with
that which controls business in oth.r
countries—socialistic, communistic and
such,

He was followed by an inspiring
study of ways and means for “Step-
ping Up the Tempo of Your Busi-
ness,” by B, Franklin Bills, consultant
on sales and persuasion in business.

Just before the noon recess, the
convention unanimously elected the
Association’s 1950-1951 board of di-
rectors, which was enlarged to pro-
vide better representation thercon of
important areas of production,

At a lunchcon meeting during the
noon recess, C. I, Mueller was elect-
ed to succeed retiring president C, T,
Norris, who becomes the association's
adviser, Mr, Mueller had served as
vice president of the association for
several terms and is well qualified to
act as the chief executive of the or-
ganization, To aid him in his dutics,
three well-known manufacturers were
clected as vice presidents, including
Peter La Rosa of V. La Rosa & Sons,
Brooklyn; Maurice L. Ryan of Qual-
il_y Macaroni Co., St. Paul, and- Lloyd
E. Skinner of Skinner Mfg. Co,
Omaha,

Earlier in the convention, Mrs.
Clara Gebbard Snyder, managing di-
rector of the Wheat Flour Institute,
outlined the past and planned activities
of the institute’s durum division to
promote increase of macaroni prod-
ucts use in American menus through
home economists, food page editors
and school lunch programs. The work
of the Durum Institute is sponsored
by the durum millers jointly,

“The importance of our school lunch
program,” said the speaker, “niay be
gleaned from these facts: In January,
1950, about 6,944,448 children at-
tended the 47,750 schools throughout
the country which participated in the
government-supported  school  lTunch
program. If each child ate only two
punces of macaroni, spaghetti or ¢ig
noodles cach week, this would mein
868.056 pounds a weck, or 31,250,016
pounds during a school term, Fin-
tastic, yes, but still within our possible
reach,’

Three very interesting subjects were
discussed by selected pancls of speak-
ers, cach experts in their own line,

Distributors’ Sales Ideas: Emmett
J. Martin, secretary of National Food
Distributors Association, treated the
general subject matter from the angle
of the door-to-door distributor, saying
in part: "Macaroni products, bein
reasonably priced, give jobbers an
dealers a reasonable profit. You are
our friends, We deplore the tendency

(Continued on Page 56)
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(from N.M.M.A. Convention)

THE CONGRATULATIONS ARE MUTUAL—Sam Arena of V.
Atena & Bons, Norrislown, Pa. newly elected direcior of the
Nationa] Macaroni Manulacturers Association, accepts the con-
gratulations of C, F, Musller, C. F, Mueller Co. Jersey City, the
new Assoclation president,

(2 0. e a0 R (E 2l

STRINGING ALONG WITH A GAG—C. L. Nortls of Minne-
apolis, president of the Nallonal Macaroni Manufaclurers Asso-
clation, Is about to prove the business fact that the per capita
plien of c 1 producis in the United States Is mix

and one-hall pounds annually. Rulh Hall (left) and Janis Riley
lend a hand.

EAST MEETS WEST—Robert 8. Willlams, of Robert Willlams
Foods, Los Angeles, Calil, newly elecied Assoclation Directer,
chats with C, F. Mueller, C. F. Mueller Co., Jersey City, the new
Association president,

<& THE PARTING CONVENTION PARTY—Macaroni-Noodle
manulaciurers, their suppliers, their ladies and friends at play
on the Beach Walk, Edgewaler Beach Hatel, Chicago, the eve-
ning of June 20, 1850, as pari of the Association’s dinner party.
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Mr. Green

I believe the most important thing
the association is doing for you is hold-
ing meetings of the type you are at-
tending today. By competitors getting
together, mecting one another, ex-
changing ideas and hearing the counsel
and experience of outside talent, we
can all do a better job of solving the
problems with which we are faced.

We have stepped up our program
by having a series of regional meetings
since the first of this year—Florida in
]nnunr)', Los Angeles in February,
New York in March, Chicago in April,
New Orleans in May and now we meet
in national convention here in Chicago
during June, We are planning to step
up this program of regional get-to-
gethers between now and the time of
National Macaroni Week, October §
through the 14th,

Communication between association
and institute members has been stepped
up through the bulletins and reports
that are prurarﬂl periodically to bring

ou news of what is happening in the

ndustry and in the fields closely affect-
ing it. Our News & Views is being
issued weekly with a report on “Facts
and Figures” monthly 1o association
members, In the institute, we are send-
ing out a monthly *“Merchandising
Memo,” in addition to our “Progress
Report,” which keeps our institute
members informed of the work of the
Theodore R, Sills Company on behalf
of the macaroni industry—showing
them how to tie in with our national
publicity efforts,

The work of our research depart-
ment, through Ben Jacobs, who also
doubles “as our Washington repre-
sentative, has been an important con-
tribution to industry progress—an in-
dustry effort to police itself. Ben Ja-
cobs, by analyzing macaroni and noodle
products suspected of mislabeling, ar-
tificial coloring, deficiency in eg
solids, or adulteration of “any kind,
enables us to keep check on unscru-
pulous competition without being sole-
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THE ASSOCIATION
IS DOING

FOR YOU

by Robert M. Green

1950 Convention Registrants

COMPANY
American Deauty Mac. Co,
V. Areni & Sons, Inc.
V. Arena & Sons, Inc,
Carmen Macaroni Co,
Constant Macaronl I'roducts
Constant Macaroni Products
The Creamelte Company
The Creamelte Company
The Creamette Comnal:!r
Creamette Co, of Canada
Creamelte Co, of Canada
Crescent Mac. & Cracker Co,
G. D'Amico Macaroni Co.
Delmonico Foods, Inc,
Delmonico Foods, Inc.
Ft. Worth Macaroni Co.
Golden Grain Macaroni Co,
Gooch Food Products Co,
A. Goodmen & Sons, Inc.
I. j Grass Noodle Co.
1. ). Grass Noodle Co,
Ideal Macaroni Co,
Kra(t Foods
Kraft Foods
La Premiata Macaroni Co.
V. LaRosa & Sons
V. LaRosa & Sons
V. LaRosa & Sons
LaVita Macaroni Co,
Megs Macaroni Co.
Milwaukee Macaroni Co,
Milwaukee Macaroni Co,
Minnesolta Macaroni Co.
Mission Macaroni Co.
C. F. Mueller Co,
National Food Prodl. lue.
Philadelphia Macaroni Co.
Prince Macaroni Mfg. Co,
Procino Rossi Corp.
Procino Rossi Corp.

uaker Oats Co,

uaker QOats Co,

uaker Oats Co,

uality Macaroni Co,

uality Macaroni Co,
Ravarino & Freschi, Inc,
Ravarino & Freschi, Inc,
Ravarino & Freschi, Inc,
Ronco Foods
Ronzoni Macaroni Co,, luc,
Peler Rossi & Sons
Roth Noodle Com}l;ma:
San Diego Mac, Mig, Co.
A. Russo & Co, Inc.
Schmidt Noodle Co,
Skinner M[g. Co,
Skinner Mfg. Co,
St. Louis Mac, Mfg. Co.
Viviano & Bros. M l‘g Co.
V. Viviano & Dros. Mac, Mfg.
V. Viviano & Bros, Mac, Mfg.

Secrelary

INDIVIDUAL
L. S. Vaanino

" STANLEY DyTeRT

SAM ARENA

Hagry Samnner

Lucten ConsTanT

MavereiNe CoNSTANT

0. G, Koenie

C. F. Mvyex

C. L. Norws

Geokce WiLLIAMS

Rouerr WilLiams
H. Scuminr

Cant. D'AMico

Perex J. Viviano

Josernt Viviano

Joun Lanen

Vincent DeDemeNico

1. H. Diamonn

Ronexr 1, Cowen

SiNEY ], Grass

A. IrviNG Grass

Leo C. IrroLito

SterHEN Lumep

J. W, Mui.

ViNcenT J, Cuneo

Jos, Gioknano

VincenT LaRosA.

Peten LaRosa

ReNATO P, ALciing

C. W. Woure

Ronert Raar

Raten WyLig

Warter F. ViLLAUME

Guipo P, MeztiNo

C. Fueuerick MueLLER

JeroMe L. Tujacue

Louis Roncace
loseri PELLEGRING
Nicuoras Rosst
ALFRED Rossi

R. H, Davis, Jx.

V. C. HATHAWAY
Donatp T, NixoN
D. PisciteLLo
Maurice L. Ryan
W. J. Frescmn
ERNEST RAVARIND
ALBERT ], RAVARINGD
TtoMAs A, Cuneo
E. Ronzong, Jr,
Hexay D, Rosst, Sk,
N. I. Rotn

E. D. DeRocca
ARrTHUR Russo
THEODORE ScuMipr
Lroyp SKINNER
PAUL SKINNER

V. J. Marino

I. A. Viviano

Vira Viviano
Perer Ross Viviano

CITY

St Louis, Mo,
Norristown, Pa,
Norristown, Pa,

Los Angeles, Calif,
St. Boniface, Man., Can,
St. Boniface, Man., Can,
Minneapolis, Minn,
Minneapolis, Minn,
Minneapolis, Minn,
Winnipeg, ﬂan, Can,
Winnipeg, Man., Can,
Davenport, Ia.
Steger, NI,
Louisville, Ky,
Lonisville, Ky,

Ft. Worth, Texas
San Francisco, Calif,
Lincoln, Nebr,

Long Island City, N, Y,
Chicago, 1Il,
Chicago, 11l
Cleveland, Ohio
Chicago, 111,
Cllicng& I,
Connellsville, Pa.

} lyn, N. Y.
Brooklyn, N. Y,
rookiyn, IN.
Chicago, 111
Harrisburg, Pa.
Milwaukee, Wis.
Milwaukee, Wis,

" St. Paul, Minn,

Seattle, Wash.
Jersey Cily, N, J.
New Orleans, La,
l'hilallclghia, Pa.
Lowell, Mass,
Auburn, N, Y.
Auburn, N, Y,
Chicago, 111,
Chicago, 1lI,
Tecumseh, Mich,
Rochester, N, Y,
St. Paul, Minn,
St Louis, Mo,
St. Louis, Mo,
St. Louis, Mo,
Memphis, Tenn.
l.onF Island City, N.. Y.
Braidwood, 111,
Pittsburgh, Pa.
San Diego, Calif.
Chicago, 11,
Detroit, Mich,

aha, Nel,
Omaha, Neb.
St. Louis, Mo, !
Detroit, Mich, x
St. Louis, Mo,
St. Louis, Mo,
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Iy dependent upon the government, We
have just completed a survey of the
stte }ood laws affecting our products
andl in those states whers the stand-
ands do not yet comply with the Fed-
cral Food and Drug Act, we are tak-
iny steps to see that this is done. Dur-
ing the war, Ben Jacobs made contacts
with Washington , officials that were
invaluable and by maintaining these
conlacts, even lhough we are not now
in an emergency, is a most impnrlam
contribution to the industry,

Our work with the durum farmers,
through the durum relations commit-
tee headed by Maurice L, Ryan, has
done an outstanding job in improving
the quality of wheat from which you
make macaroni, Just as you cannot
make good macaroni from poor semo-
lina, neither can the miller make good
semolina from poor wheat, Great im-
provement in the quality of durum
wheat has been accomplished. This has
been helped considerably by your as-
sociation’s participation in ‘the North
Dakota State Durum Show, member-
ship in the Northwest Crop Associa-
tion and direct newspaper advertising
in the durum belt to encourage the
farmers to grow more and better
wheat, Cleaner and better wheat is
being raised and the loyalty of the
durum farmer to the macaroni indus-
try was never higher, This is import-
ant because we are in constant com-

tition with other crops for acreage
i this area of specialized soil and
climate,

Both the association and the institute
are in sound financial position, Mem-
bership in the association now tolals
80 manufacturers and 24 associate
members of allied businesses, The in-
stitute has received support from 96
macaroni manufacturing firms, About
one dozen association members do not
belong to the institute and about 16 of
the institute members do not belong
to the association, This is probably due
to the fact that we have not properly
soll the full programs of both of these
orgmizations. The association con-
cerns itself with the overall problems
of the industry, Because of the import-
ance and magnitude of increasing con-
sunier acceptance for macaroni, spag-
h}*" and noodles, a separate organiza-
lon separately financed was set up as
the National Macaroni Institute. We
irmly believe that every progressive
macaroni and noodle produets anu-
facturer should support both of these
organizations,

y co-operating together on ¢annmon
prablems and exchanging information
through the National Association, we
@n get an intelligent, informed type
0! cumpetition instead of ruthless, cut-
throat practices, When the entire in-
dustry pulls together, raises its sights
and, through the National Institute,
tells the public of the many uses to
which its nutritious products can be

put, there is no limi i ‘e
o e 0 limit to the heights we

Weiss Noodle Co.
Robert Williams Foods, Inc.
A, Zercga's Sons, Ine,

Amber Milling Division
Amber Milling Division

| .Iuhy Foo
M. G, Brailanti Co.-Italy
Buhler Brothers, Inc.
Buhler Brothers, Inc.
Buller Drothers, Inc,
Capital Flour Mills
Capital Flour Mills
Capital Flour Mills
Capital Flour Mills
Capital Flour Mills
Champion Machinery Co,
Champion Machinery Co.
Chinski Trading Corp,
Clermonl Machine Co.
Commander Larabee Milling
Commander Larabee Milling

ommancer Larabee Milling
Commander Larabee Milling
Commander Larabee Milling
Consalidated Macaroni Machine
Consolidated Macaroni Machine
Crookston Milling Co,
Crookston Milling Co,
Crookston Milling Co,

Carl Dawson & Assoc,

The Dobeckmun Co.
The Dobeckmun Co.,
Doughboy Industries
Doughboy Industries

E. 1, DuPant Co, (Film Dept.)

Ecusta Paper Corp., Olin Cello,

Empire Box Corp.

Empire Box Carp.

Empire Box Corp,

Folding Carton, Inc.

Food Industries

General Amer, Trans Corp.

General Amer, Trans Corp,

General Mills, Inc.

General Mills, Inc,

General Mills, Inc,

General Mills, Inc,

Glenn G, Hoskins Co,

Glenn GG, Hoskins Co,

Glenn G. Hoskins Co.

Glenn G, Hoskins Co,

The Huge Co,

Jacobs Cereal I’rodl, Labs,, Inc,

Johnston-Herbiert Co,

Kiesewetter, Wetterau & Daker

King Midas Flour Mills

King Midas Flour Mills

King Midas Flour Mills

King Midas Flour Mills

King Midas Flour Mills

H. 11. King Flour Mills Co.

H. 1. King Flour Mills Co.

Macaroni Dryving Equipment

Donato Maldari & Sons

Milprint, Inc.

Manark Egg Cory,

No, Dakutz Mill & Elevator

No, Dakola Mi}! & Elevator

Northwestern Miller

Wi, I'enn Flour Mills
(Doughboy)

Wi, 'enn Flonr Mills

Fillshury Mills, Inc,

Pilishury Mills, Ine,

Pillshury Mills, Inc,

Pillshury Mills, Inc,

I’rater [ndustrial Prod. Co.

F. B. Redington Co,

Rossatti Litho, Corp,

Shellmar Products Corp,

Aurclio Tanzi Corp.

Tanzi Macaroni Dies

Tardella Flour Co,

Tea Table Mills

Theodore R. Sills

Theodore R, Sills

Wheat Flour Institute
(Durum Div,)

Nat'l. Macaroni Mfrs, Assn,
Nat'l, Macaroni Mfrs, Assn,
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ALuert S. WEiss
Ronezt S, WiLLiam
E. Z. VERMYLEN

1o M, Waner

. F. Driscovt
Louts ), Boucner
OSEFILSANTI

. . ScumaLzer
Exnst Enexnaxor
Autiur Konn
MANNY ALVAREZ
Georae HAacknusi
JACK SracNol
Paul, Perersen
Loms A, Viviano
IFraNK A, Mora
IPETir MotTa
Eunst HorsTMANN
Joun Amaro
C. M. Jonnson
Crirrorn W, Kurz
A. R. McRak
tow, E. MeLton

. J. Fercus
Paur. AMukerTe
CoNnAD AMBRETTE
G. F. ANDERSON
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Evmuxp Burke
I. Cawni, Dawson
James M. Deesan
WarLter WiLneLm
Riey Livingston
Ry WeNTZEL
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R. R. Horrer
Davin M, RoseNTiaL
Wat, J. Stain
Staniey ), Kuein
ALBERT \WASSERMAN
E. 5. StaTELER

Tonn M. GreasoN
\War, M. Rocue
Hamuv [, Bawey
Josern M. DEMaxco
S, E. McCaktny
Hawrry H. RAEDER
GrenN G, Hoskins
Cutantes M. Tlosking
W, G. Hoskins
Emtie S, Lansiey
L. 8 Huce

TAMEs |, WiINsTON
Frank T, Hernery

Horace HAGEmORN
W. F. Ewe

Geo, [., Fanex

W, M. Stranke

Lester S, Swanson
Davin Wison
Unnan A, Arxotn

Awvtiior W. QuiceLe

FrANK Lazzaxo

C. DaNter, Marvan
aMmes B, Horkins
MewviN E, Kuicer
Evans I, Tuosmas
R. M. Staxcrer
Non E. Rocers

V. C. Latonia

Ray C. Woons

I’AT ALnano

Ten hack

SAMUEL REGALRUTO
Wavne Wison

P E, McKamy

E. A, Sienenr
Cuarres C. Rossormt
IRonexr M. HosKins
Aukerio Tanzr
Guim Tanzt
CRESTE TARGELLA
A, E. Davis
Gerald T, LynNn
Ten Sis

Cr.arA GErnarp SNYDER

Ronexr M, Green
M, J. Doxna

15

Cleveland, Ohio
Los Angeles, Cal.
Brooklyn, N, Y.

St. Paul, Minn,
Chicago, 111,
St. Paul, Minn,
New York City, N. Y.
New York City, N. Y.
New York City, N. Y.
New York City, N. Y.
New Yark City, N. Y,
Chicago, 1II.
Pittsburgh, Pa.
Minneapolis, Minn,
Mi:mcnrnlis, Minn,
Jollet, 1,
gloliel. nm.

ew York City, N. Y,
[brooklyn, N. Y.
Minneapolis, Minn,
Minneapolis, Minn.
Minneapolis, Minn, '
Chicago, 111,
Chicago, 111,
Brooklyn, N. Y.

Crookston, Minn,
New York City, N. Y,
New York City, N. Y,
St. Louis, Mo,
Cleveland, Ohio
Cleveland, Ohio
New Richimond, Wis,
New Richmond, Wis.
New York City, N. Y.
Pisgah Forest, N, C,
Chicago, 1l
Chicago, Tl
Garfield, N, I
Bogota, N, I.
Chicago, 11,
Chicago, 111,
Chicago, Il
Minneapolis, Minn,
New York City, N,
Chicago, 111,
Huffalo, N. Y,
Chicago, 111,
Chicago, 111,
Chicago, 11,
Chicago, 111,

St. Louis, Mo,

New York City N. Y.
Chicago, 111

New York Citv, N. Y,
Minneapolis, Minn,
Chicago, 111,
Minneapolis, Minn,
Minneapolis, Minn.
New York City, N. Y.
Chicago, TN,
Minneapolis, Minn,
North Bergen, N. 1.
New York City, N. Y,
Milwaukee, Wis.
Kansas City, Mo,
Chicago, 111

Grand Forks, N. D,
Chicago, Il
finffalo, N, Y.
Pniladelphia, "a,

Chicago, 111,
Minneapolis, Minn,
I"hiladelphia, 1%,
Chicago, 111,
Chieago, 111,
Chicago, 11,
North Bergen, N, ).
Chicago, 111,
Hrooklyn, N. Y,
Chicago, 11
Chicago, 1.
Lincoln, Nebr.
New York City, N Y.
Chicngo, 111
Chicago, IlI,

Palatine, 111,
Braidwood, 111
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The Macaroni Journal

THE period between the 1949 con-
vention and that of this year has
been the most successful in the 31
years of service of the MacaAroNI
JourNaL to the macaroni-noodle indus-
try as the official organ of the National
B?:Jcaroni Manufacturers Association
and the recognized spokesman of the
industry. During the past twelve
months, the number of paid subscrib-
ers has broken all previous records;
also in the number and size and class
of advertisements by a steadily increas-
ing number of suppliers of cquipment,
materials and services.

While there has always been a pleas-
ant and mutually beneficial relationship
between the JourRNAL management and
the advertisers, that which prevailed
during the past year is viewed and
reported with pride, More and more
is the JourNAL regarded as a burcau
of information concerning the indus-
try and many are the requests, so
varicd, as to test the memory of the
management and exhaust the records
of years.

Currently, there are but three things
about which complaints are heard; one
is general in nature, one is mechanical
and the third, personal,

Genera'—We are told that the Jour-
NAL does not carry a sufficiont number
of articler: of a technical nature, It is
admitted that there is room for im-
provemeut along the lines complained
of, but the editor frankly submits that
he lacks the technical knowledge to
write advisedly on such matters. Fre-
quent calls for help by experts have
been made with some good results,
More signed or unsigned articles of
this type by those with experience and
training would be appreciated. Our
appeal for help along this line is con-
tinuing with the result that, during the
past year, a favorable trend toward
that end is noticeable,

Mechanical—Some advertisers have
been irritated by the almost unavoid-
able delay in mailing some issues,
claiming that such delays upset their
advertising  schedules,”  particularly
when their advertisements carry the
time element, This involves a labor
situntion which the publisher is doing
his best to overcome as quickly as pos-
sible,

Personal—There is also a dearth of
personal items dealing with plants and
personnel that executives should be
glad to send in as they come to their
notice, When quizzed as to why the
ceditor was not advised of major plant
changes, new plants, fires, sales, re-
organizations, births, marriages and
deaths of executives or relatives, and

other more or less personal items, the
usual reply is that they thought some
one else would submit the item or that
the news could be obtained through a
clip service.

ere are some manufacturers and

Mr. Donna

allieds that are most co-operative in
such matters, If more would follow
their example and submit clippings of
items and articles from their local
papers, the JournaL would have more
of that personal touch about which
some complain, ;

To some of you, all three of these
things may scem minor. Perhaps they
are, but in the aggregate they amount
to something, the lack of which de-
prives the JourNaL of the satisfaction
of doing a more complete job for all
concerned,

In relating the present status of the
Journar, 1 am reminded of the first
and subsequent reports made to you.
The first few reports, starting with
that of June, 1919, I made to the fa-
thers, Later they were made to fathers
and sons, and this one, in a few in-
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by M. J. Donna, Managing Editor

stances, is made to fathers, sons and
grandsons, which warrants repeating
what I have often said before—that
the success of the macaroni-noodle in-
dustry is due to the fact that from
75 to 80 per cent of the plants are
rivately owned and family managed,
his explains the unending interest in
the trade, its national association, its
Journar and now its institute, by

‘operators whose hearts and minds are

in their business as a matter of per-
sonal pride.

Tiue MacaroN! JournaL has been
the source of welcomed income for the
sponsoring National Association, and
it is the hope of manufacturers, ad-
vertisers and readers that it will con-
tinue to be an even better spokesman
for the industry for which there is an
immeasurably successful future,

The JournaL management asks but
little: Of the manufacturers and other
readers, only a slight increase in per-
sonal interest in the way of contribut-
ing reading material to round out its
fullest service; of the advertisers, only
their continued co-operation in making
the JoURNAL ai; even better  trade
spokesman, by use of increased space
for their enlightening messages and by
prompt submittal of copy and instruc-
tions to the printer not later than the
first day of the month of issue; of the
readers, only a little patience and occa-
sional contributions of items and ar-
ticles of interest, or comments for or
against ideas presented by others.

With this triumvirate working to-
gether, things will soon right them-
selves to the end that Tue Macaroxt
JournaL will serve even to a greater
degree the best interests of the trade
whose support makes its continued,
useful existence possible.

Nothing that has been said is in the
nature of a gripe. We are merely re-
porting and hoping. With your com-
bined help and kindly consideration
let's make Volume K(xxn (May,
1950, to April, 1951) of even greater
benefit to an increased number 0
happy readers and friendly advertisers.

