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"We must not slacken in our determination to make this
nalion strong and sale,

"Every individual, whether he is running a business or
working on a farm or in a factory, must approve our program
for national safety with the question—"How much can I put
into this great effort?—not 'How much can | get out of it?’

"With that attitude and with urgency, drive, and determin-

ation, we can get on with the job of E. “ling America’s
Might.”

Charles E. Wilson
Director of Defense Mobilization
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What is it about packages that make them stand out on the shelf?
It's their ability to catch the eye—hold it—and close the deal. To do

that they must make a mightier hid for the customers' attention than the
competing brands around them, That's where Rossotti comes in! “We help
guide her hand to your Macaroni product.”

Rossotti designed cartons are custom-planned to fit your own individual requirements. Your
market problems are carcfully studied; competitors' product appeal analyzed; buying trends are
weighed; your product studicd in cur ultra-modern testing kitchen for nutritional and recipe
value, Then our creative designers, merchandising and advertising experts and technicians meet
to create the one effective design to put the greatest salability into your macaroni package,

With today's increasingly competitive markels, it is vitally important that your packaging be up-to-date and directly sales-
appealing. The following Rossolti representatives will pladiy discuss your individual packaging problem and give you

w FREE analysis of your present package—just write or tele phone the sales office nearest your headquarters.

SALES OFFICES:

NEW ENGLAND OFFICE: ROCHESTER OFFICE: PHILADELPHIA OFFICE: FLORIDA REPRESENTATIVE  CENTRAL DIVISION OFTICE:
A. HOLBROOK T. F, BLATER E. L. WEIL A. H. Malcom Co. K. MACDONALD
200 Milk Street Room 418, ‘I.’-llnr Bldg. Room 1414 Land Tille Bldg. 120 W. Concerd Ava, Currier-Lee Warshouse Bldg.
Boston §. Mass. 328 Main Birest Broad & Chesinul Sis. Orlando. Florida 481 West Eric Btresl
Tel.t Liberty 2-10589 HRochester. N, Y. Philadslphla 10. Pa. Tel.t Orlands 8803 Chiel‘ll'cl 10, .
Tel: Hamillon 8821 Tel.t LOcust 7-8461 Tel.t BUperior 7-8467

BALTIMORE OFFICE: Boumg}%&vmton —-—— WESTERN DIVISION OFFICFES:
!

Williom D. Jamlson 1. FERROGGIARO H. P, VAN BLUYTERS, R, 1. LOTTSFELDT

G, D, METTEE H. FRY 4 Blacksione 81, 5700 Third Bi. . 123 18t Ave, Bo.

501 Mathisson Bldg, 7804 Hemlock BI. Fregno |, Calilornia Ban Francisco 24 2512 West Olympic Blvd, Seatile 4. Wash

Ballimore 2. Md. Houslon, Texas Tel.t FResna 6-1294 Calilornia Los Anﬁlln 8. Calil, Tela Elliott 1228
Tel.t Lexington 4093 Tel.it Wentworth 6580 Tel.: Atwatsr 23140 Tel. DUnkirk 2-5201

[ 4
osso#, packaging consultants and manufacturers since 1898.

ROSSOTTI LITHOGRAPH CORPORATION
8511 Tonnelle Ave., North Bergen, New Jersey

ROSSOTTI CALIFORNIA LITHOGRAPH CORPORATION
5700 Third Street, San Francisco 24, California
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HOW WILL YOU
Treat Yourn Friends?

The purpose of National Macaroni Week is to increase
the per capita consumption of macaroni products, from
the present 7 pounds, to 10 pounds per year.

During the week of October 18th through 27th,
grocers throughout the land will be making new friends
for your products, and urging present users to buy and
serve your products more frequently,

The success of National Macaroni Week will depend
upon how well American families like your products . . .
how carefully you guard quality in the months to come.
And the quality of your products is largely dependent
upon the color, uniformity and quality of the Semolina
you use,

Be sure, Join other leading Macaroni Manufacturers
who prefer Amber’s No. 1 Semolina for color, uniformity,
fine quality and delivery as promised.

(7= AMBER

NT | SEMOLINA
A

AMBER MILLING DIVISION

Farmer's Unlon Grain Terminal Association

MILLS AT RUSH CITY, MINNESOTA e OINEIRAL OFFICES, ST. PAUL B, MINNESOTA
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1952 Wheat Goali

With the 1951 wheat crop (including the Tate-ripening
durum) fully harvested, growers, millers and especially the
state and federal departments are giving the 1952 wheat
crop carly consideration,

Washington dispatches are to the effect that the agri-
culture department officials estimate the farmers of the
nation plan to plant approximately 80,000,000 acres to
aarious Lypes of wheat in 1952, This would be about 1.5
per cent more than the goal of 78,850,000 acres set by !‘hu
Secretary of Agriculture, and compares favorably with
the 78,507,000 acres sceded to wheat for the 1951 crop,

The general comment is that, with prices to be support-
ed at a minimum of $2.17 per bushel, farmers are likely to
produce enough wheat in 1952 to meet domestic and ex-
port requirements in 1952-53 and provide for an nereas
m the carryover at the end of the market year, This as
sumes, of course, that average growing conditions will
prevail,

This year, 1951-52, it was noted, less wheat was pro-
duced that is likely to be used domestically and exported.
As a result, the department foresaw a carryover next July
1, the start of the marketing year, of about 320,000,000
bushels, down 75,000,000 from the mid-year 1951 figure.

This marketing year prices, 1951, are expected to aver-
age a lide above the effective Toan level—the support
price of $2.18 per bushel minus storage deductions. Cur-
rently, cash wheat prices are slightly below the effective
support. Considerable downward pressure on prices is to
be expeeted as movement of large spring wheat crop de-
velops, although this may largely he offset by the expeeted
loss in hard winter wheat and durum areas; also by ex-
pected increases in quantities purchased for export and
substantial movement into storage where wheat would be
cligible for price support. The minimum support price of
$2.17 sct for the 1952 crop is 90 per cent of the mid-July
parity price,
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Tough on Small Business

Taxes are everybody's business, because everyone must
pay them cither directly or indirectly, in greater or smaller
amounts,

Much has been said and is being said about the small
business firms and the probability of their being taxed out
of business or forced into bankruptey by the use to which
large firms put their profits to avoid excess profit taxes,

H what many leaders in the banking ficld and articles in
magazines have been saying is sound, a lot of small firms
arein for a tough time. For instance, 15, K. Lasser, one of
the foremost tax authorities of the country and Beardsley
Ruml, whose ceonomics eminence had been recognized by
high government officials, especially some on the Federal
Reserve Board, have been telling businessmen that dollars
otherwise subjeet 1o excess profits tax would better be
spent for recognized, legitimate development of company
lusiness, iy

The general reasoning is that if a large corporation is
about to carn $100,000 in profits that are subject o excess
prolits tax, it would be better off spending that money for
research, in developing new markets, in advertising the
company's name and trademark, or other channels (o ex
pand its business, ey i

If this is sound, it means that the large corporation in
the excess profits bracket will have a lot of cheap money
to compete for brand aceeptance, By the diversion of theis
profits to the channels noted, nnbm.l)' will be hurt except
the taxpayers, who must make up in other ways the los
in expected tax income, but it certainly will be tough on
the little fellows who will have only 100-cent dollars, or
50-cent dollars with which to keep consumers coming their
way and to preserve their tiny segment of the market.

The exeess profits tax is popular beeause no one b
lieves that corporations should be permitted to make extri
profits out of the rearmament effort, but if it is so devised
to be an incentive for the large corporations to take large
sums which would otherwise be taxable 10 win markets
away from small companies, something is wrong and
shoulid be remedied by new laws or regulations.
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1951 Pacific Coast Conference

Industry Meeting In San Francisco October 3-4
Well Attended, And United Action For Trade
Betterment Promised Full Support

HE Third Pacific Coast Confer-

ence of manufacturers and friendly
allieds, interested in the welfare of the
macaroni-noodle industry west of the
Rocky Mountains, at the St. Francis
Hotel, San Francisco, Calif., was one
of the most suceessful ever held,

Again the conference was sponsored
by the National Macaroni Manufac-
turers Association, with several offi-
cers and dircctors from the eastern
states in attendance to make possible
an exchange of ideas and plans be-
tween the two interests to coordinate
aclion for improving the business con-
ditions concerning the trade through-
out the country,

A well-balanced, carefully prepared
program by Secretary Robt. M, Green
of the National Association held fhe
altention of those who made up the
conference. Animated discussions dur-
ing vach of the four sessions was proof
of spirit that has always prevailed
among the leaders of the industry
along the Pacifie Coast.

The opening session was called to
order by Lloyd E, Skinner of Omaha,
vice president of the National Associa-
tion,  Vineent Dedomenicn of  San
Leandro, Calif., director of the North-
ern California Region No. 10, wel-
comed all manufacturers and allieds
from the coast states and commended
the co-operation given by association
oflicers and executives from the re-
tims cast of the Rockies and from
Canada,

First was introduced Ted Sills of
the Theadore R, Sills Co., National
Macaroni  Institute public relations
comnsel, who held the attention of all
f. an_hour discussing the subject,

"he Macaroni Tndustry Tells Tts
Story” He reviewed the activities of
e NMI during the last year and ex-
Plained in detail the plans for National
Macaroni Week, Oct, 18-27, 1951,

e stressed a failure which is gen-
erally acknowledged by the macaroni
men, their apparent failure to properly
and fully merchandise the promotional
Opportunities presented by the care-
ully prepared plans to which eager at-
tention is given at meetings and too
soon overlooked 1o the disadvantage of
individual firms and of the industry as
a whole, He expressed the hope that
a larger portion of the industry from
toast to coast would be squarely be-
hind National Macaroni Weck this
year,

He told of the National Macaroni
Nstitute’s plans to increase the inter-
st in macaroni products among the

food editors of the nation during their
conference which was scheduled 1o be
held at the Drake Hotel, Chicago,
turing the week of October 8-15, So
fascinated were these editors in the
demonstration with a miniature maca-
roni press in actual operation at the
1950 conference at the Waldorf Ag-
toria Hotel in New York City, that the
National Macaroni Institute had -ar-
ranged with Dubler Brothers to again
loan its portable press for a similar
demonstration at 1951 conference.
This year, as an additional interesting
feature, a miniature semolina mill was
set up 1o show actual milling of the
durum or macaroni wheat in prepara-
tion for its use in the press, A repre-
sentative of General Mills, Ine., who
loaned the small but praciical mill, ex-
plained semolina milling to the eager
and interested editors, nearly 1,000'in
number in attendance at this year's
conference, A representation of Tuhl-
er Drothers explained the semoling
blending, mixing, kneading and press-
ing process that goes on in the con-
tinuous automatic press,

Of added interest was the able dis-
cussion of “The Value of Durum
Wheat and Macaroni Products,” by
Dr., Glenn Smith of the North Dakota
Agricultural College, Fargo, N. D,
thus presenting the durum growers’
interest in macaroni foods for which
they provide the basic ingredients,
The oceasion provides an excellent op-
poramity to build macaroni products
good will among the writers of food
stories in the nation's newspapers and
magazines,

The National Macaroni  Institute
will watch closely the merchandising
efforts of the macaroni men to obtain
the unlimited benefits that will come
out of full and proper support of
National Macaroni Wecek.

Edith Green, supervisor of “Your
Home Kitchen” television program,
station KRON-TV, San Trancisco,
told what is essential to tell the con-
sumer about macaroni foods—*From
the Consumer’s Point of View.” The
people want to know the truth about
the nutrition value of this food, its
versatility, ease of preparation, el
cetera, and distribution of such infor-
mation by means of small inserts and
other ways of giving this wanted, vital
information was recommended.

An open forum discussion, in which
the audience participated, preceded the
luncheon adjournment,

The first afternoon session was con-
ducted by Robert William of Los An-

geles, director-at-large of the National

Association. He first presented How-

ard . Herron, general sales mianagrer,

General Mills, Ine., Sperry division,

San Francisco, 1o discuss (he subject,
ing in Today's Market.”

