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SOMETHING %W IN PACKAGING

Besors’ TRIPLVU

M;\XIMUM PRODUCT VISIBILITY WITH PROTECTION

ROSSOTTI LITHOGRAPH CORPORATION
NORTH BERGEN, NEW JERSEY
o

8511 TONNELLE AVENUE

ROSSOTTI CALIFORNIA LITHOGRAPH CORP.

5700 THIRD STREET SAN FRANCISCO, CAUFORNIA
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NEVER A
BROKEN PROMISE

When Amber Mill makes a promise, it's kept, Our
customer friends know this, and perhaps that's one

reason Amber Mill keeps its customers, too.

When you specify Amber's No. 1 Semolina and a
spécific shipping date, you can count on two things:
Top qu:;lity No. 1 Semolina, always uniform to safe-
guard the quality and uniformity of your products;
and delivery as promised to keep your plant on
smooth schedule,

Why not let Amber Mill take over the responsibility
of supplying you regularly with your No. 1 Semolina.

You'll enjoy the association,

. AMBER MILLING DIVISION

F‘IIIIIIS UNION GRAIN TERMINAL ASSOCIATION
Mills ot Rush City, Minn. * General Offices, S1. Paul 8, Minn,
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Since the day some 60 years ago when Enrico "Cap"
Capronifirstopened hisdoors for business, Caproni‘s
Restaurant has been one of Cincinnati's most
popular “institutions”. Here is a view of the neu
Caproni's, modernized and redecorated in 1948,

Tradition
kood Eating

SINCE 1886

Here Joe Palazzolo and Gabriele DiMaiolo, :hlcl at
Caproni's for 24 years, perform part of a daily rlaluaI:
they're tasting a Bolognese sauce, Perfection is [he
watchword . . . justas perfection is the constant aim
of the millers of King Midas Semolina.

s MIDAS
0 cmoline

MINNESOTA

Miiled with Skill that is \
Traditional |

KING MIDAS FLOUR Muts@muuusarous 15,
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PULLING TOGETHER

For Peace

\ New Year with new apportimities, plus all the left-
over ol ones and some new obligations, grected every
\merican on New Year's Dy

Onee again we find aurselves inoa state of war, this
e with o sl mation willing 1o become the front for
o af the greatest commumistic comntries in the workl,
Again we are being stabled i the lick v vicious foe
that seeks the end of the civilized maions' way of life,

Onee again we staned united, veady on the home front
wopull wgether for Peace, As processars of i foml in-
dustry highly essemtial to our defense program, the maci-
roni tndustey can be justly prowd of the part we are abile
o play, noomatter how sl that Pt iy seemn, in keep
i dependable supply of good subistantial fomd headed
lowar| our military efforts abroad amd a suflicient reserve
for those on the home front,

Oce more we must realize that e operations on the
fightmg fromt, on the high seas, under the surface or in
the v, s well as the morale on the home proameds, de
Pemd o products, machines, explosives aml evervthing
ehse, wuppliei adequately amd with dispateh,

Seae members of the families of the food plant opera-
md workers in the macaroni-spaghetti-nomdle fae-
tricof the US.AL have already Teft theie homes and
e -
es - Doubtless others are soon to follow,

v 1o our country i imperative in such eritical times

A times, 1 the decision is ours 1o mike, we must
Teter i wisely inwhat eapacity we best can serve . . .
Whether i e g military assignment, or by reason of ex-
Pere e, training and edueation o contribution to the
M or semiswir effort can best be realized by remaining
M present job,

lors

of domestic employment to enter the military sery-

“ il-lll’\'t‘l' the outeome of these l|1-l~i.~ilrll\. wr fieed coms-
bine vgr efforts to insure the well-heing of our nation,
the members of our families at home and abroad, and the
omtinuation of the democratic form of life that has seen
!l.p workl progress to its highest peak in evervthing that
' worth fighting and living for,

'u}.:vliu'r, let us continue “ailling together for @ united
Peaceful world!

o

For Prosperity

\gain, at the beginning of a New Year, we tinld the
leiders of the macarani-spaghetti-nomlle industey of the
US0AL gatherad this time inoaominl vear meeting to sty
juintly canditions within the indostey, comparing them
with the all-out effort by the mation at Large to car v ool
ancundecred wie on the civilized countries of the world
by i ruthless enemy  of  comtentiment il progress
comnmunism,

At the industey conference this time, as in most con
ferences in the years sinee the indostry was placed onan
organized basis almost o half century ago, there seerneld
altogether oo great a0 percentage of the industry sl
ready to let the willing Georges form the fighting from
et cosaperatively o the industey's all-out effort 1o
aid the mation 1o protect their very existence as well s
the peaceful and prosperons future of those willing 10
stand upand be conmtedd,

Again we must e considerate. Notall who did not at
teml fast momh's conclive should be charged with neglect
of duty to their comntey, and o their industey . T
thuse who hive consistently vefused their co-operation
through the years will have mueh explaining 1o do, cven
unto themselves,

Duty o one's trade or Vsiness comes next 1o ohliga
ot our cotntey et our family, Cnee more all shoald
readize that if our mation s o De strong in its Bght 1o
preseeve democriey in the greater part of the worll, all
individuals and units within the country must wark 10
gether to make and to keep it strong,

A united amd stromg macaroni industey will not only
help to Keep amation: strong, ot will serve to provide an
unending supply of a good <ubstantial fiod on all fronts,
a comented working foree in our factories and a healihy
mation willing o pike all necessary saerifices towards
that eml,

As was expected, the Winter Meeting of the macaroni
industey went uniminiously on record as favoring full
spivited support of the country's efforts, & continning
necessary campaign of  products promotion thar - will
provide the inereased demand necessitated by the over
production: by improved machines amd methiods, aml of
holiling the good will of the durum growers whose good
grain means so much for goml semoling aned the ged
health of the inereasing number of Americans who have
become inereasing consmmers of this fne wheat fool.

Together, let more macaroni-nomdle manuiacturers work
and pull together for a united, for o better industry, in
WIr Or in peace,

SQXNJ
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A SALUTE

TO MINNEAPOLIS

Minneapolis . . . Hub of the
Upper Midwest

“Were your mills and your falls in
Europe, and properly described by
Baedeker or by usiin. you would
rush in crowds to see them and en-
thuse over them in superlatives, But
as you cross the long, low, stone
bridges, as fine as a Roman viaduct,
how many marvel at the mighty mass
of masonry, from the base of which
wild torrents gush forth? How many
of you marvel at the beauty of the
mass of the rock-built cliffs, while
against the dark water stand huge
silhouettes of masonry as pictorial as
anything in Europe?” So wrote the
late Joseph Pennell, one of America's
foremost etchers and art critics as he
marveled at the colossal towere of
Minneapolis’ “Bread and Butter Sky-
line.”

And a substantial part of Minne-
apolis' breadstuffs industry is the
manufacture of macaroni ~ products.
which contribute plentifully to that
city’s aggregate industrial production,
Strategically located close to the Da-
kotas, from whence comss the most
excellent durum wheat goown, and in
the center of the durum milling in-
dustry, is Minneapolis' Creamette
Company, which curries the fine repu-
tation of Minneapolis-manufactured
products across the nation from coast
fo coast and to many foreign markets,
Specializing in the quick-cooking light-
er type of macaroni, this local manu-
facturer has progressed in a direction
almost opposite to that of the Euro-
pean methods of production, Here the
finest of semolina . . . the smoothly
milled hearts of amber durum wheat
.+ . are scientifically mixed into a
dough, thoroughly kneaded in batteries
of tour-ton presses which extrude the
product um[rr tremendous  pressure,
Rather tha» being sun-dried under
changeable weather conditions, these
macaroni products are slowly cured by
smooth, deliberate stages in a series of
temperature-and-humidity-contro 11 e d
automatic dryers, to preserve the deli-
cate natural flavor of the durum wheat,

Also located in Minneapolis is a
smaller plant, the Mill-Brook Maca-
roni Company, with an equally fine
reputation for quality products “which
are widely distributed throughout the
Twin Citics, Minnesota and nearby
states, A force of about ten executives
and employes operate this factory.

Current figures indicate that local
manufacturing facilities produce mil-
lions of pounds of macaroni products
annually in Minncapolis alone, con-
tributing several millions of dollars to

James T. Williams, Sr.
President. The Creameite Co.

Minncapolis'  billion-and-a-half-dollar
wholesale annual output volume,

The upper mildwest has always been
a natural and primary market for the
produce of its largest metropolis, This
vast trading arca was quick to accept
the new thin-walled, quick cooking
macaroni originated in  Minneapolis
and this American adaptation of a
LEuropean dish has become increasingly
popular with its presentation to many
other American markets,

Alrview ol thres of Minneapolis’ sleven lakes. Lake-ol-the-Isles is in the foreground
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Indicative of the Minneapolis spirit
of mutual helpfulness is the me-
chandising co-operation of the pgreat
flour milling companies, as exemplified
by General Mills which annually pro-
motes, through many advertising media,
delicious macaront  dishes, such as
Chicken Tetrazzini, Paprika Veal with
Macaroni, ard Spaghetti with Blue
Cheese Sauer ., . which have not only
received enthusiastic public acceptance
but have introduced more and more
Americans to this most versatile prod-
uct that flavor-blends its individual
taste with that of meats, vegetables,
seafood, cheese and fruits to provide
a multitude of appetizing new dishes
for mealtime menus,

It is significant that a flour mill was
one of the first structures to be erected
on the banks of the Mississippi River
in that little settlement later to become
the City of Minneapolis. For 70 years
the flour mills and millers of Minne-
apolis have been known throughout the
world as prime producers of the chief
ingredient of bread. Today Minne-
apolis' grain clevators are a tribute
to the enormous part the milling in-
dustry plays in the life of the city.
Minneapolis is the headquarters for
the five largest wheat milling com-
panies in the world, A

Minneapolis has long been an im-
portant producer of agricultural ma-

(Continued on Page 37)

Lake Calhoun in the center, and Lake Harrlet in the background. These lakes are in

heart of the residential district.
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FINE MACARONI
DEMANDS EXPERTLY

® Have you taken a close look lately at the

durum semolina or granular you're using? Is it

pure? As free from specks as masser-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 Department 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 durum
products to produce fine macaroni. And, together
w.ivh scientific wheat selection, master-milling
by Geueral Mills assures you such top quality
darum products.

General Mills, Inc.

DURUM DEPARTMENT
CHICAGO 4, ILLINOIS
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Macaroni Products Producers Organ-
ized Industry Action and Producis
Promotion for First Hall of 1951 at
Miami Beach, Florida, Meeting

Spaghettl-satisfied guesis al the Rossolti party, Flaminge He
tel. Left to right: Mrs. und C. Frederick Mueller, Peter and Mn.
La Bosa, and Mrs, and Benjamin R. Jacobs.

EADING representatives of the

macaroni noodle industry of
America met at the Flamingo Hotel,
January 22-25, 1951, to study business
conditions confronting their trade and
to agree on a plan of united, co-opera-
tive efforts to adjust production and
distripution to changes that are being
anticipated by businessmen in most
lines,

The opinion generally prevailed that
government controls are imminent. A
special committee was appointed to
serve as the crux of an industry com
mittee which in all probability will be
required when controls and restrictions
become effective,

Philip Talbott of the grain scction of
the U, S, Department of Agriculture
addr.ssed the convention on the gen-
eral trend in Washington and recom-
mended the procedure the macaroni in-
dustry must or should follow to prop-
erly protect the macaroni-noodle trade
under whatever changes develop,

The Florida conference opened with
a meeting of the 1950-1951 board of
dircctors to adopt budgets of the Na-
tional Association, Macaroni Institute
and the MacaroN1 JourNat and adopt
policies for organized action for the
first half of the new year,

Later in the afternoon of January
22, the directors conferred with rep-
resentatives of the durum mills on the
durum wheat situation and the 1951
crop. The work of the durum relations
committee of the National Macaroni
Manufacturers Association was lauded

and funds allotted for enlarging the -

public relations program needed under
the problems confronting the durum
growers in North Dakota,

A ch:mgc in the govern nent method
of reporting durum production ap-
rears to be necessary to the extent that
it is suggested that durum be listed
separately from bread wheats, red du-
rum and feed wheats. Durum deserves
a scparate classification and action
wis recommended to attain that end.

The work of the National Macaroni
Institute in 1950 and the plans for the
first half of 1951 were fully reported
on by Robert M. Green, public rela-
tions director, and the Sills Agency by
President Theodore Sills. The plans
were approved with an urge that sup-
porting macaroni-noodle manufactur-
ers do a better merchandising job of
the many opportunities created {:y the
industry promativiis,

Presiderc C, Frederick Mueller of
the Naticnal Association, in his mes-
sage tu the members and N.MLLL sup-
porters, predicted a bright future for
the macaroni business if the processors
acted more unitedly in taking advan-
tage of the national interest in maca-
roni foods. He extended an invita-
tion t» all non-members and non-sup-
porters to become associated with the
orgunized unit for general trade pro-
mutions,

Production, merchandising and dis-

Twin Citlans and Hawallan visitors at the Winter Meelin the National Macarss
. Manulacturers Association, Miami Beach, Fla. January 22-!5 e
right, are Maurice L. Byan, Quality Macaroni Co., 8t Paul; C. L. Norris, The Creame™
Co.. Minneapolis. and William Steinke, King Midas Flour Mills, Minneapolis. Sealed &

Mrs, Edw., K. Massee, Honolulu and San Francisco, and Miss Mikilani Fo, Hawalie®

born singer.

tribution were the themes of the three
day conference by members of the in-
vustry, In all phases, actual manufac.
turers and allied tradesmen were the
speakers, with  general  discussions
from the floor. Reports and state
nients by many of the leaders of dis
cussion appear clsewhere in this issue
with late ones in March., The conven-
tion program called for morning ses:
sions only, leaving the afternoons free
for visiting and pleasure of the choice
of the conventioners. The planned so-
cial functions included:

a—Yacht tours of Biscayne Bay
arcas each afternoon with Stanley J.
Klein, president of Empire Box Cor-
poration, as host.

b—A Spaghetti Buffet Supper o
the Open Air Teriice of the Flaming
on Tuesday evening, January 23, with
the Rossotti Lithograph Corp. as hos,
Vice President Charles C, Rossotti of-

(Cunlsued on Page 40)

, 1051, Standing, left ¥
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The
President’s
Message

C. Fredurick Mueller

Winter Meeting, NMMA
January 22.25, 1951
Miami Beach

Miami Beach has, during the past
three years, assumed a three way sig-
nificance 1o many of us in the macaroni
industry,

First, we have had an opportunity
to give and receive helpful informa-
tion during our formal business ses-
sions, Second, our social contacts have

rovided abundant opportunities for
citer understanding with it's bi-prod-
uct mutual respect. Third, and of in-
creasing ‘importance, at least to those
of us who are past forty, we have had
opportunitics, and now have an oppor-
tunity, to rchabilitate ourselves, during
the dark winter months, under idyllic
surroundings to better discharge our
responsibilities during the year ahead.
It gives us a chance to “spread and
preen” for a few short days which, to
my way of thinking, is good for our
souls as well as for our future produe-
tivity,

Our program this year is an en-
largement of that used at the success-
ful marketing meeting held here last
January. Those leading the discussions
are our own people—folks familiar
with our problems and with the know-
how 1o solve them, Tt is my sincere
hope that we may have full and frank
discussions on all subjects. This is the
place for us to say all that we have to
say. ;
Since June, 1950, many things have
been accomplished for you as indi-
viduals and for your imﬁ:s!ry by the
staff of your association and your fel-
low manufacturers.