Packers Defend A &P

The anti-trust suit to break up the
Greater Atlantic & Pacific Tea Co. is
termed a threat to the national economy
b)y the National Association of IFood
Packers, whose members  produce
about 90 per cent of the frozen foods
processed in the United States,

In a recent resolution, the association
said A & P's integral operations “are
a benefit to the economy and welfare
of this country and prejudicial to the

fair and proper interests of any branch
or segment of the American cconuny
or public.”"

The packers expressed the view that
"“any cﬁ:mlutinn or breaking-up o
such integrated operations would ten
to work against the interests of the
national economy and welfare by de-
stroying or interfering with the Ius:["h’
developed distribution processes whic
have resulted in the distribution of h'l'ﬂh
quality foods at economical prices.
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It takes an eye-stopping package design to stand
out on the dealers’ crowded shelves and flag the
attention of Mrs. Consumer sufficiently to create the
buying impulse. A well designed package can do
just that—that's why more and more manufacturers
of macaroni and noodle products are relying on
Empire packages. Empire can fill your package re-
. quirements equally satisfactorily. Contact your

nearest Empire representative for facts, figures and
full details.

Plants; Garlleld, N. J. .« Soulh Band, Ind.

Officess New York « Chicago S iravdshurg, Pa,

« Philadelphia « Boston Garlield, N. J.
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Week
Plans

by Theodore R. Sills, Consultant, National Macaroni Institute

OU have received the report of our

activities in your behilf during the
past several months and I think you
will agree they have produced the type
of results that sell macaroni, spaghetti
and egg noodles.

I think now you will want to hear
about our plans for the future—par-
ticularly about our plans for National
Macaroni Week. First of all, perhaps,
you would like to know why we are
planning a Macaroni Week. :

The primary reason for Macaroni
Week, of course, is to increase your
sales of macaroni, spaghetti and egg
noodles. How will Macaroni Week
help you to boost your sales? 1 can
answer that question from our own
experience with  promotions of the
same type for the pickle packers, the
kraut packers, the canned pea industry
and others, i

We know that these national spe-
cialty weeks can be a tremendous sales
tool if properly handled and promoted.
The pickle industry boosted its sales
22 per cent during its week, Canned
Pea Weck increased pea sales 13 per
cent, The kraut packers doubled their
sales from 3 million to 6 million cases
due to the selling forces generated by
a national weck and there are numer-
ous other examples 1 could cite,

National Macaroni Week will help
every manufacturer of macaroni prod-
ucls to boost his individual sales, pro-
viding he takes full advantage of the
effects of the week upon the public,

Here are a few of the things Mac-
aroni Week will do for the macaroni
industry—1, Focus public attention on
macaroni products, 2, Provide a news
peg to develop stories, radio scripts and
television material for the nation's
newspapers, magazines and radio and
television stations, 3, Provide grocers
with a ready-made occasion o push
macaroni  products and associated
foods. 4. Incourage allied industries
and groups to push the sales of their
own products by helping to increase
macaroni product sales. 5. Provide a
tremendous selling influence at the start
of a new selling season. 6. Give the
entire macaroni industry something
new and different, Like a new suit of
clothes, it will pep up the industry and

make other people notice you. 7. Stim-
ulate your own sales organization b
giving them something new to tal
about, 8, By keeping your employes
informed of Macaroni Week activities,
you will convince them your organiza-
tion is progressive and constantly seck-
ing new and better ways of expanding
production and business, Your cem-
ployes, concerned with job stability and
their own welfare, will appreciate your
efforts to develop and expand markets.
9. Prove to the durum farmers, the
people who produce the raw materials
which make macaroni products, that
they are connected with an alive and
expanding industry.
q‘hnsu are the specific results which
ou can anticipate from a National
Tacaroni Weck. All of them combined
can be expeeted to mean greater pres-
tige for your industry, greater public
acceptance of your products and great-
cr sales of spaghetti, macaroni and egg
noodles, | ;
You all know by now that the period
of October 5 1o October 14 has ‘been
designated as National Macaroni Wecek.
Why did we pick those particular

- dates? Again, there are several reasons,

First of all, you undoubtedly will
notice that the October 5 1o 14 period
presents an unusual week because it
covers a 10-day period, It also is
unusual in that we begin the week on
a Thursday, which may seem an odd
time to begin a week.

However, bear in mind that Thurs-
day is the day of the week when the
newspapers are bulging with food ads.
That means that your week begins on
a day when the newspapers have plent
of cditorial space to advise their read-
ers of National Macaroni Week, In
addition, it means that your week be-
gins at a time when housewives are

reparing for their week end shopping,

ou all know that Friday and Saturday
are the two biggest shopping days of
the week.

By starting your week on a Thurs-
day and extending it through a 10-day
period instead of the conventional
seven-day week, you have the advant-
age of two Thursdays, two week end
shopping periods. The advantages of
the two week end shopping periods are
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obvious, )
Another reason for selecting the

October 5 to 14 date is that Columbus

Day, October 12, the second Thursday,

is included in your week. The connec--

tion between Christopher Columbus
and macaroni products is recognized
and will be utilized to its fullest ad-
vantage in bringing macaroni, spag-
hetti and cgg noodles to the attention
of the public, ;

Iy a strange coincidence, we also
find that National Wine Week will be
celebrated at the same time as National
Macaroni Week, Wine, of course, is
popularly associated with spaghetti and
the wine industry plans to remind the
public of Macaroni Week at the same
time they call Wine Week to the at-
tention of consumers, ;

And another coincidence discloses
that October is National = Cheese
Month, The cheese people like mac-
aroni products. They feel macaroni,
spaghetti and egg noodles help to sell
their products. And they are going to
help you sell your products by featur-
ing National Macaroni Week in their
efforts to promote the sale of checses.

In the face of these happy coin-
cidences and the other factors I have
described, T think the October § to 4
dates are an excellent choice for Na-
tional Macaroni Week,

I'm now going to tell you about our
lans for National Macaroni Week and
hring you up to date on some of the
commiiments we already have received
from mnewspapers, magazines, radio
personalities and advertisers, T wan!
you to bear in mind that we are .~n1!
several months away from the week
itself and that we have only scratched
the surface of the eventual results you
ma'y expect. 55 :

n the way of publicity, we will pro-
vide every newspaper, daily and week:
ly, every news syndicate, every news
wire services, with storics, history, re¢:
ipes and pictures of macaroni prod:
ucts. Every national consumer magd
zine in the nation will be supplied with
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pictures, recipes and articles on your
products.  Every radio station in the
nation will be furnished with several
seripts dealing with National Macaroni
Week and macaroni products,

Television stations will be provided
with scripts, story ideas and programs,
Interviews will rgc arranged on radio
aml television stations in all sections of
the country with prominent members
of the macaroni industry.

Outstanding radio nnﬁriclevision er-
sonalities, such as Bob Hope, Jack
lienny, Bing Crosby, Arthur Godirey,
Groucho Marx and others, will be
supplicd with material on which they
can base story situations, pags and
other materials to help draw public at-
tention to macaroni products. Radio
and television quiz shows will be sup-
plied with ample facts about macaroni
products to provide interesting -ques-
tions for participants and listeners, thus
focusing; attention on your products,

The trade press will be kept fully
informed of Macaroni Week activitics
and its importance to the food indus-
try and grocers. This phase of our
aclivities will include the various farm
media which reach the durum farmers,
because it is important that they be
fully advised of every step you take to
widen your markets,

I'll admit this sounds like an ambi-
lious program, but it’s not an impossi-
le one, As an indication of the as-
sured success of Macaroni Week, I'd
like to report to you on some of the
commilments we already have reccived
from people in the various media which
will help to carry your story to the
public. Let's take publicity first.

Gaynor Maddox of NEA, one of the

rgest newspaper syvadicates in the
world, has assured us that he will fea-
ture macaroni products in his food
column for six consecutive days, That
means stories, recipes and pictures for
each of six days, Maddox's food col-
umn appears in over 800 newspapers
f_mm ‘coast to coast, with total circula-
Won in excess of 25,000,000. That
means your products will be featured
for a total audience of 150,000,000
peeple in Maddox's column alone,

Kodachrome pictures of your prod-
uets have heen made and wiﬁ be placed
In upwards of 20 leading metropolitan
newspapers such as the Philadelphia
Enquirer, the St, Louis Post-Dispatch
and Globe-Demacrat, the Chicago Trib-
une and others, with total circulation
well into the millions,

Marion McCarroll, woman's editor
of King Features Syndicate, tells us
they will use macaroni products recipes
during Macaroni Week. King Features
services newspapers with total circula-
Yion around 5,000,000—a big audience
toreach with the story of your products.

The Farm Journal, the biggest farm
blication in the nation, will feature a

O:E:;l Quantity spaghetti recipe in its

ber issue,
Woman's Home Companion, a top

magazine with the women of the na-
tion, informs us they will co-operate
with National Macaroni Week by in-
cluding macaroni products recipes in
the October issue,

Southern Agriculturist, another top
farm publication, will run a feature
story on macaroni in the October issue.

Redbook Magazine's Dernice Burns
tells us she will use macaroni in the
October issue and adds that she does
food features for Betty Crocker's
Magazine of the Air and will mention
Macaroni Week on one of her pro-
grams,

Ladies Home Journal advises us
they plan to use Macaroni Week in
October.

Capper Publications, standbys with
rural houscwives, tells us they will do
something on Macaroni ch{ in Oc-
tober issues,

Belter Homes and Gardens, another
outstanding magazine, advises us they
lan to use recipes for your products
in the September issue.

Parents’ Magazine, Family Circle,
214 million circulation, the True Story,
Women's Group, Look Magasine, the
American Home and other leading
women's magazines have assured us
they will use material on macaroni
products in their October issues.

These are positive commitments of
space for National Macaroni Week
and remember, we have only scratched
the surface. As Macaroni Week draws
closer, this list will expand to cover
practically every publication, news-
paper and news syndicate in the coun-
try.

These are only a part of things
which have been developed and are be-
ingr developed in the way of publicity,
Through our efforts you will have the
co-operation of the publicity organiza-
tions of such outstanding” companies
and groups as Swift and Company,
meat packers; the National Live Stock
and Meat Board; the Hoyt Advertis-
ing Agency, which has some 18 food
accounts; the National Dairy Council;
and the publicity department of the
Wine Advisory Board. These people
have an axe to grind, of course, for
the clients whom they represent, but
they'll also be grinding your axe.

Now let's take a look at the adver-
tising co-operation you will have for
National Macaroni Week. Because the
sale of macaroni is pretty much on a
regional basis, it does not lend itself to
national advertising, but there will be
lenty of national advertising behind

ational Macaroni Week,

The Campbell Soup Company, for
instance, has a spaghetti ad scheduled
for the October issues of Ladies Home

Journal, McCall's, Gaod Housckeep-
ing, and Woman's Home Companion.

In addition, they will mention Macar-

oni Week on Walter O'Keefe's “Double
or Nothing Show”; Campbell's “Club

15" ; and we'll have daily mentions on
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the Edward R. Murrow replacement
show during Macaroni Week,

“Queen for a Day,” a popular day-
time network show, will feature Mac-
aroni Weck on its October 5 program
over 450 Mutual stations. The Eum-u
sclected that day later will be taken to
the Durum Show to provide additional
publicity material,

The Heinz Company has several
products which tie in with macaroni,
spaghetti and egg noodles and they tell
us they'll use Macaroni Week to help
sell them, Westgate Sun Harbor Com-

any, packers of Breast O'Chicken

una, will co-operate with Macaroni
Week, The C. V. A, Corporation,
which distributed Roma and Cresta
Blanca wines, informs us they will go
along with Macaroni Week. The Tay-
lor Wine Company is another firm
which offers support,

Here are more offers of support from
Batten, Barton, Durstine and Oshorne,
Inc., which has such food clients as
Golden State Company, Ltd., dairy
products; George A, Hormel Com-
pany, meat products; William Under-
wood Co.,, canned foods ; United Fruit
Company, and several breweries. The
Dan B, Miner Company, Los Angeles
advertising agency ; Dancer-Fitzgerald-
Sample, another top agency, and the
Fitzgerald agency of New Orleans
which represents” Tabasco sauce and
Del Monte canned tomatoes, all tell us
they will co-operate in Macaroni Week
promotions.

The A & P Company, the biggest
food retailing organization in  the
world, is going 10 use Macaroni Week
as a promotion means. The Kroger
Stores, TGA stores, American Stores
and. other chains also have informed
us they plan to take advantage of Mac-
aroni Week Lo push the sales of your
products and related food items,

Again, T want you to remember that
Macaroni Week is months away. These
specific things I've been telling you
about are only the beginning, but they
give you an idea of what is to come,

You individual macaroni manufac-
turers must carry your share of the
burden, too. In your own advertising,
fnu must feature Macaroni Week, We
iave posters  available—four  color
posters—featuring  Macaroni Week
which we want you to buy and place
in the stores you serve, The poster
shows pictures of the three main mac-
aroni  products—macaroni, spaghetti
and epg noodles, The reverse  side
can be broken down into shelf talkers
for each of those products, plus a spe-
cial panel for brand identification or
tic-in products. Order these posters
from Hob Green, We want the posters
up in every possible store and you are
the ones who'll have to do ihe job
through your own salesmen and job-
bers,

We've also got little stickers, calling
attention to National Macaroni Week,
which T want you all to buy. One of

(Contiuned on Page 56)
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DURUM MILLER'S

ANGLE

THE macaroni industry is young, It
has made great progress. This
progress is due in part to thoughtful
group meetings for the joint study of
industry problems such as the National
MncnronF Manufacturers Association
has been sponsoring through the years;
in part to the publicity program ‘which
the National Macaroni Institute is
sponsoring, even though it has been in
existence but a short time, It is due,
in part, to the program financed by the
durum millers—the Durum Wheat In-
stitute—which has been in effect for a
much longer period of time, -

But it is due even more to the quality
of product which you produce. A pub-
licity program that costs one hundred
thousand dollars, or a million, or two
million, or five million dollars, can-
not be successful unless the product
publicized is a good product. I sin-
cercly belicve that the reason macaroni

. products have gained in per capita con-

sumption in recent years is that the
roduct purchased by the averape
I:oum:wife has been improved in quali-
ty. After all, Jane Housewife is your
customer, If she prepares a macaroni
dish that her husband and children
like and they lean back after cating,
with a contented sigh, and say, “Mom,
that was gooed,” you will sell more
macaroni, But if they push it away in
disgust and gripe about the meal, you
have lost a customer that will be dif-
ficult, if not impossible, to get back.

The Ttalian  housewife has long
known how to select good macaroni
products, and the per capita consump-
tion by Ttalians is high. Tt is your re-
sponsibility, as manufacturers, to sup-
ply the same high-quality products to
the average housewife who buys just
macaroni, who does not know, and will
not bother 1o learn, how to select good
quality. By good quality I mean mac-
aroni products ma:lc from semolina or
granular, or noodle products made
from patent flour. The manufacturer
who puts out a product made from
clears is wrecking his market and your
market, and making it casy for rice or
potatoes, or some ather food, to push
micaroni off the table,

A major reason for the increased per
capita consumption of your products is
improved quality, This is deliberate
repetition, It is important. Part of this
improvement was circumstantial , , ,
clears were not available, Let us hope
the principal reason was belated reali-
zation that the products of the indus-
try as a whole must be good . . . and
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By Jules M. Waber,
Amber Milling Divisien, FU.G.T.A.

that there will be no backsliding, Im-
proved ecquipment and production
methods have played their part, and
you have had help from your sup-
pliers.

You have called vpon the durum
mills to give you a better semolina.
They have responded by investin
large sums of money in improve
equipment, in laboratory facilitics, and
in developing a high degree of tech-
nical skilrnmung their operating per-
sonnel. The mills also have invested
substantial sums in financing the opera-
tion of the Northwest Crop Improve-
ment  Association, which has done
much to climinate admixtures in du-
rum wheat, and to eliminate the grow-
ing of undesirable varicties, This is of
importance to your industry, since you
cannot make good macaroni from poor
semolina, am.'f the mills cannot grind
good semolina from inferior wheat, 1f
the wheat is good, the technical skill of
the durum mills will assure the de-
livery of top-quality semolina, and the
technical skill in your plants assures
the houscewife of top-quality macaroni
and noodles,

You have also been assisted in the
forward progress of your industry b
the United States Department of Agri-
culture in the development of more
desirable varieties of durum wheat,
The first durum wheat grown in the
United States was Kubanka, imported
from Russia. There were many strains
of Kubanka durum and these strains
were mixed, and, while Kubanka was
and is a fairly good milling durum, it
needed improvement,

A head selection made at the Uni-
versity of Minnesota Experiment Sta-
tion, which became known as Mindum
durum, was released for production in
1917. It soon became the dominant
varicty producing superior-quality sem-
olina and macaroni products,” The
importance of this single head selection
cannot be overemphasized, as it is still
one of the best varieties and one of the
parents of all new varieties of durum
wheat grown—Carleton, Stewart, and
Vernum—and of other varieties not yet
released for commercial production,

Dr. Glenn S. Smith, of the North
Dakota Experiment Station, Fargo, N,
D,, is in charge of durum breeding. He
is now working on several new varie-
ties which show considerable promise.
Two of them, No, 303 and No. 306,
have beautiful color, far superior to
any of the durums grown today, They
have certain undesirable characteristics

which he is trying to eliminate, and 1
feel safe in saying that in a few years
these durums will be available to the
durum mills and, therefore to you, even
better colored semolina,

You have all heard that this vear's
crop was planted late and you were
wondering . . . ‘as the mills and farmers
are , . . will there be a durum crop, and
how much is left from the old crop?
This is a guesstimate . . . not an estj-
mate . . . because it is too carly to do
other than guess,

Government figures on the durum
supply will be available as of July 1,
and by that time we will have a better
idea as to the prospects of the new
crop. As of now, we have available
the government supply figures of Janu.
ary 1. We know that the mill grind is
approximately the same as last year,
We know that Commedity Credit Cor-
Euraliun had approximately 5,200,000

ushels of durum on January 1, and

they probably still have this d‘urum. if
it has not been exported. It can also
Le assumed that the bulk of this durum
is not good milling quality (perhaps
1,000,000 of the 5,200,000 could [:c
used in semolina),

We guesstimate a_total supply, as
of September 1, of 17,400,000 bushels,
including the 1948 and 1949 Coinmad-
ity Credit durum on hand January 1.
A minimum carryover in farm bins,
country elevator bins, in the possession
of mills and terminal elevators, is
around 6,000,000 bushels. Taking out
of the total CCC's durum un«i‘ the
carryover, leaves roughly 7,000,000
bushels of old durum of possible mill-
ing quality.

The government new crop estimate
as of June 1 was 26,600,000 bushels,
This may not be as accurate as usual,
because part of the crop wasn't even
planted at that time. Assuming a crop
of this size is harvested, we would have
a total available supply of 33,600,000
bushels. At least 5,000,000 bushels will
be varicties not suitable for milling, or
used for other purposes. Sced require-
ments will be around 4,700,000 bushels,
which will leave 23,900 bushels avail-
able to the durum mills, and to you.
Since the mill grind the past two years
has been only 20,000,000 bushels, this
may sound like an adequate supply, but
that is nat actvally the casc.

Last ycar the production was 39
000,000 bushels plus, with a carryover
of more than 17,000,000 bushels plus,

. (Continued on Page 56)
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OMPILING this report to you on
the results of your public relations
program since January 1 was not an
casy job. Asa matter of fact, I was a
little horrified when Mr. Sills gave me

* the assignment. T looked at the heaps

of clippings, the stacks of replies from
radio stations, the maze of pages from
consumer magazines, all the evidence
of our activities in your hehalf in the
ast five months, and T despaired.
NVelding this great mass of material
into a comprehensive, coherent account
of our stewardship of your public rela-
tions program seemed 1o me to be an
impossible task,

Ir. Sills, however, is a determined
fellow. He should have written the
motto of the Scabecs, because he too
thinks the impossible is just a little
more difficult than ordinary tasks, I
went ahead with the job of preparing
the report and, when the printer de-
livered the finished job to me, I was
reminded of an old story about P, T,
Barnum, the great showman.

An old lady went to Barnum's circus
one day and was completely fascinated
by the sight of a cage which was oc-
chied by a lion, a wolf and a lamb.
After watching the three animals for
some time and finally satisfied they
apparently were able to live in perfect
harmony, despite their natural instincts,
she sought out Mr. Barnum.

“I think it's wonderful,” she said,
“that you can keep a lion, a wolf and
a lamb in the same cage.”

“Yes,” Barnum replied. Tt is won-
derful and worth the effort even
though it’s quite a bit of trouble replac-
ing the lamb every day.”

When the printer delivered the copies
of this report, 1, too, had the feeling
that it was well worth the effort, even
though it had provided some trouble in
the compilation.

Tn the introduction to our report, we
point out that the effectivencss of any
public relations program must be meas-
ured by the results produced. Results,
of course, are meaningless unless they
achieve the objectives desired.

Our objective for the macaroni in-
dustry was to produce results, which
would scll more macaroni, more spag-
hetti and more egg noodles,

I think our report shows those kind
of results—resulls that sell—sent in
pamphlet form to all institute support-
ers.

Since January 1, 1950, your public
relations program has produced 1,690,-
123 lines of publicity in more than
7,000 newspapers and consumer maga-
zines throughout the nation. Think of
that! 1,690,123 lines! 1 could put a
dollars and cents value on that amount
of linage, based on average newspa-
pers and magazine advertising rates,
but it wouldn’t represent the real value
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by Gerald T. Lynn
Public Relations Director, Sills, Inc.

of the results of your public relations
program, Remember! People buy
newspapers and magazines for their
editorial - content, Material accepted
and printed by editors in their news
columns is read by the public because
it carries the weight of the editor's
nprlr.mv-'ll.

hrough your public relations pro-
gram, macaroni, spaghetti and egg
noodles and methods of preparing
them are n(rpcaring every day in news-
papers and magazines throughout the
country, More important, your prod-
ucts are being featured for millions of
readers in those sections of the news-
papers and magazines which attract the
huge audience you are trying to reach
—the American public,

Example: Sevenleen (sce pasc 3) is
a virtual Bible Jor a vast and influ-
ential group of the American public—
our teen agers. You who have teen-
agers in your families, particularly
teen-age daughters, can attest to the
fact that the teen ager influences fami-
ly buying habits, If you can sell the
teen agers on your products, you are
selling a preity darned important mar-
ket.

I expect every mother and father
would be a little amazed if they could
survey their own family habits and dis-
cover how much they are guided by the
wishes and desires of their children,

This story, “The Macaroni Family,”
in Seventeen, undoubtedly inspired
hosts of articulate and ~persvasive
young girls to talk Mother into prepar-
ing one or more of the seven recipes
featured in the article,

That's plus business for the enlire
macaroni industry.

Of course, there's another plus in
that Seventeen story, The kids that
read the article will be the mothers of
tomorrow—the homemakers who will
be doing the shopping for their own

"families in just a few years, We're

selling them on macaroni, spaghetti and
e noodles now and making new cus-
tomers for you for tomorrow,

Again, I'm not going to put a dollar
ardstick against Ihnl Seventeen article,
ut 1 wnuhl like to remind you that

Seventeen has more than onc million
circulation, That means upward of
three million readers were exposed to
a subtle and compelling sales message
for macaroni, spaghetti and egg
noodles,

Next comes a phase of your public
relations program which produces out-
standing results for the macaroni man-
ufacturers at very little cost.

We refer to it-as the co-operadive

part of your program, Our women's
depariment in New York has hundreds
of contacts and friendly relationships
with various food producers associa-
tions such as the American Meat In-
stitute, the National Fisheries Council
and the ohve prowers, These organi-
zations, of course, are interested in sell-
ing the products of their members, but

they also are helping you to sell more’

of E')rcn.n' products,
tories and recipes which appeared
in thousands of newspapers all over the
nation are urging people,to buy your
products, We helped, of course, to pre-
pare those stories and recipes, but the
cost of disseminating this material was
borne br the co-operating groups, In-
cidentally, our co-operative efforts are
not limited to food trade associations,
For example, the Hoyt advertisin|
agency, with 18 food accounts, includ-
ing the Swiss Cheese Association, a
large wine company, Gulden's Mustard
and other important food companies,
regularly call upon us for assistance in
preparing recipes and developing story

ideas for their ads in national maga- '

zines and publicity releases and cook-
ing booklets. :

Other advertising agencies and pub- | |

lic relations firms which handle food
accounts, particularly foods which can-
not provide the basic ingredient of a
meal, depend upon us for macaroni,
spaghetti and cgg noodle recipes which
includg their products.