He stressed the need of more indi-
vidual brand promotion as the manu-
facturer's duty to both himself and the
industry, rice is no longer too im-
portant a selling factor—the quality in
the package, the attractiveness and the
protectiveness of the package and other
womotional features are now more in
ine with what the consumer wants to
know about macaroni products and all
food items,

Next 1o practical merchandising,
good, consistent and appealing adver-
tising is & basic need in selling today's
housewives,

The second speaker during the first
afternoon was Richard N. Meltzer,
Meltzer Advertising, Ine., San Fran-
cisco, who spoke on “What Advertis-
ing Can Do For The Macaroni-Noodle
Manufacturor-"

He noted a dearth of regular, con-
sistent advertising generally of the fine
macaroni foods that naturally appeal
to all consumers, and feels that there is
a big job still to be done by the wl-
vertising agencies o make the indi-
vidual manufacturers do considerably
more practical, well-direeted promotion
of their products through all advertis-
ing media, inchuling the newest, T.V.
Complete paper elsewhere in this issue,

"Shoot the Works"” was the subject
discussed by Driant Sando of Orange,
Calif., well known in publishing, wl-
vertising and selling circles.  He told
how macaroni men must get out of a
mental rut, obtain more thought, new
visions and higher ambitions,

He told his story in a humorous
vein that held closely the interest of his
audience throughout the half hour of
his illustrated discourse,

About 75 representatives of the in-
dustry hadd enrolled by the end of the
first day's conference,

Edward 1. DeRocen of San Dicgo,
association director of Region No. 11,
Southern California, conducted  the
third session of the conference that
opencd promptly at 10:00 a.m., Octo-
ber 4. The first speaker was Philip
Papin, Sales Manager, Rossotti Cali-
fornia  Lithograph Corporation, San
Francisco, who ably discussed the sub-
jeet of “Macaromt and Egg Noodle
Packaging.” Full paper later,

“Get the Most Out of Cellophane”
wits next discussed by Thomas E.
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Brufiy, sales manager, the Dobeckmun
Co., Berkeley. Copy promised for use
in November issue.

Glenn G. Hoskins, of Glenn G. Hos-
kins Co., Libertyville, 111, an industry
consultant with clients throughout the
country and Canada, and a past presi-
dent of the National Macaroni Manu-
facturers  Association, discussed the
subject, “Use Your Assets,” reported
in full in this issue,

The closing session of the confer-

There was a continuing series of
luncheons, dinners and entertainment,
A pre-convention and unannounced
dinner was sponsored by LEvans J.
Thomas, sules manager of North Da-
kota Mill of Grand Forks, N. D. Tt
was held at the famous Amelio res-
taurant at 8 p.m, Monday evening.

At 6:30 Wednesday evening, the
Rossotti California Lithograph Corp.
sponsored a spaghetti buffet supper in
the Green Room, with about 200

October, 1951

did a splendid job of MC-ing the en-
tertainment that followed,

The Dobeckmun Company of Cleve-
land and San Francisco sponsored a
luncheon during the room recess of the
second day. Thomas E. Bruffy, west
coast sales manager, was the spokes
man for the host,

The two-day conference was brought
to a pleasing close hy a duo of affairs
the evening of the second day. First a
reception by General Mills, Sperry di-
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Industry Problems Discussed . . .

Report From

Pacific Coast Conference

WHAT CAN ADVERTISING DO

e . : R cause of the simple inability to make a  is when you are in the financ "
ence the afternoon of the second tl-'lcy manufacturers, allicds and their ladies  vision, and a dinner l""‘)’,"‘."‘“ Italian FOR MACARONI MANU- net profit from the sale of ‘their prod-  tion to (}n 50, l-'unl'nt-rlmtlll:l-(I':L.!.';::t
was conducted by Director Guido C.  accepting the hospitality of this firm  Room sponsored by the National Mac- FACTURERS? ) |

Merlino of Seattle, who had the honor
of recommending west coast meetings
from their beginning in 1946 and spon-
sor for the 1951 conference,

The theme for his session was “The
General Outlook for Business, for As-
sociation Activities and Institute Pro-
motions."”

The first speaker was Richard M.
Oddie, manager, Dusiness Advisory
Service, Bank of America, who dis-
cussed “The General Outlook for
Business.,” He commented on  the
financial situation and the need for
macaroni men to be ever on the alert
to take immediate and full advantage
of all opportunities to improve their
business by making improved products
and sclling them profitably.

M. J. Donna, secretary emeritus of
the National Macaroni Manufacturers
Association and managing editor of the
MacarONI JoURNAL, gave an interest-
ing review and a brief forecast of
things to come,

Robert M, Green, association secre-
tary and NMI director, presented, by
charts and word pictures, *The Out-
look for Macaroni Business.” He
stressed that the greatest need of the
industry, presently, is a better job by
individual manufacturers to fully mer-
chandise the many opportunities and

olans  developed  for  them by the
NMNMA and NMI,

An added speaker with a most in-
teresting subject was Harry 1. Bailey
of the durum division of General
Mills, Ine., Minneapolis, who gave
facts and figures on the 1951 durum
crop which has been considerably dam-
aged by late rains and continued wet
felds that long delayed the grain, He
predicts that there will be sufficient du-
rum for the macaroni industry, with
high premiums on the small quality
harvest, gathered before the rains and
an unknown quantity of poorer durum,
though the protein will be relatively
pood,

Director aul Bienvenu of Mon-
treal, Canada, brought grectings to the
west  coast macaroni  manufacturers
and all others throughout the United
States from the Canadian manufactur-
ers and extended a cordial invitation
to all manufacturers and allieds and
their ladies to attend the 1952 conven-
tion of the macaroni industry of both
countries to be held in the Royal Ho-
tel, Montreal, Canada, June 26-27-28.

that has regularly treated the conven-
tioners through the years. DPhilip
Papin, sales manager of the host firm,

aroni  Manufacturers r\‘ssncintiqu.
Abcut 250 attended these final social
fun tions.

Registrants—1951 Pacific Coast Conference

MACARONI-NOODLE REPRESENTATIVES ‘
A. Bacigalupi—California Macaroni Co...vvveververnvanne. ... San Francisco
Paul Dienvenu—Catelli Food Products. . .ovvvvviniiiiees Mnn‘m‘nl.‘ Lnu_mla
Frank Cafferata—Roma Macaroni Co.....ovveviineiiiiaiiaa San l"rnnc!sm
Ernest Calegari—Italian-American Paste Cooovvvvvnvvvnneo, .. San l:ranc:sm
Thos. A, Cuneco—Ronco Foods. o covvvvivervanrvarerrsss.. . Memphis, Tt'nlu.
Packey Dedomenico—Golden Grain Macaroni Co.........San Leandro, Calif.
Vineent Dedomenico—Golden Grain Macaroni Co........ .5 Leandro, L_:ulgf.
Thomas Dedomenico—Golden Grain Macaroni Co.........San Leandro, Calif.
Don Ferrigno—Golden Grain Macaroni Co......vvvv o0 .. San Leandro, Calif,
Philip M. Ewing, Globe Mills.....o.ovvvvininn. SRR :Lns_/\ngl(-lvs
I*, Fallari—Genoa Macaroni Co..vvvvvvvrrnniansenssnssaass . San Francisco
Angelo L. Guido—Anthony Macaroni Co.....vvvvvvivvnnanna, . Los Angeles
Glenn G. Hoskins—Glenn G. Hoskins Co...........oovve . Libertyville, 11
John Madonna—Mission Macaroni Co...vvvvvnvinininnnnnnSeattle, Wash,
Guido I', Merlino—Mission Macaroni Co..vvvvvnrerennaann.. . Seatlle, \\fnslh.
Dom. Merlino—D, Merlino & Son......oovvvinvieinanann.Oakland, Calif.
Edward Minni—Anthony Macaroni Co..ovoovvvvviiiiiniieno Los Angeles
L. Muzzio—California Macaroni Co...ovvvivviiiivniie i San Jose
Wm. Nelson—DBudget Pack. oo, I.ns‘z\ng‘vlra
S, 15 Pasquelett, Sorrento Macaroni Products...oooovovnoo. . San Francisco
. 1. DeRocco—San Dicgo Macaroni Mfg. Co..............San Dicgo, Calif.
August Servelli, Halian-American Paste Co..ovovvvvvvnvnen o San ]-r:mm'sm
Lloyd E. Skinner—Skinner Mfg. Cooovvvevveevrvniiinaasno..Omaha, Neb,
A. Spadafora—Superior Macaroni Co.......vvvvvvevans.. Los Angeles, Calif.
Robt. William—Robert William Food, Inc...............Los Angeles, Calif.
M. J. Donna—Sccretary Emeritus NNMMAL ..ol .“r.’lid\\'('mll, 1.
Rol't, M. Green—Secretary-Treasurer NNMMAL . .....00.. . Palatine, TIL

ALLIEDS

W. F. Alexander—Hoffman-La Roche, Inc.............5n Francisco, Caiil
John Amato—Clermont Machine Co..vvvvevevaneeees oo Brooklyn, N Y.
Henri 1. Bailey—General Mills, Inc....o.oovvvvennooo oo Minneapolis, Minn.
A. Bianchi—Consolidated Macaroni Machine Corp.. .....San Francisco, Calif.
‘]]r»-u-ph Brodell—General Mills, Ine,...o..oovoeooeenao o Los Angeles, C:}Ilf-
‘hos, L. Brown—Commander-Larabee Milling Co...ovvvvvvv. San Francisco
T. E. Bruffy—Dobeckmun Co.ovvvvniiiiininnnennenn. .o Berkeley, Calif.
Ted Bryant—Dillshury Mills, Inc...oovvvvniianeenio San Fr neisco, C.?hf.
A, M, Corbett—Armour & Co,, vveveereenieneersenyansea: San Francizco
Jack Ferroggiario-Rossouti California Lithograph Co.....San rancisco, Calif,
Howard Gronauer—Milprint, Inc....oovvovverieninano Los Angeles, Calif,
Howard Herron—General Mills, Inc.....ovveeeiiiiiiini o San Irancisco
C. M. Johnson—Commander-Larabee Milling Co......... Minncapolis, M!m.l-
W. C. Lock—Du Ponty.vviivisiineinnin s iiineeneeen San Francisco
J. M, Loughman—Capital Flour Mills...................Minncapolis, h[ll'l:-
E. C. Maher—Commander-Larabee Milling Co........... . Los Angeles, Lill!-'-
Philip Papin—Rossotti-California Lithograph Corp.......San Francisco, Calif.
Dick Padie—Dank of AMeric,.oeeeeeenerneenesses...San Francisco, Calif.
Peter Pence—General Mills, Inco. ..o oovivniiiiiiiiiinnn. .()nklm_u]. C{l'lf-
Paul M. Peterson—Capital Flour Mills........oo00viie .;\Ilnm-np‘ul_ns, l\lm“-
Ted Sills—Theodore R. Sills Couvvuveeerrrnrnensesssssnsssss..Chicago, Il

Lester Swanson—King Midas Flour Mills...............Minneapolis, Minn.

Evans J. Thomas—North Dakota Mill.............co0ve.. . Chicago, l,|f'
P. J. Whitman—Coast Dakota Flour Co................San Francisco, Calif.

by Richard N, Melizer

Meltzer Rdnrli;lnu
8an Francisco

When the question is asked, “What
can advertising do for me?"'—it must
be followed by another  question,
“What is it that | want advertising to
do for me?”

Now, it is not my purpose—nor is
it your desire, I'm sure, to give you an
academic discourse on advertising, |
am sure that, as successful macaroni
manufacturers, you have all faced the
problems of day to day promotion, and
furthermore have possibly been ex-
posed to the professional persuasions
of an advertising agency, such as the
one | represent.

But if I may be brutally frank, the
macaroni industry, with such few ex-
ceptions that they stand out like a sore
thumb, has been conspicuous in its
failure to establish brand identification
-—to climinate, or rather, protect itself
from the inroads of competitive prod-
ucts—and to fully believe in what ad-
vertising can do. Advertising has been
successful in food line after food line,
but yet, because of some reluctance,
somewhere along the line, the maca-
roni-noodle people have not advertised
to the degree which 1 feel is necessary.

I have spoken to some manufactur-
crs about advertising and 1 have been
Eiven certain replies, At one time, one
nacaroni manufacturer told me, “I
Just go in and 1 buy up all my com-
ptitor's products off the shelf—then |
Imt mine on.” Can you imagine any-
thing less realistic in a modern business
wonomy? I wonder what they did
with all the macaroni they bought,
How could advertising have helped this
man's thinking? The answer: for a
Int less money, he could have estab-
lished a premium campaign  which
could have artificially stimulated in
that given market or area a demand for
A8 product which, if it deserved sup-
port, would have continued to show a
sales increase over the competition
even after the duration of the premium
campaign.