Secretary Bob Green has, virtually
alone, expanded: association service to
a point which would do credit to a
group many times larger and. more
wealthy than our own and one havin,
the services of a large staff, Througﬁ
his bulletins—"News and Views” and

“Facts and Figures"—he has made a
great deal of information available 1o,
all of us and is anxious that you tell
him exactly what type of information
you want and how much of it you
want,

Secretary Emeritus and Editor M. J.
Donna has maintained his constantly
high standards in editing and publish-
ing Tie Macaront JournaL., From
the appearance of recent editions, it
appears as though M, J." has two new
problems, both in the form of demand.
One is the increased demand for ad-
vertising space among suppliers and
the other is the demand an competi-
tion among manufacturers for pyblicity
space, The former has been brought
about by a growing realization among
suppliers that our ,joumal is an cffec-
tive advertising medium and not just a
good-will publication, The latter is
surely an outgrowth of our industry
publicity program and is additional
evidence that the members of our Na-
tional Macaroni Institute are coming
of age publicity-wise,

Maurice Ryan has once again ren-
dered invaluable service to our indus-
try as chairman of the durum growers
committee. He and M. J. Donna rep-
resented you at the 1950 Durum Show,
while he alone attended many con-
ferences on durum wheat condifions at

C, Frederick I'1 ller
President, N2LGA

great personal cost in time and cffort
to himself,

Peter (Louisville) Viviano, as chair-
man of 'your Quartermaster relations
committee, was alert and ironed out a
misunderstanding in regard to the egg
determination for egg noodles used ty
the Quartermaster depot in Chicago,

Frank Yantz, chairman of your traf-
fic committee, represented the associa-
tion before the motor classification
committee and stands ready to repre-
sent the association on all matters in-
volving rate structures and classifica-
tions, both rail and truck, Mr., Yantz
has a practitioner's license and is well

Jyear ahead, would be foolhardy to say

THE
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equipped to handle association e J ‘ (1 i ST YV S i
problems, i TR g " ‘ rﬁ,f

In rc[{ard to the accomplishments of
our publicity program, it is significan
to note that, despite severe competition
in the food industry, macaroni prodyc.
tion in '50 equalled the high leve] of
'49 with reduced export shipments,
The team of La Rosa-Sills and staff
continues 1o beat out substantjal
amounts of effective publicity, Both
will tell you of the many new program
innovations started since June and of
their plans for the future,

I have given f'ou but a sketchy view
of past nccnmr ishments, These ma-
ters will b discussed in detail later
during this "l‘ﬁccllng. The important
thing is that ‘pyr various committee
men and staff hiye been ready to pitch
in wherever and®whenever they were
needed. It is encouraging to know that
we are thus eqifipped for the war
economy which lies ahead, My sincere
thanks to all of you who have con-
tributed so much to the growth and
strengthening of our association and
industry.

To try to predict the future of any
of us, or of our industry, during the

THE American housewife is becoming increasingly conscious of the benefits
of enriched foods in her family's diet. Today, she is demanding, and get-
ting, fooda 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 branda.

Sterwin offers two superior products for easy, accurale and
economical enrichment of your macaroni and noodle products
to conform with U. 5. Federal Standards of Identity:

the Ieast, 1t should be sufficient to men-
tion a few of the things which have
happened during the past six_ months,
The price of cartons and cggs have
gone to astronomical highs, Semolina,
labor, pipes, fittings and a myriad of
other supplies have risen in price sub-
stantially, Industry action, under these
circumstances, has been most orderly,
Macaroni manufacturers, until recenl-
ly, have absorbed these increases and
when they did, of necessity, increase
prices during December, they did so in
accordance with the “fair standards”
announced by the Economic Stabiliza-
tion Agency on December 19, 1950,

At this time of the year, it is ap-
propriate to fashion plans for the fu-
ture. While more important exccutive
decisions will likely have to be made
during 1951, we are buttressed by !hc
invaluable experience gained during
and since the last war, Self-reliance,
more than any one thing, stands out as
the No. 1 ingredient for a successful
business operation during 1951, All of
us will have to use our own best judg-
ment in making business decisions.
We cannot afford to be unduly in-
fluenced by every new wind that
hlows.

The food industry, of which we art
becoming an increasingly important
part, has demonstrated its willingness
and- ability to make its prodyets avail:
able in abundance at comparatively low
profit margins,

The greatest contribution we can
make, duringthese times, can be made
by keeping our fect on the ground and
planning our operations so that we
together with all industry, may emerg¢
from whatever lies ahead in a soun
healthy condition,

For users of the

CONTINUOUS PROCESS

For users of the

BATCH PROCESS

BETS

The ORIGINAL Food-Enrichment Tablels .-
OFFER THESE ADVANTAGES

1. ACCURACY —cach B-E-T-5 tabler

contains sufficlent nutrients 1o enrich 50
pounds of semolina.

2. EGOIOHY—Nn need for measuring 2- Eco.o“'-'fd\lnlmum vitamin

—no danger of wasting preclous en- potency loss due fo Vextram's pH con-
tichment Ingredients. trol,

U, S, Patent No, 2,444,215
Brand of Food-Enrichment Mizture

OFFERS THESE ADVANTAGES

1- IGWIGY—H‘- original starch base

carrler—freer flowing — better feeding
—better dispersion,

‘- EISE—Slmplv disinlegrate B-E-T-§
In @ small amoun! of water and add
when mixing begins.

3- E.’E — Just set eeder al rale of
fwo ounces of VEXTKAM for each 100
pounds of semolina,*

*Alio available in double strangih

Consult our Technleally Tralned Representatives for practical

Stocked for quick m: amistance with your enrichment procedure, or write direct to:

Rensselaer (N. Y.), Chicago,
St. Louls, Kansas City (Mo.),
Minnsapolis, Danver, Los ’ .
Angoles, S2ii Fiaitinco, Port- IVG,
|and {ire.), Dallas and Atisata, Subisldiary of Sterling Drug Ine,
1450 BROADWAY, NEW YORK 18, N. Y.
Phato Courtesy of

Dhstributor of the products formerly sold by Special Markets-Industrial Dird-
LOOK Magazine tion of Winihrop-Sicarns Inc.. and Vanillin Diriston of General Drug Co.
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Convention Talks and Reports

Given at the 1951 Winter Meeting of the NMMA
January 23-25, Hotel Flamingo, Miami Beach, Fla.

REPORT ON ACTIVITIES OF THE
DURUM WHEAT PRODUCTS DIVI-
SION, WHEAT FLOUR INSITTUTE

From July 1, 1950 — December 31, 1950

Paul M. Petersen, Chairman
Semolina Millers Group

The last report on activitics of the
durum wheat products division of the
Wheat Flour Institute was given to
you by Mrs. Snyder at the June con-
vention in Chicago. Since that time,
the Miller's National Federation very
regretfully accepted the resignation of

Mz, Petersen

Mrs. Snyder as head of the Wheat
Flour Institute after many ycars of
distinguished service to the milling in-
dustry by Mrs. Snyder. Mr. Howard
Lampman succeeded Mrs, Snyder as
exccutive director of the Wheat Flour
Institute with an enlarged scope of ac-
tivity, and Miss Gwen Lam is in di-
rect charge of durum products pro-
motion under Mr. Lampman’s direc-
tion,

The durum products division of the
Wheat Flour Institute has been in-
creasingly active in stimulating the
consumption of macaroni products
during the past six months since our
last report, and I'm going to comment
very briefly on the various phases of
this activity,

1. Newspaper Publicity

(a) Bi-monthly newspaper releases
are regularly sent to over 600 news-
papers. Releases include cooking tips,
menu planning helps, nutrition infor-
mation, recipes and photographs. Re-

leases to metropolitan dailies are ac-
companied by 8x10 glossy photo-
graphs, Those sent to smaller dailies
and weeklies are accompaaied by mats,

(b) In line with rising food costs,
the home economists are putting mure
and niore stress on the economy of
macaroni foods, In this connection, the
institute has begun a policy of firuring
costs for all recipes released. These
prices are based on an average of the
prices of cight larg~ cities throughout
the United States, The fact that a dish
can be prepared for less then 7 or 9¢
per serving will, we believe, have im-
mediate appeal to Mrs. Hooiemaker,
Food editors have giver. enthusiastic
support to this additioral information
added to newspaper releases,

2. Radio and Television

Timed radio scripts are sent month-
ly to over 1,450 broadcasters, These
scripts feature the cconomy, versatility
and food value of macaroni foods, The
institute has also filled several requests
for photographs and recipes for maca-
roni foods to be used on television
homemaking programs,

3. Durum Wheat Noles

The regular monthly bulletin featur-
ing scasonal recipes for macaroni
dishes along with cooking tips, nutri-
tion information and meal planning
helps is currently being circulated to
about 32,000 home economists, teach-

* ers, public health leaders, et cetera.

4. School Lunch Program

Macaroni foods go so well with sur-
plus commodities made available by the
government to the 47,750 schools par-
ticipating in the school lunch program
that home economists at the Wheat
Flour Institute have developed many
large quantity recipes using these
foods, Surplus foods include cheese,
dried whole eggs and dried milk,
These recipes are available on request
from school lunch managers and
supervisore.  Many of these are dis-
tributed by Wheat Flour Institute re-
gional home cconomists at  special
workshops for school lunch personnel.
New quantity recipes are always fea-
tured in the January and September
issues of Durum Wheat Noles.

5. Macaroni, Spaghelti and Noadles

About 22,100 copies cf this recipe
booklet have been distributed. It is
currently being listed as a teaching aid
in several educational publications as
well as in the Wheat Flour Institute

publications, so requests continually
come in from professional persons,

6. Special Requesis

Requests for special photographs,
recipes and other information about
durum wheat products are continually
received, In lEc past six months, m1-
terial has been s/ lied to food editors
of national consw.uer magazines, pro-
fessional magazines, calendar and cook
book editors, newspaper editors, exten-
sion personnel, et cetera. Allogether,
46 plmlographs have been sent out
since June by special request.

7. Colored Photographs

Rzzently the Wheat Flour Institute
a3 made colored photographs available
to magazine editors and to editors of
special colored newspaper supplements,

8. National Macaroni Week

(a) In connection with National
Macaroni Week last October 15, spe-
cial releases were sent to newspapers
and radio broadcasters, Tear sheets
sent to the institute by foods editors
showed excellent use of this material.

(b) The October issue of Durum
Wheat Notes was devoted entirely to
this event, .

The durum products division of the
Wheat Flour Institute is continually
searching for the best and most effec-
tive methods of promoting the in-
creased use of macaroni products in the
American diet, and the durum mills
who sponsor the institute want you al
to feel free with your suggestions or
constructive criticisms so that it may
be most effective in serving the maca-
roni and durum milling industrivs.

* *

DURUM

H. L Bailey, Manager
Durum Division
General Mills, Inc,

The present durum picture has ot
clmngetl much from our interpretations
last fall, The crop was finally ripened
and harvested better than we had an)[
right to expect from the late start an
the late harvest. This has led the FJ\'
ernment to increase its estimates of the
size of the crop, but that iucrease It
bushels has not occurred in the calc
ory of good milling durum, The fol
owing figures and estimates from the
grain department will, I hope, give yo
a fair appraisal of the durum sup ‘{
and price situation for the balance ©
this crop.

it ' »
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uly 1 Seed Feed  Dis- 3. The bottleneck of point of sale
arry- New  Total Mill Exportand appear-

over Crop
M8, .ovveerns s 10,309 45478
1M9,.000000004.17,750 38817
19500000 eine el 19717 36,064
1951, 0000000,. 17,781
*Estimated

Supply  Grind Other Uses ance
55787 21683 16,353 38,036
56,567 21,630 15,890 37,520
55,781  22,000* 16,000* 38,000*

000 amitted from above figures,

Assuming the government December

1 estimate of 36,064,000 bushels to be

correct for the last crop, we would
break it down quality-wise as follows:

Low protein (under 10%4% in the wheat)..,.............. 7,250,000 bu,

Frost damage (fit for feed only),........ F AR s 4,000,000

Red Durum (fit for feed only),........ e R ek g N . 3,500,000
14,750,000 bu,

Deducting the above from the total
crop leaves a balance of 21,314,000
bushels from the last crop which mills
could use, Included in this is a very
large amount of wet durum and con-
siderable light-weight durum (rusted)
which the mills find very difficult to
grind. This means that we produced
considerably less good durum in 1950
than the mills will grind before the
next crop is hnrvcstecf.

ceilings were established today, the
price at Minncapolis for No, 2 Amber
Durum would be about $2.63 per
bushel plus markups for handling, Un-
doubtedly the farmers will succeed in
marketing all of their wet durvm be-
fore warm weather arrives in the
spring. They are striving hard to do
this. When that is accomplished, there
will be no further load on the market

Car lot Receipts at Terminal Markets September 1 to December 1

Duluth  Grand Forks Minneapolis Total
1949, ,.....5,547,000 3,156,000 4,321,000 13,024,000 Bushels
1950......, 4,100,000 4,571,000 7,565,000 16,236,000 Bushels

,Car lot receipts this year are run-
ning heavy for two reasons, First,
much of the crop is very wet and will
not qualify for loan storage on the
farm, Second, farmers are anxious to
market their wet grain before it spoils.
The price of durum this fall and win-
ter thus far has been held down by
this load of wet grain that cannot be
th-logn the farms, -

king forward, the price situation
for durum remains strong, If price

and the price for milling durum will
undoubtedly be attracted to the ceiling
level should there be ceiling prices in
effect at that time, I’orsonall;r I fecl
this transition will take place much
sooncer than most people may think,

Minncapolis May futures price
(1.22.51) is $2.3954, plus 22c pre-
mium, equals $2.6154 net price for
cash durum. The possible ceiling is
$2.63, plus handling charges, plus new
parity, whatever that may be,

EASY'3.SOME LENTEN
PROMOTION

H. H. Raeder, Manager
Durum Dept., Eastern Division,
General Mills, Inc.

As Jack Wolfe puts it, I came to
lorida the hard way—to look after
arry Bailey, see that he rests, goes
o bed at 8:30 p.m,, does not smoke
or drink, Seriously, I am pleased—as
Now you are—that he is able to be
¢ after his recent hospitalization

.Am happy to be here with him
and with this group, It is my pleasure
1o substitue ﬁ)r him on this program
and briefly cover the progress of an
fXciting merchandising program.

i,"l,! are in the 26th year of General
18" durum promotions in a con-
l'!ﬂmt effort to increase the consump-
'on of macaroni products. These pro-

Motions - become progressively effcc-

her

tive as the macaroni industry steps up
the tempo of their merchandising ef-
fort through the Macaroni Institute,
public relations, Macaroni Week and
a more pointed interest on the part of
manufacturers,

There appears to be three divisions
to the sales problem and they are ably
approached in three genceral directions:

1. The durum wheat section of the
Wheat Flour Institute, through the
long-established channels of distribu-
tion, is doing a long-range, effective
job with home cconomists, dictitians
and schools in an educational effort to
place macaroni in it’s rightful place in
the dict.

2. Your publicity program, through
the Macaroni Institute and the Sills
organization, plus our nation-wide pro-
motions, is crealing an urge to buy
macaroni products to create the at-
tractive and economical dishes pub-
licized. ;

action is a subject of discussion at
these meetings—it is a real problem
but can be solved by greater use of
the foregoing attributes plus your con-
sumer registration of brand prefer-
ences,

Inasmuch as our current promotion
was released some weeks ago, so that
wide participation in individual adver-
tising programs could be planned, we
assume you as macaroni manufactur-
ers have all been contacted,” But ma
we briefly cover Easy-3-Some, cul-
minating ‘on a Betty Crocker Maga-
zine-of-the-Air _broadcast over 201
stations on ABC, February 22, Not |
—Not 2—But 3 tempting new dishes,
including the new macaroni recipe re-
quiring no-pre-cooking,

1. Cover Recipes

2, Posters and Recipe Inserts

We would stress the fact that im-
printed recipes are not dated, can be
a continuing promotion. Present in-
dications are that two million recipe
inserts will be used.

The value of these Betty Crocker
promotions is recognized by the adop-
tion of the opportunity on the part of
allied food manufacturers,

While National Fisheries and Libby
are considering a tic-up, we have a
full, additional participation |1¥ Wes-
son Oil on “Macaroni Saute,” They
are going to back General Mills' Easy-
J-Some dish with a big newspaper,
radio merchandising campaign,  They
are going to:

" 1. Run a half page, full color ad on
“Macaroni Saute” in the March 4
castern edition of This Week, circula-
tion 8,175,000,

2. Run the same ad on March 11 in
the Chicago Sunday Tribune, the New
York Sundsy News, the Philadelphia
(.I’xllxq)lfl'ﬂ'r—ﬂ)lllbillt'tl circulation 5,100,-

3. Run the same ad on March 18 in
the New York Sunday Mirror, cir-
‘culation 2,088,000.

(A total newspaper circulation of
15,363,000.)

4. A million reprints of “Macaroni
Saute” will be used as recipe hangers
on shelf displays of Wesson Oil and
macaroni by 201 Wesson Oil salesmen,

5. Wesson Oil will feature “Maca-
roni Saute” on the “Dr. Paul” program
over 37 stations March 5 through
March 23—3 wecks!