These co-operative cfforts are only a
minor part of your over-all program,
but they do add up to a great deal of
hard-hitting publicity which is helpful
to bring your products to the attention
of homemakers everywhere.

Good Housckeeping Magazine makes
good use of our material. I think you
all are aware of the standing of Goud
Housekeeping Magazine with _the
housewives of this country. The Gord
Housckeeping stamp of approval has
become a symbol of merit and testd
quality in the eycs of American womcil.

Manufacturers of all types of prod-
ucts cagerly strive for that Goo
Housrkccfing seal on their products
and spend thousands of dollars hoast-
ing about it when their products re-
ceive that recognition,

Our recipe for Italian ham and spag:
hetti is supported by all the weight and
prestige of the reputation built up by
Good Housekeeping over the years.

Literally, millions of American
housewives depend upon that great
publication for cooking information.

Cecily Brownstone, Associated Press
food columnist, is recognized as one 0

LUXURY DRYING — TOP FLIGHT EFFICIENCY
With Clermonts. Latest dchiovemont.

The Most Sanitary, Compact, Time and Labor Saving Dryer Yet Designed

(SHORT CUT MACARONI OR NOODLES)

Patents Nos. 2,259,963-2,466,130—Other palenis pending

New equipment and new techniques are all imporiant factors in th tant drive f;
production. Noodle and Macaroni production especially is ind o/ s ;n T e sesimcy gt Migtor
here i3 « field where waste cannot be afforded. p'CI.ERMYON?'g DRUYERS'W Srmm p;gl!:wqu Bt

ELECTRONIC INSTRUMENTS: Finger-tip flexibility. Hu-

midity, temperature and air all ssli-controlled with lal-

Esl elecironic instruments that supersede old-lashioned
ulky, elaborate, lavish contrc] methods. »

gLEANLINESB Totally enclosed except for intake and
wl-schorge openings. All steel structure—absolutely no
ood, preventing inlestation and contamination, Easy-

to-clean: screens equi -
cossibilty equipped with zippers lor ready ac

EFFICIENCY AND ECONOMY: The ONLY dryer de-
8igned to recelve indirect air on the product. The ONLY
ur that alternately sweats and drys the product, The

er having an air chamber and a fan cham-

ber to recelve top elficiency of circulation of air in the
dryer. The ONLY dryer with the conveyor screens in.
lerlocking with the slainless sieel side guides,

SELF-CONTAINED HEAT: no more "hot as an oven"
d.ryea surroundings: tolally enclosed with heal resistant

CONSISTENT MAXIMUM YIELD of unilormly superior
products because Clermont has taken the “art” out ol

drylng processing and brought it to a routine proce.
dure. No super-skill required. =

MECHANISM OF UTMOST SIMPLICITY alfords uncom-
plicated operation and low-cost maintenance displac-
ing outmoded complex mechanics,

IF YOU'RE PLANNING ON PUTTING IN A NEW DRYER OR MODERNIZ-
ING YOUR EXISTING ONE, YOU'LL REAP DIVIDENDS BY CONSULTING

CLERMONT MACHINE COMPANY, INC.

Tel: Evergreen 7-7540

266-278 Wallabout Streset, Brooklyn 6, New York, New York, USA

25 X4
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There’s No Substitute for Cleanliness! PRt or Pay — You Have No Other Choice

Buy the machines designed to afford sanitary co: diffor elim- i
ination of infestaflow cost-
ing your indusifbe sums
annually.

y LS ST

g

: Lrvaasren

5 e # ; ' .‘;, () v

It the “Clermont” Way

inated: simplilied mechanism; stainless steel rollers NOODLE DRYER: T i ini

sl i : : Two units: preliminary and [inish.

_ cleanliness and smooth dough sheet. First-lo-last efficiency. Praclical quality confrol: Seli-c:n-

HIGH SPEED NOODLE CUTTER: Streamlined trolled instruments measure humidity and temperature,

91:1, .COMPAC.'I': Takes less space. CLEAN: All m!e! of Iresh air and discharge of excess humidity, main-
% i 15 enclosed. SIMPLE: Less gearing mechan- taining the same relative humidity throughout the daily

| E?égpued rolary knife with cutling range from 14" operalion o give uniform and high quality product, Easy

. NOMICAL: Low maintenance cost: cutting rol- to keep clean: No comers where inlesiation can lurk,

and scrapers of stainless steel; rollers hardened and Read
. ; y access lo all parts. Completely of sleel siructure
d; gs throughout for long life. and enclosed, except for doors, with heat resistant board.

CONTROL!
Particulars

6 WALLABOUT STREET

Why Divide Responsibility? From Dough Shed

The machines shown above are the CLERMONT SHEET permit maximum cleanliness, reduce costs and im
FORMER WITH EGG APPARATUS, CLERMONT SUPER ° quality,

HIGH SPEED NOODLE CUTTER and the preliminary dry- ,
ing unit of the CLERMONT CONTINUOUS STEEL NOO- NOW—CLERMONT'S improved Noodle Setup, each
chine with a capacity of 1600 Ibs. per hour, in one st

DLE DRYER. Space limitations prevent showing the finish
drying unit. (See Clermont Finish Noodle Dryer unit in E%"glgu-fﬁ?: ‘])Sﬂarlﬂﬂon- Labor cut fo the bone, O

advertisement on separale page this issue.) ]
SHEET FORMING MACHINE. Now redesigned: o
clean; cams, lever arms and reciprocating con¥f

EVERYTHI
we'll glodl

CLERMONT MACHINE COMPANY, INC.

ALL Clermont machines have one thing in common:
They're made lor their jobs with each unit designed o

BROOKLYN 6, NEW YORK, N.Y., U.S.A.

x T i 25 % TN




TODAY'S MOST ADVANCED METHOD

in Qutomatic Jong Yoods Drying

plus
TOP QUALITY — LOW COST — SPACE AND TIME SAVING

To cushion the impact of the now highly compelitive market and increasingly strict sanitary regulations, it is a MUST for manufacturera to install up-to-date long goods drying equipment that
climinates old. costly methods which additi lly are dust colleciors and an invitation to infestation.

elely dried in twenty-

TIME-SAVING: !t mi
four hours!!

SPACE SAVING: 24000 lbz. of drie
permits substantial increase in your

i ek el R M SR M e el o e’ L Cezaie

uarter the flcor space. It
on of cne foot 1 your present

g it de
tier it iz bein

ck precisely on successive or clierngte chain lin
processed.

PEAK PERFORMANCE WITH LOWERED COSTS: Sell-controlled by e[c::;']o

tempercture and air, eliminating the waste ar

ith eny

—
dependent cn human elem Atmosgheric conditions no len
CONSTRUCTION d to aliord maximum possible clean y of anv
patine = - s cagn be adopted for u ¢
" hnot § IOLLY OR PARTIALLY ]
FOR YOUR PASSPPORT T BETTER LONG GOODS DRYING COMMUNICATE WITil ]
3 CLERMONT MACHINE COMPANY, INC. |
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Dott. Ingg. M., G.

Bentley's Code Used

A (odial Invitation
TO THE MACARONI MANUFACTURERS OF AMERICA

Firat

| TRADE FAIR
1 AUGUST 7-20, 1950

Braibanti Equipment on Display (1300 square feet):

Continuous Automatic Press for Long and Short Cut Goods—Model No. 6
Hourly output 900/1000 1bs.

® Automatic Spreader for Model No. 6

| ® Continuous Automatic Press for Long and Short Cut Good.s—Modal No. 4
] Hourly output 500 lbs.

) 3 ® Automatic Spreader for Model No. 4

® Continuous Automatic Press for Long and Short Cut Goods—Model “"Macri”
- Hourly output 330/380 lbs.

Continuous Automatic Press for Long and Short Cut Goods—Model "Micro”
Hourly output 220/250 1bs.

2 Continuous Automatic Short Cut Goods Dryers—Model “"Gigantic”
2 Long, Short Cut, Coil and Noodle Goods Special Dryers—Model "Clime”
Continuous Automatic Long Paste Preliminary Dryer
‘New Noodle Sheet Former
Special Noodle Cutter

"Bologna” Style Pastes Stamping Machine—Model “Veloce”
aitached to the automatic continuous press "Macri” with sheet former

Sets of Long Paste, Short Cut and Noodle Goods Dies.

e et gt e
L ]
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TJhe. Most. Miodern. Wacaroni. fquipment. in the. World,

24 THE MACARONI JOURNAL July, 1950

Braubau\h.c

Cable: Braibanti—Milano MILANO—Galleria del Corso, 2 (Italy)
Phone: 792-393 and 792-39¢

UNITED STATES
CH ICAGO INTERNATIONAL

Take Advantage of this Opportunity to See the BEST in Macaroni Machinery

July, 1950 THE MACARONI JOURNAL
Dott. Ingg. M., G.

Complete Equipment — Machinery and Dryers for

Pasta Alimentare. (Macaroni Products )

Baileries of rotating
drums for the con-
tinuows end auto-
matic drying of
short goods de-
signed for large
productions  (Fava
patent),

AR LR
rALRRLLT ela. bl

° Exclusive Sales Representatives for the United States

I. KALFUS CO., INC.

Est. 190

100 Grand Street, New York 13, N. Y.
Phone Worth 4-8262/5—Cables EALBAKE

. Under the technical supervision of

Mr. JOSEPH SANTI

Technical Consultant for Sales, delegated
specially to the US.A, by the faclory

Estimates furnished freely, without any obligation for you. Com-
plete Service for Repairs and Maintenance for Braibanti equip-
ment.

. BRAIBANTI Spare Parts, permanently in stock.

Braibanti.. _.

Cable: Braibanti—Milano MILANO—Galleria del Corso, 2 (Italy)
Benlley’s Code Used Phone: 792-393 and 792-394

—par g Y CLp———
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1950 Convention

Social Functions

Those who attended the 1950 con-
vention of the macaroni industry, [Iunc
19-20, and their ladies, were well en-
tertained,

Six allied firms entertained all the
registrants and guests, while several
others sponsored special affairs for in-
vited friends.

The registration breakfast the morn-
ing of the first day made the work of
the registration clerks much casier and
the occasion made for more early
morning pleasantries. The breakfast
served in the West Lounge of the Edge-
water Beach Hotel was sponsored by
the Empire Box Corporation of Gar-
field, N. J., with President S. ], Klein
as master host. As they entered the
breakfast room, Mr. Klein saw to it
that all puests were decorated, the la-
dies with corsages and the men with
boutonnaires, Following the breakfast,
cn!ioyrd by 150 to 200 guests, two port-
able radio receivers were presented as
door prizes to the lucky ones,

The reception and cocktail party on
the evening of the first day, It{unl: 19,
was sponsored by Buhler Brothers,
Inc,, New York City, in keeping with
a practice of some yecars' standing,
There was served an array of tasty
tid-bits with a choice of several kinds
of refreshments. O. R. Schmalzer,
vice president, and his wife, were love-
1{; hosts, Strollers provided the music
that kept all in good spirit.

At 7:30 the guests retired to the
Michigan Room, led by the musical
strollers. There thE,V enjoyed the de-
licious spaghetti buffet supper that all
had been looking forward to. There
was spaghetti with meatballs and some
Italian delicacies, and wine. The host
was the Rossotti Lithograph Corp. of
North Bergen, with President Alfred
Rossotti, Secretary Charles S. Rossotti,
and Central District Manager, George
S, Hubbard smiling a cheerful wel-
come,

The Early Birds' Breakfast the
morning of the second day fully at-
tained its purpose of getting the guests
down carly for the day’s program. The
durum millers who sponsored this af-
fair saw to it that the ladics were en-
tertained, too, and when all had eaten
their fill a half dozen varied door prizes
were distributed to the lucky ones.

As has been the custom for some
years, the Clermont Machine Co. of
Brooklyn sponsored a delightful recep-
tion and refreshments party. A line
of six beautiful women of the conven-
tion were on the receiving line, pinnin

flowers on the guests as they entered. |

Strollers rendered enchanting music as
the guests refreshed themselves. John
Amato, general manager of the spon-

Rt BTy LTy 2 25 P By TN
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soring firm, was host,

To the music of the strollers, the
guests, nearly 300 in number, marched
to the grand ballroom where a fine
roast beef dinner was served with the
National Association as host, A four-
picce band provided dinner music for
dancing,

The dinner party closed with a most
entertaining floor show of five varied
and most entertaining acts, The show
was a presentation of the Sidney J.
Page Attractions, with the Consolidat-
ed Macaroni Machine Corp, of Brook-
lyn as host, as it has been doing for
years. President Conrad Ambrette of

July, 1950

the host firm received the plaudits of
the guests.

Dancing on the famous beach walk
of the Edgewater Beach Hotel brought
the convention entertainment program
to a beautiful close.

There were several special affairs,
including radio broadeasting and tele-
vision sﬁows enjoyed by the ladics, a
special ladies’ luncheon at noon Tues-
day, flunc 20, sponsored by King Mi-
das I’
pizza feed and a number of open
house parties cach evening, all adding
much for the enjoyment of the con-
vention guests,

The Durum Millers’ Educational Program

By Clara Gebbard Snyder,

Department of Foods and Nutrition,
Wheat Flour Institute

MACARONI mantifacturers are to
be congratulated on the program
developed by the National Macaroni
Institute, Plans for National Maca-
roni Week sound excellent, The pub-
licity of the durum division of the
Wheat Flour Institute will also tie in-
to this activity.

The durum millers' program for
macaroni foods—now in its fifth year
—continues to combine publicity and
education, !

At the January meeting of the mac-
aroni manufacturers, a large flyer was
distributed telling about this work,
This summer we have another flyer
for you. It is smaller, and it empha-
sizes chiefly one of our activities that
has been growing rapidly. This is our
work with the national school lunch
program,

Because the school lunch program
has grown so rapidly, those responsible
for managing it feel the need of helps
and guidance. To get such help, many
school lunch managers and supervisors
attend special training schools and
workshops. So much in demand are
these short-courses that this year saw
an increase of 300 per cent in the num-
ber of such schools over last year.

The travelling home economists for
the Wheat Flour Institute have tak-
en part in many of these suort-courses
in 45 states, They present illustrated
lectures .on how to cook and serve
macaroni foods in the school. They
pass along information about the econ-

omy, the versatility, the ease of pre-.

paring these foods, They provide test-
ed recipes that use these durum wheat
foods with the plentiful foods supplied

to participating schoals by the federal
government,

School lunch is big business, As of
Jenuary 1, 1950, some 47,750 schools
were taking part in the federal pro-
gram. These schools were feeding al-
most 7,000,000 children each day. If
cach child eats only two ounces of a
macaroni food per week, that means
almost 32,000,000 pounds of maca-
roni in the school year, But in order
for those foods to be served often and
acceptably, recipes are needed that
have been designed with the particular
needs of the school lunch in mind, The
durum division of Wheat Flour In-
stitute has developed such recipes for
macaroni, spaghetti, and noodles, The
recipes have been made available to
school lunch supervisors who in tum

ass them along to the managers in the
individual schools.

In addition to this service, each ycar
the September and January issues of
“Durum Wheat Notes” feature large
quantity recipes. designed for school
lunch. This bulletin now goes regular-
ly to about 32,000 teachers, school
lunch managers home service direc
tors, extension leaders, 4-H leaders.
and others,

Effective as written and printed
words are, personal calls and face-to-
fﬂce CDIIVCTS«'I“DIIS are even more \'Il['l.l‘
able, Such personal calls on educators
and editors are the work of the travel:
ling staff of the Wheat Flour Insti-
tute, and durum wheat foods share
the benefit of these personal calls al
over the United States,

With the durum millers’ program of
publicity and education, and the maca-
roni manufacturers’ program of pu
licity and merchandising, that ui)-slﬂp‘
ing consumption line will not only con-

tinue to go up, but the degree of its
rise should increase,

“lour Mills for invited ladies, a.
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Spreads aqutomatically and continuously’
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Designers
and

Builders
of
the
First
. Automatic
Continuous
Spreader

the
World

v

CONTINUOUS PRESS WITH AUTOMATIC SPREADER ATTACHMENT

Built in Two Models
For Long Goods Only—Type DAFS

Combination, For Long and Short Goods—Type DAFSC

The Proven Automatic Spreader

flat and tubular—at the production rate of 950 pounds per hour.

all type of long macaroni—round solid, flat, fancy

Superior quality product in cooking—in texture—and in appearance.

This machine is a proven reality—time tested—not an experiment.

156-166. Sixth Street

Address All Communications lo 158 Sixth Strest

BROOKLYN, N. Y., U S. A 15997 Seventh Street
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Consolidated Macaroni Machine Corp.

July, 1930

!
it's

Durable

it's

Economical

it's

Best for Quality

CONTINUOUS AUTOMATIC PRESS FOR SHORT CUTS
Model DSCP

The machine shown above is our Time Tested Con-
tinuous, Automatic Press for the production of Short
Cul goods of all types and sizes.

This machine is constructed in such a manner as to
permil the preduction of long goods for hand spread-
ing.

From the time tho raw material and water are auto-
matically fed inlo the metering device and then into the
mixer and extruder cylinder, all operations are contin-
uous and aulomatic. .

156-166 Sixth Street

BROOKLYN, N. Y., U. S. A

Arranged with culling apparatus to cul all standard
lengths ol Short Cuts,
Production from 1000 to 1100 pounds per hour,

Produces a superior product of outstanding qualily:
lexture ond appearance, The mixture is uniform, pre-
ducing that translucent appearance which s desirable
in macaroni products,

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

159-171 Seventh Stree!

Address all communlcaltions fo 158 Sixth Strest

July, 1950
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Consolidated Macaroni Machine Corp.

AUTOMATIC PRELIMINARY DRYER FOR LONG GOODS
Medel PLC

The above illustration chows the intake end of our
type P.L.C. Long Goods Preliminary Dryer. After the
loaded sticks issue from the automatic spreader press
they are picked up by the vertical chains and carried
info the aeriating saction of the Preliminary Dryer.

Alter the goods pass threugh this section of the dryer,
they are then conveyed threugh the sweat or curing
chambers to equalize the moisture throughout the prod-

uct, in order fo prevent the cracking or checking of the
same,

This operation is entirely automatic,

Alter the preliminary drying, the goods issue from
the exit end at the rear of the Dryer. At this point, they
are placed on the trucks and wheeled into the finishing
dryer rooms. The placing of the sticks on o the trucks
is the only manual operation throughout the drying
Process.

By means of a variable speed drive, the speed ol
the dryer can be varied to dry all sizes and types of
long goods.

156-166 Sixth Street  BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Write for Particulars and Prices

32 Bl
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Consolidated Macaroni Machine Corp.

40 YEARS
"KidOW - - - HOW”

CONSOLIDATED'S POLICY

THIS ORGANIZATION experiments continuously to create machines for the maca-
roni industry to produce a superior product with less labor in order to merit the
generous patronage which the macaroni industry of this country has bestowed on
us through these many years.

By this pioneer work in continuous experimentation we hope to be leaders—and
not be followers—in producing the better machine of tomorrow.

CONSOLIDATED'S FIRSTS

The stationary die hycircrulic press
The stationary die hydraulic combination press
The Continuous automatic conveyor short cut and noodle dryer

The Combination automatic conveyor short cut and noodle dryer

The patented continuous aqutomatic long paste spreader

The patented continucus qutomatic combination spreader and short cut press
The continuous automatic long paste preliminary dryer

The patented quick change noodle cutter

Founded in 1909

156-166 Sixth Street  BROOKLYN, N. Y., U. S. A. 159471 s.;muh Street

July, 1950 THE MACARONI JOURNAL

Consolidated Macaroni Machine Corp.

CONTINUOUS AUTOMATIC NOODLE DRYER
Model CAND

THE DRYERS THAT ARE:

1 Operated by simple fully automatic controls,

2. . . . .
E;::z.lelaly hygienic, constructed with the new wonder plastic plywooa

3 Driven by a simple scientifically constructed positive mechanism,
4 Fool-proof and time proven by many years of drying satisfactorily,

A
365-Day
Positive

Dryer

TIME

PROVEN

Hyagienic
Efficient

ana structural steel

5. Efficient and economical because you receive uniform and positive results every day.

BE MODERN AND STAY MODERN WITH CONSOLIDATED

PIONEERED AND INVENTED THE CONTINUOUS AUTOMATIC

DRYERS

THE ORGANIZATION THAT
SHORT CUT AND NOODLE

156166 Sixth Street BROOKLYN, N. Y., U. S. A. 159171 Seventh Street

Address All Communications to 158 Sixth Streat
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MANAGEMENT,
MACHINES

AND MEN

OUR program says that this is the
Y46th annual convention of the mae-
aroni industry. Two years ago, one of
our leading ‘members celcbrated 100

cars of continuous operation in the

nited States, Some of you may have
ancestors who were producing macar-
oni products when Balboa crossed the
Isthmus of Panama. Within our time
we have scen consumption increase
nearly tenfold in this country. Surely
we can assume that the future will re-
ward those who have the ability to meet
the changing conditions which will con-
front them.

A few weeks ago a very good friend
sat with me in his office looking out
over the East River and told how he
used to dodge bowsprits of ships, ex-
tending over the street, as he went to
the lead horse which furnished the
power to his father's macaroni plant,
A Yankee Clipper ship, the  Flying
Cloud, made her record run of 89 days
around the Horn to California 10 years
after that friend's father started his
plant. While we talked, a DC-6 roared
above New York's skyline to keep a
dinner appeintment in San Francisco.

Time and space have yiclded to me-
chanical progress, yet the hmclm]wnml
law of physics that “Two bodies of
matter cannot occupy the same space
at the same moment of time” is as true
today as it was 100 years ago. The
Flying Cloud may have carried mac-
aroni to the California gold seckers.
The DC-6 stewardess may have served
a macaroni salad for lunch over Oma-
ha. But, if the prospectors ate macar-
oni, they didn't have beans and you can
be sure that the sweetheart of the air-
ways did not serve rice or polatocs.
When the hungry man fills that limited
space with heans or potatoes he cannot
also occupy it with macaroni or noodles.
The investment in production facilities
is justified only 1o the extent that no
other food occupies that hungry space
when it is time to cat.

The operation of any f~ctory or de-
partment thereof involves management,
materials, machines and men. You are
management in the macaroni industry,
The success of your centerprise de-
pends upon your ability to select and
direct the processing of materials, You
must see that the machines in your
plant are adapted to the process and
are kept in good condition. Your oper-
ating employes must  be properly
trained and directed. Your sales force
must be inspired and controlled,

These responsibilities are never end-
ing. 1f you are a good manager, you

are training younger men to take your
place, for, whether your ultimate re-
ward be leisure from work or leisure
to plan for bigger things you must
give thought to succession of manage-
ment, [

You men have the power to keep
this industry going forward or to start
it irrevocably down hill. 1 honestly
believe that under your management,
there has been more real progress in
the past ten years than in any other
similar period, but 1 see indications
that the industry is slipping into som.
of the practices which nearly wrecked
it in the 1930's. You had the skill,
courage and imagination to make the
most of the relatively smooth sailing
of the past ten years. Have you the
determination and intestinal fortitude
to win that race against time and space
when the going is rough? Drawing
upon experience gained in thirty-three
years of scrvice to this industry, 1
venture o say that you are right now
in the middle of a storm with the glass
still falling. Whether the ship goes on
the rocks or rides through to another
day of sunshine and blue skies depends
upon you alone,

Materials are available to you in
any required quantity and in a varicty
to fult?ll any specifications, There are
no shortages, except cellophane, Ability
to sclect and pay’ for what you want
is a measure of management. Your
sclection of materials will affect plant
efficiency and influence sales, If you
decide to use cheaper grades of flour,
do you expect to hold your cusumer's
interest? Will your packaging materi-
als present your product to the con-
sumer so favorably that she will use
more macaroni and favor your brand?
Will the price you get pennit you to
continue to select materials which will
buil* your Lusiness or are diminishing
margins forcing you to compromise
with quality and consumer appeal ?