Another manufacturer has been
heard to say, “Well, my father cstah-
lished this business sixty years ago and
he did all right.” Well, maybe he did,

ut the fact still remains that, ycar
after year, there are macaroni manu-
acturers going out of business be-

uct, The marketing demands—require-
ments of the mamma and papa gro-
cery—may have lent themselves to the
business procedures of sixty years ago,
but in a day of super markets, a day
of selection by the housewife of her
own goads from the shelf, a day of
mass communication; by television,
radio, by color ads in magazines; the
housewife must be pre-sold or at least
partially pre-sold on your product be-
fore she goes to buy. And may 1 add
that the average housewife has been
conditioned through every advertising
wieans, every scheme, every bit of
cajolory that T and my colleagues in
the advertising fraternity have been
able to muster. In fact, I am going so
far as to say that the average Amer-
ican housewife has come to depend on
advertising to tell her what product to
buy. ‘That the advertising must he
hcfpl’ul, must be believable and must he
consistent, goes without saying,

Some  manufacturers  have  Dbeen
heard to comment, “Well, why adver-
tise macaroni—people think it's fatten-
ing—why remind them of it?" T need
only to point to the work that has been
done by your own National Macaroni
Institute to show you how a program
of public education can be conducted,
Releases to the press, et cetera, a con-
stant display of the uses of macaroni
in conjunction with other foods, must
be carried on by you. That macaroni
is no more fattening than other starchy
foods is a fact that has been proved by
nutritionists and home cconomists all
over the country. There rests the solu-
tion, It must f‘ulluw then, that maca-
roni can be advertised as a substitute
for other foods in the same classifica-
tion,

What the rice industry has done is a
good example, Tts organizations, co-
operative and otherwise, have been set
lﬁ) to market the product imaginatively,

ew ways of packaging have been
found, New tic-ins with other fools
have been explored and promoted, In
fact, there is a trend to tie in advertis-
ing with other food products, Your in-
stitute, I am sure, is exploring this on
a public relations plane and it remains
for you manufacturers to pursue it in
your own areas,

. You hear many times, “I'm doing all
right, T don't need advertising.” To
this, we can only say that the time to
organize, the time to advertise, the
time to consolidate your distribution,

that stops advertising is the product
which is the first 1o lose its position to
competitive products of another nature,
We need only examine the story of
Bull Durham, ’

Imagination is another thing, Let
me tell you the story of how five hun-
dred pounds of spaghetti cach day are
sold to people who never thought of
ating spaghetti in this manner. We
did it by Plugging American “Spaghetti
Express.” The same thing can be done
in your own citics , . . and all good
agencies stand ready to be of service to
you in creating advertising am pro-
motion plans for this line,

I have attempted briefly to cover my
own experiences in talking to maca-
roni people about advertising. 1 trust
that, when you gentlemen end your
meeting, you will take with you a re-
newed confidence in your product—in
its future and it promotion,

USE YOUR ASSETS

by Glenn G. Hoskins
Induairial Consultant, Chicago

To aceept an invitation 1o speak 10
a group of men from industry is to ac-
cept the responsibility of presenting at
least one idea of value. There is no
greater challenge to a speaker than to
stand before a group of men, cach of
whom is a master in his own jurisdic-
tion, and ttempt 1o bring a new
thought.

l".\'crf' speech, if this may be called
a speech, must have a title, My title is
‘Use Your Assets.” You have either
worked most of your life to acquire
them, or you will do so. When old
soldiers fade away, their decds live in
mvmnrf' and in the pages of history,
Your deeds and your accomplishments
take more tangible form. The assets
you have acquired must be used and
grow to the end that what you have
done will make better living not only
for you and your heirs, but for the
people that you serve and that your
sons will serve, "

When | was discussing the subject
of this talk with Association President
Fred Mueller in New York recently, he
said, “Glenn, there are two things vou
should stress in your talk—imagina-
tion and long term planning.”

To the intellectuals who “make
thoughts their aim,” there may seem
to be no room for imagination in so
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material a4 pursuit as producing and
marketing spaghetti and noodles, To
me and to you romanticists who are
building this industry, there is tangible
evidence that from imagination can
grow the reality of things accom-
plished. What you have built was once

Glenn G. Hoskins

an idea, What you will build must
first be im.'uginc:f. In our lives, the
history of the industry is long. In the
march of progress, it is short, Without
imagination to inspire and long term
planning to guide us, we, as an indus-
try, can fade away and meyhe history
will give us just a line,

During my time, [ have scen the
volume of goods produced by our in-
dustry increase almost exactly tea-
fold.  During that same period, mony
foods  have found popular  favor
grown to impressive  volume and
assed away. We have reason to be-
ieve that our food has a basic value
and a universal appeal that will sus-
tain it as a substantial item in the dict
of our people. It has survived through
centuries in the older nations, and it
has become an increasingly important
part of our national diet, in spite of
most intense competition from other
foods. We, therefore, may assume that
we have one asset, perhaps the most
important; namely, a food that grows
in popularity as it is used.

When your accountant makes up a
balance sheet, he lists those items under
“assets” that may be used in support-
ing and developing the business, He
also lists liabilities, but of these T am
not going to speak. The assels with
which we are concerned are your build-
ing, equipment, inventory, suppliers of
goods and services, trained labor foree,
sales and merchandising organization,
good will of the trade, other industry
co-operation, consumer  brand  fran-
chise, administrative personnel, experi-
enced management and your margin of
working capital beyond that invested
in other physical assets, These must
work for you to the highest degree of

MACARONI

effectiveness, to the end that they pro-
duce a profit, Let us briefly consider
each of them,

Buildings and Grounds

Shall we take a mental tour around
the outside and through the building,
As | talk, T will be seeing a composite
of many plants, You are remember-
ing how you have already taken care
of the handicaps to efficient use of
your own buildings and grounds.
Maybe you will decide to fix some-
thing that I do not mention. Have you
noticed—

The unloading platform or skid that
requires lwo men to a truck, which one
man could push if it were improved.

The driveway full of chuck holes,

The roof that leaks in a heavy rain
and drips down on the tubs of elbows.

Broken window panes where the
rain blows in—if it rains in California.

Rat holes and torn fly sereens,

Worn floors in the trucking aisles,

Uscless partitions huilt twenty years
ago for a reason that nobody remem-
bers,

That friction tape put on a steam
return pipe three years ago to stop a
temporary leak.

Poor lighting where workers must
do work requiring good illumination.

We have started on the tour, You
continue it when you get back to your
plant—see what must be done and do
i, Nothing encourages good house-
keeping like good housckeeping: to
help you, we will hand out copies of a
talk that Charles Hoskins made at the
1951 Plant Operations Forum which
our company puls on for our clients at
Northwestern University in Chicago
cach April. Please use it. Any copy-
write restrictions are herehy w.'\i\'ccr

Equipment

There is no one item in the categor
of uscful assets that pays better divi-
dends than keeping equipment at top
operating efficiency,

Why not start a systematic analysis
of every piece of equipment in your
plant? K’m just the presses, dryers and
packaging machines, but also the cleva-
tors, trucks, skids, tubs, and all the
little things, Remember the old dog-
gerel—

TFor want of a nail, the shoe.was

lost

For want of a shoe, the horse was

lost

TFor want of a horse, the battle

was lost

For want of a battle, the kingdom

was lost,

It could be that a hole in the flour
sifter will let a bolt through onto the
die, shut down a press, tic up a dryer
line, shut down a packing machine and
disappoint ten customers, A motor
burns out because you have no syste-
matic oiling routine and a whole pro-
duction line is shut down for a day,

One warped macaroni stick may
mean six pounds of goods for hog
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feed. You lose more than the price of
a new stick, and it might shut down
a continuous dryer,

How many pounds of goods are lost
per day because the noodles bounc
off the slide from the continuous drye:
onto the floor?

Scales out of balance or scales tha
stick can multiply your losses in direct
ratio 1o the time \\'i‘\ich clapses between
carcful inspection,

The inventory starts to depreciate as
soon as you accumulate it. The chances
of depreciation are directly in_propor-
tion to the time you carry it. Since the
heginning of the Korcan War, there
has been an almost frantic effort made
to build and maintain large inventorics
of things that might be scarce or on
which long delivery schedules might
develop. In some cases, new supplies
have been piled ia front of old stock
and it could be that the old stock will
lie obsolete when you get to it

Excess inventory ties up working
capital and  uses  valuable  working
space, Perhaps speculative ideas were
responsible for overloading. We urge
that all inventories be studied to sce
how they can be reduced and then buy
and store only to ensure continuity of
plant operation.  Regardless of  the
price at which you carry the inventory
on your books, it has no value until
you process it into the things you want
to sell,

Suppliers of Goods and Services

Among our most valuable assets are
the surplivrs of poods and services,
Individually you cannot be too liberal
with your praise, but I am sure you
will collectively agree with these sin-
cere words nf) appreciation.  We are
all a puvr ~f this fascinating game of
converling nature’s raw materials into
something useful. -Without our sup-
l:licl i, we are impotent Without their
g faation: and - planning, we woull
be just as uscless as we would be f
our consumers deserted us,

The durum farmer who grows mose
and better wheat each year now pro-
tluees the world's best quality for our
needs. For this asset, give much credit
to the work your association has done
with the durum farmers,

The durum mills—God bless "em -
are cussed out with the same affection
that we bestow abuse on our bist
friends. Can you think of any special-
ized group of suppliers to any industry
that so persistently and doggedly seck
to maintain a supply in ever-increasing
volume of better products? Fortunate-
ly, they have resources in men, moncy,
machines and management that can
suslain us in our efforts to produce
the world's finest macaroni and noodle

roducts, Many of them have fine
aboratories and exceptionally well-
trained specialists. They will welcome
the chance to go even further toward
making these resources available, Let
us use and encourage the development
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With Milprint Revelation, you know that your
macaroni and spaghetti products will continue to
have the most in self-selling display . . .
all-'round BUY APPEAL,

First, Revelation provides the VISIBILITY you wanl,
Big Iransparent window shows your producls

at their best, Then, Revelation offers billboard
display for hard-hitting brand identification.
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60% less cellophane,

For full information, call your Milprint man today!
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Service
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of rescarch projects by the well-
equipped mills, Get the best price you
can wangle, but do not forget that
your timing in buying is more im-
portant than that extra five cents re-
duction with which you might think
you are favored,

Equipment builders do for you what
you cannot do for yourself, Why are
you producing macaroni today at less
cost per pound for direct labor than
you spent 20 years ago? It is because
there have been men of imagination
and resource to build better machines
for you. They bring to you the best
from overseas and they provide for
your use the results of American in-
genuity and energy. Encourage them,
Work™ with them, Add up the ad-
vantages. Help correct the defects.

An example of the thought that is
being given to your problems is the
talk by Dan Maldari on “How Dics
Affect Quality,” which we will hand
out after T conclude. Read it. 1f you
want further explanation, write to
Dan or me,

We make a special effort to keep
up with developments in equipment,
Whether you are a client or not,
please do not hesitate to ask us about
anything pertaining to your business,
If 'we don't know, we will find out,

Special services of many kinds are
available to you at a much smaller ost
in time and money than many of you
appreciate. Let us be th.'mkfui that the
macaroni industry is one of the very
few remaining industries not dominat-
ed by near monopolics. 1f it is 10 be
kept as a group of owner-managed en-
terprises, we must take advantage of
that type of service which is made pos-
sible by the patronage of many users.
Your National Association is serving
and can serve you in many ways, but
in dircct proportion to your use and
valuation of that service. The Na-
tional Cereal Products Laboratory de-
veloped by Ben Jacobs and maintained
by Jim Winston has a long history of
rescarch and development in the ma-
terials testing field that has been and
is invaluable to this industry. Your
state universitics are a practically un-
tapped source of service that can be
developed to our profit if we will show
the way. My own organization grows
and becomes more valuable to you be-
cause so many have realized that by
transferring many special problems to
us they can be more free to direet the
day-to-day activities incidental to pro-
duction and marketing, Look beyond
yourself and you will be amazed to
find how much there is to help you if
you will accept it,

Manpower must be used to better
advantage than before. Regardless of
theoretical wage freezes, you are going
to pay more per hour than you did last
year. You must find ways to produce
more pounds per manpower hovr and
thereby at least partially offset tue in-
creased cost of the manpower hour,

MACARONI

Your selling prices are frozen—in-
creased costs can be paid for only at
the expense of profits,

There are four ways that manpower
rosts can be reduced:

1. Install machines to replace men
or to supplement manual labor.

2. Reduce whste—the pounds of
product that reach the consumer is all
that counts,

3. Get more units per day per man
than you are getting now.

4. Give nore attention to proper
training of old and new employes,

It is not my purpose in this talk to
tell you how these things can be ac-
complished. My aim is to focus your
attention on the necessity, Your abil-
ity and aptitude to read, listen and
learn will supply the methods,

A look at a copy of our wage trend
bulletin 373 is enough argument.