Let's look at the map to visualize
this combined coverage by General
Mills and Wesson Oil,

General Mills, on February 1, will
release publicity on Easy-3-Some to
650 food editors across the nation.
The Sills organization will do likewise
with their contacts,

The outstanding work by Iob
Green, your active public relations
committee, and the Sills organization,
is the new tempo of progress. We are
happy to contribute in promoting a de-

(Continued on Page 16)
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(Continued from Page 13)

mand for three packages—not just
one—of your production. The re-
sponse is good. If you have not
planned to participate, think it over and
we'll plan with you. This tremendous
ublic coverage will interest Mrs,
rlouscwife—the appeal and the ccon-
omy of macaroni products will register,
It remains only for you to climb on
the bandwagon—breathe life and ac-
tion into the promotion and profit
saleswise.

* *

NATIONAL MACARONI INSTITUTE
PROGRESS REPORT—1950

Peter La Rosa, Chairman
Institute Commitlee

During the past year, the National
Macaroni Institute achieved outstand-
ing results in its efforts to call public
attention to the macaroni products and
to increase the prestige and importance
of the macaroni industry,

Through the columns of daily and
weekly newspapers, in the food sec-

“tions of top consumer magazines and

farm magazines, through radio and
television, homemakers in every sec-
tion of the country were reminded
again and again of the advantages of
macaroni, spaghetti and egg noodles as
versatile and economical foods.

As a spokesman for the macaron
manufacturers, the Macaroni Institute
kept the industry and its activities in
the headlines of trade publications in
the food field and in the farm and
milling publications which reach the
audicnce of farmers and millers who
supply the macaroni industry with its
raw materials,

Analysis of the clipping returns on
the material supplied by Theodore R.
Sills and Company to newspaper edi-
tors, food columnists, news syndicates
and wire services shows that Macaroni
Institute releascs, recipes and pictures
accounted for over five million lines of
space in the nation’s newspapers dur-
ing 1950,

In the course of the year, the maca-
roni products were featured repeatedly
in 30 of the top consumer magazines,
as well as receiving outstanding cover-
age in the mass circulation “true story”
and movie magazines. Similar favor-
able treatment was accorded the maca-
roni ittduslry's products in those pub-
lications which reach the nation's farm
homies,

Over 900 radio and television sta-
tions received Macaroni Institute re-
leases, scripts and program material
during 1950 and helped to spread the
story of macaroni, spaghetti and B
noodles to every corner of the nation,

More than 100 publications in the
food industry and related ficlds, plus
farm and milling publications, regular-
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ly featured Macaroni Institute news re-
leases and pictures during 1950,

Special projects such as National
Macaroni Week, the National Food

Editors Conference, the Durum Wheat
Show and the American Home Eco-
nomics Association Convention helped
to swell the volume of good will and
publicity which accrued to the entire
‘macaroni industry during 1950 through
the efforts and activities of the Na-
tional Macaroni Institute, ;

Evaluation of the results of the in-
stitute’s work is hampered by the
magnitude of the results achieved. The
tremendous  amount  of newspaper,
magazine and radio and television pub-
licity given macaroni, spaghetti and
egg noodles have immeasurably in-
creased the importance of the maca-
roni products in the eyes of every
homemaker in America, The headline
treatment the industry received in the
farm and trade press has added greatly
to the prestige of every macaroni
manufacturer in the nation,

A more detailed examination of the
Macaroni Institute’s work and the re-
sults obtained provides a basis for
measuring the value of the program to

Mr. La Rosa

the macaroni manufacturers in every
section of the country.

The five million lines of space which
the nation's newspapers devoted to
macaroni, spaghetti and e, noodles in
1950 represent a tremendous selling
force which was on the job for the
macaroni industry throughout the year
in all parts of the country. Purchase
of that much space in the newspapers
at prevailing advertising rates would
run into astronomical figures,

However, the value of that space
could not be computed only on the
basis of advertising rates, Macaroni
Institute releases, recipes and photo-
graphs were used in the food pages
and in the news columns of the news-
papers and carried the added prestige
of editorial approval, which means
greater readership attention,

During 1950, Theodore R. Sills and
Company distributed more than 300
releases and recipes to daily and week-
ly newspapers and to the news syndi-
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cates. Supported by the reputation for
reliability and honesty which the Sills
organization has established in long
years of friendly contact with editars
everywhere, this material received
amazingly favorable editorial accept-
ance.

Clipping records slfow that uver
1,700 daily ncwsf)ilpcrs, rlus thousands
of wecklies, made use of the news and
recipe material supplied thein through
the Macaroni Institute’s publicity pro-
gram, As an indication of the «li-
torial regard for institute releases,
more than 150 food editors requested
a photograph or mat offered in con-
nection with one release sent to 400
selected newspapers with circulations
of 25,000 or more, .

Every major news syndicate made
repeated use of Macaroni Institute
material during 1950. Joan O'Sullivan
and Alice Denhoff, ~featured food
columnists of King Features Syndi-
cate, circulation, 4,000,000, featured
the macaroni products on six different
occasions in  recipes and pictures,
Cecily Brownstone, food editor of the
Associated Press with a readership ex-
ceeding 8,000,000, highlighted  the
macaroni products in a special Lenten
column and on other occasions during
the year, -

Gaynor Maddox, food columnist for
NEA, which serves B0O newspapers
with total daily circulation of 25,000,
000, devoted his daily column on sev-
eral occasions to the macaroni prod:
ucts.  During  National Macaroni
Week, Maddox featured macaroni,
spaghetti and egg noodles for six con-
secutive days,

Other outstanding syndicated food
columnists who gave special attention
to the Macaroni Institute’s material
during the course of the year include
Ertta Haley, Western ~ Newspaper
Union_which services 4,000 newspa-
pers; Gay Pauley of United Press, cir-
culation 6,000,000; Edith Barber, Gien-
eral Features, 2,500,000 circulation;
and Susan Lowe of Rural Gravure, a
rotogravure supplement for 259 mid-
weslern newspapers,

The nation's top consumer maga-
zines also gave featured coverage 10
the macaroni products during 1950.
Particularly  outstanding  was  the
amount n{vei]'mce given to macaroni,
spaghetti and egg noodles in the wom-
en's service magazines,

Guod Housckeeping's food r:ll:l'i-
cooking guide for millions of home
makers, gave special attention to the
macaroni products in the Fl:ll.r'll.'lT}'-
June, September and October issues.
Woman's Home Companion, with a
circulation of more than 4,000,000,
featured macaroni products in color in
the June issue, plus other recipes for
macaroni, spag’imlti and egg noodles on
several occasions during 1950,

This Week Magazine, -10,000,000
circulation, and Parade Magasine, 5
150,000 circulation, were two other
mass circulation medig which featured
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the macaroni products in their food
pages last year,

Better Homes and Gardens, Svplcm—
ber issue, carried a four-color picture
spread featuring spaghetti for its 3,-
350,000 circulation and  highlighted
noadles in the October issue in a story
which covered several pages and in-
cluded six photographs,

Other magazines which gave special
attention to macaroni, spaghetti and
ege noodles in 1950 include American
Family, American Home, Family Cir-
cle, Forecast, Gourmet, Household
Magazine, Look, Mademoiselle, Charm,
Parent's, Practical Home Economics,
Redbook, Seventeen, Sunset, Today's
Woman, Western ~ Family, What's
New In Home Economics, Southern
Agriculturist, Farm Journal and /ol-
land's Magazine,

Romance, movie and confession-type
magazines with circulations running
into the millions also featured the
macaioni_products in their food pages
during 1950,

The huge radio and television audi-
ence was reached during the year with
material especially prcpnm" by the
Sills organization,” Each month a radio
release featuring recipes for macaroni,
spaghetti and egg noodles was sent to
a selected list of more than 900 radio
and television stations covering the en-
tire nation, Reply cards from the in-
dividual stations”show that the ma-
terial was widely used on women's
programs and by food commentators
In every section of the country,

Hundieds of additional radio and
television  stations  used macaroni,
spaghetti and egg noodle material sup-
Plied them by radio syndicates serv-
iced by the Sills organization,

The entire food industry, particu-
larly ‘the retail grocers who sell the
macaroni products to the consumers,
was kept informed of Macaroni In-
Shtute affairs and the activities of the
macaroni manufacturers through a reg-
ular schedule of news releases. Similar
relcases went to those publications
which reach the farmers of the du-
num growing areas and the milling
industry,

Among the trade publications which
made regular use of the institute news
releases during the year were North-
Western  Miller, Red and W hite'

s, Northwestern Pacific  Coast

cvicw, Chain Store Age, National
Grocers Bulletin, Northwestern Form

cws, National Food Distribution
Tournal, Equity Union Exchange, Pa-
¢ific Coast Review, Grocers Spotlight,
lowa Food Dealer, Southwestern Mill-
er, Michigan Food News, Food Indus-
frics, Quick Frozen Foods, Bakers Di-
gest, Food Field Reporter, Retail Food
Merchandiser, Advertising Age, Food
Trade News, Progressive Farmer, In-
dependeny Grocer, Food Industries,

Ommercial Bulletin, American Miller
ad Grocers Digest,

Additional publicity for the macaro-

ni products was achieved through co-
operative efforts with other publicists,
Friendly relationships between the Sills
organization and such groups as the
National Fisheries Council, the Ameri-
can Meat Institute, the Ripe Olive In-
stitute, the Cranberry Association and
others resulted in newspaper, magazine
and radio publicity for macaroni, spa-
ghetti and egg noodles i connection
with the products manufactured by the
members of such organizations, Other
releases featuring the macaroni prod-
ucts came from advertising agencies
and individual company  publicists
through contacts established by the
Sills firm, The Sills company aided in
preparing the releases and recipes, but
the entire cost of distributing the ma-
terial was borne by the co-operative
publicists,

The first National Macaroni Week
was the highlight of the promotion
work undertaken by the Macaroni In-
stitute in 1950, More than six months
of intensive preparation went into
Macaroni Week and the huge volume
of advertising, merchandising and
publicity support for the macaroni
products which resulted during the Oc-
tober 5 to 14 period attest to the suc-
cess of the project.

Macaroni Weck newspaper publicity
totaled approximately 1,500,000 lines
during the 10-day period. Every ma-
{'{Ilr newspaper sivmlicnt('. including

EA, Associate Press, United Press,
King Features, Dell, Chicago Tribune,
Western Newspaper Union, General
Features and others carried stories,
recipes and photographs for Macaroni
Week,

General newspaper releases, recipes
and photographs prepared by the Sills
organization and distributed to news-
papers throughout the country were
used by hundreds of newspapers,
Thousands of weekly and semi-weekly
newspapers received special material
on Macaroni Week from syndicates
which were provided with special re-
leases by the Sills company,

As an indication of the attention paid
Macaroni Week by the nation's news-
papers, the Dallas Times-Herald fea-
tured macaroni products on 15 pages
of a special food section on October 5.
Another newspaper, the Long Island
Press, carrict{k stories, pictures and
recipes for macaroni products on sev-
en of the 10 days of Macaroni Week,

Similar results were obtained in
other newspapers throughout the coun-
try and it can safely be assumed that
every homemaker in the country was
made aware of niacaroni products dur-
ing Macaroni Week through the food
columns of her newspaper.

The top consumer magazines also
gave special altention to macaroni, spa-
ghetti and egg noodles in their Septem-
ber and October issues. Among the top
magazines which featured the maca-
roni products for Macaroni Weck
were Woman's Home Companion, Bei-
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ter Homes and Gardens, Ladies’ Home
Jowrnal, Parent’s, Good Housckeeping,
Sunset, Chatelaine and Holland's.” The
mass circulation movie, romance and
confession magazines also favored the
macaroni products with special stories
in the September and October issues,

Radio and television also helped 1o
bring the story of Macaroni Week to
the nation. Over 1,000 radio and tele-
vision stations received special recipes
and seripts telling homemakers in every
section of the nation of the advan-
tages of the macaroni products.

Among the top radio and television
angrnms which called attention 1o

lacaroni Week were Bob Crosby's
Club Fifteen, Walter O'Keefe's Dou-
ble or Nothing, Queen for a Day,
Morey Amsterdam, Arthur Godfre ¥
John Kiernan, Ed and Pageon [itz-
gerald, The McGanns, Josephine Me-
Carthy and Jerry Lester,

The trade press kept the entire in-
dustry informed of the progress of
Macaroni Weck plans and helped to
enrourage retailers to take full advan-
tage of the advertising, merchandising
and publicity support which made the
promotion an outstanding event in the

istory of the American food industry,

Through the efforts of the Maca-
roni Institute and the Sills organiza-
tion, other food manufacturers in-
vested thousands of dollars in adver-
tising, highlighting their own products
with macaroni, spaghetti or CEE noo-
dles during Macaroni Week,  Four-
color advertisements featuring  the
macaroni products appeared in such
publications as Woman's Home Com-
pawion, Ladies' Home Jonrnal, Me-
Call's, Good Houseckeeping, Life, This
Week, Parade and other publications,
Women's service magazine advertise-
ments alone were valued in the neigh-
borhood of $150,000. In addition,
many advertisers featured the macaro.-
ni products in black and white ads in
newspapers from coast to coast, The
Westgate-Sun Harbor Company, for
instance, carricd 100-line ads in news-
papers in every major city where their
products are distributed during Maca-
roni Week featuring a macaroni-tuna
fish recipe,

Many other advertisers with regu-
larly scheduled radio and television
programs  gave special attention 1o
Macaroni Week in their programs,
Macaroni manufacturers, themselves,
called attention to the week in their
newspaper and radio and television
advertising,

Among the companies outside of the
macaroni industry which advertised the
macaroni products were Camphell Soup
Company, Carnation Milk, The Ror-
den Company, Hunt's, Del Monte
Macllhenny and many others, Sev-
cral manufacturers of other foods also
distributed store merchandising  aids
featuring their own products in con-

(Continued on Page 19)




Clermont realizes that the basic goodness of a dryer is
represented by the sum total of the care and altention
that goes into tie design and development of each
individual parl. Perlormance, dependability and qual-
ity you naturally expect from a Clermont machine—in
super-abundance. But there are also many lesser
poinis about a machine that can make it a joy to own
and a pleasure fo operate. In the Clermont Noodle
Dryer many of these leatures—such as electronic con-
trols, conlrolling the inlake of fresh air and exhaust of
excess humidily; control of temperalure; exira large
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Pateni Pendi
Side view noodle finish dryer taken at plant of Tharinger
Macaroni Company, Milwaukee, Wisconsin

doors permitting ready access lor cleaning; large lucite

windows giving clear view of the various drying

%lclges: all”are incorporated in the Clermont Noodle
ryer.

The only Noodle Dryer available that affords free
access to the screens from both the fan chamber on
the air chamber sides. '

The only Noodle Dryer that has conveyor screens that
interlock with stainless steel side guides. Many other
leatures are incorporated that are solely Clermonts.

Bul no maiter what Clermont dryer you buy, you may be sure that when you get it,
it will be in every detail the finest dryer you have sver owned.

Please consult us. for full information.

éflﬂgﬂf%aéz%ﬁag r

266-276 Wallabout Street,
Brooklyn 6, New York, N.Y., U.S.A.

|| LUXURY DRYING — TOP FLIGHT EFFICIENCY
CONTINUOUS NOODLE DRYER} (lith (lermonts. Latest dchicvement.

wIlZ— Dramatically New in Appearance

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 patents pending

" New equipment and new techniques are all important factors in the constant drive for greater efficiency and higher

:oducﬂon. Noodle and Macaroni production especially is an industry where peak efficiency is a definite goal for
ere is a field where waste cannot be afforded. CLERMONT'S DRYERS OFFER YOU:

ELECTRONIC INSTRUMENTS: Finger-lip flexibility. Humidity,
lemperature and air all sell-controlled with latest electionic
insiruments that supersede old-lashioned bulky, elaborate, lav-
ish contro] methods.

CLEANLINESS: Tolally enclosed excep! lor inlake and discharge
openings. All steel structure—absolulely no wood, prevenling
iniestation and contamination. Euly-lo-c‘{ean: screens equipped
with zippers for ready accessibility.

EFFICIENCY AND ECONOMY: The ONLY dryer designed lo
reccive indirect air on the product. The ONLY dryer that alter-
nately sweals and drys the product. The ONLY dryer having

an air chamber and a fan chamber 1o receive lop elliciency of
circulation of air in the dryer. The ONLY dryer with the con-
veyor ascreens interlocking with the slainless sleel side guides
SELF-CONTAINED HEAT: no more "hol as an oven” dryer sur-
roundings: tolally enclosed with heat resistant board.
CONSISTENT MAXIMUM YIELD ol uniformly superior products
because Clermont has taken the “art” out of drying processing
and brought it lo a rouline procedure. No super-skill required
MECHANISM OF UTMOST SIMPLICITY allords uncomplicated
operation and low-cost maintenance displacing outmoded com-
plex mechanics.