Machines are used for just one thing
—to save or assist labor, Nehind every
machine nust be the controlling in-
fluence of men, and behind those men
is management. Many of you have at-
tended our Plant Operation Forums,
where we have discussed modern ma-
chines and methods, We presented the
facts, but only you can produce the
results. The industry, as a-whole, is
in excellent shape as far as mechanical
equipmment is concerned,

There is no apparent handicap to
achieving maximum efficiency in pro-
duction that cannot be overcoine by
good management, if you are maintain-
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by Glenn G, H. oskins

Industrial Consultant

ing profit margins that will enable you
to own modern machines and 1o e-
velop the type of subordinate manaye-
ment that will get the most out of your
equipment, your materials and your
men,

There are about 6,500 men and
women working in macareni plants,
Three thousand of them were hired,
assigned to a job, and left to learn the
best way they could, I think it speaks
well o!lhc average macaroni plant
worker that he performs as well as he
tloes, As a class he rates along with
the average, but can his managers
“point with pride” to the things they
have done to make him happier and
more productive?

This is understandable, The indus-
try has been made up of a large num-
ber of small units. There were 328
in 1939 and 226 in 1947, In 1947,
only 52 plants had more than 50 cm-

loyes, Over 100 plants *.out out of

usiness in cight years, \We believe

anather hundred will close & il.e next
ten years, This means that ‘he num-
ber of employes per average plant will
increase—top  management  will gel
farther away from the workers, and
subordinate management will have to
cope with labor problemns, It is up to
you top managers lo sce that those
subordinate managers are developed
into capable executives, Give them a
chance to perform. Help their develop-
ment with advice and understanding.
Create a spirit of teamwork among
your key men. Make them want to
work with you in an atmosphere of
mutual confidence. Set standards ol
performance for them and for all em
pl?us and then sce that those stand-
ards are maintained,

About 500,000 men and women have
rraduated from college this spring.

bout 50,000 of them have engincer
ing degrees. The modernized maca-
rom plant is a highly technical ma-
chine that must be well-engincered to
get the most efficient production an
lower costs, It is my firm belief that
any of the 52 plants with more than
50 employes could carefully select 3
young engincer from this year's class
at a salary of from $250 to $300 per
month and realize benefits far exceed:
ing the cost, if the man did nothing
but analyze mcthods and make sug
gestions to a manager willing to accep!
the good supgestions and not over-em-
phasize mistakes, At least another 50,
000 young men received degrees in some
phase of modern business manage
ment, An industrious, intelligent man
trained in costs, modern office methods,
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sales and advertising can be equally
valuable if the manager will allow him

to handle details that will give the-

manager more time for planning and
directing, Such men are good raw
material from which to shape future
executives,

The management of the industry is
in capable hands and I am not willing
to concede second place to any indus-
try, but I do not believe that ‘there is
ciiough attention being paid to train-
ing executives for the future, One
hasic criticism is the tendency to un-
derrate the value of subordinate or
non-owner management so that the in-
flustry doces not attract young men of
superior ability, 1f you want real exec-
utive talent, you must develop it in
your own organization and whether
the new managers will be hired men
or awners there must be a good future,
and that future can only be assured by
having margins between cost and sell-
ing prices big cnough 1a carry along
such a training program,

Management problems become in-
creasingly complex, Investment in
plant equipment, inventories, amd
working capital per unit pound is
probably more than double what it
was ten frcnrs ago, Our semi-annual
wage and hour survey as of May 1,
1950, shows an average male hourly
rate of $1.127 against $.5676 in 1942,
In the same period, female wages in-
creased from $.3968 to $.8570. All
wages rose from $.5423 to $1.074—an
increase of 98%. Vacations, paid holi-
days, insurance, social security and
other “fringe” payments add from 10
to 25% to these wages,

Modern machinery in the press room
and continuous dryers have enabled
management to keep the labor cost
per pound at about the same level as
in 1942 in the pressing and drying de-
Partments, bul the cost of packing has
gone up in almost direct ratio to in-
creased wages for girls. Unfortunate-
Iy, plant investment and depreciation
costs have just about offset the labor
sivings resulting  from new equip-
ment, particularly in those plants where
the new. equipment is not utilized 10
full capacity,

The industry can produce 1,500,-
000,000 pounds per year with its pres-
et equipment, Qur index indicated
" domeslic consumption in 1949 of
933,000,000 pounds, plus about 23,-
000,000 pounds exported. The index
1o date in 1950 is 134.4% compared to
140.6% in 1949 and 199.1% in 1948,
\'-‘h:‘n_wu exported nearly 30% of our
@pacity in the first six months, That
xtra 500,000,000 pounds in productive
apacity is just another. problem for
Management, We cannot depend on
txports, so I believe our normal con-
Sumption can be considered about 40%
igher than the average of the five pre-
ma;;!ears._upnn which our index is
it This means that we can pro-
uce 50% more macaroni and noodles

than the country will consume,
. Overhead today is relatively higher,
in relation to direct labor cost, than
it was ten years ago, and overhead
costs go up in almost direct propor-
tion to loss in production,

The foregoing comments have dealt
primarily with the production of mac-
aroni and  noodles,  Technological

Glenn G. Hoskins

progress in this field has been more

. accelerated in the past ten years than

in any similar period. There is an
adequate supply of materials of top
quality from which to choose. The
plants are cquipped with enough mod-
ern machines (0 produce more than
current consumption, Labor costs are
high, but the supply is ample and
good managers are getling more work
done per manhour than at any time in
our hislury. Production-wis¢, the in-
dustry is infinitely better equipped to
compete than at any time in the 100
years of existence in this country,

We have just completed our annual
estimate for Food Topics, which esti-
mates 199 retail sales of macaroni
and noodles at $168,877,000. The
probable value of all grocery store
sales is $22,000,000,000, of which mac-
aroni products are .766%. Chain Store
Age says 4%, bul we think their esti-
male is low,

We realize that these figures are
only estimates, but all estimates place
macaroni products under 1% of total
grocery sales. We fipured macaroni
and spaghetti at 18¢ and noodles at
2B.3c per pound, An increase of le
per pound in the manufacturer’s price
would not mean more than 1,5¢ 1o the
consumer and with volume constant
would not take more than 6c extra
out of 100 food dollars. [ feel sure
you will accept the assumption that the
consumer will not stop buying maca-
roni if prices are increased substan-
tially,

Each le per pound would give over

,000,000 more margin for promotion
and profits. The amount left over after
payments for management, materials,
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machines, and men will determine the
degree of progress which can be ex-
pected in this industry,

Improvement in plant and equip-

ment must come from profits. We can-
not expect to continue to progress un-
less we are financially prepared to
spend profits to meet mmfr.-ru techno-
logical progress. The production units
which survive in the industry will have
to be prepared to invest ‘money to
keep up with new improvements. Ma-
terial and labor costs will probably in-
crease.  Therefore, the plant which
cannot finance equipment to use quali-
ty malerials in the most economical
orm_and/or which cannot use new
machines to reduce man-hours  will
hight a losing battle against food pro-
slnciiml costs, not only in the macaroni
industry but in competition with all
other foods,

Many of you remember, and should
take a Tesson from, what happened in
the early thirties. Plant capacity was
increased during World War and,
in the ?'cnrs immediately  following,
much of the profits of “the roaring
twenties went into plants and equip-
ment, In a few cases, far-seeing man-
agement plowed back the profits into
the field of consumer education,

P'roduction dropped from 553,200,-
000 pounds in 1929 (0 442,127,000
pounds in 1933, Per capita consump-
tion was 4.5 pounds in 1929 and only
3.5 pounds in 1933, Yo 1931, 1932
and 1933 were the years when a cheap
food like macaroni should have enjoyed
its greatest demand,

Al first, quality w.s maintained fair-
Iy well. Then prices pot down so that
it was a case of cither chiscling on
quality or selling below out-of-pocket
cost,  First, we blended flour with
semoling, then just a little semolina
was sprinkled in the four. Many
noodles' closest exposure to egps was
the picture on the box, We discovered
that a durum second clear would stick
together if we didn't use too high o
percentage of regrinds, Prices dropped
to where bulk was selling for 3¢ per
pound and thousands of cases of pack-
age goods went 1o the jobber at de
per pound, including freight.  Buy-
ers had a field day and played us all
for suckers.

Then came the NRA. Tt brought
some semblance of industry regulation.
1 honestly believe that it reversed a
down-swing which would have per-
manently classed us as an unimportant
part of the food industry. It is true
that after NRA was outlawed, a few
firms continued to produce poor qual-
ity and the price battle waged fiereely,
but a few leaders had the courage to
maintain a margin and spend it 1o
build a brand franchise and consump-
tion has steadily increased.

Men, this industry has been pretty
good to you and me. During our time

(Continued on Puye 55)
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Via Outstanding Recipes

by Miss Mayburn Koss, Women's Department, Sills Organization

HE main consideration in _the

women's department of the Sills’
organization is to develop and place
before the public outstanding macaroni
recipes—the kind of recipes which will
be complclcl{ successful the first time
they are tried,

One thing is certain, If a homemak-
er is dissatisfied with a recipe in any
way, she is not likely to try it again.
On the other hand, if the recipe is easy
to prepare, she will enjoy using it and
will want to usc it again. If the recipe
is tasty and an immediate success with
the family, they will demand that she
use it again.

Every time we develop a recipe in
our department, we have three objec-
tives in mind. First, we hope that the
recipe will strongly apfcal to food
editors and that it will be given a
prominent spot on their food pages or
programs. Sccondly, we hope that ev-
ery woman who sces or hears the
recipe will try it. Thirdly, we hope
that every woman who trics the recipe
will like it and will repeat it often.

Going back to our first objective: if
a recipe is to appeal strongly to an
editor, it must show that it was pre-

* pared with the homemaker in mind as

well as the product which is being pub-
licized. It must also show that it was

repared with the special demands and
Emmlions of newspaper space and
radio time in mind,

Let's consider what an editor is up
against. In the first place, she is
rushed. She is on the telephone con-
stantly answering questions about why
the popovers won't pop, why the raised
biscuits won't rise or something clse.
Between calls, she is trying o get copy
together for tomorrow’s food column
or radio program.

In the morning, the mail comes in
tollpl:(l off with a stack of publicity
releases from manufacturers and agen-
cies throughout the country. Ehe looks
them over quickly ' :cause she knows
that tomorrow there will be another
stack of releases, She knows, too, that
her allotment of space is far too small
for her to use more than a small frac-
Liml of the good offerings that come to

er. {

Quickly, she weeds out those that
sound weirdly impractical and those
that are just plain dull and uninter-
esting. The others she scts aside—
some enthusiastically for immediate
use—a few she may set aside for fu-
ture use—the others must go into her
wastebasket along with the first and
worst discards,

In order to be among the chosen few
recipe releases for immediate use, our
macaroni recipes must offer something
of value to the homemaker—perhaps a
slightly different twist or a better way
of making a dish she already knows.

Novelty is not the answer. The re-
cipe must be soundly practical from
the homemakers point of view. It must
not be too expensive, too elaborate or
too exotically different. It must not
require special supplies, special equip-
ment or special skills which the run-of-
the-mill homemaker does not have.

Getting an idea which lives up to all
those musts is not merely A matter of
thumbing through a cookbook. Con-
stant testing, retesting and research is
needed to come up with rezipe ideas
which will have wide acceptance,

Once we have a recipe idea worth
talking about, we go ahead with plans
for dramatizing it. We dramatize our
recipes by means of photographs, in-
viting titles and brief descriptive copy.

We make our photographs sugpest
action even though they are still life
pictures. We keep the backgrounds
simple so that all the attention will be
centered on the macaroni dish, We
work with sharp contrasts in tones of
blacks, grays and whites—not only for
the sake of good dramatic effects, but

for the sake of good reproduction also.

Each photograph is released with a
short descriptive caption which is at-
tached to the photograph. The lead
paragraph for the recipe is also brief
and to the point, We avoid meaning-
le.. phrases and lengthy copy which
tend to lead readers away from, rather
than to, the recipe,

After the photograph is taken and
the copy is written, our next considera-
tion is the title of the recipe. Generally

cpeaking, the title should give some
clue as to what can be expected in the
dish. In naming the recipe which ap-
pears on page 8 in the booklet you have
in your hands, we could have given the
recipe a name such as “Baked Cas-
serole,”” This, however, would have
been a mere label—an uninteresting
name which gives little clue as to what
to expect. The name it was given “To-
mato-topped Macaroni,” tells some-
thing definite and interesting about the
recipe, ;

In writing the recipe itself, we t
to visualize the user of the recipe. We
assume that she is inexperienced and

proceed to write the rccilpc in the clear-
est possible way to avoid all chance for
error, ‘We list the ingredients, with
their measurements, in the order they
are to be used or handled. Then, we
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give the directions in the best possible
order to avoid complicated procedures
and unnecessary dish washing.

We do not want our readers to en-
counter the difficulties of the youny
southern bride who was trying one of
her mammy's tried and true recipes for
molasses cookies, She was getting
along fine until she came to the part of
the recipe which called for "“two clucks
of molasses.”

The next time she returned to her
home in the South she asked her mam-
my what she meant by “two clucks of
molasses,”

“Why honey chile,” she said, “that's
simple.” You just take the jug of
molasses, lift it over your shoulder and
pour. When it clucks twice, that's
enough."”

In addition to being technically cor-
rect, we know our recipes are tasty,
Before any recipe is released from our
kitchen, it has gone through the critical
test of our taste panel, The recipe is
judged as to appearance, flavor, texture
and general acceptance, Our taste pancl
is made up of the entire New York
staff, visiting food editors and other
guests who happen to be in the office,
By obtaining the opinions of persons
not lcchnicahy trained, we feel we are
better able to develop the kind of rec-
ipes which have the greatest popu-
larity,

Diiring the past year we have de-
veloped and released hundreds of mac-
aroni recipes. To show the importance
of cach and every one of the recipes,
let's consider just one of them, The
recipe for Spaghetti with Bordelaise
{,wce, which appears on page 13 in
{our booklets, was placed with Gaynor

faddox of the NEA Syndicate, It ap-

peared in 800 newspapers with a rea’
ership of over 25 million people. I
only one million, of 1/25th, of those
people used the recipe, that woull
mean the sale of 500,000 pounds of
spaghetti, Because the recipe is an
excellent one, it will be repeated and
it will be passed on to friends and
relatives. The result, of course, will
be additional sales of spaghetti.

Right now, our home cconomist is
developing more rccilpcs for immediate
vs and for National Macaroni Week,
These recipes will be placed with news-
paper, magazine, syndicate, radio an
television food editors throughout the
country. With this continuing effort, I
am certain that we can look forward 10
the time when macaroni products will
be on every table in the nation at least
once a week.
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Ted Williams command a salary larger than that of
the President of the United States. But it's amus-
ing to recall the greatest batting champion of them
all hardly was paid his weight in gold.

Back in the scason of 1894, Hugh Dufly, a sensa-
tional outficlder with the Boston Red Sox per-
formed the most incredible batting feat in all base-
ball history. He won the batting championship
with an average of 438, No bascball player in ma-
jor league history has ever come close to this as-
tounding batting mark. So, puffed up with his
achievement, Hugh Duffy went to the club owner
and demanded a raise in salary, as befitting a great
slugger. But the wily club owner persuaded him to
accept the captaincy of the Boston team in licu of
a raise in salary. Now, as the captain of the team,
at the end of cach game, Hugh Duffy had to col-
lect the equipment used in the game. If there was
a bat or ball missing, Hugh Duffy was stuck for it.
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He had to pay for the loss out of his own meagre
salary, Well, it didn't take Hugh Dulfy long to
smarten up, So, he returned to the club owner and
demanded a substantial raise in salary. He got it.
The raise in salary he received for creating his 438
batting mark which to this day stands unequalled
—was cxactly twelve dollars and fifty cents a
month!

How times have changed! There'’s no question of
“champ or chump?” nowadays . . . top perform-
ance pays off today in macaroni foods manufactur-
ing as well as bascball. That's why wise manufac-
turers rely on Commander-Larabee Durum prod-
ucts, They know from experience that they can
count on uniform results . . . results that will pay
ofl for them in quality products, more sales, more
profitl It will pay off for you too . . . check with
your Commander-Larabee representative about the
Commandcr-Larabee Durum product that best
suits your nceds.
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Sales Ideas From
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The Distributor’s Viewpoint

W!TH at least 80 per cent of all
truck distributors handling, sell-
ing, and merchandising macaroni, it is
very obvious that this item is of top
importance to the members of the Na-
tional Food Distributors' Association.
Today my remarks will consist of di-
rect quotations of the current think-
ing of four representative National
Food Distributors’ Association mem-
bers on the subject of sales ideas for
macaroni.

According to member number one:
1. Sales are good slightly above nor-
mal. 2. Manufacturers have had
trouble getting cellophane. 3. Sales in
cello are way ahead of the more old
fashioned packages. 4. New angles on
displaying,

I believe that it would improve sales
if spaghetti could be displayed with
a few cans of spaghetti sauce and grat-
ed cheese in sauce display ; also maca-
roni display would show fine old sharp
cheese. There are a lot of housewives
who buy Chateau, Pabstette, Velveeta,
and cheese foods to cook with maca-
roni, and you know they should use
the best aged cheddar cheese obtain-
able,

5. Specialized sales can only be
made by the truck distributor. His
stock is fresh, does not lay around a
wholesale grocery warehouse, Our dis-
tributors serve trade often,

6, Price is reasonable in comparison
with any kind of meat,

7. On account of the bulkiness of
this product, a distributor should have

a pood fair margin of profit. When -

I lived in Omaha, Nebraska, in 1912,
there was a company, (Skinner Mfg.
Co.) that used a slogan “Don't Eat
Meat That’s Tough and Bony, Eat
Skinner's Macaroni.” 1 have never
forgotten that slogan.

Member number two offers these
telegraphic Thoughts

1. Not enough publicity by the
manufacturer as to many ways to use
their products, 2, Most have too
dead looking packages. 3. Very little
if any incentive for wagon jobbers for
the extra services he renders,

Member number three offers this:

1. We find these items selling a lit-
tle ahead of last year. 2. We have not
been short of cellophane on any of
our products as yet, but salesmen call-
ing on us say this item is being
inched. 3. Some manufacturers us-
ing cellophane are talking about a prob-
able switch to some other means of
packaging in casc of cellophane short-
age. 4. Macaroni products is a good,

by Emmett Martin

Secrolary, National Food
Distributoia Association

wholesome food and there scems to be
an increascd consumer demand for this
item. 5, This food is economical as
well as wholesome, thus it merits all
thu advertising it can get. 6. Spaghet-
ti can be served to advantage at least
once a day. There are so many ways
to serve it. It can be used in place of
potaioes and also in place of bread. 7.
Macaroni products, being reasonably
priced, give the jobbers and dealers a
reasonable profit. Cans and packages
of spaghetti and macaroni can be dis-
played on the counters alongside
canned tomatoes. The live grocer can
print sipns reading, “Serve thesc
wholesome foods with leftovers.”
“Good with cold and hot dishes alike—
cconomical,” :

Member number four offers this
from a rich merchandising and dis-
tributor experience,

1, Where the displays are ample
and in mass, the movement of these
roducts has definitely shown a marked
increase. Perhaps it is due to the in-
flationary levels of meats and other
high priced items, but whatever the
reason, the volume is up, 2, The pinch
in cellophane is going to prove a seri-
ous handicap, should it persist or be-
come aggravated for some reason,
Buyers still like to fondle the trans-
parent ccllophane packages. Throw it
into the shopping bag, and be on their
way. The polyethylen, in spite of the
fact it has gained more in transparency,
is not proving of as much caliber as
was originally assumed, cven though

"Do you still think ‘cha.ge it' is
such a mogic word?

the keeping qualities are greatly en-
hanced. As it stands today, there is
nothing on the horizon that will dis-
place cellophane,

3. From a simple merchandising
standpoint, it has been found that spe-
cial displays of one particular item
away from the general shelves and the
general line, will greatly accelerate the
movement, That, of course, requires
special attention and special handling
but is invariably worthy of the effort,

4, The tendency of some manufac-
turers to answer falling volume by
price concessions is, in my opinion, ul-
terly f=llacious, both to the manufac-
turer and to the distributor or re-
tailer, It is a well known fact that the
syndicates are working hard on the
candy industry to get them to put a
floor on prires because the weighing
out of ounces at a dime or fifteen cents
is not to be compared with the old
wage scale when such an operation was
profitable, The syndicates are resort-
ing more and more to merchandisin
the types of cundy that carry a high

dollar volume. 1t is of necessity true

of every other type of outlet, with
another threat of an inflationary spiral
that is liable to lift prices between
three per cent and five per cent. The
answer definitely lies along intensive
merchandising efforts, rather than a
reduction of prices. While percentages
cannot be deposited to a bank account,
they nevertheless reflect the marginal
danger below which no business can
successfully operate,

5. The most recent Dun and Brad-
street survey indicates a general rise
in the third quarter of 1950 over the
same period of 1949, While some peo-
ple are inclined to doubt the reality of
the boom, it is nevertheless here, and
since the basic industries are finding
it difficult to meet the demand, it is
not unrealistic to look forward o an
excellent food business for the for-
seeable future, On the other hand,
one must not overlook the productivity
of the food industry and the ensuing
competitive situation, Tt, therefore,
simmers itself down to the good ol
fashioned problem of hard work, per-
severance and consistency of action
and the results will come of them-
sclves,

In concluding, I would like to point
out that, since impulse sales are o
such demonstrated importance today,
no favorable element of packaging or
point of sale display possible shoul
be left out in the presentation of de-
licious, nutritious and economical mac-
aroni to the American public,
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packages

Look how a family of packages, all sporting the same
application of design and color, can dominate, the
display of any macaroni products department.

Macaroni manufacturers have learned that strong
family resemblance strengthens the attention value and
sales appeal of each individual product. And,

while noodles and macaroni require different types

of packages, Milprint knows how to build in

family resemblance so that your products

get the call at point of sale.

No other source offers so wide a range of packaging
materials and printing_processes. Calf your local
Milprint man for profitable packaging suggestions,
or write for samples today.

Everythiag st One Step—That’s Milprint “Follow Through"
Service. Here's where your point of sale pieces,

car cards, booklets and all printed promotional material
are created and printed at one stop, Saves time

and money for you.

[ J
I NC

PACKAGING MATERIALS

AP W o1 & FENYING

GENIRAL OFFICES, MILWAUKEE, WISCONSIN
SALES OFFICES IN PRINCIPAL CITIES
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COMMITTEE ON RESOLUTIONS
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UCH has been written and much

has been said about the need for

a pood package and what makes the
package good. But all too often the
manufacturer who appreciates  the
need for the right type of nackage still
does not sufficiently evaluate and utilize
the full benefits from the sales pack-
age. Actually, if you wish your pack-
age to sell your product, you and the
members of your organization must
learn to sell the package itself, The
good sales package represents a part
of your production and selling ex-
pense, It must therefore not be pre-
sented to the salesmen, the distribu-
tors, and the buyers in a casual, off-
hand or, even worse, in an unintelli-
gent manner, All these important per-
sonal cogs in that final retail sale
must be made vitally aware that the
package itsclf is an integral part of
every sale they make. While it is
true that each of these cogs, like your-
sclves, knows that these days even the
best product, to sell, must have the
best packaging, yet it is nevertheless
true that too often these individuals
are not in a position to properly ap-
raise the successful sales package.

roughout my talk this afternoon I
would like to offer some concrete
means and principles by which you
can utilize the fullest benefit from your
package investment,

First of all, to sell your package you
must truly learn to buy your package.
As I see it, the safe way to choose
your package is to act in the following

way,

1y. Select the most competent, ex-
perienced designer and manufacturer.
(Nowadays, the designer and manu-
facturer may be separate or one, But
for the convenient purpose of my re-
marks I refer to either or both as
“suppliers").