We should not expeet a repetition
of the war years when demand from
the armed forees and for feeding peo-
ple in devastated countries taxed our
resources, The Army and Navy are
good customers but the ration sets up
only about the same consumption as
for civilians, The men in the military
are just civilians in uniform. Even if
the Asiatic war continues, macaroni
will not be in such demand as it was
when we were feeding the traditional
spaghetti and noodle eaters in Eurcpe,

The sales and merchandising organ-
izations of this industry are the shock
troops, Many times I am approached
by individuals or organizations who
think they can jump into the fight for
a share of the macaroni business, The
first thing I ask is, “Do you have a
sales force experienced in merchandis-
ing a highly competitive food prod-
uct 2" Next—"Why will the trade buy
fnur product ?"” Next—"HHave you a
wrand that is accepted by the consumer
of food?" The answer to these three
questions is usually negative. To end
the conference T have said many times,
and T mean it, “If T were offered a
strictly modern macaroni plant as a
gift and that plant had no trade goad-
will or consumer brond franchise, T
would not take it.”

To you sailors on this turbulent sca
of business—''Now hear this.” No
macaroni business will survive that ex-
pects Lo get its volume by taking busi-
ness away from competitors, but the
businesses that survive will derive
much of their increase from volume
lost by present compelitors,

The outfit that buys shelf space by
paying retail prices for all of a com-
petitor's brand (plus something to the
manager sometime)  builds nothing.
That same money spent on better look-
ing packages, usable trade advertising
helps, and modern consumer educa-
tional copy will have the space and the
volume at the expense of the outfit
that bought his way onto thé super's
gondola instead of clearing the way to
the consumer’s shelf.
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1f you do not believe this, just think
back a couple of years,

You can buy your plant, but you
must sell your consumer !

Trade good will has improved re-
markably in the last few years be-
cause more of us are thinking of the
trade as a channel through wﬁich our
goods must flow rather than a reser-
voir to be filled to overflowing. We
will improve the value of this asset in
direct proportion to the work we do
on consumer demand. The trade will
buy if you sell the consumer.

Management of all these assets we
have discussed, plus capable adminis-
trative personnel and adequate work-
ing capital, is your job, You are up
against stronger, faster, and more in-
telligent competition within your own
industry than you have ever had in
your business life,

If you hold your present consump-
tion volume of 6.3 pounds per capita,
you can expect an increase in total
domestic volume from about 970,000,-
000 pounds in 1951 with a national
population of 153,741,000 to about 1,-
016,000,000 pounds in 1955 to feed
macaroni and noodles to 161,311,000
people. ‘Today the industry can pro-
duce 1,500,000,000 pnum(s without
adding to_any of the physical assets
now n existence,

Mecantime potatoes, promoted by a
subsidy-donating government, bids for
your share of the consumer's calories.
Rice growers are pledged to spend
millions to get your space in the pan-
try. Lvery single food producer is
battling you for the consumer’s dol-
lar,

It's a tough life, but we are a tough
bunch. 1'm betting all my experience
and energy on us,

REVIEW AND FORECAST

by M. |, Donna
Secretary Emerilus, NMMA

Reviewing the past is casy, but fore-
casting is something cise—so I'll o
more reviewing than forecasting.

Just a few years ago, the macaroni-
noodle manufacturers west of the
Rocky Mountains complained, and per-
haps rightfully, that they were con-
sidered the industry’s “poor relation,”
and felt that théy were treated as such.

That feeling was made known to the
officers of the National Macaron
Manufacturers  Association  throngh
two channels: (1) The occasional at-
tendance to national conventions of
few manufacturers from the western
states, and (2) ‘lie increased support
gradually given the National Associa®
tion, especially since the formation 0
the National Macaroni Institute wit
its promising, progressive plans for
trade expansion and industry promo-
tion.

Interest in the then isolated group

(Continued on Page 26)
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Front view ol Long 4its taken at new plant of the Ronzsni Macaroni Company, Long Island City, N, Y.
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Views differ from those expressed
in June, 1951, article by C. Daniel Maldari

Avoidable Errors In
Dies Conservation

by Michele Taddeo

I read Mr. Maldari's article regarding
preventive maintenance on dies and
feel that it was intended more to stim-
ulate interest on the part of macaroni
manufacturers than to offer them re-
medial measures for a recognized evil,

To give further credence to my opin-
ion that the writer bases his conten-
tion on a false prem that frequent
repairs are necessary—may 1 point out
a contradiction. The article states:
“With cach repair, we lose more of
the gaging thickness.” And then? |
certainly am not the one to say that
dies are to be disregarded. As a mat-
ter of fact, the most scrupulous care
must be given them in order to insure
the maximum production,

Dough Rings

Only for the purpose of rendering a
service to macaroni manufacturers—
since | am not a businessman guided
by ulterior motives—will 1 treat the
question of "dough rings.” (Mr, Mal-
dari's terminology). They are not
dongh rings, however, since they were
known when copper dies with fixed
supports were in use, while today we
principally observe splits of four ad-
hesion on the die brought about by a
forcign body, Let us look for this for-
vign body then and let us ask ourselves
in the first place: Why do the dies
get black in so short a time? We know
that the dies, after use, are immersed
in an iron receptacle containing water
to soften the !Inur residue remaining
in the orifices after they are removed
from the die basin.  When water
comes into contact with an inordinate
number of metals galvanics currents
are generated, bringing about oxida-
tion of the metals themselves,

Oxidation Damage

Among the metals that cause oxida-
tion more readily, we have iron and
zine alloys—and as we know, dies are
made from zine alloys—and we im-
merse them in an iron receptacle! Oxi-
dation varies in relation to the per-
centage of oxidizing elements as it
varies as a result of the chemical com-
position of water that differs from
zone to zone. Oxidation, therefore,
causes gradual corrosion of the walls
of the orifices in the dies, and this cor-
rosion is the source of all the woes
bringing about roughness, splits, col-
lapsing, ¢t cetera, and not the constant
use of the die,

Examining Mr. Maldari's article still

further, we find that he states as a
manufacturer—in answer to question-
naires submitted by the Hoskins or-
ganization—that he had not observed
dough rings when the dies were new,
that this inconvenience was first noted
after a period of eight to ten months
in the spaghetti die which functioned
on an average of 100 hours weckly,
and, a month later, it was observed in
the macaroni die functioning on an av-
crage of ten hours weekly, Tf we take
the macaroni die which had functioned
on a basis of ten hours per week as an
example, how can we attribute its de-
fective state to mere use? Nol

The causes are derived from other
sources, which we must isolate at any
cost, Let us observe, meanwhile, that
the die could have been used on a
Monday, let us say, and immediately
after its use cleaned and placed in the
dic basin; during the long period of
inactivity, oxidation set in. The fact,
however, that oxidation did not mani-
fest itself rapidly, leads me to helieve
that the manufacturer in question pre-
serves his dies in oil instead of water
+« . but we shall soon see that this sys-
tem is unhygicenic,

Speaking now of the spaghetti die,
we must observe that its defective as-
peets cannot be attributed to mere use,
but the source of the real trouble will
be revealed by ohserving these facts:
when “long dies” are used after the
pasta has achieved the desired length,
appropriate knives begin their function
by flowing along the dies and cutting
the pasta at the right point. The action
of the knives is brought about speed-
ily and, since they are made of steel,
they take particles away from same
metal, causing a small groove to form
which if made to come in contact with
the orifices, causes their deformation
and gives way to splits and roughness.
This condition is very damaging in the
Bucatini and Perciatelli dies since, be-
sides hurting the orifices, it brings
about a displacement of the supports,
causing the pasta hole to be off center,
drying crookedly and defects will, of
course, be noted during the cooking
process,

And now that we know what causes
the defeets, let us proceed to show
how these causes can be eliminated,
We cannot fully achieve our aim, but
we will succeed in part by showing
how oxidation can be prevented. Since
we know that water and iron generate

galvanic currents, we must first elimi-
nate the iron basins, preferring the use
of basins made of stainless steel, and if
these are not available because of th
great use being made of steel in the
defense effort, then stone basins can
he employed.  The use of cement basins
is to be avoided,

With this first precaution, we will
have eliminated one of the harmful ¢f-
feets . .. but let us look to the methmd
of preserving those dies involving
forms that are more frequently em-
ployed. 1 would say that, after their
use, they should not be cleaned and
the pasta remaining in the orifices
should not be removed, but they shoulil
be put in water as they are, since the
pasta residues protect the internal part
of the crifices from pernicious pal-
vanic currents, Dies that are employed
at intervals, however, should be im-
mediately cleaned after use and, when
we are certain that they are absolutely
cleancd, boiling water should be poured
over them till the die metal reaches the
same temperature as the water, In
this way evaporation will dry the die
without risking oxidation.

I said earlier that | consider anti-
hygicnic the use of oil in the conserva-
tion of dies, and I will add further that
this system is both harmful and costly
—since, as anyone can readily observe,
oil will take on a greenish color in a
short time and is full of the oxidation
pre ess which was meant to be deposit-
ed on the metal and the oil should,
therefore, be  changed at  frequent
intervals,

Over and above all the precautionary
measures that we have mentioned, the
dies should be treated with a chemical
solution eliminating even the minutest
rust particles, 1 should be only too
glad to indicate the solution needed
upon request.. When the die has heen
kept perfectly clean and free from rust
even if repairs are necessary, there will
not be so much material around the
clamp, making it casy to get at the
smallest diameter to execute the proper
refinements, More work can thus e
made on the die, giving it longer life.

I conclude by saying that die main-
tenance should be given the greatest
care, as is the case in Italy where the
macaroni establishments of renown
employ an expert worker who is in
complete charge of maintenance, and in
lesser known establishments a contract
with the dic manufacturer guarantves
periodic maintenance, We point out,
too, that should the cutting knives
produce a groove along the orifices of
the Bucatini Die, causing the displace-
ment of the supports, a complete rep-
aration is not necessary in order 10
bring the die back in place ; it is enough
to revise the damaged orifices; in this
manner  the macaroni  manufacturer
not only contributes to his own econ
omy but he will be instrumental in pre-
serving vital material so needed in the
defense effort,
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More and more homemakers are fast learning macaroni products are a
perfect answer to the problem of rising food costs. For only a few pennies per
portion a countless variety of tempting macaroni product dishes can be served.
With no other food on grocery shelves today offering so much in nutritional value
for so small a cost, there is a steady swing toward macaroni products.

Yes, today’s market for macaroni products is a growing market. Con-
sumer acceptance of your macaroni products is assured when you depend on
Capital quality to give your products real eye and taste appeal. Capital semolina
and durum flours will help your sales curve.

\
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Macaroni Makers Push Sales

1951 National Macaroni Week, October
17-28, Marks United Industry Action
Towards Increasing Consumer Accept-
ance of Macaroni Products

by Jarlath . Graham
in

Advertising Age

OR ten days in October the na-

tion's consumers saw and heard

a lot about macaroni, spaghetti and

egge noodles during National Macaroni
Week.

Sales of macaroni products during
the week (Oct, 18-27) reached record
levels, with individual manufacturers in
all sections of the country using heavy
concentrations of newspaper, radio and
television  advertising  according  to
Robert M. Green, secretary of the Na-
tional Macaroni Institute, which spon-
sors the week,

Producers of other foods that com-
bine well with macaroni  products
joined in the promotion by tying in
their food items with the macaroni
products in magazine, radio and tele-
vision advertising.

Some of the large food producers
that joined in with the campaign dur-
ing October were Camphell Soup, Pet
Milk, Hunt Foods, Carnation Co,,
Westgate Sun Harbor Co., Swift, Wil-
son, 1, J. Heinz, Mcllhenny Co. and
Kraft Foods,

The campaign featured four-color
macaroni-plus-another-food  ads  in
Good Housckeeping, Ladies’ Home
Journal, Life, McCail's, The Saturday
Evening Post and Woman's Home
Companion, all placed by the co-operat-
ing food producer,

Merchandising aids were made avail-
able to retail grocers, including shelf
talkers, posters, recipe leaflets, and
other point of sale material. More
than 600,000 four-color shelf talkers,
featuring cach of the three principal
macaroni products—macaroni, spaghet-
ti and egg noodles—were made avail-
able to retailers by the National Maca-
roni Institute through manufacturers,

The ad and merchandising program
was supplemented by an intensive pub-
licity drive aimed at getting special at-
tention for macaroni products in news-
papers’ food columns, regional maga-
zines, and radio and television home-
makers’ programs,

Special  stories, photographs  and
recipes were distributed to daily and
weekly newspapers and farm publica-
tions, Institutional publications in the
hotel, restaurant, hospital, school and

other mass feeding fields were fur-
nished special material, including quan-
tity recipes,

T'he nation's railroads joined in the
promotion by featuring  macaroni
products on dining car menus from
October 18 to 27,

I'vinting out 1o retailers that maca-
roni products seldom are caten alone,
Mr. Green emphasized that every sale
of macaroni, spaghetti or egg noodles
means additional sales of tomaloes,
cheese, eggs, meat, fish, et cetera,

Consumption of macaroni products
in the U. S, has risen steadily since the
close of World War 11 (during the
war the industry hit its peak, due to
rationing of other foods), and this year
consumers bid fair to gobble up ap-
proximately 1 billion pounds of the
products  the Ttalians call “pasta.”
American . manufacturers  shy away
from the term “paste"® because of its
connotation of stickiness,

Here are production and consump-
tion figures on macaroni products for
several representative years (“maca-
roni products” is a generic term that
applies to macaroni, spaghetti, vermi-
celli — thin  spaghetti — and  egg
nondles) :

Production  Consumption
Year (in 000 1bs.) (in 000 1bs.)
1940 623,405 620,690
*1943 982,540 979,400
*145 1,069,275 1,057,004
1947 931,001 857,869
T1948 1,139,747 916,832
1949 955,436 932,925
1950 957,469 950,268
*The two peak producing and con-
suming World War 11 years when ra-
tioning of other foods boosted maca-
roni products’ sales, :
tDuring the first six months of 1948
the U, S, exported almost a quarter of
a billion pounds of macaroni products,
while importing some 700,000 pounds,
Source: National Macaroni Insti-
fule.