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

7

266-278 Wallabout Street, Brooklyn 6, New York. New York, USA
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Tel: Evergreen 7-7540
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smond- DRYERS — Distingghed Beyond All Others
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Patent Pending

Front view ol L-3R0ils taken at new plant of the Renzoni Macaroni Company, Long Island City, N. Y.

When the word "DISTINCTION” is used mont dryers have long since stood so  ers, that macaroni and ¢ -_’;'ne[cjl ind strengthened in every  designed, like its prgdecc-ssors. tomeet ol Clermont dryers Alter you have
i :l'. . with dryers it collf. C‘]er- completely apart in the way they look,  lacturers have reserved .'1- Sy 19750_ Clermont added the particular requirements ol partic.  studied them Onl’.". a personal inspec-
= r:ctmn-c :.?Ekiyl lo m‘fmd5 that |l‘1,c two in the way they perform and in the for them when they si "4 1o tneir distinguished line cf ular manufacturers. On other pages tion can reveal the full measure of
mont so quic

j i i *the complel i y re illustrations and details of features  their superiority
A words are all bul synonyn.ous. Cler- prestige they bestow upon their owr-  And this new year of | AR drye plele automatic long  are illustrations I

lo see Clermont's measure ¢~ I consisting of three units,

' ' : § 266-276 Wallabout Street
[ C / /- / ( / H allabou ree
Hevmonl . /:u('m’ ,/(w%(”;%’ ¥n 6, New York, N. Y., U.S.A.
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¥ dried produst with eye-oppealing bright color, stra:
L -] texture: gchieved by maintaining a constant relative
form air cir ion, resting and drying correctly propertioned.

PRECISE MECHANISM: Stick ¢ N3 cpraraius ving irom one
b it i s cg a stick ever fall with perfect
ive or cliernate chain links dependent on whict

pr ad
PEAK PERFORMANCE WITH LOWERED COSTS: Self-controlled by electreni
d air, eliminating the weaste and spoilage
Atmespheric conditions no
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GOODs

in Automatic Jong Yoods Drying
plus

TOP QUALITY — LOW COST — SPACE AND TIMESAVING

Futent Penuing

To cushion the impact of the now highly competitive market and increasingly strict sanitary regulations, it is @ MUST for manufacturers to install up-to-date long goods drying equipment that
eliminates old. costly metheds which additionally are dust collectors and an invitation to infestation.

TIME-SAVING: lNot minutes, not hours but two days! Product completely dried in twenty-

four hours!!
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things that were noticed in good post-
ers—variety of uses featured, health
appeal, product identification, adequate
pricing spot, and a “buy-now” angle
such as the word “special.”” One of the
best-used posters gave directions for
use and display suggestions and it was
found that this resulted in more usage,

Easel back display cards consisted
mainly of good photographs showing
supgested product uses and product
identification. Two sizes were espe-
cially liked—a 15% by 11 inch and
ZJV! by 27% inch. The smaller size
had a practical gadget for attaching to
walls, et cetera, and could be used in a
number of different spots, Display
cards were numerous, but the Tea
Bureau display card, size 14 by 15
inches, drew these comments:

Good contrasting colors,

Strong attention value through
big type.

A good sales plug.

Interesting shape.

This size is acceptable for windows,
counters and product displays.

Another piece, size 12 by 934 inches,
known as a tuck-in, is a splendid picce
for a case display and can easily be
put into place. When it is set up, it
won't interfere with customer access
to merchandise as the display sells
down. This featured the same buy-
now angle, an adequate pricing spot
and directions for use, This picce came
packed to the dealer in the same case
with the merchandise.

There were other good display cards
—one by Toll House Cookies, size 14
by 12 inches with a bottom tuck 10 b
7 inches, featuring a dealer-made lool
and the reasons for buying. The bot-
tom tuck had display suggestions and
directions for use,

This survey showed that dealers
liked the shelf strips, particularly when
a number of items in a line are shelved
together because they help customers
find certain items. Sume of these shelf
strips carried slogans and others mere-
ly product identificati=.. Big type and
bold colors were used on the shelf
strips because in some cases the light
is not as bright at the shelving as in the
more open parts of the store and be-
cause the aisles often become con-
gested with traffic. Many dealers will
use shelf strips that hang down a little
below the molding, but in general do
not want them over two inches tleep,

Dealers emphasize that .they want
display material of moderate size for
use in products displays and their pref-
ererices indicate that a picce 12 by 14
inches is about the maximum. Pieces
somewhat smaller are even more ac-
ceptable. Dealers prefer stiff material
like cardboard for picces to be used on
product displays. Paper wrap-arounds
and streamers are easily damaged and
torn. Cardboard is stronger and easicr
1o use on displays,

No matter Eow goud the display ma-
terial is, there is terriffic competition in

getting it used, It is obviously impor-
tant for the manufacturers to sell the
trade on making use of the material
they have to offer. One of the ways
that this can be done is through trade
paper advertising which permits manu-
facturers to reach dealers far enough
in advance of any major delivery and
to acquaint dealers with their plans and
purposes and sell them on making ade-
quate, cffective use of it .

In closing, 1 would like to state that
manufacturers' brands dominate dis-
plays in both chain and independent
stores, Manufacturers brands received
poorest support in the A&DP stores,
where 74 per cent of the displays were
manufacturers’ brands and 26 per cent
were private label, In Kroger Stores,
79 per cent were manufacturers’
brands and 21 per cent private label,
In the 15 independent and local chains,
96.5 lwr cent featured manufacturers'
brands.

ADVERTISING AGENCY SERVICES

P. F. Vagnino, President
American Beauty Macaroni Co.

What services do advertising agen-
cies now provide to merchandise
their clients’ advertising?

Broadsides—These are usually de-
signed for mailing to dealers, jobbers,
brokers, etc cetera. They contain re-
productions of the key ads for spe-
cific campaigns. Naturally, accompany-
ing such reproductions is adequate in-
formation to the reader as to what
the client is going to do in regard to
the number of newspapers used, the
number of radio stations, and any
plans for outdoor or point-of-purchase
advertising, These broadsides are par-
ticularly important when they are be-
ing used to solicit co-operative adver-
tising from the customer, In the lat-
ter case, the broadside would contain
reproductions of co-operative ads pre-
pared by client for use by the customer
and probably a goupon or some such
return mail device by which the cus-
tomer can order his required mats,

Preprints—When practical, and par-
ticularly in the cdse of advertisers for
consumer, goods, this becomes very im-
portant to’ the client’s customers, A
preorint of an up-coming ad is sent to
all customers with full explanation im-
printed on the proof as to where it's
going, when it’s going to appear and
“to watch for it.” Particularly in cases
where the client's customer,is a jobber
or brokerse these Qrepintsﬁ'e sent out
in quantityy‘for ysé in;point-of-pur-
chase adveglising. | n}

Reprints—A réprint™of an ad is
usually justified more logically by an
industrial account where the number
of customers, or potential number, is
limited. These are usually accompanied
by a cover letter from the sales man-
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ager or other executive of the cum.
pany, explining where the ad ap.
peared, when, and why, They are most
advantageously used in merchandising
the company and its product to puten-
tial customers,

Sales Presenlation—At the start of
any specific  campaign, a  mecting
should be held between sales foree amd
advertising agency and advertising de-
partment (when the latter is main-
tained) to actually sell the proposed
campaign to client sales representa-
tives, Out of these mecetings usually
comes more than the obvious benefits
of having your salesmen aware of the
advertising. A close relationship be-
tween advertising efforts and  sales
efforts always results and this in turn,
cannot help but result in better adver-
tising, The salesmen have their prob-
lems—advertising can not be directed
to assist in some of those problems if
the latter are not known, To say the
least, an enthusiasm is engendered on
the part of the sales force for the ad-
vertising, This must of itself help in-
crease that sales force's effectiveness,

Salesmen's Portfolio—This is pre-
pared and used in many ways. In
many cases this agency supplies a sales-
men's portfolio each month, contain-
ing proofs of ads running that month
along with information as to in what
newspapers those ads will appear.
When radio or outdoor advertising is
involved, evidence of those two media
and what is being done therein should
be in this portfolio. In other cases we
prepare for clients,, salesmen's port-
folios containing a full year's advertis:
ing—cither the year past, showing
what has been done to help sell the
product (information on which the
salesman is expected to use in selling
his customers)—or the year coming
up, when it's practical to prepare all
or most of the ads for future use. In
the latter case, the salesman is ex-

sected to make the same use of the
information,

Field Service—When an agency re-
tains, as does ours, a field merchan-
diser—it's particularly helpful to the
client. His job is to actually get out
in the field with the salesman and/or
sales supervisor, co-ordinating their el-
forts with current or future advertis:
ing plans, It's his job to help ant
train your salesmen to go after the
media being used by you for co-opera-
tion in publicity, as well as tic-in ad-
vertising by retail outlets, Particularly
is he helpful in introducing you to new
or “h:lr(f—lo-crnck" customers, He repr
resents a new face, a new authonty,
which in turn represents a new tool for
your salesmen, The all-important
thing, of course, is that the advertis
ing which he represents is made more
important to your salesmen and to your
customers. :

Counter Displays—Particularly
the manufacture of drug items an

(Continued on Page 24)
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Consolidated Macaroni Machine Corp.

FOUNDED IN 1808

BROOKLYN, N.Y.,, U. S. A. 159-171 Seventh Street

MORE THAN 100 UNITS OPERATING
e [N THE UNITED STATES

YES| This modern dryer is in operation in practically every plant
in this country. Why? Because it was pioneered and developed
by people with more than 40 years of “Know-How."

156-166 Sixth Street

Hygienic — Compact — Labor Saving

Preliminary or Complete Finish Dryer

Patented Model PLPDG—Drying Capacity 1000 Pounds
Patented Model PLPDP—Drying Capacity 600 Pounds

-
Top Picture

The Long Paste in
plas! .o stage leaving
the preliminary dryer
to be put on trucks.
F—
This illustration
shows the intake end
of long paste prelim-
inary dryer. The
loaded sticks issued
from the automatic
spreader are picked
up by verticle chains
and carried into the
aerialing section of
the dryer, From there
to the rest chamber
fo equalize the mois-
ture and relum paste
to plastic stage, Will

dry all types of long
paste.

Operation fully auto-
matic.




Combination Continuous Automatic Press
FOR LONG AND SHORT PASTES

Palented Model DAFSC—8350 Lbs. Produciion
Patented Model SAFSC—E00 Lbs, Production

THE IDEAL PRESS FOR MACARONI FACTORES

THE M.'\C.»\RO\II JOURNAL

*TIME PROVEN

Proven Automatic Spreader

Patenied Model DAFS—1000 Lbs. Prod.
Patented Model BAFS— 600 Lbs. Prod.

Spreads conti ly and aut

ally. All types of long pastes—round
solid, fal, {ancy flal, and tubular, Trim.
ming waste less than 10%. Superior
quality product in cooking—Iin texture—
and in appearance. This hine Is
a proven reality—Time Tested—nol an
experiment

Model DSCP—1000 Lbs, Production
Model SACP— 600 Lbs. Production

This Time Tested Continuous Aulomatic Press for the production of all

types of short paste—round solid, flat, and tubular,

Constructed of finest materials available with stainless steel pracision ma.
chined extrusion screw. Hygienically assembled with removable c.vers and
doors so that all parts of the- machine are easily accessible for cleuing,
Produces a superior product of outstanding quality, texture, and appea-

ance,
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AUTOMATIC PRESSES

Continuous Automatic Short Paste Press
Equipped with Manual Spreading Facilities

Fully automatic in all respects. Designed for 24 hours production.

DURABLE—ECONOMICAL—BEST FOR QUALITY

with @ combined production of 20,000 pounds or less. Change :

over from leng lo short paste in 15 minutes. A practical press |

to preduce all lypes of shorl or long pastes

OVER 150 AUTOMATIC PRESSES

IN OPERATION

IN THE UNITED STATES A % : !
Consolidated Macarom Machme Corp

159-171 Seventh Street

156-166 Sixth Street

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

FOUNDED IN 1809

Automatic
Continuous
Spreader
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The 365-Day Positive Dryers

OVER 200 PRELIMINARY, SHORT
PASTE, NOODLE, COMBINATION
SHORT PASTE AND NOODLE DRYERS
OPERATING IN THE UNITED STATES

T Aoscsions
WHY? Proven Efficiont

Pizneers of the First Automatic Short Cut or Noodle Dryers

The Dryers that first incorporated a Sweat or Rest Chamber, Patented Feature,
and that alterately aeriates and sweats the paste.

THE ONLY DRYERS THAT ARE:

1. Operated by simple fully automatic controls.

4 Complelely hygienic, constructed with the new won-
der plastic plywood and structural steel frame.

d Driven by a simple scientifically constructed positive
mechanism,

{. Fool-proof and time proven by many yom of drying
satisfactorily.

5, Efficient and economical because you ucnlv. unijform
and positive resulls every day.

BE MODERN
STAY MODERN

with

CONSOLIDATED

Patented Model CASC—IG—Drying Capacity 1000 Lbs. up to Elbows
Patented Model CASC—3P —Drying Capacity 600 Lbs. up to Elbows
Patented Model CASC—4G—Drying Capacity 1000 Lbs. up to Rigatoni
Patented Model CASC—4P—Drying Capacity 600 Lbs up to Rigatoni
Patented Model CAND —Drying Capacity 800 to 1600 Lbs, of Noodles
Patented Combination short cut and noodle dryers—600 to 1000 Lbs, Capacity
Patented Special shorl cut dryers t0 2000 Lba. Capacity

Consolidated Macaroni Machine Corp.

156-166 Sixth Street BROOKLYPFIU:‘D;ID.NYT U.S. A

25X

159-171 Seventh Street
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(Continued from Page 20)

some food items, counter displays are
extremely important. Not only should
the agency work to develop such dis-
plays, but they should work to secure
new sources of supply for such dis-
plays. Counter displays can't help but
merchandise the product, because the
product is—in effect—removed from
competiiive items and is individually
raised to the eye-level of the consumer,

Premivias—Today  premiums  are
used for much more than increasing the
effectiveness of the advertising in which
the premium offer appears. They do
that ; but they are being more frequent-
ly used to stimulate customers at the
point-of-purchase. The product, as a
result, is merchandised at the point
where competitive products must be
dealt with., Premiums are also being
used in advertising and at point-of-
purchase for opening up new distribu-
tion.

Personalities—When a client uses a
medium such as radio or television and
I;crsonulilies are being featured, then

y all means those ﬂcrsonalilies-— ic-

tures and names—should be used in
client’s other visual advertising such
as newspaper and magazine, When
possible, and most important, these
pcrsnnaiilit-s should be merchandised
at point-of-purchase, thereby lending
impact to the advertising itself and
also attracting immediate attention to
the product.

Sales Contests—As another facet of
merchandising, 1 believe the develop-
ment, by the agency for the client, of
unique sales contests can be consid-
ered. Particularly during these times
or the times into which we are going,
when sales in many fields will be easy,
it is particularly important to direct
your salesmen's efforts into new chan-
nels, Your product, in turn, is auto-
matically merchandised to those new
channels by your salesmen. Contests
are one of the few things that can in-
spire such sales effort,

Dealer Ads—When practical, usual-
ly more so for a client with few dis-
tributors—or certainly one marketing
a relatively small arca—is this type of
merchandising effective. 1 refer to the
ads that include names and locations
of the client's dealers and/or distrib-
utors. This advertising is tremendous-
ly merchandisable in turn to those dis-
tributors and dealers and is being used
most effectively for manufacturers of
hard goods items, feed dealers and
other farm advertisers,

Sales  Kits—This would include
mats, suggested newspaper layouts,
phulo§mphs, et cetera, which make it
casy for the dealer to plan and pre-
pare effective local advertising of your
product. Kits should al¢n include sam-
ples of any prepared printed material
that can be made available upon re-
quest. It should also include Publicity
prepared at the advertiser's level for

circulation by the dealer or in many
cases, precirculated by the advertiser
to the newspaper in lic dealer's area
but with instructions that dealer follow
up said release. Pressure, in such
cases, on the newspaper and radio sta-
tion at the local level is most effective,

Store Sales—This is on-the-spot
help by the udveriisin[i’ngency and/or
its representatives in helping to mer-
chandise the client's product at the
point-of-purchase. It's particularly and
most usually practiced as an assist in
store openings—in the case of food ad-
vertisers at super-markets, et cetera.

What additional services could
they provide which moamufacturers
would be justified in requesting?