2, Give that supplier 2 clear pic-
ture of your own basic production and
sales policies,

3. Give him the latitude to fit a
package to your needs.

Let’s chat about these basic actions
one by one,

First, the sclection of the supplier.
This is all-important to you. I can
safely say without showing any com-
petitive spirit whatsoever, that the
quality and abilities of the various
packaging people who can serve you
greatly vary.  Actually, the gamut
runs from that irresponsible type of
producer who slaps your packages in-
to his production schedule, come willy
come nilly, to that advanced, madern
type of organization that has evolved
its service to embrace engineering and
creative knowledge with brilliant re-

On Proper Packaging

By George S. Hubbard, Central District Manager

W E, your committee on Conven-
tion Resolutions, having ob-
served the many lhin{;s prepared and
presented to the end that the 1950
conference of the macaroni-noodle in-
dustry is an outstanding success as a

business undertaking and its social
functions for the enlightenment and
pleasure of all who constitute this
memorable gathering, beg leave to sub-
mit the following resolutions for your
serious consideration

Rossotti Lithograph Corp,

production that results in the dynamic
package, In your field of producing
the best macaroni products, you go to
the best farmers for your purpose, you
£o o the best millers for your purpose
and, for that three-point landing in
sales, you must also go to the best
producer of packages for your pur-
pose, This selection of the best pro-
ducer of packages is so vital that I
urge you to analyze them and make
your selection with the utmost care.
Here are some simple clues to guide
you in making your selection ]

1. Does the supplier have casc his-
tories to prove previous packape per-
formance? 2. Is his productive and
creative sense both practical and vision-
ary? 3, Does the supplier have the
basic sense of fitting a package to your
particular needs?

These three points will give you a
quite accurate measurement. If the
supplier has previously performed
with good results in your ficld or an-
other field, it's an indication that his
approach to designing and producing
packages is sound and likely of results,
He must be visionary cnough to cap-
fure the housewife's imagination, but
practical enough to keep your costs
within the warranted quota. Finally,
if he convc{s to you the feeling that
he knows what your general marketing
problems are, it's a rreuy good cinch
that he has the knowledge to hand you
the package tailored to your own mer-
chandising needs.

You will recall that the second basic
factor in choosing .and buying your
package was that of giving the supplier
chosen by you a clear picture of your
own fundamental production and sales
policies. This factor is self evident
and needs litile explanation or ampli-
fication on my part. Certainly it is

just good common business, or horse

sense, for you to determine your own
fundamental polices. Tt is not the sup-
plier's province to dictate these mat-
ters to you, unless he should dizrover
some glaring lack or error, Naturally
the good packaging company is, Ly its
very nature, going to be at hand to
work out any particular sales problems
with you, but your basic production
and sales problems should remain your
own determination, This would be
even mere true of those of you who

“draw upon the services of Mr, Hoskins °

and the various advertising agencies.
Keep in mind. however, that before

the supplier begins serving you, it is
most necessary  that you completely
familiarize him with these fundamental
problems and programs, Let him know,
not only your present policies, but
how you intend to expand or modify
them in the future—and don't be
afraid to give him confidential data,
For instance—if you plan to explore
a new market with a new item, let the
manufacturer have all the facts. With-
out them the package he gives you may
not have the punch needed for such a
situation, If vou've chosen the right
supplier, he will unquestionably keep
our secret until i'ou yourself release
it with your retail display,

The third factor in choosing the
right package is a mighty important
one, It is the factor of pgiving the
supplier the necessary latitude to fit
a package tr your needs, I have been
amazed in 1, own sales work through-
out the food industry generally to dis-,
cover, not once but many times, that
the personal whims and tastes of the
packaging buyer have, more than any-
thing else, been the cause of making
what should be a powerful sales pack-
age a limited or ineffective one, Some-
times these personal whims and tastes
are so insistently imposed as to make
the package a total failure,

A shocking example occurred some
months ago. A national grocery con-
cern had handed to me and my or-
ganization their entire business, rep-

(Conlinued on Page 53)

Report of Nominating Commitiee

To the Officers and Members, NMMA

Having in mind the general welfare of the Association and noting the require-
ments of our by-laws as amended to enlarge the Board of Directors, we respect-
fully submit the names of candidates whom we feel are willing and qualified to
serve the arganization nationally and in their respective Regions.

Region % 1
Joskpni PELLEGRINO
Region No, 2
SAMUEL ARENA
EMaNUELE RoNzoNt, Jr,

C. W. Worre
Region No. 3

Aurrep E, Rosst
Region No. ¢

CarL D'Anico

A InviNG GRrAsS
Region No, §

Peter J, Viviano

Tuomas A, Cuneo
Region No. 6

J. Hawrry Diamonn
Region No. 7

Evwaro D, DeRocco
Region No. 8

Guio P, MeRLINO
Region No, 9

Wavter F, ViLLaume
Region No, 10

Vixcent DeDosmenico
Reion No, 11

Joun Lanert
.‘Ii-l.arge

Prter LaRosa

C. F, MueLLER

ALnkrr Ravarino

Mavrice L. Rvan

Liovp E, Skinner

Jerey Tuyacur

Lovis S, Vacnino

ALberT S, Werss

Roert S, WitLiams
Joux p, ZEREGA, Jk.

Prince Macaroni Mfg, Co.

V. Arena & Sons
Ronzoni Macaroni Co.

Megs Macaroni Co.
Procino & Rossi, Inc,

D'Amico Macaroni Co.
1. J. Grass Noodle Co,

Delmonico Foods, Inc,
Ronco Foads, Inc.

Gooch I"oo(i Products Co,
San Diego Macaroni Mfg, Co.
Mission Macaroni Co.
Minnesota Macaroni Co,
Golden Grain Macaroni Co.
Fort Worth Macaroni Co.

V. La Rosa & Sons

C. F. Mucller Co.

Ravarino & Freschi, Inc.
Quality Macaroni Co.
Skinner Mfy. Co.,

National Food Products Co.,
American Beauty Macaroni Co,
Weiss Noodle Co.

Robert Williams Foods

A, Zerega's Sons, Inc,

Lowell, Mass.

Norristown, Pa.
Long Island City,

l-larrish.urg. a,
Auburn, N. Y.

Steger, 111
Chicago, 111,

Louisville, Ky,
Memphis, Tenn,

Lincoln, Nebr.
San Diego, Calif,
Seattle, Wash,

St, Paul, Minn.
San Francisco, Cal,
Ft. Worth, Tex,

Brooklyn, N. Y,

Jersey City, N. J.

St. Louis, Mo,
St. Paul, Minn.
Omaha, Nebr,
New Orleans, La,
St. Louis, Mo.
Cleveland, Ohio

Los Angeles, Cal.

Brooklyn, N, Y,

Respectfully submitted,

une 20, 1950, to June 30, 1951, term,

Joseph Giordano, (Chairman)
{;Jhn Laneri
. C. Hathaway
Henry D. Rossi, Sr.
William Freschi
Robert S, Williams
Samuel Arena

um(JAcliun) Recommendation approved and candidates unanimously elected for

1. RESOLVED, that we express
our thanks to the galaxy of fine speak-
ers who spoke so interestingly on the
subjects assigned them, including The-
odore R, Sills, public relations coun-
sel; Mrs, Clara Gebhard Snyder, di-
rector, Durum Millers Educational
Program; J. M. Waber, Amber Mill-
ing Co.; Jay C. O'Dell, Mid-Continent
Food Products; J, Carl Dawson, sani-
tation consultant; Glenn G. Hoskins,
industrial consultant; Gordon W.
Hostetter, National Labor-Management
Foundation; B, Franklin Bills, B.
Franklin Bills & Associates; Emmett
J. Martin, National Food Distributors
Association; Claude H, Woebster,
Kroger Co.; Martin J. Harding, Hard-
ing Restaurants; A, G. Bishop, Ruth-
rauff & Ragan, Inc.; George S. Hub-
bard, Rossotti Lithograph Corp.; Roy
E. Hanson, Milprint, Inc.

2. RESOLVED, that we commend
the able and appreciated service of the
officers and directors of the N.M.M.A.,
throughout the year, their management
of the several beneficial regional meet-
ings and their conduct of the affairs
of this most inspiring and benrhicial
annual and winter conference, under
the able leadership of President C, 1.,
Norris and his faithful supporters.

3. RESOLVED, that we compli-
ment the paid executives—Robert M.
Green, secretary-treasurer and director
of public relations; Benjamin R, Ja-
cobs, director of l‘(.‘St‘(ll‘CI]l and Wash-
ington representative, and M, J, Don-
na, secretary emeritus and Journal
editor, for jobs well done,

4, RESOLVED, that the social
functions sponsored by the allieds,
planned and supervised {ly M. J. Don-
na, secretary emeritus, were  most
pleasing  satisfying and truly appre-
ciated, namely

I. The Rcgistration Dreakfast—
Empire Dox Corp. :
2, The Cocktail Party—RBuhler

Brothers, Inc,

3. The Spaghetti Buffet Supper—
Rossotti Lithograph Corp.

4. The Early Birds' Dreakfast—
The Durum Millers,

5. The Cocktail Party—Clermont
Machine Co,

6. The Floor Show—Consolidated
Macaroni Machine Corp,

5. R_ESOLVED, that we extend to
our retiring president, C, L. ()
Norris, the sincere thanks of the As-
sociation and his many other warm
friends in the industry for his devotion
and fine leadership daring the past two
years, an exceptional example of how
the affairs of our organization should
be handled to win for one's self the

(Continucd on Page 55)

25X




GAPITALIZING

On Cleanliness

THE MACARONI JOURNAL

by J. Carl Dawson, Preventive Sanitation Consultant

I am going to introduce my subject
by asking you a series of questions,
then answering them, as I see them,
with the hope that these questions and
answers will stimulate your thinking
on the subject, and will result in a
lively discussion which will be of bene-
fit to all of us, I have often wondered
if very maay people in the food proc-
essing industry have asked themselves:

“Is the food industry as a whole
ignoring its most potent tool for
increasing the total per capita con-

sumption of processed foods b

failin;: to Capilalize on Cleanh-

ness?!
Did you ever ask yourself:

“What is the average consumer's
impression of Sanitation in the Food
Processing Industry ?”

“Does there exist a_doubt or ques-
tion in his or her mind which may
make him or her hesitate to pick up
your product in the store?”

“Is there a tendency on the part of
the consumer to leave certain products
alone, or to make them in the home, in-
stead of buying them finished ready to
eat, or partially processed, thus re-
quiring a minimum of effort by the
home maker?"

My friends and acquaintances are
always curious as to how I make a liv-
ing. When I take time to explain my
job as a preventive food plant sanita-
tion consultant, I frequently find it
necessary to rise ta the defense of the
food industry. This sort of thing was
particularly illustrated not long ago
while | was gelting a hair-cut in a
crowded barbershop in my home com-
munity., The barber remarked that he
had been cutting hair for some time
and had often wondered what 1 did
for a living, T briefly explained my
work to him, after which several peo-
ple in the shop volunteered their ex-
periences in working with the food
industry.

Onc fellow had unloaded flour for
one of the largest bakery organizations

of the country, and told of taking the,

flour off the car floor, bagging it and
taking it to the bakery, and wondering
what they did with it. Another fel-
low had worked for a jelly and pre-
serving company and told of some un-
palatable things which were caught in
a certain sereen which was a part of
their equipment. Another fellow in his
carlier days, worked in a candy factory,
and made some disparaging remarks,
They all seemed to feel that my kind
of service was badly needed by food
processors, All of these folks were

talking of twenty years ago or more,
and the only person present who had
something good to say for the food
industry was myself,

It is a pecuhar thing about human
nature that we remember the bad and
take the good as a matter of course.
The instances cited by those fellows
in the barber shop were isolated in-
stances and tended to create an im-

ression much worse than actual facts.

n the last twenty years the food in-

dustry has made tremendous strides
in sanitation, and things which were
told about what went on twenty years
ago are not generally true today; yet
those old impressions are still in the
minds of those people, are retold to
others, and affect the buying habits of
the public today.

“What are you, as members of
the vast food industry of this
country doing about this situa-
tion ?”

So far as I can see—very little, It
is true that sanitation conditions in
the entire industry have been greatly
improved, and that there exist many
plants today in which very little real
criticism can be made concerning their
sanitation,

“Sanitation” seems to be a naughty
word which must not be mentioned, An
excellent public relations practice is
that of having plant tours, and yet in
connection with plant tours, 1 have nev-
er seen a leaflet or folder on the plant’s
sanitation given to the public, There
are a few food processors who have
advertised in food trade magazines
concerning their plant sanitation, but
this is directed to their customer, who
is also a food processor, So far as the
ultimate consumer is concerned, the
subject is apparently unmentionable.
Your own employes are an imporiant
advertising medium for the sanitation
condition of your plant, Are all of
your employes thoroughly informed
concerning your plant sanitation? Do
all new employes get an outline of
what is expected of them in the field
of sanitary work habits? If your em-
ployes are sanitation conscious, they
are going to tell their friends about it,
and your firm and the food industry as
a whole is going to get some new cus-
tomers who are loyal and dependable
customers,

Food associations are today spendin
large amounts of their funds towar
advertising and promotion of their
particular type product in a collective
cffort to increase the per capita con-
sumption of their product, These cam-
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paigns are directed toward influencing
the public mind in the direction of the
particular type of food manufactured
by the association members. I am sure
that they impress the buyer, and that
they are very valuable to the industry;
1 cannot help but wonder, however,
as [ watch such programs in progress,
if there are not many opportunities
to impress both the buying public and
the less progressive members of your
industry simultancously by emphasiz-
ing certain acceptable phases of good
plant Sanitation in connection with
such promotion,

There is a tendency to regard sanita-
tion as ton delicate a subject for dis-
cussion, and therefore unmentionable.
I submit to you that it is a subjecl
which can be brought into the open
and discussed in a highly acceplable
manner, There scems to be fear of in-
ferences in  discussing  the subject,
Pasteurization, for example, infers that
milk may not be wholesome, yet, how
many dairy trucks do you see with-
out a reference to pasteurization on
them? My little daughter went through
a dairy plant in connection with a
school tour last winter, and 1 am afraid
that while she visits her grandparents
farm this summer, it will be necessary
to send along a pasteurizer and a ho-
mogenizer before that Tarm cow's milk
is going to be acceptable,

A considerable segment of the food
industry today maintains sanitation
standards considerably in excess of the
housewife. They do some things for
example which the housewife cannot
do, such as the regular analyses of all
of their raw materials for extrancous
matter. They do a better job of clean-
ing their plant than the housewife
does of cleaning her kitchen, as exvm-
plified by cleanliness behind, unler,
and over various objects and machines.
If you don't believe so, just look aut a
highly sanitary food plant and com-
pare it to what's under and behind
the stove and refrigerator and hidden
in the cupboards of the average home.
How many housewives are capable of
determining insect infestation in dry
food products they use. You, with
f'our organized sanitation program,
nave the know-how for this job, an
automatic machinery which checks for
you. Yes, the food plant with a wel
organized and directed sanitation pro
gram maintain  sanitation standa
above that of the better class of hous¢:
wife,

You who have a good directed plant

(Continued on Page 54)
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Take the Squeeze off
the Egg

Hens are laying more large eggs than
they did 20 years ago. As a result, the
lurger ¢ggs are overcrowding the cases
that were designed to provide a snug
fit for the eggs of the earlier time,
Eggs are one commodity that cannot
stunl overcrowding as they move to
market, As the egg supply has come
to include an increasing proportion of
these slightly oversize epgs, breakage
has been increasing. This has meant
lnss to dealers and shippers and claims
for damage in transportation,

One result of this situation, says the
U. 5. Department of Agriculture, has
been a series of studies and tests under
the Research and Marketing Act,
More than a score of agencies and
associations (rt;rrcscnting many thou-
sands  of individuals) have co-
operated with the poultry branch of
the Production and Marketing Ad-
ministration, The effort has been to
find the most practical method of
making changes in_packing and ship-
ping equipment and methods and con-
tainers to reduce the damage by
brcakage—-f:hnngcs that will not at the
same time increase costs by more than
the savings in breakage.

Eggs are shipped in standard cases
of two compartments. Each com-
partment includes five layers of eggs,

.THE MACARONI

in fillers that hold 36 eggs each,
separated by flats that provide cupped
bases on which the eggs rest. Thus a
case _iuclu(lcs 30 dozen, 360 egps, If
the six by six design of the fillers is
changed to five by five, it means a
reduction to 250 ¢ggs in five layers, or
to 200 cgps in four layers of the
standard case. This type of filler is
now used for shipping jumbo eggs and
duck and turkey eggs. But tests showed
that such fillers would not prevent
breakage for they would allow space
for eggs to jostle around and cracL.

The upshot of the tests indicated
that, for the present, the problem can
be met most satisfactorily and eco-
nomically by trifling changes in the
fillers and flats to give slightly more
space (1/64 inch) in width in each
filler space, and by a redesign of the
separating sheets or flats which will
allow about 1/32 inch increase in the
lengthwise space for the eggs. This
changc. the study concludes, would re-
sult in adequate space for a consider-
ably larger proportion of the larger
eggs in the run-of-the-market supply,

To provide space in the cases for
the slight! higher packing material, it
will be necessary to increase the inside
height of the cases from 1234 inches
1o 13 inches. But this will not inter-
fere disastrously with the long time
methods developed for loading trucks
and railroad cars with the standardized
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egg cases, If egp dimensions continue
to increase, the problem will recur,

Highway Blues

Moloring vacationists pay two hun-
dred twelve million dollars a year in
gas taxcs,

. According to the American Automo-
bile Assoc., the average vacationist
drives 2,500 miles an averages 15
miles to the gallon. That means 166
gallons of gas and on this gas he pays
a national average of 6.4 cents per gal-
lon . .. or $10.62 in gasoline taxes to
both state and federal governments.
This is 25 per cont of the price per
gallon,

Since an average summer sees 20
million vacation autos on the road, this
average gasoline payment amounts 1o
$212 million. The motorist also pays
a federal tax of 1%c a quart for oil,
If he buys a new tire or tube he pays
a hidden federal manufacturer's excise
tax of $1.47. On auto parts he pays
five per cent excise tax,

The average citizen works three
months out of the year just to pay his
taxes. Ior example, the $3,000 a year
marricd man with two children pays
about $750 in taxes, most of it hidden
in the things he buys because his direct
taxes are low. The $5,000 a year man
on the same basis pays $1,250 in taxes,
and the $10,000 a year man $2,500.

The Digest,

IN THE BRAND OF
MACARONI SHE BUYS

Capital durum products are
laboratory controlled to assure
Yyou of color-perfect macaroni,
spaghetti or noodles with real
sales appeal, The dependable
uniformity of Capital products
means macaroni with improved
cooking qualities and

superior flavor. ;
Remember, the market's there . .
waiting for you. Your Capital
representative wants to help you
capture your full share. He's a
mighty good man to know.

THE MARKET
IS THERE!

CAPITAL FLOUR MILLS

SAINY P AL marhab
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Stepping Up The Tempo
Of Your Business

IN respect, gentlemen, to “Stepping
up the Tempo of Your Business,”
which was my subject, I am sure that

all of you will agree that the safest

and surest way to effect this increase
in tempo is to effect an increase in
your sales,

By that I do not mean go after cach
other’s business, but go after more of
the consumer's dollar. Get the grocers
and get the housewives to recognize
that macaroni, in whatever form sup-
plied, is entitled to more space on the
shelves of the grocers, and more space
on the tables nf the housewives.

This mecans that the Macaroni As-
sociation first needs to get the house-
wife to recognize the appeals of econ-
omy, convenience, looking good, tast-
ing good, combining well with other
foods, and picking up the flavors of
other foods., Macaroni, in itself, has
the additional distinctive appeals of
being non-fattening because it is heavy
in protein, and energizing because of
its strong carbohydrates content.

T urge that you graphically illustrate
how a small apple has as many calories
as onc ounce of macaroni, which is
sufficient for one serving.

Likewise, the very sound appeal of
macaroni being filling, and so stopping
the nibbling of candy and other fat-
tening foods after meals, is an addi-
tional housewife and diet incentive,

Turning to the grocers—true, be-
cause they now do not have as much
volume of macaroni sales as they do of
other foods, they do not give it a
place of cemphasis on their shelving
and merchandising. Yet here is a latent
profit-making item, with a pgreater
money-making  percentage and less
spoilage than almost any other item on
their shelves. In other words, here is
the “forpotten food” that, as far as
making profit is concerned, ought to
be the cnshrined food.

All of this is easy to talk about, but
there are certain techniques that are
important where talking these points
fo the grocer, and fo the housewife.
They can be the steps to selling which
people take in buying—the steps of
Comparing, Suggestion, Explaining,
Confirming, and Closing. Smart sales-
men are not high-pressure salesmen.
They help buyers to buy by helping
them get an idea in the same natural
way in which, if there were no sales
pressure asserted, they twould buy,

Ity all means, your salesmen, differ-
ing from the average mine run of

by B. Franklin Bills

B. Franklin Bills and Associates
Sales Consuliants

food salesmen, can stand themselves
out from the crowd by preliminary
pleasantries that indicate keeness in
weather comment, compliments that
are deserved, hobbies that really are
shared, and common backgrounds that
are appreciated, ;

And, then in your approaches, make
them intelligent by asking questions to
find out what the grocers, or house-
wives' problem is, how urgent it is.
Then, by ncutral approaches and can-
did approaches, indicate your solu-
tion, If these approaches do not build
up a desire, hut bring out an objec-
tion, meet it with the objection-ac-
knowledgment approach. Acknowledge
how the customer feels, sympathize
with that feeling b‘y saying to him that
other customers felt that same way
but found the facts to be different.

Then, not by assertions, but by il-
lustrations, lead the buyer into sug-
gestion of a possible greater merchan-
dising value of the macaroni product.
Do not try to argue with him to get
him to agree, but try to feach him fo
see the product’s distinctive nourish-

ing and yet non-fattening appeal.
By all means, have the confidence
and the courage to close. Use a good
singing summary of your selling points,
and then assume assent, Where you
cannot assume assent, isolate the sole
ground of dissent, If the prospect still
objects, show him that “No" to what
you propose is “Yes" 1o other ways
not so profit-making, and not so meal-
satisfying as is your product. Then
dramatize for the grocer the ring of his
cash register, his net profit figures,
Dramatize, for the housewife, the
warm-over value of the magaroni prod-
uct, and the warmed over freshness of
the macaroni dishes; their utility for
a snack at the end of a school day or
at the end of an evening play ; its sur-
Elemcntnry value with other foods,
ow it makes a spare meal a rich
meal, a rich meal of what otherwise
would be a scanty meal.
Such are the challenges, such are the

gains of representing a sound product, |

a product that brings wealth to the
grocer, wealth to the retailer, health to
the consumer,

Early Estimate of 1950

Durum Crop

The crop reporting board of the U.
S. Department of Agriculture, as of
June 9, predicted a 1950 durum wheat
crop slightly under that of 1949, based
on planting restrictions by the govern-
ment and delays due to unfavorable
planting restrictions.

Durum twheat production is indi-
cated at 26,614,000 bushels, compared
with the 1949 crop of 38,864,000 bush-
els last year and the 1939-48 average
of 36,753,000 bushels. Seeding gen-
crally was late and the crop is off to a
slow start, Growers in North Dakota
were not able to seed as much acreage
as intended carlier, Some acreage was
still being sceded in early June,

Spring  Wheat:  Production of
spring wheat is indicated at. 234,358,-

' 000 bushels, the smallest since the 1940

crop of 221,837,000 bushels, This pro-
duction would be four per cent smaller
than the 1949 crop of 244,795,000

bushels and 14 per cent smaller than’

the 10-year average of 272,491,000
bushels. Seeding this year was two
weeks to a month later than usual in
the spring wheat area. In the impor-
tant producing arca of Montana, North

Dakota, South Dakota, and Minnesota,
late rains, snow, and floodwater kept
farmers out of fields until late in the
scason. Latest plantings were in the
Red River Valley area of North Dako-
ta, where little seeding was possible
until late in May. In li\iinncsom and
South Dakota, seeding was virtually
completed by about May 20, except for
localized areas in the extreme northern
sections, In general, it now appears
that the total acreage sceded to spring
wheat may be slightly smaller than in-
tended in {Iarch. Late in May, sceding
was slowed down in some scctions as
the planting date became dangerously
late. Although growth is somewhal
behind usual for [lunc 1, the crop in
the North Central States is in fn_irl)'
good condition, and in some sections
appears to be catching up fairly well.