Production and consumption this
year are running about 70,000,000
pounds ahead of last year, the National
Macaroni Institute estimates. It pre-
dicts that the final consumption figure
for the year will top 1950's total by
15%. 5

*“Paste” is_an improper translation of the
Italian term “Pasta,”

In 1940 (population, 132,000,000)
the per capita consumption of maca-
roni products in the U, S, was about
4% pounds, Today, it is approximate-
ly 6% pounds (population, 150,
700,000),

But there's no reason why proper
promotion can't increase consumption
to the levels reached in countries like
France, where it is 14 pounds per per-
son, and Switzerland, where 1t is 20
pounds, Tt is estimated that potatoes,
which occupy a spot in the average
U. S. diet comparable to that filled by
macaroni products, are consumed at
the rate of 130 pounds per capita, In
Italy, which is hardly comparable be-
cause of the extreme popularity of
“pasta” there, the consumption is esti-
maled at about 80 pounds per capita,

There were 226 macaroni products
manufacturers in the U, S, in 1947,
according to the Bureau of Census,
There are probably fewer than that to-
day, a total of “something more than
200" Of these, the Census Durean
estimates that about 70 employ only
from one to four persons,

There is little likelihood that the
number of manufacturers in this coun-
try will increase. Tifty years ago you
could start a macaroni plant on a shoe-
string, Mr. Green said, but today you
would need *“a bare minimum of $100,-
000 for equipment and another $100.-
000 to develop brand acceptance.” A
macaroni press, he added, costs about
$30,000; a drying setup is another $20-
$30,000, and you would have to add
to that a packaging setup and several
other smaller items,

There are 32 manufacturers that can
be classed as the largest volume pro-
ducers of macaroni products in the
U. S. Despite their volume, however,
most of these are regional operators
who sell only in their local markets,

Macaroni manufacturers—with some
notable exceptions—have not been ex-
tensive advertisers over the years.
Many of them were family operations,
and they cither didn't know about al-
vertising or didn't care.

In 1937, the National Macaroni In-
stitute. wae formed by M. J. Donna,
one of the “grand old men” of the in-
dustry, who preceded Mr. Robert M.
Green as secretary of the institute an
has been associated with the industry
for more than 30 years. At present he

(Continued on Page 40)
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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, foods with the word “Enriched” on the label. Keep your macaroni
and noodle products in step with this growing national trend. And give
your brand added sales appeal by enriching with Sterwin vitamins . .o
the choice of manufacturers of leading national brands.

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

For users of the

BATCH PROCESS

BETS

The ORIGINAL Food-Enrichment Tablels
OFFER THESE ADVANTAGES

1. ACCURACY —coch B-E-1-5 tabier

contains sufficient nutrients to enrich 50
pounds of semolina,

!- ECUIOH'—N:. need for measuring

—no danger of wasling precious en-
richment ingredients.

3. EASE —simpty disintegrate B-E-T-5
in @ small amoun! of water and add
when mixing begins,

Stocked for quick delivery:
Rensralser (M. Y.), Chicago,
St Leals, Kansas City (Mo.),

For users of the

CONTINUOUS PROCESS

V/E,I’ TRA M’

UrsLAn
U. S, Patent No, 2,444,215
Brand of Food-Enrichmen! Mixlure
OFFERS THESE ADVANTAGES

I. ICGUHIBY— The original starch base

carrier —freer flowing — better feeding
—better dispersion.

2. EGOIOM\' — Minimum wvitamin

potency loss due lo Vextram's pH con-
trol,

3- EASE —Just sel feeder at rate of
two ounces of VEXTRAM for each 100
pounds of semolina,*

%4\l available in double slrength

Consult our Technleally Tralned Rtepresentatives for practical
amistance with your enrichment procedure, or write direct to:

Minntapolis, Denver, Los L) 4
Aagek s, 5.0 Francisco, Port- SN,

laad (Lva.), Dallas and Atlanta,

Photo Courlesy of
LOOK Magazine

Subsidiary ef Sterling Drug Inc.

1450 BROADWAY, NEW YORK 18, N. Y.

Istributor of the products formerly sold by Speeial Markeis-Indurtrial vl
#lom af W inthrop-Stearns Inc., and Vanilidn Dirision of teneral Dirug Co.
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Macaroni Production
And Drying Technique

TU what we have previously illus-
trated in this magazine about pro-
duction and drying of pasta or short
cuts, we should like to add a few more
very short notes with particular refer-
ence to manufacture of soup-pasta,
and the features which make it amen-
able to shipment through cquatorial
ZOoNnes,

These remarks of ours should be
considered as hints to clarify the im-
portance of drying by means of steady
recovery and of the processes to be
carried out between pasta making and
drying.

he features of the equatorial cli-
mate are well known, but we only want
to draw the reader's attention on one
peculiarity ; that which, more than any
other, has an influence on the perfect
preservation of pasta. We refer to the
sudden changes of dampness between
two zones and in the same zone,

As a matter of fact, these changes
often  occur with very high pitches,
therefore the pasta must be manufac-
tured so as to possess such exceptional
features as to permit it to bear such
pitches without deteriorating.

One of the main qualities which the
pasta rust possess to overcome the
aforementioned adverse climatie condi-
tions is 10 have a very high grade of
poresity, with a perfect distribution of
the pluten and remaining moisture.

Without this, pasta which is going
through zones where the grade of hu-
midity is very high, to reach places
where there is a very low grade of
humidity, woulil break up to pieces.

Therefore it is no light task of the
chief pasta maker, concerned with pro-
duction and particularly with drying
the pasta for export overseas, that each
stage of the working be followed with
exceptional diligenve,

First of all, he will have to look after
formation of the mixture, so that it
may be brought to the drawing with
some compactness, in order that the
gluten may not absorb more water than
is indispensable (that is as far as raz-
ing, but aot reaching, the danges of
“drowning”).

Much attention will have to be paid
1o the passage of the pasta through the
paper wrapping, so that the latter may
appear as low as possible, and that on
coming out of this operation, the pasta
may present a compactness and elas-
ticity almost like its condition after
drawing.

The above mentioned connection for
definitive drying will then have to be
immediately cared for, so that the pos-

by G. G. Garbuio, in Molini dTtalia

Part Three

L5
sibility of obtaining a product with a
high grade porosity not only on the
surface but alsa_inside may not be
missed,

In fact, as it has already been men-
tioned, preservation of the pasta which
has crossed the equator may be certain
only if it is in a condition of thorough
porosity, so that the moisture absorbed
Ly the product during the crossing of
the damp zone (equator), may distrib-
ute itself not only on the surface, but
also inside; whereas, when the pasta
passes through drier climates, the same
porosity may allow the discharge of
the absorbed moisture without exces-
sive want of balance, such as to dis-
aggregate the product.

It is possible, that way, to obtain a
product which may resist such climati-
cal changes by regulating, from the be-
ginning, the condition of the air cir-
culating in the drying-room to bring it
rapidly in connection with the internal
conditions of the pasta, especially, as
regards the grade of moisture, so as to
bring the pasta again to the state of
balance existing on its coming out of
the drawing-plate,

Once this connection is reached, aft-
er some time the drying begins, causing

JOURNAL
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the humidity to become lower and
lower in the circulating air, and also, as
a consequence, in the pasta,

This climination of the moisture
must be progressive and not by bounds,
and should be carried out within a well
determined and exact time for cach
shape. The connection should continue
until drying is over. To be exact, the
following should be arranged: mois-
ture degree of the pasta, condition of
the air moving in the drying-room and
the rechange surrounding air.

As it can be seen, the above men-
tioned connection is but one {mrliculnr
part_of carrying out the drying by
steady exhausting, which we have al-
ready illustrated. Tn fact, by the steady
drying system we can, if we want to,
proceed to the drying without any pa-
pering, or with only a simple surface
papering. By the connection drying
system, i deep papering is needed ; this
last is the generally adopted system for
automatic productions and it is indis-
pensable if a product is required which
may be perfect and resistant not only
to passage through equatorial zones,
but also to the different conditions of
our climate, which also varies a lot
from region to region,
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Quantity of durum

weekly milling figures.

 Durum Products Milling Facts

roducts milled momh]r, based on reports to the
Northwestern Miller, Minneapolis, Minn,, by the

Production in 100-pound Sacks

durum mills that submit

Month 1951 1950 1949 1948

January ..o 870,532 691,006 799,208 1,142,592
February ........... 901,751 829,878 799,358 1,097,116
Mnr_ch .............. 1,002,384 913,107 913,777 1,189,077
April savicieuiies .. 526,488 570,119 589,313 1,038,829
May .wieess A 774,911 574,887 549,168 1,024,831
T8 vorenamimannrs 666,774 678,792 759,610 889,260
| 561,915 654,857 587,453 683,151
AUgust .isviieesss .. 915,988 1,181,294 907,520 845,142
September . .ou.., 427,485 802,647 837,218 661,604
October ..... S % 776,259 966,115 963,781
November .......... : 700,865 997,030 996,987
December ........... 944,099 648,059 844,800

Crop Year Production

Includes Semolina milled for and sold to United States Government:

July 1, 1951 to Sept. 28, 1951....,..
July 1, 1950 to Sept. 29, 1950. .. .. ST RPN A Res SOl 2,650,176

.......... veeeriines 2,305,388

25x1[]

Only the choicest durum

wheat thoroughly tested for richness
of color, protein and milling
is selected for

King Midas Semoiina.

MIDAS

(244

Milled with Skill that is Traditional

KING MIDAS FLOUR MII.I.S@MINN!APOLIS 15, MINNESOTA
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NEW QUICK DETERMINATION OF HUMIDITY IN ALL PRODUCTS

The Buhler Thermal Torsion Balance gives visual humidity: percentage readings in 3 to 6 minutes.
Naw—rapild-accurale—contlnuuus checking. Extremely simple to use. Full details immediately
on request,

BUHLER BROTHERS, INC.

2121 STATE HIGHWAY a4 FORT LEE N[WJ[RS[
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Macaroni
Industry Alert

To NEPH
Opportunity

by Matt Harlord
Public Relations Section
Illincis State Employment Service

Humane attitude consistent with
good business. Experience proves
that Skill plus Will offsets

physical handicaps

Many of us can recall, within our
own life span, when handicapped per-
sons were outcasts, assumed to be un-
employable, condemned to a life of de-
pendency and frustration.  Regarded
as objects of charity, they were cold-
shouldered out of nurnmfvﬁfc; in the
world, but not of it, they were left to
shift for themscelves.