Market Research—No agency will
lay claim to full responsibility for mar-
ket research, but it can certainly assist,
Relating sales to advertising costs and
distribution costs represents only par-
tially an advertising problem, [Yul as
it does pertain to that problem, the ad-
vertising agency can help. Certainly
from the mechanical aspect the agency
can help by developing surveys, by ac-
tually putting men in the ficld to find
the answers to certain questions re-
garding a specific market. Asked for
or not, it is important to the agency be-
cause market research can many times
provide the basis for advertising and
merchandising plans,

Public Relations — Most  agencies
have a source of supply, as it were, to
this service and regard the use of
public relations devices as most im-
portant. Particularly as regards in-
dustrial advertisers, the advertising
agency could and would—when asked
—Erup:\n: advertising that is indeed
public relations. As 1egards advertis-
ers! whose product or type of adver-
tisihg doesn't lend itself to public re-
lations advertising, as such, the agency
in co-operation with public relations
firms can do much to stimulate frec
publicity in press and radio.

Publicity—This borders on public
relations but it is being suggested as
nr::rnrale item particularly as regards
f advertisers, Most newspapers
and radio stations maintain food sec-
tions and home economic broadcasts,
respectively. Much can be done with
time and effort to assure the adver-
tiser of adequate representation in
such sections,

Packaging—Too often the advertis-
ing agency 1s climinated from any dis-
cussion of packaging. We believe
agencies should be consulted even
though admitting that theré are experts
in the packaging field whose counsel
the advertiser certainly must regard.
The agency, though, who works with
the advertiser’s packaged product every
day must certainly be in a position to
make recommendations that might jus-
tifiably influence the end product.
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WAGON JOBBERS

Thomas A, Cuneo, President

National Food Distributors
Association

What part does the wagon jibher
play in the present-day distribution?
How effective are they and what sery.
ices can they provide manufacturers
that regular jobbers cannot?

It is difficult to say what services
wagon jobbers, or better known s
truck distributors, can render that
regular jobbers cannot, as far as our
products are concerned. 1t depends en-
tircly on the jobbers or the distrily-
tors, and the type of jobbers to which
we are referring,

You know that the regular whole-
sale grocery jobber carries so many

items that, as a rule, he cannot devole
much time or effort to any particular
product. Also as a gcncm{ rule, their
salesmen have so many items to sell
and mary of these items with consid-
erably more volume than our products,
Consequently, he cannot devote 1o
much time to sales of our products.

However, specialty food  jobhers
who handle only specialty food items
and concentrate on a limited number
of items can do a better job for us, as
he can devote more time to individual
items,

In my opinion, the most im{mrlm_ﬂ
part that the wagon jobber plays m
today's distribution of foods is that he
sclls, delivers, displays, and in mwst
instances prices the products all in one
operation at the retail stores. '

The distributor services the retail
grocery with fresh food products, par-
Iiculari;' erishable and semi-perish-
able - products, more frequently. I
this way, they help the grocer turn his
stock more often,

" He is in a position to gain the con:
fidence of his customers, and as 2
general rule, e maintains this confi-
dence with frequent visits to the stores.

He not only sells but he follows
through until the merchandise is ou!
of the retail outlets. He rotates stock

(Continued on Page 26)
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Some simple ways
to make your Cellophane supply
go further

Baving inches of Cellophane can add up to sub-
stantial packaging economy. If you're using
Cellophane, here are a few suggestions that
might help you stretch film supplies, and cut
pnckag‘ixrggosta. too.

MIASURE THE MACHINE CUTOPP—excessive
overlap is a common source of wasle.
Reducing the cutoff one inch on a 8" x
6" x 1" package, means that 263 addi-
tional packagea can be wrapped from
a 33-pound roll,

CHECK WIDTH OF ROLL USEE, especinlly if
you've made even a minor change in
your product or package. As a result of
adopling end seals on a bread package,
for example, roll width can be cut as
much aa one inch. On a 16" roll of film,
thiswould eave oneroll for overy 16 used,

CONSIDER MODIFYING SHAPE OF PACKAGE
to save film, For instance, a 4" x 10" x

10" x 1" tray, but reduces the wrapper
size up to 269. '

INVISTIGATE HANDLING OF STUB ROLLS,
Usable film is sometimes carclessly dis- —~

carded—after a production break, for 4
instance. Employee education on this
and other points can help eliminate U

waste, and save film that would have
made many more packages,

2" tray holds as much candy asan 8" x

Proper Cellophane Storage

and Handling Eliminate Waste

v Be sure storage room is clean; 4:  with
a moderate temperature,

v Keep film in original protective con-
tainers,

¥ Btand cylindrical containers on end.

v Stack shipping cartons in low piles to
avoid pressure at bottom.

v Store sheets not over 12 bundles high.

v Clean packaging machine regularly.

v Keep sealing plates at proper tempera-
ture,

v Check tucker arm adjustment,

¥ Use side plates, if necessary, to keep
Cellophane from *‘side-slipping.”

¥ Be sure film is properly conditioned to
wrapping-room temperature before be-
ing run,

¥ Remove Cellophane rolls at end of each
day and rewrap.

¥ Avoid damage to edges by never stand-
ing uncased rolls on end.

You, of course, are the best judge of how to
effect economies and save film in your packag-
ing operation. To assist you in every way possi-
ble, your Du Pont representative will be glad
to study your particular operation, and rec-
ommend economy steps that might be taken.
E. L. du Pont de Nemours & Co. (Inc.), Wil-
mington, Delaware.

DuPont
(Cellophane

Shows what it protects—protects what it shows
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(Cotmued  from Page 24)

o see that the old merchandise moves
out first. i merchadise becomes wn-
salable, he removes it from the stores:
consequently, no loss to the merchant,
He is inoa position o get tie-in ad-
vertising and do promotion work,  He
can arrange and does co-operative ad-
vertising. He puts up point-of-sile ad-
verfising,  He arranges desplays and
keeps items on display at the point of
sale,

The truck distributor is a very im-
portant link in food distribution. 1t is
no seeret that the distributor has been
responsible for countless food  prod-
ucts  becoming  nationally — known
through the efforts of the store-door
services. He has been responsible in
lowering the cost of food distrilution
o the manufacturers, He introduces
new items on his market which are less
costly 10 his principals,

® x

SELLING THROUGH BROKERS

Peter Ross Viviano
V. Viviano & Bros. Macaroni
Manulacturing Co,

To secure the most from the food
brokers who represent you, it is neces-
<ary to have a knowledge of the fune-
li.u!-ls of hrokers and the services I]It')‘
render,

A foond broker s oan independent

Peler Ross Viviano

agent who negotiates sades of - fomd
products for, and on aceount of the
seller as principal, and whose compen-
siation s a commission paid by the
seller.

The average food hroker has heen
deseribed as an independent husiness
man, located inoaeity, but doing busi-
ness well beyvond its limits, He em-
ploys four full-time salesmen and ac-
counts for more than one and three

EMACARONI JOURNAL

quarter million dollirs worth of busi-
ness a vear. e represents the food
manufacturer in much the same man-
ner as i district sales manager.

Similar care should be taken in the
selection of a food broker as in em-
ploving a full-time salesman,  Too
miny nanufacturers employ brokers
who hive solicited their aceount, with
the minimum of investigation,

The National Food Brokers Associ-
ation,  with  offices in Washington,
13, C., issues a dlirectory of its mem-
bers which lists the qualifications of its
members in relation to various food
products, amd the association suggests
that this list be carefully consulted be-
fore selecting your representatives,

1t has heen found that those brokers
who confine their representation o
specialty items are very suitable to our
type of products, Very often those
brokers who represent many Lirge na-
tiomally  distributed products will not
have the time to properly  represent
other aceounts,

After a broker has been selected, a
factory representative should visit with
him o fully acquaint his entire organi-
zation with your products, method of
selling, et cetera It is amazing the
limited knowledge many brokers have
of the product and company which they
represent even after i number of years
of association,  This is largely  the
fault of the manufacturer. Your suc-
cess with brokerige  representitives
will depemd on information you impart
aud the enthusiasm you maintain,

It is well to have a factory repre-
sentative, an executive if possible, visit
your brokers periodically and contact
all accounts and prospects, This cre-
ates good will and lets the broker
know you are interested in his terri-
tory,

All letters sent to brokers should be
personal and should be forwarded air
mail to receive hetter attention, An
occiasional phone call to discuss prob-
lems and o offer suggestions is always
helpful. It is importamt 1o keep a
steady communication with your brok-
ers to reccive their best co-operation.

Your brokers are more familiar, as
i rule, with their territories than you
are, and it is very wise 1o follow care-
fully their suggestions and act upon
them immediately if necessary. At the
samie time, a firm poliey should be fol-
lowed so that, as often hippens, a par-
ticwlar broker does not dictate your
selling policies and ask for concessions
which often are unreasonable and, at
the same lime, unnecessary,

Although generally speaking, your
selling  policy  shoull  be  uniform
throughout, you must bear in mind that
actually cach broker is a separate sell-
ing orvanization with its own ways of
doing pusiness, and to this extent, it is
wise to be somewhat flexible in your
dealings with your brokers.

TF'urnish your brokers with every
selling aid available as you would your

o )
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own salesmen, amd if you have e
cialty salesmen available, it woul |y,
advantageous to have them work iy
vour brokers at intervals, especglly
when i new product is being miel o)
or a special promotion is institute |

There has been very little gener |y
formation published regarding the 1y
brokers and for this reason, oy
nnufacturers are not suthicient!. fy.
miliar with their operations, whin they
expeet  from a manufacturer,
which selling aids are most effecnye
and will e used by a broker,

Recently the Saturday Evening Pogs,
however, in connection with the Ny
tiomal Food Brokers Association, pul-
lished o Joint Marketing Study which
every food manufacturer shoukd exan-
ine carefully, even though he does no
use brokers or contemplate doing w

This report lists the results of «
lllll'.\'li(lllllilil'\‘ senl Lo i representative
hist of food brokers amd contains
wealth of information with reference
to brokerage organizations, who they
sell 1o, the type of promotion which
they  Dbelieve the most effective, o
celerd,

Those sections which will be par-
ticularly interesting to every manufae-
trer deal with price  policies, dis-
counts, type of advertising which i
believed 1o be the most effective i
reaching the family; the section deal-
ing with what happens to the point-of-
sile material that is sent out by mian-
facturers may help you considerably
i preparing your promotions,

It would be surprising to many, for
example, o learn that couponing
one cent sitles are rited, by this survey.,
as tifth and sixth, respectively, i the
order of importance as factors in i
troducing i new foud product, )

There has been a tendency, during
the past few yeirs, as o resull of &
more plentiful supply of foods and
keener competition in the food s
try, for brokers to offer more services
than before,  The most importaon
the expansion of their retail s ling
organization to provide better voer
age for display work, et cetera,

In conclusion, # few simple rul-- o
follow in choosing and working sith
your brokers:

1. Seleet a new broker caretilly.
Find out what other accounts he e
resents. Sceure and check on his ol
Crenees,

2. Provide for periodic visits ith
vour brokers )

3. Advise your brokers promptle ol
any changes which may effect their
territory,

4. Acquaint them fully with your
company and products and selling poli-
cies,

5. P'rovide your brokers with eyery
selling aidd which you have and considet
their suggestions in this respect.

6, To maintain interest, keep
stant  communication  with  your

(Continued on Page 28)
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PRODUCTS

MACANRONI

ENRICHMENT

MERCK & CO.INC.. |
Menyfachring Chehists

‘Av, ‘maw. samwEv,

T8a TP ——

TOURNANL

Mocanonis Frodizets

FOR THE AMERICAN PEOPLE

The human values of the Enrichment Program
have been established in findings of fact: in
terms of higher health levels, and improved
mental and physical vigor,

Surveys Confirm Results
of Enrichment Program

The comparative findings of the notable New-
foundland Nutrition Surveys and the authori-
tative data from the New York State Nutrition
Survey reaffirm with scientific accuracy what
had been known previously —that nutritional
deficiencies of thiamine, riboflavin, and niacin
have been notably reduced by Enrichment.

If reaffirmation of the far-reaching value of
Enrichment were needed, these and other clear-
cut indications provide tangible evidence, They
afford a challenge to every manufacturer of
Macaroni and Noodle Products. You have the
envinble opportunity and vital responsibility of
bringing more buoyant health and increased
physical and mental vigor to the people of
America—through Enrichment.

* * *
Merck Enrichment Products

Many Macaroni and Noodle manufacturers, to
benefit their custemers, have standardized on
Merck Enrichmer.t Products.

These productsiinclude two forms, specifically
designed for earve and economy— (1) Merck
Vitamin Mixtures for continuous production,
and (2) Merck Enrichment Wafers for batch
production,

Merck Enrichment Products were designed
for macaroni application by the same Merck
organization that pioneered in the rescarch and
large-scale production of thianmine, riboflavin,
nincin, and other important vitamins,

Merck KNOWS Vitamins

New York, N. Y. ¢ Philadelphin, 'a. + St. Louis, Mo, * Chicago, IIl. ¢ Elkton, Vu. ¢ Danville, Pa, ¢ Los Angeles, Calil.
In Canada: MERCK & CO. Limited. Montreal * Toronto « Valleyfiell

32x 0

25x i I8




28 THE MACARONI JOURNAL

(Continued from Page 26)

brokers by letter, telephone and tele-
graph ; avoid as much as possibl. the
use of form letters.

The average broker represents 23
accounts; you are competing for at-
tention wilil his other accounts and you
should be, therefore, guided accord-

ingly.

SALESMEN'S EXPENSES

Sam Arena

V. Arena Macaroni Co.
Norristown, Pa.

Hotel and Meals

Salesmen should be allowed to stay
in clean and comfortable quarters, as
good as they have at home, which in-
cludes room with bath if they are in
the habit of taking a bath dair . This
room is not to be anything ﬁku the
bridal suite and is to be rented with
an cye to the cost, as if they were pay-
ing their own expenses, For instance,
they should be instructed not to reg-
ister without first asking about the
schedule of rates per day—with bath,
with shower and with lavatory but no
bath, in order to make a selection
within reason.

It is wise to tell the salesmen before
they are hired that you expect them to
be as good at purchasing hotel rooms as
thtiy are at selling your products,

t is inadvisable to set a maximum
hotel and meal allowance because you
will almost always be charged the
maximum,

It is advisable to get out yourself,
periodically, into hotel rooms like you
expect your salesmen to stay in to
check rates to be able to tell the sales-
men, factually, before and after you
employ them if necessary, what their
average charges should be.

Right now the average in both cities
and towns, outside of metropolitan
areas, is:

Hotel Room $4.25 with tip (bath
or shower)
Meals 3.75 with tip

$8.00 with tips

This may be considered low for
most of us but certainly not for a sales-
man who very likely is paying a low
rental for his modest home and almost
always has economical meals at home,

Auto Expense

Cost per mile traveled by each
salesman should be known by keeping
an expense and mileage record. The
expenses should include, among the
usual items, depreciation insurance and
cost of repairs,

The most practical automobiles—and
best liked by the salesmen—are Ford,
Chevrolet, or Plymouth two-door se-

dans with their big trunks for mer-
chandise to sell off car or to use as
samples and for advertising material.
Back seat cushions should be left at
home in storage and the bare seat used
for ready and handy boxes of store
advertising material and interchange-
able samples,

One-half ton panel trucks with mo-
bile bill boards of advertising on them
are practical if you expect your sales-
men lo have an assortment of 50 or
more cases on board (picked up from
the jobbers) to sell 20 to 25 cases per
day for cash to assure delivery and a
prominent display,

Cost per mile for two-door sedans
runs from 4%ac to 6¢, City driving, of
course, is the highest,

Miles traveled daily should be shown
on the expense statement and where
the traveling was done from and to;
also, the speedometer reading should
be required at the first and end of
each month.

Receipts should be expected for all
supplies and no gnurrhnses or repairs
allowed over $5 without authority
frum the office, which can be secured
quickly by telephone, if necessary,

Governors should be installed to the
state maximum speed, ;

Personal use should be permitted in
a ten-mile: radius from home with an
understanding the salesman will be ex-
pected to pay for any damage not cov-
ered by company insurance,

An allowance of $5 to $10 per month
should be paid to salesmen for the use
of their own garage, If they do rot
have one they should be expected to
find a suitable one before being hired,
because often these days you may be
forced to pay $20 a month to house
yout car. The salesmen will do a more
thorough job of looking fdr a garage
before he is hired than afterward.

An allowance per mile traveled is
never quite so satisfactory to all con-
cerned, Either the salesman thinks the
allowance is not enough or the com-
pany thinks it is too much, Also, be-
cause drawing the line between busi-
ness and personal mileage is too often
questionable to have a happy feeling.