Total production of other spring
wheat is forecast at 207,744,000 bush-
cls, compared with the 1949 total of
205,931, bushels and’ the 10-year
average of 235,738,000 bushels,

Men who will not fall may be cut down
but still can raise others.
. .0

The more we lean the leaner we get.
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Mueller Company—
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New York University

Tax Case Decision

N June, the U. S. Tax Tourt in

Washington finally settled—for the
present at least—the precedent-making
tax case involving C, IV, Mueller Com-
pany, the big Jersey City macaroni
manufacturing concern, and the im-
portant question of whether a corpora-
tion organized solely for cducational
purposes can be tax exempt,

The case started three years ago
when the old Mueller firm was bought
out by friends of New York Univer-
sity fur $3,500,000 (which they bor-
roweri from the Prudential Insurance
Co. of America)., Trustees hold all
sluek of the present Mueller firm, will
transfer it in ten years to N,Y.U., with
eamnings in the meantime going to the
N.Y.U. School of Law and to pay off
the debt, The firm's incorporation ar-
licles say it was organized exclusively
for charitable, scientific, literary and/
or educational purposes,

The court ruled that the Mucller
Company . . . “is not a corporation
engaged in operating the educational
institution, but is a wholly separate
corporation which has as its sole day-
to-day activity the operation of a maca-

roni business for profit.” It pointed
out that tax exemption in this case
"could have a vicious effect upon non-
exempt competitors because the ex-
um‘:l corporation , . , might be able to
undersell its competitors as a result of
the tax advantage.”

Commenting on the decision by
Judge ), Edgar Murdock of the Tax
Court, Executive Vice President of
the Mueller Company, states: “Nei-
ther the New YorK U,:;ivcrsily nor the
College of Law owns, controls or man-
ages the C, I, Mueller Company, The

ew York University College of Law
was established August 28, 1947, as
beneficiary. to receive such profits as
may be paid under good business prac-
tices, C, F. Mueller Company has paid
all taxes, including the federal corpo-
rale income taxes since it became a
foundation for educational purposes as
the C, I'. Mueller Company of Dela-
ware in 1947, and will continue to pay
taxes pending a judicial determination
of its tax status.”

In all likelihood this case will go to
the Circuit Court of Appeals and then
to the Supreme Court,

No Volume Increase in
Cooking Noodles

Macaroni and spaghetti  approxi-
mately double in volume when cooked.
Egg noodles do not increase in volume.,
That is, one cup in cooked macaroni
or spaghetti will give two cups after
it is cooked.  Ome cup egg noodles will
remain one cup,

Package sizes of macaroni products
vary throughout the country, the most
popular being 8- and 16-ounce sizes,
For this reason the National Macaroni
Institute recommends the use of 4-, 8-
and 16-ounce amounts in - recipes,

Omala World.

Death oi_ﬁ;l—lzah Prater

Ralph Prater, 53, president of Pra-
ter Pulverizer Co., C'hicngn. died of a
heart attack at his home in Van Nuys,
Calif., on May 25.

Founder of the Prater Pulverizer
Co. in 1925, he at that time marketed
the Blue Streak Mill which introduced
a completely new principle in grinding
grain, He developed the Blue Streak
Mixer in 1938 and was responsible
for many other innovations in proces-
sing equipment,

Mr. Prater was born in Poplar
Bluffs, Mo., on August 30, 1896. He
is survived by his wife, Alberta; son,
Robert; and ‘sister, Patricia.

Do higher labor costs reduce your profits?

You can now do something abou

duced working hours which eat into profits, Install @ CECO
Adjustable Carlon Sealer, and you will save enough on pack-

aging labor cosls to pay for it in
you can pocket the exira profits
many years.

A CECO Sealer glue-seals both

t higher labor cests and re-

one year or less. After that
it will keep on eaming for

ends of carlons containing

long or short products automatically, simultaneously, The ma-
chine is simple, and can be operated, adjusted, and main-

lained by unsldlled help without tocls. Send for details today,
and you will learn why such a large proportion of large ard
small macaron] manufacturers use CECO Adjustable Carton

Sealers,

Peaticred
V Lew tirst cost
V Low n'aintenance
V Saves labor
V Increases production

V Makes Belter-looking
carlons
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Public Told How

Secret (7) of Macaroni-making
Revealed

In a recent editorial, entitled “How
Macaroni Is Made In This Machine
Age,” the Boston, Mass.,, Traveler
gives an interesting account of the
modern processing of macaroni prod-
ucts:

“Under carefully controlled condi-
tions in today's macaroni manufactur-
ing plants, semolina is mixed with
water and kneaded to give a smooth
and elastic dough that will pass through
dies, which are metal discs full of holes,

“As the dough is foreed through the
dies, it is extruded in the solid rods
known as spaghetti, When a steel pin
is placed in the center of each hole in
the die, the dough comes out in the
hollow rods known as macaroni. For
elbow length macaroni, a pin with a
notch on one side is used. The notch
allows the dough to pass through more
quickly on one side, causing it to curve
slightly. A revolving knife attached to
the die, cuts the dough at frequent in-
tervals into short lengths,

“Long strands of macaroni and spag-
hetti are collected on racks and taken
to drying ovens. Short lengths, such
as elbow macaroni and shells, are col-
lected on trays or drawers and placed
in drying cabinets,

"hfatnruni products are not baked.
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They are dried slowly in the presence
of constantly circulating filtered air,
Drying is lﬁc ‘ticklish’ operation of
macaroni production, If the food ia
dried too fast, it will check and break
easily; if not dried fast enough, it is
likely to spoil.

"Ig.g noodles are mixed and dried
in a similar way, but they are shaped
differently. Instead of forcing the
dough through dies, it is pressed
through rollers in thin sheets and cut
into various widths.”

Busy Stork Gives
Business the Bird

Somc U S, businessmen can truth-
fully ck u:» vt they have been given
the bird--Lut they're not angry about

it

The bird is the stork who visited
more U, S, homes in 1949 than in an
other year in national history, with
the sole exception of 1947. The
3,581,000 bundles which he delivered
are now causing manufacturers of
baby products to hastily revise their
production and sales estimates,

The new bumper crop of babies
means that industries supplying infant
dietary nceds will have to make some
substantial re-arrangements, for baby
feeding is a big business.

The total number of babies under
two years of age—which is what the
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makers of baby supplies are guided 1
—was ex| ctg] to decline by 1950 t§
around 6,300,000, explains L, v,
Graaskamp, vice president of (he
American Can Company, but instead
this key fipnre now stands at 7,116,000,
This means, he sayz, a reversal of the
indicated downtrend mi production of
ranned baby foods that began last year
and saw a four per cent dip from the
one and a half billion containers that
had been packed the year before,

The canned baby food business now
runs about $165,000,000 per year, a
30-fold increase over 1934,

Lively Little Mice Prove
New Germ-Killers Kill

A group of lively little laboratory
mice at the Sterling-Winthrop Re-
scarch Institute, Rensselaer, N, Y, is
furnishing added living proof that
man’s newest ferm-killers are real
dead-eye dicks,

The germ-kiilers tested on the mice
by Doctors E. W. Dennis, head of the
biological division, and D, S. Ber-
berian, staff associate, were what are
known as the quaternary ammonium
compounds Roccal or Zephiran,

The test consisied of exposing a
strain of streptucoccus germs, highly
virulent to mice, to the quaternary
ammonium compounds, and’ then in-
jecting the mixture into the abdomen

Old. Customers. meet Modern Needs

Many of Our Customers who are using Champlon
MODERN FLOUR HANDLING EQUIPMENT with their

new type Automatic Prusses.
BORRENTO MACARONI, LTD,

MINNESOTA MACARONI CO....
V. VIVIANO & BROS

MACARONI MFG, CO.. INC...........Bt. Louls, Missourl
Milwaukee, Wisconsin
+.Indlana, Pennsylvania
«.Cincinnatl, Ohlo
.+oLincoln, Nebraska
...Fort Worth, Texas
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MOUND CITY MACARONI CO......ouu0s 8t. Louls, Missouri
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Bt. Louls, Mlssouri
.Detrolt, Michigan
8t, Paul, Minnesota

++0.Chicago, Illinols
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Bpokane, Washington

with NEW

CHAMPION

Flour Handling Equipment

Many leading Macaronl Manufacturers are remodasling
and enlarging their plants for greater production. Our
old customers who used Champlon Flour Handling
Outfits belore are agaln installing new Champion Flour
Handling Equipment to synchronizse with the new Aulo-
This § the

MILWAUKEE MACARONI CO,, INC,, Milwaukee, Wisconsin

PROCINO:ROBSI CORP..ovurvrviiess
LA PREMIATA MACARONI CORP..
SANACORI & COMPANY...........
THE DEMARTINI MACARONI CO,, INC...Brooklyn, N. Y,
...... Detrolt, Michigan
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......... Cleveland, Ohio
FACTURING CO.,,

VIVIANO BROS, MACARONI CO
BAY STATE MACARONI

IDEAL MACARONIL.....icvv.vranis

MICHIGAN MACARONI M

+s.Auburn, New York
vesssConnellsville, Pa.
....... Brooklyn, N, Y.

INC,
Detroit, Michigan

dy, even flow of

finely sifted, clean flour so essentlal {o the efficient op-
eratlon of the new lype Continuous Automatic Presses
and Sheet Forming Machines,

Our Englineers, skilled in such installations, will gladly
provide you with blue prints, money-saving recom-
mendations, and ald you In every praclical way en
your modemization plans withoul cost or obligation,
Write loday for delalls.

PROMPT SHIPMENTS

CHAMPION MACHINERY COMPANY, JOLIET, ILL.

MAKERS OF MODERN EQUIPMENY FOR THE MACARONI AND NOODLE INDUSTRY
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of the mice. All the mice happily sur-
vived, .

The problem was to find whether the
antiseptics actually killed germs or just
slowed -down their growth. It was
found the germs were killed, because
the mice, injected, lived to prove the
tale,

College Course on Food
Store Management

Michigan State College, Lansing,
Mich, will conduct the first college
course in the history of the nation to
train young men am women for
exceutive and managerial positions in
the field of food distribution. An-
nouncement of the new course was
made by Lansing P, Shield, chairman
of the college training course com-
mitlee of the National Association of
Food Chains,

Dr. Kenneth Wilson, professor of
business administration at the college,
will serve as director of the curriculum
of food distribution, He will devote
full time to the planning and develop-
ment of the program of study. The
course has been made possible under a
grant of $87.500 by a number of
mterested — companies  through  the
Nationa! Association of Food Chains.

Special courses in food store man-
agement, food merchandising and food
store administration are to be intro-

duced by Dr, Wilson. The graduate
rescarch work under his direction will
include specific management problems
of food distribution. The new pro-
gram will provide students with back-
round of training to meet the present-
ay demands for ability to deal with
social and cconomic ~ problems in
business, together with the necessary
degree of specialization to fit them into
practical commercial positions,

Varieties of Macaroni
Pretty as a Picture

ltalian homemakers scrve different
shapes of macaroni and spaghetti like
American homemakers serve different
shapes of rolls. In Italy, where fam-
ilies eat at least one of the macaroni
foods daily, more than 150 varieties are
commonly available. In this country, in
communities where groups of familics
from Europe have settled or where
their descendants live, it is not unusual
to find more than 50 varieties of the
popular foods,

Many of these varietics are pretty
as a picture to look at. Many of them
have charming names, such as rosa-
marina, elena piccola, margheritina.
One wonders if some of them might
have been named after imaginative
cooks who understood the art of adding
little extra touches to favorite dishes,

In most American markets at least
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12 varietics of macaroni foods are
available,

Whatever their shape, all of these
varieties of macaroni foods have the
same food value. Made from durum
wheat, they are good suppliers of pro-
tein,  The protein of egg noodles is
extra good because they combine the
protein of egps with that of wheat—
an ideal combination. When macaroni
foods are combined with cheese, meat,
seafood, poultry or cggs they make
dishes that are highly nutrifious as
well as economical,

Purpose of Macaroni Hole

An old shop-worn question, popular
as a joke among succeeding penera-
tions, observes the Harrisburg, Ia.,
Patriot, is, "Who puls the hole in
macaroni?" Perhaps it would be more
interesting to know the reasons for
manufacturing those hollow shapes,
and theie are severalj two, at least,
from the cooking angle. First, the boil-
ing water reaches the inner and the
ouler sides readily and cooks the tubu-
lar types more readily and evenly,
Likewise, sauces are distributed more
thoroughly than they otherwise would
be, and consequently the final flavor is
better.  For the ‘thinner, slenderer
shapes we pet pood sauce absorption
without the hole,

The Italians call all the products,
made of a special durum wheat, *Pas-
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ta.” In this country, the manufacturers
do not approve of the wrong transla-
tion as “paste,” and group all of the
many sizes, shapes and types of this
wheat food under the term of “Maca-

ip
roni Products Harrisburg, Pa., Patriol

50,000 Lbs. to Italy

Although Ttaly is usually considered
to be the home of macaroni and spagh-
ctti, and therefore might be expected
to export it to other nations, it seems
that the Italian manufacturers can't
even supply the demand at home,

The U S. Census Bureau reports
that in 1949, Italy imported §0,000
pounds of spaghetti and macaroni from
this country,

FDA Food Seizures
Increase

Food seizures by the Federal Food
and Drug Administration in 1949 were
nearly twice the number reported in
1948, according to the annual FDA
report 1o Oscar R. Ewing, federal se-
curity administrator. Most of the seiz-
ures were of stocks in warehouses and
factories, on the grounds that they
were contaminated and probably be-
cause of storage in unsanitary places.

Seisures of grain and cereal products
jumped from 73 in 1948 to 260 in
1949, In most scizires of macaroni

products, the charge was that the prod-
ucts had become contaminated because
of rodent infestation, and that other
unsanitary conditions were permitted
to exist in plants even after warnings
had heen issued by inspectors. The
heaviest fine in 1949 by FDA is re-
ported to have been against a noqd!e
manufacturer, "Clean up or pay,” is
the rallying cry of the inspectors.

Pennsylvanians Like
Spaghetti

For some unexplained reason there
was a rush of spaghetti suppers and
dinners throughout the state of Penn-
sylvania recently,  Manufacturers in
that state advise that frequent serving
of spaghetti at social affairs is not
uncommon and maf be attributed to
the food loving and cconomy charac-
teristics of thrifty people who enjoy
living.

Here are a few of the reported af-
fairs at which spaghetti was the fea-
tured food.

Berwick, Pa., Enterprise—A spa-
ghetti supper by the Youth Fellowship
of Miffinville Lutheran Church,

Connellsville, Pa., Courier—A free
spaghetti dinner for members and
friends of Connellsville Aerie No. 403,
Fraternal Order of Eagles,

Erie, Pa., Dispatch-Herald—Annual
spaghetti dinner in Holy Rosary
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Church Auditorium of Holy Trinity
Lutheran Church. Luncheon at noon
and dinner in the eveming. Special
music featured.

Hazsclton, Pa.; Standard Sentine/—
Annual spaghetti and meatball supjer
by St. Ann's Socicty of the Mother
of Grace Church.

New Kensington, Pa., Dispatch--A
double serving of spaghetti, first from
11 am. until 1 p.m. and the second
serving from 4 pm. to 9 pm. by the
Ladies Auxiliary of the Italian Ameri-
can Protective Socicty of Glassmere,

Phoenixville, Pa., Republican —
Spaghetti supper by members of the
Ladies Auxiliary to Santa Anna Itaian
American Club for the benefit of the
Casino Memorial Orphanage,

Towanda, Pa., Daily Review—A
spaghetti dinner by the Child Study

roup of the Universalist Church in
the church's dining room.

Uniontown, Pa., Standard—Annual
spaghetti dinner at  St. Theresa's
church, noon and evening. Reverend
Ettore Moscoloni, general chairman.

World destiny may sometimes hinge
on one man's choice. That man may
sometimes be you.

* % %

No cocktail is worth seventy-five
cents and yet we go right on buying
them,

805 Yale St.

ts Here and Proven . ..
A COMPLETELY
AUTOMATIC COILING MACHINE

4,000 Pounds per 8-hour day — Positively Guaranteed.
Only Labor of 1 Man Necessary .
Saves Labor, Increases Production of Uniform “"COILED"” Goods.

STAINLESS STEEL
BRONZE COPPER ALLOY DIES

Guarantees Smoother Products . . .

Eliminates Costly Repairs
Inquiries Invited for Either or Both.

Designed and Manufactured By

LOMBARDI'S MACARONI DIES

- =

In Price of Stainless Steel Dies.

Les Angeles 12, Calif.

I

a0y | i

July, 1950

Latins Seen No Longer
Macaroni Monopolists

Consumers generally are taking to a
number of spaghetti specialties former-
Iy favored almost exclusively by fami-
lics of Italian, French, and gp:mish
descent,

Arthur Russo, production manager
of A, Russo & Co., Chicago, Ill, told
Food Field Reporter that more mos-
taccioli, regatoni, alphabets and baby
shells are being marketed in neighbor-
howl super markets than ever before.
The bulk of this business, he said, was
formerly handled by Italian specialty
stores. - About half the firm’s output is
now sold through general outlets,

Mr. Russo altributed the change to
two main factors: education of house-
wives in use of macaroni products
through recipes printed on packages
and featured in newspaper and mag-
azine women's pages; and aggressive
pushing of the items hy retailers be-
cause of their high profit,,

Safety Patrol Prefers
Spaghetti

The members of the Renova (Ia.)
School Safety Patrol were given a spe-
cial treat in recognition. The menu
was the choice of the boys by unani-
mous vote, and to see them finish off
the second and third helpings was evi-
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dence that they knew what they wanted,
Their unanimous chaice was spaghet-
ti and meat balls, prepared by the home
cconomics students undet the super-
vision of the superintendent, Mrs.
Graf. Special guests were representa-
tives of the Pennsylvania State Patrol
and chief of the local police force,
Rebova (Pa,) Record

Decline of the Eqg

For emphasis, the results of an cgg

uality study have been put in cartoon
orm, The study was made by the
U. 5. Department of Agriculture and
slate experiment stations, In one car-
toon, the artist shows a classroom with
the two front rows of seats filled with
good egps—Grade A—and the back
row with one third of the class in the
not-so-good group, The teacher points
out why.  Dirtiness, tardiness, rough
handling and poor production pric-
tices are leading reasons for the lower
grades,

How did “teacher” get the informa-
tion? “Candling” identificd the A
graders as good eggs and “told on” the
ones that are not so good. Using Re-
search and Marketing Act funds, the
Production and Marketing Administra-
tion is making a study of the whole cgE
marketing  system " from the nest
through the collecting and distributing
network to the kitchen.

The expert egg candler will he work-
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ing at cach stage, reporting the quality
condition of the cgps as they move
along. A current progress reporl
covers studies in 13 states in the upper
Mississippi valley that supply about
half of all the nation's eggs. This re-
port covers only the first two stages—
from the nest ‘to the country buying
station, and thence to the carlot as-
sembler,

The candlers start, knowing that
nearly every e is a good cgr—Grade
A—when the hen lays it, 'Flwre are
exceptions, but  not  many, The
candlers rate the eggs, and an egg loses
a quality point when it drops from A
to 1%, Heavier point penalties are re-
corded for stained, dirty, checked
(slightly cracked), and leaking epps.
The study will earry through with the
candling “of large and representative
samples of eggs at all the steps of the
marketing process, and will trace and
analyze the results of differences in
lemperature, elapsed time and transpor-
tation, also seasonal differences,

The outstanding fact at the first
candling at the country buying station
is that already a third of the eggs have
fallen below Grade A, Yet the candlers
note that with deliveries from individ-
ual producers the quality points vary
widely, One farmer will have 98
Grade A in 100; his neighbor may
have only 5. This situation the Exten-
sion Service has tried to remedy in a
long campaign of education,

Executive Offices:
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Macaroni Manulactuiers in every parl
ol the country are using Siar Dies, ex-
clusively.

NEW and REBUILT EQUIPMENT for the
Manufacture of Chinese Noodles

California Representative for

For more ti:an iwenly years it's been
STAR DIES for more Ellicient Produc-

' Seals packages
I i n sta n 'I Y E?:;‘-gf::lﬁr:moolhnnuu. Less Pilting,

I

Increase output per worker and cut your packaging o

i costs with this “SCOTCH" Manual Box Sealer, Presa

! any box or square wrapped package against the

| trigger of this new machine and a tight 114" seal of
{ “ScOTCH" Cellophane Tape is applied instantly,
{ without tape waste, Portable, no foot pedal or

] electric power needed. ‘

! WANT MORE DETAIIS OR FREE DEMONSTRATION? WRITE DEPT, M,

MINNESOTA MINING 2 MANUFACTURING CO,, ST, PAUL 8, MINN.

E “SCOTCH" is the registered trademark of
] of Minnesota Mining ® Manufacturing Co.

BALING PRESSES for Baling All Types of
Materials

Consolidated Macaroni Machine Corp.
Brooklyn, N. Y.

Forly Yeara Expatience in the Designing and Manulac-
ture of Hydraulic and Macareni Equipment

N.J. CAVAGNARO & SONS
MACHINE CORP.

400 Third Avenue
Brooklyn 15, N.Y., U.S.A.

sl

THE STAR MACARONI DIES MFG (O

5‘7 Grand Stieet New York N Y

Fabricators of Ravioli Machines,
Tamale Machines and Cheese Graters

221 Bay St.  San Francisco 11, Calif.
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Trade Fair will be: Algeria, Argen-
tina, Austria, Belgium, Brazil, Canada,
Ceylon, Colombia, Cuba, Denmark,
Egypt, Finland, France, Germany,
Greece, Hong Kong, Iceland, Ireland,
Saar, Sweden, Switzerland, Tricste,
Turkey, Tunis, United Kingdom,
Unilcci States, Venezuela, Viet Nam
and Yugoslavia,

Seymour Packing
Company

Effective June 6, 1950, an impor-
tant change in the management of
the Seymour Packing Co.,, Toneka,
Kan,, was announced.  Former lies-
ident J. G. Neville and former Vice
President’ George Willi, Jr., of New
York, resigned and sold their interests
in the corporation, ‘

The new management consists of the
tcllowing: Harald J. O'Connell, long-
time president of George Ehlenberger
& Co., New York, former food direc-
tor of War Shipping Administration,

ast chairman or the board, Bowman-

itmore Hotel Corp., presently chair-
man of the exccutive committee, Hotel
Commodore, New York, is the new
chairman of the board.

J. L. Perry, former president of the
Seymour Packing Co., until three years
ago, is again president of the company.

J. G. Odell, Mid-Continent Food
Products, Chicago, former representa-
tive of the egg and poultry industry

for the War Food Administration, vice
president of the company.

No other changes in the offices or
board except for the clection of a new
director—Eldon Sloan, Topeka attor-
ney.,

Liquid, Frozen and Dried
Egg Production
May, 1950

The quantity of liquid egg produced
during  May totaled 126,194,000
pounds, about 28 per cent larger than
the quantity produced during May last
year, but 15 per cent below the 1944-
48 average of 148,478,000 pounds, the
Bureau of Agricultural Economics re-
ports, The increase in production was
due entirely to increased drying oper-
ations compared with a year ago,

Dried egg production totaled 19,-
051,000 pounds, compared with 7,784,
000 pounds in May last year and the
largest production gor that month since
May, 1944, when 34,579,000 pounds
were produced. The May dried egg
production consisted of 18,405,000
pounds of dried whole cggs, 411,000
pounds of dricd albumen and 235,000
pounds of dried yolk. The govern-
ment contracted for 66,425,749 pounds
of dried whole cgg through June 23
for cgg price support purposes. Pro-
duction of dried whole egg for the first
five months of 1950 totaled 48,250,000
pounds, compared with 40,822,000

July, 1950

pounds during the same period las
year,

The production of 57,964,000 poun.|s
of frozen egg during May was 17
per cent less than during May Lt
year and 34 per cent less than (e
1944-48 average production of 8.
128,000 pounds. Frozen cgg stoks
increased 24 million pounds during
May, compared with 34 million pouns
during May last year and the averige
increase of 49 million pounds.