A Complete Reversal

Today, a complete reversal of that
lhoughl{cssl  cruel attitude is becoming
apparent, Now the victim of polio, ac-
cident or congenital disability is no
longer neglected or cast aside. Public
policy no longer tolerates the waste of
useful lives, but demands that the
handicapped citizen be given suitable
training and intelligent placement serv-
ice, The community accepts respon-

sibility for counselling, training and
complete rehabilitation of those whose

potential abilities offer a vast reserve |

of skill sorcly needed for the nation's
defense,

It took a4 major war to focus public
attention on the folly of wasting these
overlooked reserves of manpower, The
armed services had seraped the bottom
of the manpower barrel in World War
IT when a critical labor shortage im-
pelled industry's leaders to experiment
in the use of handicapped persons.
Experiments on the largest scale and
with the most satisfactory resulls were
mide, not in the field of light manu-
incturing, but in the heavy industrics
specializing in tanks, jeeps, trucks,
tractors, automobiles and agricultural
michinery. Results were amazing,

Records Convincing

Costs records, compiled by such
firms as Caterpillar Tractor Company,
General Motors, Ford Motor Com-
pany, International Harvester, Metro-
wlitan Insurance Company, as well as
Iw shoe and clothing manufacturers,
show conclusively that intelligently
trained and placed handicapped work-
ers not only hold their own in produc-
tion, but have a lower tardiness record,
lower absenteeism and lower incidence
of accident. They show a greater de-
gree of care nm[) application to their
assigned tasks and are loyal and de-
pendable,

Such convincing testimony from the
nation’s largest employers brings up
the question: Can hululicaplmtl per-
sons be profitably employed in the
macironi industry? A valued worker
in an Ilinois macaroni plant provides
the answer, This em) loye, congenital-
ly stunted in growth, is 4 feet 3%
inches tall, weighs 98 pounds. Finish-
ing school at 16, she worked for two
years on an NYA sewing projeet until
that agency closed, Then, unable to
find regular employment, she took baby
sitting jobs until offered a job at the
macaroni faclory, where she went to
work in the packaging department
more than seven years ago.

The plant manager reports that her
production record is high, her ab-
sentecism unusually low; she is ver-
satile in all operations of her depart-
ment, such as weighing, scaling, and
operating a  stitching machine. Her
employer expresses complete satisfac-
tion with her work and she herself is
happy in her joh.

Long Term Efficiency

Or, take the case of an employe in
another macaroni manufacturing plant.
Hiness left her handicapped—perma-
nently deaf at six. After leaving
school, she worked two years sewing in

other places  before entering  her
present cmrloyml:nl. During the
World War 1 shortage of workers, she

went to work at her present job. That
was more than 34 years ago. In the
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old days, she performed all hand
operations in manufacturing the prod
uct, With the installation of moder
machinery, she was transferred to th
packaging  department,  where  sh
proved an expert in all operation-
L‘itur she was placed in charge of o
ower saw for cutting long goods anl
in this, too, she quickly became expert.
This handicapped employe still holis
her job, changing at times to super-
visory work in the plant,

Her  employer  believes  that  her
handicapped condition i+, in fact, an
assel in her work, as it enables her to
concentrate on her joh without dis-
traction, She reads lips well and con-
verses freely,  Insofar as her par-
ticular job is concerned, she has no
handicap. No person  with normal
hearing could perform the dutics bet-
ter. (Note: The names of the two
cases cited, and places of their em-
ployment, are purposely deleted but
are on file in the office of the Ilinois
State Employment Service,)

The Nation's Need

In hundreds of factories today, han-
dicapped wen and women are holding
down regular jobs in which their dis-
abilities are offset by competence and
devotion to duty. ]’mluslry has long
since n-cugnizmi’ their value, Resist-
ance to their employment is still en-
countered, of all places, among their
own fellow workers, many of whom
still cling to the old, disproved idea that
a handicapped worker leans on his
able-bodied  fellow-worker,  Nothing
could be further from the truth, as
observant workers quickly realize. In
fact, a spirit of pride and independence
causes most handicapped workers 10
refuse, even to resent, special consid-
cration. They want to make good un
their own,

Recognizing these facts, the nation's
defense chiefs, in the face of a threat-
ening manpower shortage, urge cm-
ployers to survey their plants with a
view of using the skills of the handi-
capped. Many jobs calling for manual
dexterity can be performed by the leg-
less, Men and women deprived of
sight are making good in radio and
other plants where precision parts are
assembled, An amputee can handle
sales correspondence, copywriting or
other tasks where brain counts more
than brawn. Every handicapped per-
son restored to industry makes our na-
tion stronger and richer. That is the
message we get from NEPH Week, a
message that carries through all year
round,

“It's Good Business To Hire The
Handicapped.” While National LEm-
ploy The Physically Handicappr
Week was observed ~ nationwide the
week of October 7-13, 1951, wise em-
ployers will find it profitable to con-
sider giving full opportunity to handi-
capped men and women in suitable
jobs,

25% I []
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TIME PROVEN AUTOMATIC PRESSES

Proven Automatic Spreader

Patented Model DAFS—1000 Lbs. Piod.
Patented Model SAFS— 600 Lbs. Prod,

Spreads Hinuously and aut tic-
ally. All types of long pasles—round
solid, llal, fancy {lat, and tubular, Trim-
ming wasle less than 10%. Superior
qualily product in cooking—in texiure—
and in appearance. This machine is
a proven reality: ~Time Tested—nol an

Combination Continuous Automatic
Press

FOR LONG AND SHORT PASTES

Palenled Model DAFSC—850 Lbs. Production
Patented Model SAFSC—600 Lbs. Production

;rym%leEAL PRESS ror Macaroni Fac.

with a combined production of 20,000 pounds
or less. Change over from long to shorl pasle in 15
minutes. A practical press to produce all Iypes of
shorl or long pastes.

Over 150 Automatic Presses
In Operation

In the United States

Continuous Ac!:matic Short Paste Press
Equipped with Manual Spreading Facilities
Model DSCP—1000 Lbs. Production
Model SACP— 600 Lbs. Production

This Time Tested Continuous Automatic Press for the production
of all types of short paste—round golid, flat, and tubular,

Constructed of finest malerials available with slainless steel pre-
cision machined exirusion screw. Hygienically assembled with
removable covers and doors so that all parts of the machine are
easily accessible ior cleaning, Produces a superior product of out-
standing quality, texture, and appearance.

Fully automatic in all respects. Designed for 24 hours production.
Durable—Economical —Best for Quality

) =
Designers
and
Builders
of
the
First
Automatic
Continuous
Spreader
in
the

World
== =

Consolidated Macaroni Machine Corp.

156-166 Sixth Street

32x 10

Bt A U

FOUNDED IN 1809

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

159171 Seventh Street
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FOOL PROOF POSITIVE DRYING [ COMPLETELY HYGIENIC ‘
HANDSOME HYGIENIC APPEARANCE

LOOKS HYGIENIC — IS HYGIENIC G P X plastic-Faced P LYW O oD

2000 LBS. SHORT CUT DRYING CAPACITY PER HOUR

A view of the machine room at the new modern V. La Rosa & Sons, Hatboro, Pennsylvania
plant, showing an automatic long goods press, three long paste preliminary dryers and in

the right background two short paste preliminary dryers.

) A view of the three finish sections of a complete short paste dryer of 2,000 ds it
R E A l. E c 0 N 0 M Y are the only words to describe these positive e Pt
e =

hour taken at the new modern V. La Rosa & Sons plant located at Hatboro, Pennsylvania.
labor saving, progressive drying systems that produce a constant, high quality.

check-proof paste under the finest hygienic conditions.

A REAL SPACE SAVER

Consolidated Macaroni Machine Corp. Consolidated Macaroni Machine Corp.

FOUNDED IN 1808
FOUNDED IN 1908

156-166 Sixth Street BROOKLYN, N.Y., U.S. A. 159171 Seventh Street 156-166 Sixth Street BROOKLYN, N.Y., U.S. A, 159.171 Seventh Street

— 7ol coso 5|




tired ketiles of more than 30%l1

Chicago’s Spaghetti King

The Schnelders are very happy aboul their new eleciric fry
kellles, peinting to aclual savings over their previous fuel-
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A popular feature al The Spaghetti King are the home-
made ples and pastries. They've found that there's more
glamour in elecirically baked pies.

October, 1951

. . . how to rejuvenate a restaurant
business and beost volume and prof-
its. The Schneiders use common sense,
good management . .. and, of course,

electric cooking to turn the trick.

Reprint Courtesy
Food Service News

ROUND Chicago people are get-
ting to know The Spaghetti King
restaurant out on busy North Cicero
Avenue, At first they got acquainted
through almaost daily ads in the metro-
politan newspapers . . . and the more
they read the small, cleverly worded
ads on spaghetti and ravioli, the more
they started to visit the restaurant and
to really get acquainted,

Albert  and  Elizabeth  Schneider
(The Spaghetti King and Queen)
bought the restaurant in 1946, a res-
taurant with a so-so business, but spe-
cializing in spaghetti and ravioli. Al
and his wife increased the menu, by
adding French fries, sandwiches, bar-
becued ribs, and home-made baked
goods. They were catering, at that
time, to 100 or 150 checks a day, not
enough for comfort or profit,

Business Doubled, Redoubled

The spaghetti was good! The ravioli
was good! In fact, everything was
pood and business started to increase.
In four short years, the volume has
doubled and redoubled . ., and is still
going up. Now the check count per day
is between 600-800, with the average
around 80c. A real tribute to good
management, good cooking, and good
service,

Last spring, when the National Res-
taurant Convention was holding its
meeting at the Chicago Pier, Al and his
wife decided to look around and see
what manufacturers had to offer in the
way of kitchen equipment. Naturally,
with business going from 150 to 800
customers a day, they were hard
pressed for production on the anti-
quated equipment they had.

Prepared for Future
After carefully studying the field,
the Schneiders enthusiastically decided
to throw out their old equipment and
start over with an all-electrice kitchen,
They were looking not only to solving
their present production difficulties, hut

The Spagheiti King.
himsell. Notice the
smile of satisfaction
as he looks over the
checks. Al Schnelder
and his wile, Eliza-
belh, take gredt pride
in their business, al-
ways on the lookout
lor ideas on how lo
do a betier job.

they wanted to be prepared for future
growth,

In August, then, the change took
place. And what a change!

In the 30" x 35" kitchen went a new
clectric superange with variable heat
controls for the surface units, “Takes
the control out of the operator’s
hands," says Al, “and that's impor
tant today with the critical labor situ
ation in our industry.”

Where Al used to have two 40-pounid
fuel-fired kettles for frying, he now
has two 25-pound electric kettles, Hers
is what he says about this:

“Just on the initial filling, we save ©

thirty pounds of fat! Why, we've cnt
(Continned on Page 41)
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That’s why it’s important
to select the
RIGHT enrichment products

The widespread efforts to build an improved national
dict are greatly benefited by the macaroni manufac-
turers who enrich their products.

Many of these manufacturers have standardized on
Merck Vitamin Products for Macaroni and Noodle En-
richment because they know that these products are
specifically designed for ease and economy. Two forms
are available: (1) Merck Vitamin Mixtures for con-
tinuous production, and (2) Merck Enrichment Wafers
for batch production,

Merck Enrichment Products were designed for
macaroni application by the same Merck organiza-
tion that pioneered in the research and large-scale
Producliun of thiamine, riboflavin, niacin, and other
important vitamins,

The Merclz. Technical Staff and Laboratories are
available to aid you in the application of enrichment,

Merck KNOWS Vitamins!
v’ MERCK & CO., Inc.
MEECK Mangfacturing Chemists
X RAHWAY, NEW JERBEY

In Canada: MERCK & CO. Limitel=Montrenl

MERCK ENRICHMENT PRODUCTS
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CONFERENCE REPOY1S

(Continued from Page 10)

reached its climax in 1946, following
the end of World War 11 when, at the
convention in Minncapolis that year,
on the recommendation of Director
Guido I, Merlino of Seattle, I was in-
structed to arrange for a series of
meetings, which I scheduled for Seat-
tle on August 26, for San Francisco
for August 3O and for Los Angeles,
September 5, all in co-operation with
the two association directors along the
coast, Guido I', Merlino in Seattle and
Edward 1. DeRoceo in San Diego.
More about these friendly get-togeth-
ers later,

When [ was first named as seeretary
of the National Association on March
1, 1919, following World War I, the
west coast macaroni and noodle manu-
facturers were truly “poor relations."
Only one firm along the entire coast
was a member of the National Associa-
tion. It was A. IV, Ghiglione & Sons of
Seattle, having joined on June 30,
1915. There was also one associate
member, A-thur Rossi & _o. San
Francisco, Laving joined o1 Ap -l 15,
1918,

T immediately contacted the leading
firms in the region by mail, as the as-
sociation at that time fmd not funds for
travel expenses, membership dues at
that time being only $25 a year ir-
respective of size—the Association's
sole income until Tue Macakont
Jourxan put it on a solid financial
fooling,

My first member from the west
coast was the California  Macaroni
Company, 956 Bryant St., San Fran-
cisco, that responded favorably to my
solicitation to join. Application was
dated July 22, 1919, and was signed
by W. I', Valsangiacomo, manager,

Not until 1926 could we interest
any others of the rapidly growing
number of Pacific coast manufacturers
who had entered the macaroni-spa-
ghetti-egg noodle business, even at the
very nominal yearly dues rate then in
force, The Fontana Macaroni Com-
pany, 2 Pine St,, San Francisco, mide
the break on April 1 of that year.