Inspection service, periodically, by
a competent and authorized garage, is
important. It saves repair and costly
breakdown, This should be done every
5,000 miles with the salesmen having
lists to show the garage what is to be
inspected and done at 5,000 miles, at
10,000, at 15,000, et cetera. The old
adage applies here: “An ounce of pre-
vention is worth a pound of cure,”

This inspection advice and approxi-
mate cost which shquld appear on the
salesmen's lists is obtainable from the
automobile manufacturers or from a
reputable dealer of the manufacturer.

The traditional 1,000 mile grease
and oil change is the bugaboo of the
oil industry. Ask the management of
any good garage or just refer to the

(Continued on Page 30)
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Price
Increase
Announced

v
Notice to Journal
Advertisers. and

Subacribers

In presenting the 1950 report
'to the Board of Directors of
tke National Macaroni Manu.
facturer's Association at Miami
Beach, Florida, January 22,
1951, Managing Editor M. ],
Donna called attention to the
ever—increulniicon of editing,
Krﬁnting and distributing Tue

{acaroNI JoUrNAL, the As-

sociation’s Official Organ and
the recognized spokesman of
the U, 8. Macaroni-Noodle In-
dustry,

He reported also that there
had been no increase in the
subscription rates since the
magazine was first ‘sponsored
Iﬁv the National Association in

ay 1919 and that its current
advertising rate schedule did
not reflect the increased costs,
that they were entirely out of
line with rates charged by com-
ranble trade papers in other

ood fields,

The Directors unanimously
agreed to adopt the recom-
mended new schedule of rates
effective May 1, 1951, An-
nouncement of them will be
made direct to freunt adver-
tisers individually and pub-
lished in Standard Rate and
Data Service at an early date
for the information of new ad-
vertisers and subscribers.

MOBILIZE TOR DEFENSE]

Ve
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MILPRINT REVELATION
'teeef?syourpmdud's moving ...

With Milprint Revelation, you know that your
macaroni and spaghetti products will continue fo
have the most in self-selling display . . .
all-'round BUY APPEAL.

First, Revelation provides the VISIBILITY you want,
Big transparent window shows your producis

at their best, Then, Revelatiin offers billboard
display for hard-hitting brand identification.
And, what's more, Revelalion uses up to

60% less cellophane.

For full information, call your Milprint man todayl

SEE MILPRINT FOR MILITARY PACKAGING

Milprint's tremendous production facilities and
versolile operalions are being widely used by
many branches of the services for Military Pack-
aging. The strategic location of 14 planis and
the technical 'know-how" of the Milprint organ-
Izalion are at your disposal. Wrile, wire or call :
Milprint regarding your Military Packoging 3
problems,

SN e e

Use Milprint
"Follow Thry'"
Service

Premotional pleces like the one
A hore — plus polnt-of.sole
':‘;ﬂ. TJ:: :;ud'n, booklels, efc.
=0l avollable from one d
owrce, Milpeint] s

GENERAL OFFICES
MILWAUKEE wis
SALES CHRICES N
PRINCIPAL LITIES

PACRAGING &l” HIALS

(] v ow -
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manufacturer’s manual and you will
know it is a waste of money and time
to change oil and grease so frequently
with automobiles that are constantly on
the go.

THE SUPPLY SITUATION AND
OUTLOOK FOR DU PONT
CELLOPHANE

R. MacDonald

Moerchandising Specialist
Du Pont Film Division

As 1951 begins, a demand for Du
Pont Cellophane continues to exceed
our rate of production. Accordingly,
we are continuing our Xrngrnm of al-
location, started last April, whereby
our entire production is distributed to
our customers based on a pattern of
past usage,

The reasons for the Cellophane
shortage and the steps Du Pont has
taken to alleviate it are shown in an
advertisement which we have run in
the various food trade papers on our
schedule,

In the case of the new producer,
Olin Industries, it is our understanding
that their plant will come into produc-
tion in the midyear of 1951, More de-
tailed comments on the quantities
available at various succeeding months
from this source should, of course,
originate with Olin,

From a total industry output stand-
point, it is our opinion that Cellophane
will be in tight suprly until July, 1951,
and ease somewhat in succeeding
months although to what degree we do
not know,

Largely as a result of the govern-
ment business accepted to date, we
have found it necessary to make cuts
in our allocations for the months of
December and February, These have
been announced to the ‘trade. Should
government requirements increase in
months ahead, it will necessarily affect
the amount available for civilian usage,

Whether our plants can run at ca-
pacity will depend, of course, on our
ability to secure sufficient supplics of
necessary raw  materials,  In recent
weeks the supply of some of these raw
malerials has bécome very tight and
this situation continues at”the present
time,

Representatives of Du Pont are al-
ways ready to review the present cello-
phane packages of their customers with
the idea of showing them how they
can make their current cellophane sup-
ply go further. Reducing the size of
the cellophane sheets by only a frac-
tion of an inch means the saving of
hundreds of pounds of this critical
material in this period of scarcity.

REPORT ON U. 8, QMC
PROCUREMENT OF MACARONI
PRODUCTS

Peter ]. Viviano, Chairman
QMC Relations Committee

The activities of the United States
QOMC, as it affects the macaroni in-
dustry, may be divided into four sec-
tions:

1. Preparation of Specifications
11, Procurement

111, Inspection

IV, Consumption by Military Per-

sonnel

This report deals briefly with each
section of these activities.

1. Speciftications

During World War I1 and the years
thereafter until 1950, the Army had
their own specifications for macaroni
products, but during 1950 an attempt
was made to bring all procurement by
government agencies under Federal
Specification N-M-51a for Macaroni,

Peler |, Viviano

nghctli and Vermicelli, dated June 6
1941, and Federal Specification for
{‘g‘ﬂdlcs N-N-591, dated November 10

These specifications were modified
as to macaroni by “Changes Number
1" dated August 14, 1950. These
changes required the use of semolina
described the specified packing for do-
mestic and overseas shipments and
covered labeling and marking.
“Changes Number 1" of the same date
pertaining to noodles described the
noodles, required the use of “No, |
semolina or the flour made by grinding
No, 1 semolina” and specified the
packing and labeling,

The federal specifications for maca-
roni and noodles are now being re-
vised and whet revised, will be the
specifications for QMC and all other
government procurement agencies,

IL Procurement

Early in 1950, all procurement was
advertised by bids, In the last half of
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the year some bids were negotizied,
Beginning with January 1, 1951,
bids are to be negotiated, QMC re-
quests that more macaroni and nialle
manufacturers  show  willingnes- 1o
suliply military requirements,

he principal difficulty during 1950

has been maintaining a stock of pack-
ing supplics on the chance of lving
able to get advertised bids, The prac-
tice of buying by negotiation should
make it safer to carry a stock of pack-
aging supplies,

As of Jummry 2, 1951, QOMC was
negotiating for:

3,500,000 1bs. of macaroni
670,000 Ihs, of spaghetti
400,000 1bs, of noodles

Prices have been extremely low, due
to the intense competition and there
is nothing in the picture that indicates
that competition will be any less in

We estimate that from 20 to 30 mil-
lion pounds will be purchased in 1951,
Incidentally, the Army buyer thinks
this estimate is low, but we fmw pred-
icated it on the number of men in the
armed forces and the ration to be dis-
cussed under Section 1V.

I, Inspection

The OM inspection division was
more active in 1950 than at any time
in our experience, They insist that the
specifications be  rigidly  maintained
but we have had considerable trouble
with interpretation of the specifications
by inexperienced inspectors,

The greatest controversy has waged
over noodle inspection,  Several cars
were refused as being deficient in egg
solids in spite of the fact that the
manufacturer’s  records  definitely
proved that the required amount of
eges were used, This controversy was
brought to a head when your chair-
man, with the assistance of Glenn G.
Hoskins, arranged a conference with
Army officers and civilian head- of
various departments involved. Then
the recommendations of Mr. James J.
Winston caused changes in laboratory
methods which resulted in a letter from
Colonel Earl G, Kingdon to {ﬂnu- ].
Winston, dated December 1950,
stating in part :

“After completing all the tests which
we had talked to you about regarding
your improved method of determining
ege solids in egg noodles, we have
come to the cnm:hlsim: that your meth-
od is sound and is the method which
shoiild be used,

* * % "We thank you very much
for your co-operation, assistance and
advice in settling this controversial
matter and feel quite certain that the
results will be oz benefit to everyone
cancerned,” 1

The standard specification requires
that all macaroni products contain
12)4% protein on a moisture-free
basis, As soon as we determined that
the protein would be low this year, we

(Conlinued on Page 32)
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BILL STERN 7TELLS ANOTHER SPORTS STORY

They've been running the Kentucky Derby ever since 1875, and
year alter year, many of the greatest race horses in history have
won turf immortality in this most famous of all horse races. But
without doubt, the strangest winner in Kentucky Derby history
was a horse named Broker's Tip, owned by the late Col. E. R,
Bradley, the only man in history to own four Derby winners,

Broker’s Tip won the 1933 Derby in the wildest and most riot-
ous finish ever seen in this famed Run of the Roses, For as he
pounded down the homestretch to victory by a nose, his jockey
and the boy atop Head Play were at each other’s throats, lock-
ing legs, tugging at saddles, and slashing at each other with
their whips. As soon as the race was over, Head Play's jockey
hurried to claim the first and only foul ever lodged in the history
of the Derby, But withal, Broker’s Tip remained the official
winner of the 1933 Kentucky Derby race.

However, the strangest part of the story of that race horse was
that Broker's Tip had never won a race before, nor ever won a
race after this victory, He won only one race in his entire career
—the biggest of them all—the Kentucky Derby!

{
|
{
1
|

In the turfl world, just one win—the Kentucky Derby—is all
that's needed for success and racing immortality. In the
macaroni business, however, you've got to turn out winning
macaroni goods every day to keep in the forefront of the
never-ending race for customers, That's why it will pay you
to rely on precision-milled Commander-Larabee Durum
products. These finer semolinas and flours are milled to high
standards of tolerance and manufacturing quality and you
can count on these same manufacturing characteristics from
every bag, regardless of crop season. Thus._ ruslqmcr-winmng
quality can be achieved with every mix, without costly
changes in formula or timing. Use a Commander-Larabee
Durum product in your own plant—you'll sce the difference.

ommander-Larabee Milling Company

MINNEAPOLIS » 2 « MINNESOTA

e L T S——

GENERAL OFFICES
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started action which resulted in QMC
lowering the protein requirements to
11Y%.

We have received fine co-operation
from both the civilian and military per-
sonnel at the Chicago Quartermaster
Depot and we anticipate that this co-
up;r;uinu will be continued during
951. :

IV. Consumption

Macaroni, spaghetti and noodles
will have a prominent place in the
Army rations for 1951,

The Army classifies rations as

A-Ration served in permanent camps
cither domestic or ov-r s,

I-Ration served wh ¢ ficld kitchens
are used and where no perishables can
be refrigerated,

C-Operational-Ration  for combat
troops, No macaroni products used,

In the year 1951, the Army will use
macaroni, spaghetti and noodles fre-
quently. OMC. experimental cookery
epartment fm'c us this information
on January 2,

The A-Ration is used in permanent
camps and the B-Ration in field camps,
When permanent camps are established
overscas, the A-Ration goes into effect.
The A-Ration is used almost entirely
in the United States, The C, or
Operational Ration, contains no maca-
roni or noodle products because the
food must be concentrated and of a
nature that can be consumed without
cooking, '

You will note that the total A-Ration
is 593 pounds per man, This is just
about the same as the average per
capita civilian consumption, The B-
Rations is based on a ten-day cycle and
during that ten days, spaghetti with
meat sauce appears once on the ration
and noodle soup, packed in No. 10 cans
appears once, One No. 10 can serves
100 men, The can holds about 434
pounds of the soup mix and the noodlies
in the soup mix weigh about 3,325
pounds. In making the calculations in
the table listed above, we assumed that
the B-Ration would be repeated 30
times during the year, Actually, if the
same ‘10-day cycle is maintained, it
would be repeated 36%4 times,

We recommend that the National
Association contact the division of
QMC which makes up the Army ra-
tion, with the object of increasing the
military per capifa consumption,

It is anticipated that we will have an -
army of 5,000,000 men by the end of
the year. On the basis of 6 pounds per
man and assuminyg that the food must
be purchased ahcad of time, we have
estimated that military procurement
will be at least 30,000, unds for
the year. It is highly probable that the
civilians in combat areas will boost this
total considerably, We can surely ex-
pect 30,000,000 pounds and there is a
very good possibility that Army pro-

EMACARONI JOURNAL

curement will run to 50,000,000 pounds
in 1951,

Your committee will keep in close
contact with the Quartermaster divi-
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sion in Chicago and in Washingioy
during the tomin?' ear.,  Your re.
uests for either n?c()rmntinn OF as
sistance will be welcomed,

A-RATION
Quantit Times Summy
Product Reci Per 100 Men Per Year 100 Men Per Year
Macaroni with Cheese,............... 10 lbs. 12 120 s,
Macaroni with Cheese & Tomatoes.... 8 * K] 24 e
Macaroni with Corn & Bacon......... 10 2t J o -
Macaroni with Cheese & Eggs. For dbye 3 2L
Macaroni Club Salad,. L I 2 1 -
Macaroni Salad...vviivieniiiininnan, - TES 1 S
Total Macaroni per 100 men PEF YOAT. . iuvurarnen Sostiban a0l ¥
Spaghetti Creole Soup.,.............. 1V 1bs. 9 13.5 lhs,
Spaghetti Meal-varying Recipes....... i - 21 2100 *
Total Spaghetti per 100 men per year...... sreeess 2235 ¥
Noodles Soup ....i0es Faeaibri vy L5 Ibs, 10.5 1bs
Noodles  Baked Chicken ........ T 1 T ‘300 "
Noodles Fried ........, Vo s R 10 285" 500 *
Noodles Buttered ......c0i00000nes o " 600 *
Noodles Minestrone Soup ...,. 33 f 180
Total Noodles per 100 men per year........ 1685 *
Total All Products in A-Ration,.,......, e : 593 Ibs, per 100 men
B-RATION
Based on 10-day cycle
Sy:luluiti Meat Sauce ............ 10 lbs, 30 J00 s,
Noodles  Soup-Dry Mix ...... cieee 34

Ibs. 30 105  lbs,

Summary of Durum At_:reti:gsed Yield and Production,
in

By the Crop Reporting Board, Bureau of Agricultural Economics, U. 8.
Department of Agriculture,

Durum Wheat:

Production of durum wheat is esti-
mated at 36,064,000 bushels, 7 per cent
less than Iast year's crop of 38,817,000
bushels and 2yp1.-r cent below the 10-

ear average production of 36,753,000
ushels, Production was less than last
zlv‘clar in Minnesota and North Dakota,

e acreage harvested, 2,729,000
acres, was 23 per cent smaller than in
1949 but B per cent larger than the av-
erage of 2,535,000 acres. The yield,
at 13.2 bushels per acre, is sharply
higher than the 11.0 bushels obtained
last year but still below tne 10-year av-
crage of 14.8 bushels. Yields were
higher than last year in North and
South Dakota but Tower in Minnesota,
The quality of the crop is quite vari-
able with a wide range in test weights.
Black stem rust was a serious threat in
a large part of the durum area and
some damage resulted, However, based

upon final yield returns, the extent of
damage from this cause was somewhat
less than appeared imminent in the
main durum growing countics just
ﬁriur to actual harvest operations.

ust damage occurred largely on late
seeded acreage in some fringe areas.
Harvesting started considerably later
than usual and extended through Oc
tober in northern areas, Factors con-
tributing to this were the unusually late
planting, the generally slow growth and
development of the crop as a result of
the cool summer temperatures, a rainy
spell during harvest and the effects of
stem rust in some areas which retarded
ripening,

The seeded acreage of durum wheat
is estimated at 2,81g4,000 acres, (lown
24 per cent from last year and the
smallest since 1946, P!orth Dikota
produced nearly 87 Ln:r cent of the na-
tion’s durum crop this year,

DURUM WHEAT

Acreage harvested
Yield ?cr acre
Production

193948 1949 1950 193948 1949 1950 193948 1M9 1950
State Average Average § Average
r—Thousand acres— —Bushels—— " r~Thousaond bushels—
Mim, ...... : 95 8 170 150 120 926 1425 12
N. Dak...... 2171 3092 2319 150 110 135 31813 M1z 3305
S. Dak, ..... 309 138 324 133 100 115 4014 3380 37
3 States ..... 2535 3525 2729 M8 110 132 36753 38817 6064
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Scientific Enginecring Makes the Difference

D. Maldare & Sons

America’s Largest Die Makers
178-180 GRAND STREET
NEW YORK 13, NEW YORK
U.S. A,

1903—Management Continuously Retained in Same Family—1951
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IMPIANTI D'ITALIA (Macaroni Plants in Italy)

Serie D'Oro (Courtesy Molini d'ltalia)

T

Molini E Pastifici Lefemine

Death of Mrs. H. Constant

Mrs. H, Constant, wife of one of
Canada's best known macaroni manu-
facturers, passed away on January 10,
1951, after a long illness. She was the
mother of Miss Madeline Constant,
chief executive, and Lucien Constant,
sales manager, of Constant Food
Products, St. Boniface, Manitoba,
Canada, who regularly attend the con-
ventions of the National Macaroni
Manufacturers Association of which
the firm has long been a member,

She is survived by her husband,
founder of the firm, the above-men-
tioned son and daughter, and several
other children, The funeral was from
the late home to the Basilica Catholic
church on January 13, with burial in
Basilica cemetery,

Wage and Price Controls

Under date’ of January 26, 1951,
prices on many articles, including
foods, were frozen as of the govern-
ment order of January 25, 1951. On
foods under parity, prices will be at
figures not to exceed parity prices,

Wages, salarics and other com-
pensations were frozen at the scale
cffective January 25, but the order was
merely a “stop-gap,” as other regula-
tions were promised which would relax
or “unfreeze” the “freeze” order.