Death of Mrs. Henry D.
Rossi

Mrs, Ada Rossi, 63, prominent club
woman and wife of Henry D, Rossi,
president of Peter Rossi & Sons, Inc,
macaroni manufacturing firm in Braid-
wood, lllinois, _ since the  cightics,
drowned the cvening of June 29 in an
abandoned  strip-mine pit East of
Braidwood. Her body was recovered
in fifteen feet of water into which she
accidently fell while watching fisher-
men. Her husband, unable to swim,
made a futile effort to reach her, us-
ing a boat ncarby, Aid was sum-
moned and by means of grappling
hooks the body was recovered ; the fire-
men of the f;midwoml Fire Depart-
ment used their pulmotor, without suc-
cess,

Mrs. Rossi was the daughter of Mr,
and Mrs, Frederick Reed, both de-
ceased, and has lived all her lifetime

Inc.

Noodle and Egg Products.

Bays.

Yolks and Egg Noodles.

5—Sanitary Plant Inspections

Jacohs Cereal
Products Lahoratories

Consulting and Analytical chemists, special-
ising in all matters involving the examina-
tion, production and labeling of Macaroni,

1—Vitaming and Minerals Enrichment As-
2—Egg Solids and Color Score in Eggms,

3—S8emolina and Flour Analysis

4—Rodent and Insect Infestation Investiga-
tions, Microscopic Analyses

James ]. Winston, Director
Benjamin R. Jacobs, Consultant

156 Chambers Street
New York 7. N. Y.

able.

PZTERS JUNIOR CARTON
FTORMING AND LINING
MACHINE sets up 35-40 ear-
tons per minute, one operalor.
Machine can be made adjust-

PETERS JUNIOR CARTON |
FOLDING -AND CLOSING
MACHINE clcses 3540 car-
tons per minute, no operator.
Can also be made adjustable,

PETERS MACHINERY‘CUF.

PRODUCTION
 Jhat (ounts!

In today’s competitive mar-
kets, production costs musi
be cul.

If you are nol using FE-
TERS economical packaging
machines to package your
macaroni products at pres-
ent, it will pay you to inves-
tigate the many advantages
they offer.

High operating efficlency
and low mainlenance cosls
will increase your profits.

Send us scmples of each
size carfon you are now us
ing and let us show you how
PETERS machines can hel
solve your packaging prob-
loms.

bt

IT'S PROFITABLE
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in Braidwood. At the time of her World's POlllh’Y congress other wheat shows in that state, win-

death, Mrs, Rossi, with her bereaved
lusband, headed the Braidwood branch
o1 the Red Cross, a position held for
many years,  She was active in all
the leading community activities, so-
¢l and service organizations, She
was well known among the macaroni-
nodle  manufacturers  and  allied
trolesmen, having frequently attended
il conventions of the National As-
swiation, of which her husband is a
founder,  She acted as official hostess
at several conventions,

Itesides her husband, she is survived
by one daughter, Harriett, (Mrs.
Charles Allison) of Kankakee, 1lli-
nois, and two sons, Henry, Jr., and
Albert of Braidwood, who are asso-
ciated with their father in operating
the macaroni plant in Braidwood, I1li-
nois, and 2 granddaughters, Also b
one sister, Harriet (Mrs, Darius \)t
Maliby) Plainfield, and two brothers,
Harry Reed of San Diego, Calif., and
Fred Reed of Coalinga, Calif,

The funeral, attended by several fel-
low manufacturers and a number of
representatives of supply firms and
hundreds of relatives and friends, was
held the afternoon of July 3. Her
body 13(1 in state at the First Presby-
terian Church in Braidwood from noon

to 2:00 pm. After the funeral serv-
ices in the church, the remains were
taken to Oakwood Cemetery, Wilming-
ton, 111, for interment,

i

SOME OF HER PRAY ‘

i ER3 ARE ANSWLKED—Ma
DiPietr Ipn-.l; zed by multiple sclerosls, 2
uds, N Buitoni, president of Buitoni's
Notik E\r York City, as she and ber mother sail from Pier 54
ch made poasiblc Mary's tris. to the Shorrs heid
ssible Mary's o the ne of the:*
:‘u‘dom in Italy, Mary, who is hoglng a miracle will be
shrine to ‘cure her, earned the trip h'v writing

0, 31
by Giovann

Pheded s ver, on the liner, Atlantic, It is

ected at the

Wllhﬂ?)l:fn letter in “Why I W

ultoni at the pler pa

ant to Go to Europe'
rty is the winner's mother,
" (N, ¥, Daily News Photo by Arthur Buckley)

The dates for the World's Poultry
Congress have been announced by W,
D. Termoklen, - president of " The
World's Pouliry Science Association
and director of the U, S. Department
of Agriculture, after a conference with
English and French officials, The
dates are August 2nd to 9th in the
assembly Hall of the French Minister
of Agriculture, Paris, France.

The congress will be in five sectional
meelings, covering nutrition and physi-
ology, genctics and incubation, diseases
and their control, marketing and cco-
nomics, organization, breeding and de-
velopment of poultry industry. The
official languages will be English and
French,

Woods Wins Pillsbury
Award

William R. Woods, 69-year-old Ti-
oga, N. ., durum grower, was hon-
ored by Pillsbury Mills, Inc., as the
country's leading wheat grower in 1949
at a dinner in his honor at the Minne-
npulis Club, Minncapolis, June 19, He-
sides a cash reward paid by the honor-
ing firm, Mr, Woods also was present-
ed with a “Wheat King" trophy.

Mr, Woods has frequently exhibited
his durum wheat at the State Durum
Wheat Show at Langdon, N, D,, and

ning honors and prizes for exhibits he
personally prepares, His durum has
many times been either winner or run-
ner-up.  He lives alone on his farm
and personally operates his 600-acre
farm, A year ago he won the Greater
North Dakota Association's top honors
in three grain divisions, beside the
Pillsbury award.

Phillip W, Pillsbury, president of
Pillshury Mills, Inc., sponsor of the
national contest that has for years in-
terested the top growers of all kinds
of wheat, presented the award to Mr,
Woads for his Mida wheat which won
for him the award, The sample
weighed 63.6 pounds per bushel,

Named BBDO as Agent

J. R, T. Bishop, vice president in
charge of Amino products division of
International Minerals & Chemical
Corp., Chicago, announces the appoint-
ment of Batten, Barton, Durstine &
QOsborn, Inc., as advertising agents for
the Amino division, which produces
Ac'cent, master seasoning that en-
hances the natural flavors of many
foods, _

Food Distributors to Meet

Amnouncement has heen made by
Exceutive Secretary Emmett 1, Martin
of the plans of the National Food Dis-
tributors  Association’s 23rd annual
convention, exhibit and sales confer-

The Mosi
Modern
Coniinuous
Preas for
Macaroni
Products
Complelely

ARutomatic |

is bid bon voyage
Macaroni Proﬁ-

! contest.

ALMA

PIAZZA DELLA VITTORIA 6/1
TELEPHONES 54.830—581.882
TELEGRAPH—PUTIGNALDO GENOVA

S.RL.

GENOVA, ITALY
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ence, August 15-18, 1950, in the Sher-
man Hotel, Chicago.

This year's convention will start the
evening of August 15 with an exhib-
itor’s reception,

The opening business luncheon ses-
sion at noon, August 16, will present
an outstanding speaker, followed by
a panel of business lcaders to discuss
the ever-growing institutional ficld,

The noon luncheon session, August
17, will feature another renowned
speaker and a panel on sales and mer-
chandising,

A social gct-lu;.iclhcr on Thursday
evening will provide entertainment and
pleasures for all who attend.

As an added attraction, attention is
called to the fact that the first U, S,
International Trade Fair, The Chicago
Fair of 1950, and the Chicagoland
Music Festival will be in progress the
week of the NFDA convention.

“Leone” Prospering

The American branch of Leone
DBrothers, whose plant is located at 718
Pine Street, Easton, Pa., has been most
successful, according to .Iohn E.
Leone. History of the firm dates back
to 1892 in Italy, when Joseph Leone
started the enterprise. A small plant
was established in Easton, Pa., in 1930,
and in 1945 the business underwent an
extensive expansion. The firm still
exists in Italy, but is separated from
the one in America,

John E., Leone, grandson of the
founder, heads the American branch,

Bailey to Minneapolis

Harry 1, Bailey has been transferred
to the Minneapolis office of General
Mills, where he continues duties as
manager of the company's durum and
rye department,

Sacrifice Sale

Complete Plant, Macaronl and
Spaghetti

Consisting of

Clermont Continuous Macaroni
Outfit, Including Preliminary
Dryers, Short Goods Dryers,

and Lazzaro Dry Rooms.

This outfit now in 4-story
building and can be purchased
as going unit to siart manufac-
turing immediately,

Jo B
Sachifliced

Contact A, ], Wilner,
Auctioneer
60 Park Place, Newark, N. J.

He held a similar position with the
central division of General Mills, head-
quartered in Chicago. The change was
cffective as of June 1.

Bailey started with the company in
1924 at Indianapolis, Ind, From 1935
to 1940, he was in the Louisville area,
transferring in 1940 to Indianapolis
as district manager for Indiana and
Kentucky. He became central division
manager of the durumi and rye depart-
ment in 1944,

Death of Mrs. Thomas
D’'Amico

Mrs, Valentina D'Amico, widow of
the late Thomas D'Amico, one of the
founders of the D'Amico Macaroni
Ce, Steger, Ill, passed away May
2¢ after a brief illness, She was 55
years of age,

The funeral was held from her late
home at 362 W, 11th Street, Chicago
Heights, IlL,, to the San Rocco Church
of that city on June 2, 1950, and was
attended by hundreds of friends, in-
cluding macaroni-noodle manufactur-
ers, She was a sister-in-law of Carl
D'Amico, founder and present pres-
ident of the macaroni firm,

Merck & Co. Buys
Army Plant

Merck & Co., Ine., manufacturing
chemists, have concluded an agreement

with the Department of the Army for
a 15-year lease and eventual purchase
of the povernment-owned Cherokee

Ordnance Plant near Danville, Pa., re-
ports Chairman of the Board Georpge
W. Merck,

The company will use the plant to
manufacture medicinal chemicals and
fine chemicals for industry, ‘

The Cherokee plant has been idle
since the end of World War IT and
has been maintained by the government
on a stand-by basis as part of the pre-
parcdness program,

The Army-Merck agreement will re-
lieve the government of the cost of
maintaining the plant, which is be-
lieved to amount to about $100,000 a
year, while providing for quick recon-
version to warlime uses in the event of
a national emergency, Merck will as-
sume the burden of maintenance and,

For Sale or For Rent

Owing o death of senlor mem-
ber, a complele golng macaronl
plant highly efficlent and in contln.
uous operation over a long peried of
yeara, wilh approximately 23,000
square fes! of floor space fully
equipped with modern machinery,
located In large city ol Western New
Yoil with low overhead. Sale price
$100,000. Rental price, $1,000 per
month. Box No. 70, ¢/o Macaron]
Journal, Braldwood, Nl
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in addition, will pay a yearly rental of
$30,000 for that portion of the plint
which it plans to use,

The Poultry &Egg
Situation

Fewer chickens will be raised on
farms in 1950 than in 1949. Nevertie-
less, egg and chicken meat supplics will
remain adequate. Egg production in
1950 is likely to exceed the record of
1944, while the smaller laying flock an-
ticipated for 1951 will not reduce out-
put of eggs enough to affect civilian
consumption adverscly,

In the first four months of 1950, egg
production was seven per cent larger
than a .year carlier, Farm production
of eggs in 1950 probably will be 5 per-
cent or six per cent above the 4.7 bil-
lion dozens of 1949, and thercfore
probably will top the 1944 record of
4.9 billion dozens, The 1939-48 aver-
age was 4.2 billion dozens,

Through the summer, monthly pro-
duction of eggs probably will continue
larger than a year carlier, in line with
the larger number of layers, which on
May 1 was 6 per cent larger than the
year before. Because of a reduction in
the nuniber of pullets being raised this

rear, by the end of fall the nation's
i’uying flock may be a few percent
smaller than last year but that prospec-
tive reduction may be largely offset by
a higher rate of lay.' This would con-
tinue past trends toward a sharply in-
creased rate of lay in the fall and early
winter months. Accordingly, monthly
ege production in 1950 is likely to ex-
cecd or at least to equal 1949 output in
every month of the year, In the fall
current egg production will be supple:
mented by supplies from commercial
cold-storage stocks, which by mid-x\la%'
were as large as the largest of the 1M

season, reported on July 1 for shell
eges and on August 1 for frozen,

In view of these indications of ample
supplies, and despite continued ligh
consumer incomes, egg prices are ex-
pected to continue sharply lower than
a year before, The seasonal recoery
of prices later than this year is likely
to be slow. In mid-May, the U. S. av-
erage farm price of eggs was 29.6¢ per
dozen, resulting in a 30.6c averag: 10
date for 1950. Seasonally adju-ted.
this five-month average is equivalent 10
an annual average price of about 3.3.%¢.
The average for the 12 months of 1949
was 45,5¢,

The prices of poullry feeds were
higher in mid-May than a year igo.

FOR BALE:

1, One 1 Bbl, Kneader, V-Belt Drive
with Motor, )
2, One Cletmont Preliminary Drier
Large Capacity for Noodles an
Short Cuts,
3. Drying Rooms and Trays for
oodles. Room also suitable
for Spaghetti Preliminary Dry-

ing.
Box l;fo. 78, ¢/o Macaronl Journal
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With sharply reduced prices for eggs,
chickens, and lurkcys, the poultry
product-feed price ratios averaged only
two-thirds to three-quarters of the ley-
ols of a year ago. Net returns to cgg
nd poultry grmll_.lcers probably have
iwen reduced by an even greater extent
than the percentage change in the ra-
LUTIEN

“Tops in Our Town"

General Mills has launched a five-
week trial run of a new feature on its
ety Crocker Magazine of the Air
show (ADC),

Called “Tops in Our Town,” the
idva is to have a weekly newspaper in
each of five selected towns under 10,-
000 population run a six weeks’ contest
to choose a local resident as “Taops in
Our Town"'—any person who holds a
special place in the affections of his
townspeople,

Contest winners reccived an all-ex-
pense trip to New York, and appear
as guests on the Betty Crocker Maga-
zine of the Air,

Export Price on Dried
Eggs

In another attempt to get rid of al-
most 33 million pounds of old dried
egps, the povernment has cut another
dime off the price to exporters. The
Agriculture Dept,, which already has
collected 56 million pounds of 1950
dricd eggs, tagged the remaining six
million pounds of 1948 cggs at 20¢ per
ﬁn“"d' fob, cars or trucks at ware-
ouse locations, That's less than one-
sixth of the purchase cost,

Approximately 27,000,000 pounds
of 1949 cgps were offered at 30¢ per
pound, freight alongside vessel at U.S,
guli or st coast ports; or, 30c per
ruuml. f.o.b, cars or trucks at ware-
ousc locations, less the net export
freight rate to New York or New Or-
cans, whichever is lower, These 1948
aml 1949 egps cost the U.S, taxpayer
$1.26 per pound plus storage fees.

Despite a series of price cuts, the
kovernment has been able to sell only
007,000 pounds of dried eggs to com-
;ngt-;':_'ml exporlers since the fall of

The Pouliryman

Kings of the Kitchens
Kaising the level of prestige of
Nerican cooks, chefs and bakers to
that enjoyed in Europe is vital for the
uture success of the res wrant and
ofcl industries, Mrs, Frances L. Roth,
Xecutive director, the Restaurant In-
Stitute, New Haven, Conn., told mem-
©rs of the National Restaurant Asso-
“iation at their annual meeting,

.'In Europe, the chef is ‘king' in the
minds of the public. He is esteemed

and his job js respected. Why, then, in

'S country do teachers everywhere

think that if a boy can't make the
grade on anything ‘else, he can be a
cook or a baker?"

Mrs. Roth told the restaurateurs that
the responsibility for correcting this
idea is theirs. “Creating a new rroup
of ‘kings’ in America is up to you."

MAmerica has gone too white collar
conscious and it is time that the true
value of a top notch cook and chef he
taught to the American public,”

Mrs, Roth explained that the Res-
taurant Institute is a non-profit school
with 100 resident students and 50 non-
residents, The course is designed, with
the help of the restaurant and hotel and
cquipment trades, to provide basic
!rnmimi much in the same manner as
do the famous European schools which
have created the renowned chefs of
Europe,

The Restaurant Institute's excecutive
director stated that, in the food trades,
on-the-joh training does not work out
in America because most of the old-
timers are unwilling to part with their
“precious secrets,”

Elected President of
Merck & Co.

James J. Kerrigan was clected presi-
dent of Merck & Co., Inc., at a recent
meeting of the board of directors, He
succeeds George W, Merck, whao con-
tinues as chairman of the board,

Henry W, Johnstone was elected
senior vice president,

Mr, Merck said the changes are a re-
sult of the sizable growth of the com-
pany and of the management respon-
sibilitics involved. He added that the
management group is the same team as
before, with himself giving continued
tuidance to the scientific activitics of
the campany, as well as matters of gen-
eral company policy,

Mr. Merck, son of the company's
founder, George Merck, joined the

company in 1914 and has been presi- |

dent since 1925,

Mr. Kerrigan joined the Merck or-
ganization in 1907, and spent much of
his career in the commercial phases of
lhc‘mmmuy's operations. He has been
a vice president of the company since
1927. Mr, Kerrigan is a director of
Merck & Co., Inc., and a director and
yicei- president of Merck & Co., Lim-
ited.

Mr. Johnstone joined the company
in 1930, He became plant manager the
following year and vice president in
charge of operations in 1936, He is a
director of Merck & Co., Inc., and
Merck & Co., Limited,

Heads "Air Conditioning”
Association

Arthur P, Shanklin, vice president

of Carrier Corp., Syracuse, N, Y., was

clected president of the Air Condition-

ing and Refrigerating Machinery As-
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soc. at the annual spring meeting of the
association at Hot Springs, Va.

Long an active member of ACRMA,
Mr, Shanklin has served during the
past year as a vice president, a member
of the board of directors, the executive
committee and the general standards
committee,

Mr. Shanklin joined Carrier Corp.
in 1922, immediately after receiving
his degree in mechanical engineering
from the University of Kentucky, He
was clected a viee president <n 1942
and later became general sales mana-
ger. He is now head of the staft divi-
sion of the corporation,
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PROPER PACEKAGING
(Continued from Page 38)

resenting some 400 different labels for
cans. Shortly thereafter they asked me
to submit a design for a new jar
label, 1 knew these jars would be sold
from coast to coast and criss-cross
the country from Seattle down to Mi-
ami. 1 immediately requisitioned the
creative and merchandising abilities of
my organization here in Chicago, as
well as in San Francisco and the East,
After three weeks of intensive work
[ presented a comprehensive sketch of
this proposed jar label to the presi-
dent of this national organization,

After a hurried glance at the sketch,
he turned to his secretary and said,
“Let’s see, you're a woman, how do
you like this?"" She replied “Oh, that's
pretty, | like it.” Whereupon the presi-
dent promptly approved the sketch,
Now that's a” horrible way to aceept
or reject a package, One person’s likes
or dislikes certainly cannot determine
market effectiveness. What that presi-
dent should have done was to shoot
two questions at me, He should have
asked, “George, how many members
of yourwrganization combined to de-
velop this sketeh " and, “What are the
merchandising principles they have in-
corporated into it ?"

It's not an isolated example, gentle-
men, | personally think it happens all
too frequently. Those of us who are
in the game of producing packages for
you know that it's a life-long job to
develop the ability to create and pro-
duce the package that sells, In adidi-
tion, markets and consumer’s reactions
are constantly changing.  Yesterday's
shelf suecess could be today's failure,
All of us are constantly checking and
re-checking, learning, and re-learning,

Certainly every owner and every
buyer at every plant has much to con-
tribute in the way of ideas and sug-
Restions, but 1 maintain his only safe
course for petting a package that
moves from the counters is to lean
heavily to the greater specialization and
experience of the men from whom he
is getting his packages.

The worst-dressed man of any time
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that 1 have ever known was an old
school teacher of mine who used to
have all of his suits tailor made. He
annually visited onc of Michigan Ave-
nue's best shops and would order his
clothes for the coming year. Apart
from fitting and sewing he never left
the tailor any latitude.

He would insist on his style of cer-
tain lapels, buttons, coat length, pants
length and the like. As a result, he
was a candidate any day of the year
for a prize as the oddest-dressed man
in America, It's a good example of
what can happen to the food buyer
who chooses the able, experienced

ackage producer and then hamstrings

im by personal eccentricitics, In these
days of tough competition, none of us
can afford these eccentricities. Certain-
ly you have a proprictary interest in
your package, Eut this very interest
must, of itself, ‘compel you to put
proper reliance 0.1 the supplier's care-
fully developed ideas and recommenda-
tions, With this in mind, there’s no
harm right here to again point out the
aboslute necessity of choosing the right
supplier so that you can place the right
confidence in him,

Having bought the right package
from the right supplier, you are now
ready to rcap the fullest return on
our investment. But you will not en-
joy the fullest return on your invest-
ment unlets you properly and vitally
present your package to all those who
represent the lifeline between you and
the ultimate purchaser—the housewife,
The package is one of your most pow-
erful sales tools, You cannot treat it
as a stepchild or a hanger-on. You
must acknowledge it to be a fully quali-
fied member of your sales force. It
must be analyzed, evaluated and pro-
moted with each selling and buying
personality, It must be given more
than lefthand compliments. It must
be fully and comprehensively present-
ed. It is not enough to say *'here is
our new blue package,” or “now we
have a carton with a window." Each
individual involved must be alerted to
your package as a fully and powerfully
integrated salesman,

Curiously, often the good sales pack-
age docs not become effective due to
the lack of informed appreciation of
its merits on the part of those very
perscns on whom you must rely for
sales action, I mean the salesmen
themselves,

No one has greater respect for to-
day's salesman than I. Most of them
are aware of consumer needs and re-
actions, They also posses a health
knowledge of buying trends, It is

- surprising, however, the number of

good salesmen who fail in a knowl-
edge of the elements of good pack-
aging. Too often lhc]‘; have only a
jumbled reaction of what a multitude
of buyers would or would not like a
package to be. To make your pack-
age consistently click in sales, your

foremost job is to properly educate
and inspire your own sales force so
that they may, in turn, offer the pack-
age to the buyers in a glittering, con-
vincing manner.

This point is not to be taken lightly.
It was deeply impressed on me just
the other.day. For a good, long while
I sat in the general headquarters of
one of America's large operations al-
lied tn your own industry and pored
over questionnaires that had been filled
in by their some 500 salesmen who
operate in every state of the union.

rese were seasoncd salesmen, Man
had been calling on the company's
buyer outlets for years, The question-
naire was desipned. to get their reac-
tions to a newly designed set of pack-
ages, Out of those more than 500 an-
swers, T would hazard a guess that not
more than 10%, or some 50 salesmen in
all, showed a real packaging knowledge.
Despite the fact that the question-
naire was an excellently designed one,
the great majority could not appraise
the label beyond the fact that they

ersonally liked or disliked it, plus the
information that some of their buyers
preferred the new package to the old
or vice versa,’ It's a pood example of
the need for schooling the salesman
in package presentation.

T don’t mean that your salesmen,
whose time is so valun{lc. have to be
given a packaging course,

With the proper approach, you can
give them the necessary inspirational
information in a Saturday morning's
meeting.  Quite often your package
supplier will be happy to have a rep-
resentative  conduct  this  mecting,
Whether the meeting is conducted by
you or some such representative, the
following rules should be observed:

1. Let the salesmen know how the
package has been made distinctive for
consumer recognition, 2. Let the sales-
men know why it presents your prod-
uct in the best possible manner. 3. Let
the salesmen know why it merits shelf
or floor display, 4. Let the salesmen
know it's advantaces to the owner and
clerk of the retail outlet, 5. Let the
salesmen know its advantages to the
housewife.