The year 1927 saw quite a number
who had become association-minded,
including :

San Dicgo Macaroni Mfg. Co., San
Dicgo, E. De Rocco, president, on
April 15, 1927,

Los Angeles-1"acific Macaroni Co,,
Los Angeles, Ralph Raulli, manager,
on April 15, 1927,

Superior Macaroni Co., Los An-
geles, A, Spadaforo, president, April
15, 1927,

Oregon Macaroni Mfg, Co., Port-
land, July 1, 1927,

That started a chain reaction with
the result that, by the time I was made
secretary emeritus after 30 years of
service, practically all of the important
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lirms were enrolled as  association
members and institute supporters, My
able successor as both the association
and institute  exeeutive, Robert M.
Green, has since enrolled the firms that
were a little hesitant about joining in
the unified effort to better the general
condition of the industry and its
leaders,

During the NRA days in the carly
thirties, past_president Glenn G, Hos-
kins of the National Association, who
was head of the NRA Macaroni
Authority, made a tour of the West in
March and April, 1935, and succeeded
in enrolling the greatest membership
ever enjoyed by the association from
all parts of the country, The NRA
was the driving stick that brought that
situation about, With the erack-up of
the NRA in 1935, memberships were
lost quite rapidly, especially in the far
Wesl.

Returning once more to the 1946
tour authorized by the National Asso-

M. . Donna

ciation, and the three mectings which
I arranged with the assistance of the
two association directors, Guido 1"
Merlino of the Mission Macaroni Co,,
Seattle, and Edward D. DeRocco of
san Diego Macaroni Mfg. Co., San
Dicgo, most of the leading firms were
re-instated as association supporters.

Director Guido I’. Merlino of Re-
gion No. 10, Seattle, had called the at-
tention of the convention leaders in
Minneapolis in 1946 to the lack of
cohesion of the western manufacturers
due lo some unaccountable reasons and
recommended that 1 be instructed to
“bring the Minneapolis convention ac-
tion"” to the far-off manufacturers
along the Pacific coas!, to acquaint
them anew with the objectives of the
National Association and the aims of
the then newly organized Macaroni
Institute.

The attendance at the three regional
meetings was at an all-time record,
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There were then about 45 manufactur-
ing firms, large and small, in that arca,
17 of them being regular members of
the association,
The first of the series of three meet
ings was at Hotel Olympie, Seattle,
August 26, 1946, presided over by Di
rector Guido 1", Merlino, Ninety per
cent of the firms sent representatives
and at its close that area became the
first Region to boast a 100 per cent
membership in the association.
The second meeting was in St, Fran
cis Hotel, San Francisco, August 30,
presided over by Director Edward 1),
DeRoceo, who came up from San
Diego for that meeting. Director Mer
lino of Seattle felt so enthusiastic over
the success of his suggested tour of
the Uacific area that he also attended
the San Francisco mecting to give the
manufacturers of northern California
a summary of the action taken at the
Scattle meeting,
That was the year of semoling
scarcity, due to a lfl'-’l.‘itil‘ durum crop
failure, Everyone was concerned about
the availability of semolina and other
grades to continue the production of
quality products, At that meeting it
was unanimously voted, as it was at
the preceding meeting in Seattle and
the following mecting in Los Angeles,
to send a telegram to President C, W,
Wolfe, pledging unanimous support of
a plan to stretch out the small durum
crop by agreeing on a granular of 70
per cent extraction. The telegram
read :
San Francisco, Calif..
Aug. 30, 1946

Mr, C. E. Walfe,

President NMMA

Al a special meeting called by Donna
today (Aug, 30, 1946) it was unani
mously voted by our group of manu-
facturers representing %% of produc
tion in northern California to encour-
age the milling of just one grade of
granular for the balance of the crop
year ., , . the milling to be such as to
roduce a_good quality, presumably «

0% to 75% extraction. i
S. E. Mountain
Hunt's Food, Inc.
Fontana Division

The effect of the united action by
the Pacific coast manufacturers was
clectrifying. It convineed some of th
hesitant castern manufacturers that, in
the emergency created by conditions
beyond their control, it was the only
practical and sensible thing to do, The
mdustry adopted and the government
approved the 70% extraction idea, thus
saving the industry under the worst
durum crop failure in ycars,

On the same page in Tre Maca-
KONT JOURNAL where the full report of
the series of meetings ended, there ap-
peared a short editorial which may
well be referred to here, 1o substan-
tiate industry meetings, such as those
reported. It reads, in part:

“The banding of mankind under
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from your
presses-
gvery time

THE MACARONI JOURNAL

WITH PRESS TESTING!

Your macaroni products come from the press as you
want them . . . full strength, proper color and made

to dry and cook properly . . . when you use General
Mills Durum Products.

How do we know? By press-testing samples of all

General Mills Durum Products, Every shipment that
reaches you has been proved in the press,

General Mills Inec.
Durum Depariment
MINNEAPOLIS, MINN.
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pressure, or fear, or coercion may
bring temporary success, but it con-
tains the germs of its own destruction.
Whether it is a union that forces
membership on everyone, or a busi-
nessmen's  association  that vtnplufcs
pressure tactics to force membershi
and compliance, that hand is doomed,
It has been so since the beginning of
time, Contrast this with the fine ac-
complishments of many unselfish and
constructive organizations, (like the
National Macaroni Manufacturers As-
sociation and its affiiate, the National
Macaroni Institute). They band to-
gether businessmen with interests in
common 1o make things better, 10 im-
prove and stimulate growth , . . to de-
velop both the individual members and
the group as a whole. They are of
benefit to mankind.” , . . to which 1
may add—May the macaroni-noodle
manufacturers who are not now solid-
ly behind the National Association and
the Macaroni Institute, here and else-
where in our country, soon see the
light and immediately change their
course into the light.

It was at the first general confer-
ence of the west coast manufaclurers
which T arranged for on December 13,
1948, in San IFrancisco that [ had the
further pleasure of introducing to you
my able successor as secretary-treasur-
er of the National Association and the
spark plug of the National Macaroni
Institute, Robert M. Green. He took
on where 1 had left off as the associa=
tion's only paid executive for more
than thirty years. He sensed early the
opportunity presented by the National
Macaroni Institute, which I set up in
1937 and promoted personally as its
only officer for over 12 years,

I feel proud of Bob Green's splendid
record and in the united support you
folks and the rest of the industry have
consistently given him, May his ag-
gressive and progressive action con-
tinue always for the betterment of his
loyal supporters and the entire indus-
try.

The National Association officers,
realizing that it is not always con-
venient for manufacturers to travel
great distances to attend the national
conventions, and the appreciation of
the western manufacturers in having
brought to them the high points o1
such conventions in conferences such
as this, which is the third one since 1
helped to inaugurate the first one in
19-!8. is truly expressed in the com-
mendatory letter by President C. L.
Norris of the National Association,
who presided at the first conference.
In a general letter to the industry, he
wrole:

“The San Francisco conference, De-
cember 13, 1948, was splendidly at-
tended, 1 have never been in an in-
dustry meeting where everyone paid
such close attention to the program
and seemed to be so thoroughly en-
joying every moment of it. As sug-

gested at the meeting, we should cer-
tainly plan to have a west coast con-
ference at least once a year,"”

This is proof that, by your action at
all meetings, you have sold yourselves
well to the leaders of the industry in
our country. Aside from the fine pro-
grams in which experienced speakers
voice their, views and offer  their
studied suggestions, one must never
overlook the indirect benefits that grow
out of little chats and personal con-
tacts that conferences like this make
possible, You meet your competitors
on friendly grounds, and more and
more appreciate the fact that they are
not devils, but just businessmen who,
like you, are trying to get along. You
may not agree with everything they do
—probably they do not fully approve
of all you do. ilm when you do agree,
all of you will benefit.

There is one discordant note on
which T feel 1 must touch. In this part
of our industry, there is still a ten-
dency to use the word “pastes” in re-
ferring to your product. Your fine
food is not a “paste,” in the sense that
most  Americans - define  the word.
True, it is a dough, a dried dough, but
not that revolting word supposcdly but
incorrectly  derived  from  the  fine
Ttalian word, “Pasta,” Tor nearly a
generation I have waged a consistent
battle in my letters and reports, and
editorially in Tue MacaroNt Jour-
NAL, of which I have carried on as
managing editor for 33 years , , . a
battle which T will continue to wage
as long an T have a voice to raise or
the power to wield a pen, T solicit your
full support in this battle against the
hateful term “paste,” and am proud of
the headway that has been made in
business and governmental circles . . .
even among foreign manufacturers.
Let's teach the world to call our prod-
ucts “dried doughs,” if we seck a de-
seriptive term, or macaroni products
or macaroni foods,

Now As To Forecastl

I'm going to stick my neck out a
little, even though T should know bet-
ter. Simulating the columnist, Drew
Pearson:

I PREDICT:

a—That the per capita consumption
of macaroni products in our country
will increase more than 50 per cent by
1960, ‘This is predicated on the fore-
cast that more and more manufacturers
and allieds will support more fully the
fine program of products promotion
and consumer education being so well
planned and ably directed by the Na-
tional Macaroni Institute and its effi-
cient counsel, Sills, Ine,

b—1 PREDICT : That there will be
a 25 to 35 per cent decrease in the
number of macaroni-noodle plants,
with a corresponding increase in the
production capacily in the remaining
plants, to supply the increased demand.

c—I PREDICT: That there will be
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but little change in the number of
members of our National Association
but an appreciable increase in the
standing and calibre of the firms sup-
porting it in 1960,

d—I1 PREDICT : That the National
Macaroni Institute which now is sub-
ordinate to the National Association
will be the dominant factor in the or-
ganized industry in 1960,

e—That 1 will most likely not be
around in 1960 to check on these pre-
dictions so will leave it to you younger
men to see how accurate 1 am as a
forecaster. '

. o

May conferences like these be held
regularly and be increasingly well at-
tended and even more beneficial,

Now for my commercials, I am
still taking orders for an 8-page book-
let on Macaroni Products by Elsie
Norris, pamphlets that every maca-
roni-noodle. manufacturer should al-
ways have on hand for the many uses
it can be put to educate  home
cconomists, food page editors, domes-
tic science teachers and the general
public on just what macaroni products
are, The cost is nominal, Five cents
(5¢) each in quantitics of 100 or less
and four cents (4e) each in quantities
of 500 or more. Mail your orders im-
mediately before the present edition is
exhausted,

2—Tue Macakont JoursaL has
been named as the U, 5. sales agent
for

a—Macaroni Products, a 220-page
book in English, a complete treatise on
the introduction, developing and mod-
ern attaivment of the manufacturing
process by Dr. Charles Hummel of
London, Englnnd, replete with scores
of pictures of machines—ancient, re-
cent and present, Cost $6.20 a copy,
plus postage,

b—Pates Alimentary, by Dunod, in
French, a larger book of 360 pages
telling the full story of macaroni-
making from the ancient days to the
present continuous-automatic press and
controlled drying age. Fully and beau-
tifully illustrated. Cost $6.80 cach,
riu: mailing rates, Order now to gel
a copy from the first batch imported.

THE DURUM PICTURE AS
OF SEPTEMBER 1, 1851

by H. L Bailey, Manager
Durum Dept., General Mills, Inc.

Attached you will find our impres-
sion of the (furum supply for this crop
year, The figures relating to Farm
Stocks, Interior Mills and Elevator
Stocks, Commercial and Mill Stocks
and the New Crop are taken from the
U.S.D.A. published releases,

The mill grind for the first three
months of this crop year is our own
estimate, but tallics very closely with
information published in the North-
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BILL STERN TELLS ANOTHER SPORTS STORY

When Performance Counts...

Hardly a football scason passes without some
players suffering serious ipjuries, yet the game
carrics on undiminished in popularity. And per-
haps it's all because a long time ago, one man
came to the game's rescue in its darkest hour,
In 1905, 32 players were killed on the gridiron.
That frightful toll of human life brought down
the wrath of the public on the game! In press,
pulpit and public hall, the game of football was
attacked, Twenty state legislatures introduced
bills to make football playing a felony! The game
scemed doomed!

But onc man came to its rescue, Under his
influence and guidance, there was organized what
is today known as the National Collegiate Ath-
letic Association. Rules were made to climinate
rough playing that might cause unnccessary in-
jurics and possible death on the gridiron. And
from that day on, college foothall grew in popu-
lurity and prestige, and many colleges which never

before had played foothall, organized football
tcams to carry their colors into gridiron battle,

It was strange that one man should have res-
cued the game, since he never played football in
his life . . . and at the time was quite busy as
the 25th President of the United States:  Teddy
Roosevelt,

Yes, foothall was, and still is, a fast, tough
game , ., but so is the macaroni foods business.
If you want shoppers to be customers, you've
got to give 'em ¢!uulily « « « not just today, but
every day! That's why wise manufacturers rely
on Commander-Larabee semoling, granular or
durum flours. They're products you can count
on for top quality and uniformity, Week after
week, shipment after shipment—every bag of a
Commander-Larabee durum product will make
for cexcellent macaroni foods.  You'll like the
results!