Subsequent to ‘January 25; some
new regulations have been announced.
Under date of January 30, 1951,
General Regulation No. 2 was adopted

Grumo Appula (Bari)

which commenced the unfreezing
process and provided that increase in
wages, salaries or other compensation
agreed to in writing or determined and
communicated to the cnl{n’loyus on or
before January 25, 1951, but which by
the terms of such agreement or deter-
mination are to become applicable only
to work performed later than fifteen
(15) calendar days after January 25,

1951, require the prior approval or
authorization of the Wage Stabilization
Board, gt

Other amendments and clarifications
are to be expected, and Luasinessmen
should study all as they are issucd, It
would seem wise, and it has
recommended. that businessmen pre-
serve all their records concerning prices
and wages,

Durum Products Milling Facts

Quantity of durum products milled monthly, based on reports to the

Northwestern Miller,
weckly milling figures,

inneapolis, Minn., by the durum mills that submit

Production in 100-pound Sacks

Month 1951 1950 1949 1948
{nnunry ............. 870,532 1 91,006 799,208 1,142,312
Sebruary ...iieiiens 629,878 799,358 1,097,116
Marehlis iy ivh icensins 913,107 913,777 1,189,077
April i i iy aabas 570,119 589313 - 1,038,829
May biovisoniieise 574,887 549,168 1,024,841
Bie e S e, 678792 759610 889,20
Uly saveisirinaiss s 654,857 587,453 683,151
AUBUSL 0viiinnniins 1,181,294 907,520 845,142
September .....iu... 802,647 837,218 661,64
October vvviivieiins 776,259 966,115 963,781
November ....o.coveus 700,865 997,030 996,987
December . ovvvninen, 944,099 648,059 844,800

Crop. Year Produpﬁ;n

Includes Semolina milled for and sold to United States Government:

July 1, 1950 to Jan. 26, 1951....:
July 1, 1949 to Jan, 27, 1950.....

....... sesertsesa s

.1..59130,353
ranarriaane...5665124

February, 1951

THE MACARONI JOURNAL 35

BIANCHI'S
Machine Shop

Macaroni Mfg. Machinery

and Supplies

California Representative for

Consolidated Macaroni Machine Corp.
Brooklyn. N. Y,

Fabricators of Ravioli Machines,
Tamale Machines and Cheese Graters

221 Bay St.  San Francisco 11, Calif.

. gie ™
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Dobeckmaon

PRICING
POLICY

Only a fair and sound pricing policy can
sustain for a long period the prosperous
business of both seller and buyer.

.

This fundamental principle has motivated
Dobeckmun's thinking since the company's incep-
tion in 1927,

Although our labor, raw materials and other
manufacturing costs have risen like those in every
ather industry, our prices have increased relatively
little when compared to general price indexes.

Malnten_ance of this business philosophy has been
made possible by two planned developments:

Greatly Expanded Volume: now over four
times the 1941 level.
Increased Capital Investment per Worker:
plant and equipment investment per worker
has more than doubled since 1941, from $2700
to $5800. This has resulted in greatly increased
individual productivity, substantially reducing
our operating costs.
In the last few years, realistic price adjustments
have be?n put into effect, to relate prices to efficient
production. While changes both up and down re-
sulted, this policy has meant relatively lower prices
for larger orders and for standardized orders which
permit the utmost efficiency.

During the inflationary surges of materials and
laI.Jor costs in 1950, and especially since Korea, our
price planning has enabled us to limit increases only
to thpae caused by rises in raw material costs and a
fractional part of labor adjustments,

We pledge a continuance of these policies:

To produce the finest quality possible,

To nha_.re savings from more efficient produc-
tion with our customers.

To restrain price increases to the minimum
required for profitable operation,

Tte Dobecknieen @o/mﬁ;n(y

CLEVELAND 1, OHIO e BERKELEY 2, CALIF.
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Awards and Fellowships
—Du Pont

The award of 78 postgraduate and
post=doctoral fellowships 1o 47 uni-
versities, amnd grants-in-aid to 10 uni-
versities o Ustockpile”™  knowledge
through the advancement of - funda-
mental  research, was announeed  on
Jamary 3 by the Du Pont Company.

An anthorization of S3HA400 was
provided by the company for these
wards. They are for the 1931-52
acilemice year,

Giranting. of the fellowships is a con-

naton of the company's plan origi-
mate b TR to enconrage research
e chemistey, 11 has sinee heen ex-
paonded to include other fields, It pro-
vines support for pre-doctoral and
post- foctoral training of students in
these branches of science in institu-
tions of higher learning.

It is expected that the program will
help maintain the tlow of technically
tramed men and women into teaching
and research work at universities amd
into techmical positions in industry,

National Packaging
Exposition
The 20th National Packaging Expo-
sitiom,  sponsored by the American
Management Association, Ine., will be
held at the Atlantie City Awditorium,

Exterior Viow—Lazrare Drying Room

for ECONOMICAL
SPEED DRYING

FRANK LAZZARO DRYING MACHINES

Executive Offices: 55-57 Grand St. New York 13, N. Y. Digby 9.1343
Plant and Service: 9101-09 Third Ave., North Bergen, N. ]. Union 7-0587

EMACAROX! JOURNAL

April 17-20, 1951, and the annual con-
ference om o packaging, packing  and
shipping will be held  concurrently.
Both events are open to non-members

of AMA as usual,

Death of E. H. Eustice

Word is received of the death
Cleveland, ©Ohio, on December 20, of
Farl L, Fustice, Cleveland manager
for I, 1. Ferguson Co., Joliet, 1L
Mr, Fustice hidd been in poor health
for more than a year. He had wide
Dusiness contacts m the food, canning,
Deverage and milling industries, M,
Fustice hidd been with the bailders of
Packomatic packaging machinery for 20
vears, the past 10 as mamager of the
Clevelaind office,  He is survived by
Mres, Faustice and two danghters. His
home wis at 2087 Rossmoor  Road,
Clevelind Heights, Ohio.

Pancake Day

February O was celebrated as “pan-
cake day.” I's promotion this vear
wits sponsored by a group of pancake
flour manufacturers who hope to make
that day as famous as Valentine's Day
that always falls on the fourteenth of
the same month,

The first known pancake day was
celebrated in Englamd over 5000 years
ago on the eve of Ash Wednesday
an ol religions custom. The day hie-
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fore the opening of Lent was sol o)
hecanse it was customary for the ople
of that day 1o use up all fis |y,
Lent, when its meatless days heg

Files Re-eﬁciéd Feder-
ation Head

Howard W, Files, viee pro- o
Pillshury Mills, Ine., was recens oy
nominated for the presidency
Millers National Federation, 11wy
clected for his first term in May 1930

He has been most active in the g
eration’s activities as chiirman o bk
ery relations committee and a wicnber
of the long-range plnning commintee
He has spent his entire husiness i,
with Pillsbury. e is well acquainta
with the macaroni trade, having served
as mamager of the mill's durum .
partment before stepping up o highe
positions in the company.

New Research Director
... Winston

After nearly 31 years of contimune
service (o the members of the National
Macaroni Manufacturers Nssociation
as the oflicial direetor of rescarch, dur-
g which time he carried on many in
portant and  far-reaching activities i
macironi-nondle products stwdy and
improvements, Benjamin R, Jacobs ex-
presses the wish that the dssociation e

... GREAT SAVINGS ON

our large line of
completely rebuilt
and fully guaranteed:

DOUGH BREAKS
VERTICAL HYDRAULIC PRESS
KNEADERS e MIXERS
NOODLE MACHINES
DIE WASHERS
and many others

B

p—

25 x 1]
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T hime from the duties involved gl
tor vamne @ suceessor, The hoard of oi-
pectors of  NMMA - headed his sug-
ge-oms and mamed his fellow chemist
m e Jacobs-Winston Cereal Lahora-
s, James [0 Winston, 1o serve as
dirvctor of research on practically the
s arrangements under which Dy,
Jacobs had operated,

e, Jacobs was retiined 1o serve as
cornsel and as contact man in Wash-
mgun affairs, where his wide ac-
quamtance with officials and  govern-
mental procedure will be of great value
to the association members,  Though
resuling in Orlando, Fla., for the win-
ter. e mintains an ollice in the na-
tion’s eapital, Suite 300, Walker Ruilil-
ing, Washingtom 3, D, C,

James | Winston, the new director
of research, can be reached at the of-
fice of the Jacobs-Winston  Labora-
torivs, 156 Chambers  Street, New
York 7, N. Y

Liquid, Frozen and Dried
Egg Production
Deceniber 1950

Production of liguid egg during De-
cember was relatively small, the [ta-
rew of  Agricullural  Eeonomics  re-
ports.  Production totaled 2,393,000
pounds,  compared  with 39,934 (00
pounds  during December, 1949,
the  TM4-48 average of 8,178,000
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pounds, With smaller egge production
aned relitive high prices for eggs, hoth
e drying and freczing operations
were on i much smaller seale than o
yuear carlier.

Dricd egg production during e
cember totaled 549,00 pownds, com
pared with 8,737,000 pounds in e
cember, T4 Production consisted of
A0R000 povnds of deied whole egg il
HOM0 povnds of dried albumen, To-
al production of dricd egg for the
year 1950 was estimated at 91,482,000
powls, compared  with - 73,902,000
pounds in 1944,

The quantity of frozen egg produced
during -~ December totaled 1 A06,000
poumls, 83 per cent less than the re-
vious year's record high production for
the month of 308000 pounds,  Fro-
zen egg stocks deereased 27 million
pownils dluring December, compired
with i deerease of 17 million pounds in
December a vear earlier and the ay-
Crige December deerease of 27 million
|l||llll11~.

Production. of frozen eggs during
1950 was estimated  at - 354,148,000
pounds, compared  with - 318,227 (00
potnds in 1949,

Colburn S _F;ulda Dies

CCalburn: Symmes Foulils, 69, of 47
North Central Ave, Hartsdale, New
ank, active in the fomd ]ITIIIIIII']N in-
dustry until his retirement two years

ago, died Loy 6, 1931, 10 his b
following a lengthy illness

Mr, E"l‘llllll“ a resident of the s
dale, Searsdale, and Bronsyille area
for about 200 years, was preesulent ol
divector sueeessively of the Fould-
Milling Co, macaromi manufacturmg
comeern in Cineinmati, Ohio, which s
Bather has fonmded ; of Girocery Ston
Produets, Ine., New York, and of the
Fastern: Semalina Mills. s such, |
wirs long associited with the activities
of the National Macaroni Manufact
ers Assochition,

Born April 24, 1881, in Cincinnati,
he was i son of the Tate Frank A aml
Mary Colluen Foulds, e was an
alunmmus of Kenyon Academy, i
bier, Ohio, ) ’

Surviving are his wife, Mes, Man
Blair Foulls; a son, Blair Foulds of
Lawrence Farms South, Clappagui; o
sister, Mrs. K. E. O Brien of \Wash
ngton, also o grandson and o grioml
davghter, George and Penels ipe Foulds,
hoth of Chappagua,

-

SALUTE MINNEAPOLIS

(Contmued from ige 6

chinery. Construction cquipment,
pumps, refrigeration and aic comdi-
tioming equipment and oumthoard motors
are ameng many other machines mamu-
facturad in the eity, In the fabricatol

T SR
2
Let us help you modernize your plant

for greater profits in '51

CHAMPION

Consulting
Engineering
Service

'I_'he new methods and techniques in produc-
tion now so widely used in the Macaroni and
Nocodle Industry call for high efficiency in the

handling of flour.

The_ services of Champion engineers are
cwcnlcxblg to you for consultation at any time
for practically any type of flour handling unit

that you might require.

Le?l us explain our new sanitary type unit
with removable panels for ease of cleaning.

CHAMPION MACHINERY CO.

Muakers of Fine Equipsent for the Macaroni and  Noodle Industry

———

N 18 88-1951

JOLIET, ILLINOIS

32 x I}

22 X B
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metal  products  industry, products
range from furnaces and snowplows
to screw machine products and orna-
mental iron work. A variety of elec-

trical machinery and appliances is made
in Mimmeapolis. Motors, generators,
power plants, ‘transformers, battery
chargers and controliers are among the

Campus of the University of Minnescla from the air, Misslssippl River in the fore-

ground.
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products made in Minneapolis' fac.
tories, Other electrical devices pro-
duced in large quantities include hear.
ing aids, thermostats, heat and humid;-
ty controls and electric irons, Minne-
apolis is one of the largest printin
and publishing centers in the Unit
States, Approximately 350 printing
and publishing establishments turn out
printed material ranging from calling
and greeting cards to slick magazines
and books,

Often called the “Lingerie Capital
of the World,” Minneapolis is"an im-
turmnt apparel manufacturing center,
Sperial lines included in the clothing
field include overcoats, dresses, suits,
hosiery and sportswear for men,
women and children, Apparel manu-
facturers have banded together in an
association, Minnesota Apparel In-
dustries, which promotes the industry’s
activities and features the familiar
trademark, “Minnesota Inspired.”

To service these thriving industries,
a vast network of railroads, airlines,
motor truck lines and bus lines link
Minneapolis with the nation. It is the
railroad center of the upper midwest.
Ten trunk line railroads, four of which
are transcontinental, radiate from the
city in all directions, Five bus com-
panies and 120 motor freight carriers
operate regular service to any point in
the United States. Six airlines provide
daily service to far-away points,

Do higher labor costs reduce your profits?

You can now do something about higher labor costs and re-
duced working hours which eat inlo profits, Install a CECO
Adjustable Carton Sealer, and you will save enough on pack-
aging labor cosls to pay for it in cue year or less. After that
you can pocket the extra profits it will keep on eaming for

many years.

A CECO Sealer glue-seals both ends ol carlons conlaining
long or short producis automatically, simullaneously. The ma-

chine is simple, and can be operated, adjusted, and main-
tained by unskilled help without tools. Send for details today,
and you will learn why such a large proportion of lorge and
small macaroni manufacturers use CECO Adjustable Carton

Sealers.

Pealured

\/ Low first cost

vV Low maintenancs

V Saves Labor

V Increases production

V Makes Belter-looking
' cartons

CONTAINER EQUIPMENT CORPORATIO

26 Oriental St o .

Baltis Bt, Loui San Francl Rochest k Boston ¢ Havannah
Chitaga, o ‘Toronio: e "Tw' - .Plr.lllu'gi‘:p ;f:rhfrl!!‘,le‘?l:lfl(‘:‘rl‘::l”,:lf&::fm & .

Member of

31, ,3)"‘»

Newark 4, N. I.