Assuming that you have bought the
right package from the right supplier,
you will find the foregoing presenta-
tion of its hasic merits will give power-
ful impetus 1o the salesmen's cfforts,
Let me mention here that all of these
comments will apply equally to your
present package as well as to a new
one. With the right genuinely able
supplier serving you, he will check
your current package and recommend
any modifications as their need be-
comes apparent,

If your salesmen have been given
the intelligent reasons that went into
making your particular package, wheth-
er it is your current package or a new

one, it will immediately become im-
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portant to them, whether or not the
personnally like the package, They \riﬁ
catch the all-significant fact that it's
a real package capable of making real
sales,

In an infectious .manner they will
then pass along the same fine packige
presentation to your distributors and
all your buyers—potential or real.

A safe guide to keep always in mind
in this important factor of package
presentation is this—"It is not enough
to say we have a good package, you
must tell why you have a good pack-
age,” Tell why it's a good package to
your salesmen, distributors and buy-
ers, This you as a manufacturer can
always do, whatever the size of your

lant or the limitations of your sctup,
in the manner 1 have been outlining,
If you have further financial means
of promotion you will, of course, want
to develop consumer recognition for
the package through the additional
means of counter dis!‘)lzly, retail pieces,
billboards and the like,

Keep always in mind, however, that
you first need is to explain the merits
of your package to your salesmen, dis-
tributors and retail outlets. The house-
wife, God bless her, instinctively
knows and always reaches for the
really good package. This is not sur-
prising for, from the conception of
the first idea, through the designing,
planning and production it was mhde
for just that ultimate act—her choice
of your package.
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CLEANLINESS

(Continued from Page 40)

sanitation program, have a good sales
tool you are not using. Ts it cthical for
you ta say so? I think it is. If you
say so, you will force your competitor
to improve his sanitation, so that he
can match you in every way, I-n't
this a lot better method of improving
sanitation in your industry than
through the policing power of the pov-
ernment, which loflay is dragging one
of your industry into court every
month or so, and giving him a fine with
accompanying publicity which injurics
him and also you? As you all kiow
perhaps, a year and a half ago, in the
city of St. Louis, there was the long
series of I'nrnsccutimls of bakers, whic

kept publicity on the subject of un-
sanitary bakery products going in our
daily papers for a period of about (hree
months, One of these bakers who was
prosccuted, told me that his gross vol-
ume dropped about 28% immediately
following such publicity, and it is my
understanding  from various sources
that the tolaf overall consumption 0
bakery goods in St. Louis dropped be:
tween 189 and 20%. A St. Louss
Baker, who maintaiiis a - particularly
high standard of sauitation, infonm
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me that his volume of business was in-
creased during this period of publicity.
We think that his increase was due
1o the fact that all of his employes were
vxtremely conscious of sanitation and
had in the past and at that time told
their friends and acquaintances about
it. His plant had an established repu-
tation for pood sanitation,

In many cases, poor sanitation in the
food industry is the result of failure
to understand what is meant by good
sanitation. T am afraid that there are
some who think in terms of volume of
insccticide, rodent poison, and disin-
fectant used as a measure of pood
sanitation, These same people may be
inclined to think in terms of the num-
ber of insects killed, rats and mice
caught, and the amount of disinfectants
necessary (o clean up a bad situation
as a measure of good sanitation, There
are some who need to be told the facts
of life. You remember that little story
about the birds and the bees and the
trees that all children are supposed to
hear at the proper time in life? A mac-
aroni manufacturer, a good many years
ago, illustrated this need by telling me
that there was nothing which could
be done about the insects in his semo-
lina because after all, they came from
the germ of the wheat. Somebody
needed to tell him about mamma and
papa bug and their children,

. Good sanitation must be directed and
if you have a production manager, a
sa'es manager, a traffic manager, and
a manager for everything under the
sun in your plant, but no sanitation
manager, then you do not have a san-
itation program. 1f you think of sani-
lation as a burden upon production,
instead of a necessary part of produc-
tion, then you do mot have a good
sanifation program, Sanitation is best
thought of in terms of prevention of
contamination, You should look at
your complete production process from
raw naterials to finished products and
see how such contamination can be pre-
vented.  This need not be costly, nor
does it require a new plant. Good sani-
fation requires orderliness which re-
fuires efficiency, if you do not have
Bondl sanitation, then ‘we admonish you

1o '!nl'c_;rm yourself and acquire good
sanitation,

. Many food associations have sanita-
tion directors and sanitation programs,
if the same association has a financed
romational program to increase pub-
ic mn_sumruon, and includes in the
Pronotional program some acceptable
Teference ta sanitation, it would do
Elrllgrt' than anything clse to educate the

ustry and enable the sanitation de-
Partment to get its job done.

1M you do have good sanitation, you
. ’

:'cilt! be doing a good turn for ygt'lr-

' ,fOr your competitor, and for the

Imd industry as a whole to say so, and

TS, Housewﬂ'l-, your buyer, know

! your product is' made in a plant

maintaining a sanitation standard in
excess of the standard which she main-
tains in her own kitchen. You will
contribute to destroying that fecling
on the part of the buying public which
may make them hesitate to pick up

rocessed goods at the store. You will
1e helping your industry to police itself
and relieve itself from the necessity of
government action, You will be capi-
talizing on cleanliness.
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RESOLUTIONS
(Continued from Page 39)

good will and support that such vol-
untary serviee rightfully deserves,

6. RESOLVED, that in the death
of A, Joseph Freschi, former vice
president and many years direclor of
the National Association, we lost an
able leader and friendly advisor. To
his relatives and friends, this expres-
sion of appreciation of his life-long
loyalty, and be it further RESOLVED,
that this same feeling of loss be ex-
pressed to the relatives and friends of
all other members of the Association
who answered the last call since our
1949 convention.

Respectfully submitted,
Guido P. Merlino, Chairman
Albert Ravarino
Vincent Cunco

Respectfully submitted,
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MANAGEMENT
(Continued from Page 33)

we have nurtured its growth, suffered
its disappointments, shared in its suc-
cess and profited thereby. Anything
that threatens it threatens us, [ sce
threats of a storm ahead that will sure-
ly hold us back and could possibly put
us in a position where we will not have
the power to keep in the contest for
{:\‘cn that small share of the food dol-
ar,

You cannot continue to scll one
pound packages of macaroni at 12%4¢
per pound and expect to make your
competitive bid strong enough to hold
your share of that food dollar, These
things I believe are true:

I, The semolina in a pound of
macaroni, allowing for losses,
COSL RBOUt, vu v iy unsys verearsd S005/H#
in sacks (delivered 10 heaviest
production centers on  today's
lnnrkm.?

2. Cash wheat is still selling below
the price at which CCC will let
loose of their almost monopolis-
tic holdings. The new crop of
durum cannot equal last year's
and  because of late planting
might yield even less than our
requirements, The industry as a
whole is not protected beyond
the old crop. Semolina prices
will probably rise,

3. Conversion ‘and packing costs
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in the hest managed plants ay-

erage at least 2¢ at full pro-

duction and will average Jc for

the industry, They go up as vol-

ume Goes down.....veeeeenens $.030/#
4. Cartons for spaghetti run from

$780 to more than 14.00 per

thousand, A low average would

PR M Ve $.010/#

. A fair average cost for the ship-
"?ng container would he....... $.005/#
6. You can't ship very far for
less than ..,.. vesespasrnsbanes 010/
o B R e 120/,
7. An analysis of moderate selling,
merchandising, and advertising
expense indicates that a mini-
mum_figure would be.....,.. 015/
Total voiiiiinnnn, viverve il 135/
What will happen?

First, advertising appropriations will
be cut right at the time when the rice
industry is :tp'prnprinling 10¢ per hun-
dred pounds for promotion and when
there will probably be a potato sur-
plus which your benevolent Uncle Sam
will encourage your customers to eat
—cven if they give them away,

Next, quality will be shaded and
many a good customer will try some-
thing clse,

Then, consumption will drop and
desperate producers will cut the price
further, and lower quality to the cheap-
est materials than can be bought.

Maybe another emergency will save
us again, but it might not,

Now, what is the alternative?

It is human nature to blame our ills
on others, The leaders say that the
followers are chiselers and have to he
taught a lesson, The followers trained
to ride on the tail of progress can
unly cut lower or go out of business,
It 15 the history of the macaroni in-
dustry that they may po broke, but
ﬂll?’ do not close up,

‘or thirty years I have listened to
manufacturers say, “I'll teach the so-
and-so. Tf he cuts 10¢ I'll go to 15¢
and make him like it.” The only per-
son that likes it is the buyer, but, be-
licve it or not, there are many far-
seeing buyers who will support the
manufacturer who establishes a fair
price, does not respond 1o pressure
to shade it to anybody and maintains
his brand franchise by using his mar-
Ein to develop consumer deman,

No one manufacturer or group of
manufacturers has ever, to my knowl-
edge, increased volume permanently
by cutting prices below cost. This in-
dustry is so constituted that well man-
aged plants, regardless of size, can
compete on an equal basis with ecach
other,

CActually, when  consumer promo-
tion ceases, the fellow with a small
plant investment and low overhead can
lick the pants off the bigger boys with
large responsibilities which cannot he
reduced as production falls. When the
margin between cost and selling price
is big enough to permit promotion—
all elements in the competitive field will
tend 1o build consumer demand by
methods other than further price cut-
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ting, The result is that the total effort
is much greater than when a small
group of companics carry the load, the
total consumption of macaroni tends to
increase, and the larger elements get
their proportional share of that in-
crease,

Leaders have always had to show
the way. If they do not do so, other
leaders will appear. 1f the macaroni
industry cannot supply leaders that will
puide consumers to  macaroni  and
noadles, leaders in other industries will
coax them away, You have good ma-
terials, cfficient machines, competent
workingmen. These three you have in
abundance, Will you managers main-
tain the leadership which will preduce
the margins needed to win the race?

R i e

N.MM.A. CONVENTION

{Continued from Page 12)

of some macaroni and noodle manu-
facturers to answer falling volume b
price concessions, as utterly fallaci-
ous,"”

Claude H. Webster, western division
manager, Kroger Company, Chicago,
treated the distribution of macaroni
products from the angle of the retail-
er. “Manufacturer-retailer cooperation
will result in more satisfactory, more
profitable relations in passing your
products to the housewife, who usu-
ally knows what she wants and what
should be expected from it."

Martin J. Hard'ng, vice president
of Harding Restaurants, Chicago,
handled the problem of the restaurant
chefs in preparing macaroni foods for
satisfactory serving to diners, A high
grade, good quality spaghetti is a prime
necessity.  Suggestions of tested reci-
pes best suited for feeding groups are
always welcome, While the brand name
may be lost, it's quality, as served, is
what determines its repeated selection
by those who know and appreciate
good foods,”

Advertising  cgencies’ Angle on
Sales: The choice of the proper agency
qualificd by study and reséarch into
the quality of the product whose con-
sumption they plan to promote and
their merit as a food that Americans
would relish is most important. The
subject was discussed from two angles,
one h{ A. G. Bishop, account execu-
tive of Rathrauf & Ryan, Chicago, and
the vther by Roy E, Hanson, director
of sales, Milprint, Inc., Milwaukee,

"I!auu{acmrrrn' Roundup:  Two
practical, successful and  well-known
manufacturers, one from the Eastern
Seaboard and the other from the Pa-
cific Coast, reviewed the discussions
by speakers from outside the maca-
roni industry and, combining their im-
rressions with their actual experiences
in the trade, recommended how most
of them may be incorporated into as-
sociation and company policies to get
from the suggestions all that is good

and practical to better serve regular
and prospective users of macaroni
foods. They were Joseph Pellegrino,
Prince Macaroni Mfg, Co., Lowell,
Mass., and Guido P. Merlino, Mis-
sion Macaroni Co., Seattle,

What the Association Is Doing for
You: Robert M. Green, secretary-
treasurer and director of public rela-
tions for both the association and in-
stitute, and M, J. Donna, secretary
emeritus and managing editor of Tue
Macanront |Jmmrm., reported on what
has been done or attempted for the
betterment of the association mem-
bers and the industry at large, Ben-
f‘nmln R, Jacobs, who was ta report on
his work as director of research and
Washington representative, was unable
to be present, missing his first national
convention in over thirty years.

Deserving tributes were paid Mr,
Jacobs for long, continuous service to
the association and imlustr{. and to
past president James T, Williams, Sr.,
First World War president of the as-
sociation, in resolutions unanimous!
adopted and ordered put into scroll
form for presentation at a later date,

The social functions were many and
varied, all fully enjoyed by all who at-
tended the 1950 convention,
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DURUM MILLERS
(Continued from Poge 20)

or a tolal supply available of 57,000,000
bushels, This' means that the mills
skimmed off the top 40 per cent of the
durum for you. If we have only 23,-
900,000 bushels available this year,
nearly 90 per cent of the crop will
have to be ground into semolina, Let
us hope that the crop is bigger than the
government estimate, and that it is of
uniformly high quality ; otherwise, the
quality of the semolina you use next
year may not he as good as that to
which you are actustomed.

No one know: how much durum
Commodity Credit will take over this
year. There has been considerable
country selling recently, and this sell-
ing may continue if prices remain at
present levels. If prices decline, there
1s no incentive for a farmer to sell, as
he can get the equivalent of $2.40 per
bushel, Minneapolis, including storage,
by re-scaling and carrying the grain
until next spring, whereas if he liqui-
dates his loan he must pay interest and
other acerued charges, and he loses the
storage payments,

+ If he delivers his grain to Cemmod-
ity Credit Corporation, it will be
available to the mills, and to you, at
higher prices, Commodity Credit Cor-
poration has announced tieir sales
price at 28¢c per bushel over lacal loan
levels at the country elevator. The
average lnan is around $1.95 per bu-
shel, Adding freight to the terminal,
and country and terminal handling
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charges, brings this price to $2.50 10
$2,52 per bushel, and that price will
look low unless we get a good crop, |
want lo emphasize again that no oue
knows what the production will be, We
do know that the acreage has been re-
duced, Therefore, even with ideal
growing conditions, it is likely that the
crop will be much smaller than lust
year, This is a rather pessimistic re-
port, but that is how the situation looks
today, June 20, 1950.

MACARONI WEEK

(Continued from Page 19) °

these stickers should go on every letter,
every package, every piece of mail that
goes out of your plants and offices he-
tween now and Macaroni Week,

Bob Green  will be happy to take
your orders for both the posters and
the stickers,

On the basis of the report I have
made to you today, I think you can be
assured that National Macaroni Week
will be a success. However, we can't
sit back and rest on that assumption.
There's a lot of work ahead of us and
a lot of work ahead of you if we are
poing to cash in on the advantages de-
veloped by Macaroni Week.

To achieve the greatest success, it
means that everyone in the macaroni
industry must get together and work
together to make everyone conscious of
Macaroni Week, Salesmen, wholesal-
ers, brokers, retailers, chain stores and
voluntary allied groups must pull to-
gether as a team if we're going to get
the full advantage of Macaroni Week.

Macaroni  manufacturers, through
their salesmen and distributors, are go-
ing to have to get those posters up in
the ‘retail stores so that every house
wife will be brought face to face with
Macaroni Weck in every grocery store
she enters.

Your salesmen and distributors are
going to have to sell those grocers on
mass displays of your products so that
the housewife, whose appetite for mac-
aroni products is whetted by something
she reads or hears about Macaroni
Week, will be able to find those mac-
aroni products in the stores,

We'll get the public thinking about
Macaroni Week, talking about Macar-
oni Week. It's up to you fellows to
help us with that job by talking Mac-
aroni Week yourselves and selling
macaroni week to everyone with whom
you come in contact.

Other members of the foed industry
think enough of Macaroni Weck to
spend money promoting  it. They'll
profit from “it, but the moncy they
spend will help to build your sales.

Macaroni Week is going to be a big
thing for the macaroni industry. Its
going to boost your sales and it's going
to help us in our overall objective P
putting  macaroni products on every
table at least once a week, V;
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7 PAVL WHITEMAN,
“KING OF JAZZ” FoR
OVER. 30 YEARS, IS
MORE AcTive AND
IN BETTER. CoNDITION
THAN EVER. PAUL IS
A SPAGHETTI
\
?‘@3&‘1”?}“ FAN --- BUT THEN

‘EM CREDIT :
CIVE STARTING\ WHO ISNT S

OuUT RIGHT'

HONEYMOONERS
ARE ORDERING
MORE AND MORE

ERES THE
IGGEST oN
BITECCRY NN, = MORTY CURTIS,
=7 FAMED THEATRICAL
ABENT, CELEBRATES
HIS \dTH YEAR OF
BoOKING STARS.
MORT STARTED OUTY
As A DELIVERY BOY.
HE WORKED HIS WAY,
DE LIVERING NoopDLES,
THROUGH ColLEGE.

VWRITER WRITES HIS COPY
AHILE ENJOYING Mﬂc:ﬂﬁoN/
DISHES AT NEW YORK'S

FINE VILLANOVA RESTAURANT.
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Reglon

No, 8
Guido I, uh:rllnu. Mission Macaroni Co., Seattle, Wash,

Reglon N !
\\'l‘l‘t: F?'\’lllnume. Minnesota Macaronl Co., St. Paul, Minn,

Reglon

No. 10
Viacent D‘;lkmenicn, Golden Grain Macaroni Co., San Francisco, Cal.

Reglon No.

11
John Laneri, Fort Worth Macaroni Co., Fort Worth, Texas,

At-Lar
E_ﬂrr f.: Rosa, V.

F. Mueller, C. F. Mucller_Co.,

La Rosa & Sons, Brooklyn, N. V',

N. J.

0 %erur ity, N.
Albert Ravarino, Ravarino & Freschi, Inc, 5t Louil ,“Iisll'x‘.
nn,

L. R ity M Co,, St
.n'S?I‘::‘li:r’Nll.“mniﬂmn'hl.

Maurice ¥

Lioyd E. '.ilsilm:;J

erry Tujague, National Fi
agnino, Al

S,
Al'.:e:l 8, Weiss, Weins Nood)

& e
Robert S. Williams, Robert V

Co.
P

American Ileauty Macaroni
Yoodle Co. Cleveland, O

Paul,

Nebr,

ucts Co, New Orleans, lLa.
Co., 5t. Louls, Mo,

Los A

yiljsms  Food 1 }
John P, Zerega, Jr., A. Zerega -mai':,'c'-'s', nn,'hmklyn:‘ﬁ.t‘t‘. o

Remember—

Send your news items to:
M. ]. Donna, Managing
Editor, THE MACARONI
JOURNAL, P.O. Drawer
No. 1, Braidwood, Illinois.

w

Worthy of Recom-
mending

Macaroni Manufacturers on the
lookout for macaroni, spaghetti or
noodle dishes to recommend will find
favorable consumer acceptance to the
following dish by a renowned home
cconomist !

Diced cooked ham-: is delicious
teamed wilh cooked elbow macaroni,
cream sauce and grated yellow cheese.
Put the mixture into a casserole, top
with buttered crumbs and brown the
topping in a moderate oven.

Don't %ive your mind to your work
without giving your heart to your work-
ers.

Families with Children
Consume 40.5% More
Food

The rescarch burcau of Parents’
Magasine has just released facts and
figures revealed in a new survey con-
ducted in 1,558 houscholds in 66 rep-
resentative cities, It shows conclusive-
E{ that families with children consume

0.5 per cent more food than families
without children,

The basic data in the report was sup-
plied by the U, S. Department of Agri-
culture which conducted a survey in
the spring of 1948 on the purchased
food consumed by urban families,
Data on food used by rural families
was not collected because rural fami-
lies consume relatively large quantities
of home-produced foods.

Typical of the greater-expenditures
by households with children than those
without children is that concerning
macaroni products,

Average expenditures for purchased
food used in week:

By households without children .. 7¢
By houscholds with children ..... 12c
Difference in expenditure ....... 5S¢

Per Cent Difference (based on ex-
penditures of households with-
out children)........v.neee K

CLASSIFIED

FOR SALE—Consolidated Washer for
Long or Bhort Macaroni Dies , , . Al
Condition. Guaranteed for 1 year, Price
$750. Box 81, Macaroni Journal, Brald:
wood, Il

WANT TO BUY—Consolidated Auto-
matic Bhorteut Macaronl Press, Box 81,
¢/o Macaroni Journal, Braldwood, IlL

“If I were to try to read, much
less answer, the attacks
made on me, this shop might as
well be clogsed for any other
purpose. I do the very best I
know how—the very best I can!
and I mean to keep on doing so
until tho end. If the end brings
me out all right, what is said
against me won't amount lo
anything. If the end brings me
out wrong, ten angels swear-
i:lg.l was right would make 1o

rence. :
—ABRAHAM LINCOLN.

S

now...MILLED WHITE RICE can u?n

MODERN NUTRITIONAL DEMANDS

Nutrltionlsts, Government authorilies an
processors the world over will, we bali::'n“::e?!
come this Hoffmann-La Roche news. Far' until
Peoples of the great rice-eating nations can enjoy
a state of health free from beriberi and ofher
effects of malnutrition, world trade and interna-
tional security will be deprived of a most essential
guarantee, A nallon cannot be BOTH productive
:::nhﬂ':ry wlllul:ul goclnd health, Now it can be both
s people's pr
o rfce.p ple’s principal staple food is milled
Enrichment of wheat flour, macaroni
and corn meals was a relatively simple :::‘l‘:r:::
which Roche chemists and technical experis helped
to solve. However, the popular practice of wash-
Ing or rinsing rice before cooking renders the usual
fype of enriching premix useless since the vitamin whi
content dissolves in the waler and Is lost, As q
leader in world production of vilamins, Hoffmann-
*The expariment [s under tha |olnt ausplces of th

of Health, United Stotes Public Haalth §

mﬁlgrlnu and Hofmonn-La Roche Inc, Pr

means of

experiment®
pine people,

pProcessors

- - o

¥ RN
' ROCHE®

VITAMIN DIVISION « HOFFMANN-LA ROCHE INC. »

La Roche looked for a means
difficulty, found it, and its patented processes have
been made available to the rice milling Industry,

Golng further, and to demonsirale conclusively
that addition of lacking vitamins and minerals to
a staple food cereal was a practicable and easy
" correcting dielary deficiencles,
offmann-La Roche [olned with four ofher partlcl-
pants in making possible the greatest nutritional

Thc:\m:m:“ of "enrichment,"

sk to see, and if you eal rice Insist upon bel

served, the new “nutritionally improvez"nmalzg

lhe":ad“ :Iall'rylng thiamine, nlacin and Iron at
me minimum per pound level

white wheat flour and corn produ:I:. S

of hurdling this

of all time. Involving 100,000 Philip-
this experiment has furnished proof

with which flour millers, bakers and other cereal

can overcome the ‘‘doubting

¢ Willlami-Waterman Fund, Republle of the Phili

|:v'}::in=.hnll:llr!;!lan hPfrnqmm, Natianal Il:u onn:l .C:’rllahéznu"lgfg:’n'?:;'

Augvll 1949, Joormeta o FAHAALL nary reports publ lilu:d Ihu! lml"lxl;v:::pnud In tha Jaurnal of Num!
s g

the Rice Journal of April, 1950,
» e
v .‘"’71-_
f Wanh e ¥ 00
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LADIES LOOK TWICE!

Whether s jeweliy o macioni products, o woman isn't like!
1o by after one guich elance. She'll ke a cneful second Took
A louk at the guality,

For that close, critival second ook, vour products need attracen
cofor, And then, 1o satisfy the castomer after shie has boul
them, thes need hestaate thvor and cooking gualin

To mahe sure of the wtmost in color, Bavor, and cooking quali
sear i andd sear oty ey oo Pillsbuys s Duram Produces, T
e the resudt of wnescelled kil
and experience in o milling durim
wheat  plus the most advaneed
whvatsselection and poduet-
watine facilities
.: Pithibury '
® o Datred Cirele
°
U]

PILLSBURY'S :. o Sambol of

Keliahehity

DURUM PRODUCTS %
illsbury Mills, Inc. "
CGeneral Difices: Minneapaolis 2, Minn,