Registered Trade Name

ﬂﬁudaﬂe
CARTON SEALER
: 4
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Northwest Airlines’ service to the continent position, it promises to be-
Orient has made Minneapolis one of come important when over-the-pole
the great inland world ports of the flights to Europe are instituted, The
nation, Because of Minneapolis' mid- city's airport, Wold-Chamberlain Field,

Beutiful Minnehaha Falls in Mi polis, I rializsed in Longlellow’s , "So
O&I‘ Hél:;vu'l.hu." Minnehaha Park, where lhe lalls are located, is ug'n of the mmpuhalu
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ranks seventh largest in United States
air traffic volume, Minneapolis is the
head of Mississippi River navigation,
Regular barge service is maintained to
and from New Orleans during the
navigation season,

Culturally, Minneapolis offers un-
paralleled advantages. Such institu-
tions as the Minneapalis Institute of
Art, the Swedish-American Muscum,
Walker Art Center, Minneapolis Sym-
phony Orchestra and many others have
served to help make the upper midwest
"come of age” culturally. Development
of the University of hiimwsum in the
past two decades has placed it among
the leading educational institutions in
the nation, not only in size, but also in
educational standing and national pres-
tige. Minnesota's schools and colleges
have long ranked high in health serv-
ices; uamcly medicine, dentistry and
pharmacy, The University of Minne-
sota is fortunate in_having the Mayo
Foundation for Graduate Medical
Study and Research affiliated with its
medical school, Employing chiefly the
training facilitics at Rochester, fmmv
of the world-famed Mayos, this foun-
dation is said 10 be the largest clinical
group of medical students in the world,

In addition to the fine public school
system embracing 93 schools and em-
ploying a staff of 2,400 educators, Min-
neapolis is well known for its splendid
business, trade, vocational, music and

Presses

John J. Cavagnaro

Engineers

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

Macaroni Machinery

IKneaders
Mixers

All s='z'e: Up To Largest in Use
255-57 Center St.
N. Y. Office and Shop “‘New York City

and Machinists

Specialty of

Since 1881

Cutters
Brakes
Mould Cleaners
Moulds
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other private educational institutions.

Situated on the 45th parallel, Minne-
apolis offers strikingly different sea-
sonal entertainment for home folks and
visitors alike. The Minneapolis Aqua-
tennial, known up and down across the
nation as “the world’s greatest summer
festival,” provides more colorful pag-
cantry than any other event in the na;
tion. Conversely, Minneapolis as a
winter sports center provides a multi-
tude of facilities . . . skiing, ice boating,
sleighing, as well as skating or hockey
on its rinks or on many of the 22 lakes
and lakelets within its boundaries,

Possibly because 86 per cent of its
populition are native-born whites, pre-
dominently of Scandinavian and Ger-
manic nationality, Minneapolis  resi-
dents have a real appreciation of fine
cooking and of the immumerable dishes
of American and Continental origin.

Possibly, too, that's why versatile
macaroni, spaghetti and egg noodles
have been prepared in such a variety
of dishes that macaroni products now
oceupy i seeure position 1n any house-
wife's pantry of food staples!

~

WINTER CONFERENCE

(Continued from Page 8)

ficiating at the spaghetti and sauce cal-
drons.

A surprise in the way of entertain-
ment was in the person of a charming
singer, Miss Micki FFo of Honolulu,
presented by John Amato of Clermont
Machine Co. as his guest. She was the
“find” of the famous Arthur Godfrey,
celebrated radio entertainer, She came
to the continent as the winner of a per-
sonality contest, She sang Hawaiian
songs and rendered several instrumen-
tal numbers on  Hawaiian  musical
contraptions

c—A party at the Miami Kennel
Club sponsored by the Consolidated
Macaroni Machine Corporation with
President Conrad Ambrette in charge.

The program for the evening of dog
racing carried a fine editorial on the
macaroni industry and a feature at-
traction—a special race for a special
additional prize of a beautiful blanket
for the winner, The blanket bore the
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inscription, “Consolidated  Machines,”
and the grouped initials, “N. MM\ »
and was presented by C. Frederick
Mucller of the National Associaiion,
supported by the host, Conrad  \-
brette of Consolidated Macaroni \Ma-
chine Corporation—an industry * yj.
nella” that really paid off in publi re.
lations for macaroni products.

d—The annual  Wintér  Dinner
Party, sponsored by the National \ac.
aroni Manufacturers Associnion,
brought the Winter meeting to a fitting
close, The shore dinner was served on
the terrace to about 150 guests, Dane-
ing followed, Miss Mickt IFo, the Ha-
waiian nightingale, again sang her way
into the hearts of the guests,

The date and place of the amual
convention were announced, This will
be held at the Edgewater Beach Hotel,
Chicago, June 27-29, 1951,

The 1952 Winter meeting will prob-
ably be held in the New York City
arca in January, with Montreal,
Canada, as the probable site of the
1952 annual convention,

Winter Meeting Registrants, January, 1951

Firms Representatives

American Beanty Macaroni Co,, Peter F. Vagnino, Kansas City
V. Arcna & Sons, Inc,, Sam Arena, Norristown

Constant Macaroni Foods, Lucien Constant, St. Boniface, Manitoba
The Creamette Co,, C. L. Norris, Minneapolis

1)’ Amico Macaroni Co, Wm. 1Y Amico, Ste
Delmonico Fowmls,
Golden Grain

Inc,, Joseph Viviano, Loui
aroni Co,, Vincent DeDomenic
V. La Rosa & Sons, Inc., 'eter La Rosa, Brooklyn

Cilien La Premiata Macaroni Corp., Jesse C. Stewart, Connellsville

o B e P'rince Mfg. Ca,, PP
o San Fruuclsco Quality Macaroni €
Juaker Oats Co,, \

v oo that's the range of carton sizes fhis low cest machine
Is capable of walghing, filling and sealing!

‘THIS combination of SA lvt;p-lmd-bnttom seml-automatic
e

carton sealer and SH Net

WRITE for B A

-—
TRIANGLE PACKAGE MACHINERY CO.

6613 W. DIVERBEY AVENUE, CHICAGO 38
Los Angeles, Boston, Jachssavile,
Dallas, Portisnd, Denver

Qffices: Mew York, San Francisce,
. T aitimars,

Gavarino & Frese
Ranco Fowds, Thos

0 lros,

St. Loni

Buller Bros,
Campanella Flour, |
Capital Flour Mills,
Capital Flour Mills,

Megs Macaroni Co,
Minnesota Macaroni Co,, Walter F. Villaume, St. Paul
C. F. Mueller Co,, C, Frederick Mueller, Jersey City
I'rocino & Rossi Corp., Alfred Rossi, Auburn

P'rince Mig. Co,, Joseph Pellegrino, i.nwull, Mass.
I'rince Mfg. Co, Robt. I, Sheeran, Boston

Amber Milling Co,, ]
fm:.. 0. R, Schimalzer, New York

C. W. Wolfe, Harrishurg

Giovineo, Loweil, Mass,
Maurice L, Ryan, 5t. Paul
Hathaway, Chicago

c.,, Al Ravarino, St, Louis
A. Cunco, Memphis

Skinner Mfg. Co, Lloyd E, Skinner, Omaha
livian aroni Co, John A, Viviano, Detroit
V. Viviano & Bros. Macaroni Mig. Co, Peter Ross Viviano,

5
Weiss Noodle Co., Al, Weiss, Cleveland

. M. Waber, St. Paul

Joln Campanella, eurscy City

1, M. ’etersen, Minneapohs
Louis A, Viviano, Plainficld, N. J.

Clermont Machine Co,, Jolm Amato, Brooklyn
Commander Larahee Milling Co,, C. M, fulmsun. Minneapoli-
Concord Electric Co,, Fred Marcellino, BB

Consolidated Macaroni Machine Corp., C. Ambrette, Brookly:
Crookston Milling Co,, U, 5. DeStefano, New York

Dul'ont Company, R. M. MacDonald, New York

Edson & Pratt, Inc, H. E
Empire Box Corp,, Stanley J. Klein, Garfield
Empire Box Corp., T, W. Ross, Garfield .
General Mills, Ine., Harry 1. Bailey, .\lmueafmlns
General Mills, Inc,, Harry H. Raeder, Buffalo
Hoskins Service, Glenn G, Hoskins, ﬂluicng:n
Industrial Surveys, Inc,, Don W. Connell, New York
Jacobs-Winston Lab,, 1. K. Jacobs, Washington

rooklyn

I. E. Edson, Chicago

acobs-Winston Lab,, James J. Winston, New York

Pillsbury Mills, Inc.,
Pillshury Mills, Inc.,
Pillsbury Mills, Inc,, H. J. Patterson, Minneapolis

{ing Midas Flour Mills, Wm. Steinke, Minneapolis
King Midas Flour Mills, David Wilson, New York
H. H. King Flour Mills, Arthur W, ngglc, Minneapolis
N. D. Mill & Elevator, R. M. Stangle

gher is “tops” for low cost . i 5 21, ) i
Sexible productio v aecatee nesded, Just Th N. D. Mill & Elevator, E. J. Thomas, (flm:agn

thing for up to 12,000 packages day output—ideal
also for shzn runs of pﬂVltl br;’:h or sample lines,

r, Crookston, Minn,

Frank L. Fodera, Brooklyn
Thomas A. Holland, Atlanta, Ga.

Regalbuto Flours, Samuel Regalbuto, Philade]phia

Rossotti Lithograph
Rossotti Lithograph

St. Regis Paper Co,, Ken
Sills, Inc., Ted Sills, Chicago

U. S. Dept. of Agriculture, Philip Talbott, Washington, D. C.
Robert M, Green, Secretary-Treasurer, Palatine

M. J. Donna, Sccretary-Emeritus, Braidwood

Co., Chas. C. Rossotti, North Bergen
Co., Paul Schilling, North Bergen
Kenneth D. Lozier, New York
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== “Dog-on” fine lellows . . . Dixiecral, winner ol the
Macaronl Derby, leature race al the Miami Beach Kennel
Club, Miami Beach., Fla. the evening ol January 24, 1851,

d by the Nalional Macaroni Manulacturers Associa-

tion, and the dog's groom, right . . . C. Frederick Mueller,
NMMA president (center) who presenied the beautilul gold
and blue blanket bearing the inscription “Consolidated Ma-
chines—NMMA,” donaled by Conrad Ambreile, lell, pres-
ident of Consolidated Macaroni Machines Corp,, Brooklyn,
N. Y., host of the social affair,
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<-“% “Chel" Rossolti. serving heaping porlions of Spaghetli-
a-la-Rossolli to NMMA President C, Frederick Mueller and
wile al the Rossolti spaghelti bulfel supper. Flamingo Holel,
Miami Beach, Fla., January 23, 1851,

JACOBS-WINSTON
LABORATORIES, Inc.

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

l—Vilamins and Minerals Enrichment As- [
says. |

2—Egg Solids and Ceclor Score in Eggs.
Yolks and Egg Noodles.

3—Semolina and Flour Analysis

4—Rodent and Insect Infestation Investiga- |
tions. Microscopic Analyses |

5—Sanltary Plant Inspections |

James J. Winston, Director j
Benjamin R. Jacobs, Consultant

156 Chambers Street
New York 7, N. Y.

Noodle Machinery

WE SPECIALIZE IN EQUIPMENT FOR
THE MANUFACTURE OF CHINESE
TYPE NOODLES

Dough Brakes—Dry Noodle Cutters—
Wet Noodles Culters—Mixers—
Kneaders

Baling Presses

Hydraulic Baling Presses for Baling all
Classes of Malerials

Rebuilt Machinery for the Manulfacture

of Spaghetti, Macaroni, Noodles, elc.

Hydraulic
Extrusion Presses

Over Forty Years Experience in the De-
signing and Manulacture of all Types
of Hydraulic Equipment

N. J. CAVAGNARO & SONS
MACHINE CORP.

400 Third Avenue
Brooklyn 15, N.Y., U.S.A.
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955,436,000 Pounds in 1950

Macaroni production in 1950 re-
mained nearly at the 1949 level, ac-
cording to a recent bulletin from the
office of Robert M. Green, secretary-
treasurer of the National Macaroni
Manufacturers Association. He says
that, according to the Glenn G, Hos-
kins weckly index, “Macaroni produc-
tion in 1950 finished at about the same
level as 1949, which was reported by
the government at 955,436,000 pounds,
This is about 40 per cent higher than
the five prewar years, 1937-1941 in-
clusive,”

Mr. Hoskins predicts an index of
about 150 per cent for 1951, By hold-
ing our own in a fiercely competitive
food market in 1950, we gained in

domestic consumption. Exports for the .

first ten months of 1950 were just
short of 8,000,000 pounds, compared
with better than 23,200,000 pounds ex-
ported in 1949, Government purchases
of macaroni products have been sub-
stantial during 1950 and will increase
in 1951,

In a release from the Chicago
Juartermaster Depot, dated December
8, 1950, the announcement is made
that “decentralized army offices will
continue to handle procurement under
negotiation, The system of advertising
for bids will continue to be used in the
purchase of many items, particularly
stand consumer goods,”

It is reported that there has been
a considerable amount of business done
on a negotiated basis of late, and that
the total of 8,000,000 pounds of maca-
roni and noodle products reportedly
purchased by the Quartermaster in
1950 accounts for only the Chicago
Depot purchases that were advertised

, much less than the final total,

Urges Companies Join
Trade Associations to
Aid Defense Effort

Industrics should join into trade as-
sociations to give umited support to de-
fense efforts, H. L. Tigges, president
of the American Society of Tool
Engineers and vice president of Baker
Brothers, told the National Associa-
tion of iingincuriug Companices in a
talk before their mobilization meeting
in Detroit.

Speaking in an unofficial capacity,
Mr. Tigges, who has just been named
machine tool consultant to the National
Production Authority said: “The kind
of co-operation needed between gov-
ernment agencies and members of dif-
ferent industrial groups can best be
served through the setting up of com-
prehensive and strong trade associa-
tions. : :

“Washington, for instance, nceds in-
formation, Trade associations and
technical societies are usually the best

CLASSIFIED

GRATED CHEESE: Outlet wanted
for weekly shipments of Romano
Parmesan Cheese in bulk, available on a
continuing basis. Dehydrated to buyers'
moisture specification, Uniformity of
auallt and texture guaranteed, Write

ox No. 88, c/o Macaroni Journal, Braid-
wood, Ill

sources of information about the in-
dustries they represent—information
that is essential in integrating any in-
dustry into the over-all effort, or for
disclositg weak points in the Amerivan
industrial front so that these may be
strengthened.”

Mr. Triggs cited the progress nude
by the machine tool industry to il
lustrate what can be done by trade as-
sociations in planning for an all ot
cmergency ¢

“Plans for the machine tool industry
are complete and in the hands of the
NPA ready for instant use,” The in-
dustry, he said, has determined its
capacities for production, arranged i
advance for financing to step up out-
put, and planned for the most effective
distribution of its efforts. The pl:m'i
also include allocation of the industrys

. output by percentages; the reassigi-

ment of idle machine tools; and the ef-
fective distribution of used machines
now in dealers’ hands,

n TEST COMMUNITY
n CONTROL COMMUN 1Y

RESULTS OF TREMENDOUS

NUTRITIONAL EXPERIMENT USING VITAMIN ENRICHMENT

* Symptoms of 2nd most fatal disease reduced 70%

* Beriberi deaths steadily falling

In an experiment In the Philippines now Involving
over 90,000 persons, conducted with the approval of
the Phllippine government and medical assoclations,
und in which Hoffmann-La Roche Is proudly coop-
erating, remarkable health benefits from rice enrich-
ment have been demonstrated, This Is reported by
Juan Salcedo, Jr., M.D., M.A., Director of Nutrition,
Institute of Nutrition, Manlila, P.L

With rice the principal food, and beriberi the No. 2
cause of death, this new “Battle of Bataan" was plan-
ned and waged to determine whether enrichment of
rice would reduce the incidence of beriberl. Bataan
Province was selected because of Its high beriberi
mortality and because rice traffic could be readily
controlled there. (Early Investigation showed en-
riched rice completely satisfactory In taste, color,
odor, palatability and digestibility.)

“There are Indications from raw data avallable from
the present clinical beriberi resurvey that the beriberi
Incidence hos been reduced by 70%."*

Beriberi mortality rates have also steadily dropped
in the “enriched rice” area without significant change
in the control area.

VITAMIN DIVISION « HOFFMANN-LA ROCHE INC. « NUTLEY 10, N. J.

* Infantile beriberi virtually eliminated

This dramatic and specific evidence of the bene-
fits of vitamin enrichment should have a vital effect
In Improving the health of peoples all over the world.

WHAT THIS MEANS TO YOU

While this experiment concerned white rice, it proves
the benefits to public health through enriching white
bread and rolls, family white flour, and other proc-
essed cereals. Any miller of wheat, rice, or corn—uny
baker—any macaroni and noodle manufacturer, who
is not now regularly enriching his products may well
ask himself if he can any longer afford to withhold
such extensive health benefits from his share of the
consuming markets.

Quotation from lutest of published inerim niedical feports,
Weite for reprin,
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VITAMINS FOR ENRICHMENT
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Good macaroni products depend
on your skill and experience...
plus semolina and durum flour B
of unvarying quality. i

PILLSBURY MILLS, Inc.’
Ploneers and Pace-Settens in the milling of Luality Durum Products
General offices: Minneapolis 2, Minn.