EXgR ISR B e

=%

| Commandet-Larabee Milling Co. ‘?{

GENERAL OFFICES

MINNEAPOLIS o« 2 «# MINNESOTA

2N _‘ I P e ey
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wrestern Miller, Our figure for export
is not a true figure, since the proper
index for export should be seaboard
clearance, Since a report on seaboard
clearance for durum is not available
to us, we are obliged to do some esti-
mating. For your information, about
five million bushels of durum was
shipped out of Duluth for seaboard
during June and from July 1 to Sep-
tember 18 another 4,285,000  was
shipped to seaboard, Some of those
shipments  out  of  Duluth  during
June will eventually show up as ex-
ports during the last crop year, On
the other hand, some of that durum
will not have cleared the seaboard until
\luly and August, which will eventually
have the effect of indicating larger ex-
ports for the first half of this year
than we are indicating here. To com-
pensate for this, we are estimating
only four and one half million bushels
for export during the balance of the
crop year; namely, September 18 to
July 1, 1952, This, you will notice,
gives us a total export of 8,785,000 for
the crop year as against 9,732,000
actually exported during the crop year
1950-51.

One might argue that exports should
be smaller this year because of the re-
duced supply, We would agree with
this, except that much of this durum
has already gone past Duluth and, as a
matter of fact, has already been sold
into export channels. We have a feel-
ing, also, that some of our poorer
durum this year may not be wanted by
the domestic mills for quality reasons
and as a result will have to go into
cither feed or export, or both,

The estimated harvest loss of four
million bushels derives from two pri-
mary sources and we could casily
have underestimated the loss, First,
some of the grain which has been ly-
ing in the swath for a long time has
been beaten down into the ground by
recurring rains to the point where
some of it can never be picked up by
the combines, Sccondly, some of the
kernels have been so badly sprouted
that they do not separate readily from
the straw as they go through the
threshing machine, Many of the ker-
nels are kicked out with the chall and
with the straw and are never recovered
with the grain,

Our estimite of nine million bushels
lost from this crop out of the milling
category into the feed category scems
minimum to me,

Red durum, as always, has been in-
cluded with all other durum in the
government's estimate for the durum
crop as a whole. This item, therefore,
has to be subtracted from our milling
supply.,

The weather has been terrible in
North Dakota. It has been raining or
snowing somewhere every day. There
is actually considerable snow on the
ground up there in many places. Based
on the information T was able to gath-

er, there is still about seven million
bushels of this crop still lying on the
groumd in the wet and the snow, A
substantial part of this is included in
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our estimate of so-called available,
millable durum for this year. From
what we have seen, we know that its
condition is deteriorating every day.

STOCKS AS OF JULY 1, 1851

L 7,015,000 bushels
Int, Mill & Elevate o.o.o0,. . 3,245,000 ¢
Conmercinl .ivivvvaivrsivnes 8,287,000 “
MUl s it me 4318000
22,865,000

Estimated New Crop as of Sept.

L, 1980 v T e 36536000 ™

59,401,000 bushels

July-August-Sept, Grind....... 5500000 *

Iixport Shipments ex Duluth

through 9-18-51 ............ 4,285000

Estimated harvest loss due to
spoilage on ground and inabil-

9,785,000 *
49,616,000 *

ity 1o harvest, oo, 4,000000

Estimated loss  from  milling
quality to feed quality due to

weather damage o.ooounn., 9,000,000 ¢
Red Durim ..vvviiivniinnnns 3,000,000 16,000,000 *
l 33616000 “

Cereal Usage oovvvviiniinnnss 2,000,000 *

Seed to be rlnlllvd in 1952,..... 4,000,000 *

Lixports 9-18 through 7-1-52... 4,500,000 *
Mill Grind—11 months. ....... 20,000,000 * 109-1-52 30,500,000 *

Carryover on 9-1-52 when next erop comes in

316000 ¢

Plenty of Food at
Stable Prices

Food Industry Leader Considers
Washington Predictions of Higher
Food Prices Untimely

“There is a plentifal total supply of
food on hand now, and with any kind
of favorable weather conditions, we
should harvest a bumper crop this
fall,” Paul 5. Willis, president of Gro-
cery Manufacturers of America, Inc,,
stated in an address before the 52nd
annual convention of the California
Grocers Association at the Coronado
Hotel, in Coronado, Calif., Sept. 11,
1951. “There will be enough food to
take care of civilian and military needs,
with some surplus available for export.

“P'rices of food and grocery prod-
ucts, with the exception of a few items,
have been fairly stable since last Feb-
ruary with some slight general down-
ward trend. This situation is expected
to continue,”

In commenting on recent warnings
from Washington that food prices will
advance 8% to 10% more, Mr. Willis
stated that it is bad timing for men in
high government places 1o alarm the
American people with frequent warn-
ings of this kind. “This creates fear
in the minds of the people,” he said,
“that can casily lead to another hoard-
ing spree.” We had our experience

with scare buying which was at the
root of the rise in food prices last year,
and we should certainly avoid a repe-
tition of this experience,

“The fact that we have adequate
supplies of food in sight to take care
of the present demand makes it un-
likely that we will have runaway
prices.”” He expressed confidence that,
“as the people see that stores are well-
stocked with food and grocery prod-
ucts and realize that prices have been
fairly stable since last February, this
will * discourage scare buying more
than anything else.”

In a review of the progress of the
grocery industry in this country since
before World War 11, Mr. Willis
stated that no other country in the
world can show such a fine exhibition
of progress as is to be found in the
modern grocery store. He stated that
sales in grocery stores jumped from
$10 billion in 1939 to $31 billion in
1950, and that it looks as though they
will reach $34 billion this year. He
added that there are about twice as
many items in the grocery store today
as in 1939 and that the number is
growing all the time.

Mr, Willis concluded that, with
bountiful crops and the cfficient pro-
duction and distribution of the mod-
ern food industry, this country should
continue to be JIC best fed nation in
the world,

o)
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Cable: Braibanti—Milano

Bentley's Code Used MILANO—Via Borgogna 1, (Italy)

Complete Equipment — Machinery and Dryers for

Macaroni Products
MATASSONA—-A NEW "BRAIBANTI" MACHINE-MATASSONA

® For folded noodle from 3/64" to
9/16" width.

® For folded, spaghetti and buca-
tini from less than 1/32" to 5/64"
diameter—

® HP 1,00

® Skein size:
23/‘flx4ll

® 5 gleins each
time.

® Real production:
264 1bs./hour

automatically
operaling in
connection with
IlBR n m H rmll
automatic press
model "MACRI"

. Braibanti's technical consultant permanently stationed in the U.S.A. 1o help
solve your macaroni manufacturing problems,

Without cost or obligation, Braibanti Co, will make « full st d
. per the requirements of any macaroni producer, Sl ek

For information write or call:

Dr. Ing. Giorgio C. Parenzo of the Braibanti Co.

At the office of:
Admiral Panthouse

25 East 21st Street, New York City
Phone: ORegon 3-8289
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TRADEMARKS

Subject to Opposition

Kidettes— Ser - No, 582895 — The
Creamette Co., ofinneapolis, Minn.
“For Macaroni Food in the form of
Seaall Macaroni Rings,” Claims use
since July 26, 1949, I'ublished July 17,
1951,

Totettes—Ser. No, 582897—The
Creamette Co., Minneapolis, Minn,
“For Macaroni Food in the form of
Small Macaroni Rings.” Claims use
since July 26, 1949, Published July 17,
1951,

Buon Gusto—Ser, No, 536,130—
John ]l Pieri, executor of the estate of
Joseph G. Vieri, deceased, doing busi-
ness as J. C. Pieri Co., Buffalo, N, Y,
Filed Sept, 29, 1947—"For Macaroni
Packed in Boxes and Cooked Spaghetti
Dinners packed in glass jars.” Claims
use since June, 1908, Published July
31, 1951,

Donahue's—Ser.  No.  545,727—
Donahue's, Inc., Pittsburgh, Pa, Filed
Dec, 30, 1947—"For Macaroni, Noo-
dles” and woer grocery products,
Claims use since !:umzlr)'. 1916. PPub-
lished July 31, 1951,

Okade—Ser. No. 566,874—William
Adam Genant, Syracuse, N, Y, TFiled
Oct, 12, 1948. Applicant claims owner-
ship of Registrations Nos, 177,034 and
2301..539. Claims use since March 9,
1921, Published August 7, 1951,

Comet—Ser, No, 591,563—TFort
Worth Macaroni Co., Fort Worth,
Tex. Filed January 27, 1950, Ap-
plicant claims ownership of Regis-
tration No. 99965, Claims use since
£ u!.“mdwn 1910. Published August 7,
1951,

0.B. — Ser, No. 591,564 — Fort
Worth Macaroni Co., Fort Worth,
Tex, Filed J;mu:nrr 27, 1950. Appli-
cant claims ownership of Registration
No. 99,966, Claims use since 1900,
Filed August 21, 1951,

Dixie Chicf—Ser, No. 581,758—
Bilt-more Food Products, Inc., doing
business as Dixie Chief Foods, Atlan-
ta, Ga. Filed July 11, 1949, “For
Spaghetti and Meat Balls, Spaghetti
with Tomato Sauce amnd Cheese,”
Filed ;uly 11, 1949, Claims use since
Il\l;t)' , 1949, Tublished August 28,

051,

Salad-Roni—Scer, No. 605,201 —The
American Deauty Macaroni Co., Kan-
sas City, Mo. Filed October 23, 1950.
The word “Salad” is disclaimed. "For
macaroni  used in making  salads,”
Claims use since March 1, 1927, ub-
lished Aupust 28, 1951,

Shel-Roni—Ser. No. 605,292—The
American Beauty Macaroni Co., Kan-
sas City, Mo. Filed October 23, 1950
The word “Shel” is disclaimed. “For
shell-shaped  macaroni.”  Claims  use
since Oct, 15, 1922, Published August
28, 1951,

Diamond Island—Ser, No. 572,745
—S. Kahn's Sons, Inc., Evansville,
Ind. Filed January 25, 1949, “For

Macaroni, Spaghetti, Egg Noodles,”
ele. Claims use since January 1, 1890,
Published September 6, 1951,

Tike-Ettes—Scer. No, 582,896—The
Creamette  Co,, Minneapolis, Minn,
Filed August 1, 1949, “For Macaroni
Food for infants and children, com-
prising only macaroni prepared in a
form for quick and complete cooking.”
Claims use since July 26, 1949, I'ub-
lished September 4, 1951,

Registered

Roma—545,390, Roma Macaroni
Company, doing business as Roma
Macaroni  factory, San  Vrancisco,
Calif. “For Spaghetti, Eg,  “oodles,
Vermicelli and Macaroni.”  Original
filed Act of 1946, Principal Register,
November 23, 1948; amended to ap-
plication Supplemental Register, May
4, 1951, Serial No, 569,302,

Applicant claims ownership of Reg-
istration No. 250,133, In use since
Svrtcm]wr, 1890. Published July 17,
1951,

Republished

Noodleman—Reg.  No. 589,587—
Registered August 12, 1941, A, Good-
man & Sons, Inc,, New York, N. Y,
a corporation of New York., Repub-
lished by registramt July 17, 1951,
“For Soup Mix.,” Claims use since
March 5, 1941,

Paramount Macaroni — Reg. No.
283,218—Registered May 19, 1931,
Wyckoff Macaroni Mfg. Co,, Brook-
lyn, N. Y. Republished by Paramount
Macaroni Mfg. Co., Inc, Brooklyn,
N. Y., a corporation of New York.
“For Packed and Loose Macaroni.”
The words “Brand,” “Macaroni,”
“Brooklyn, N. Y.” and “US.A
which appear on the mark are dis-
claimed from the mark as shown,
Claims use since December 1, 1930,

Renewed

Foulds—82,507—Registered July 4,
1911, The Foulds Milling Co., Cin-
cinnati, Ohio, and Chicago, Ill. Re-
renewed July 4, 1951, to Grocery
Store ’roducts, West Chester, Pa., a
corporation of Delaware, "IFor Maca-
roni, Spaghetti, Vermicelli and Noo-
dles.” Published July 17, 1951,

Magnolia — 263,358 — Registered
November 5, 1929, V, Lucia eslate, do-
ing business as Magnolia Macaroni
Mfg. Co. Renewed November 6, 1949,
to Magnolia Macaroni Mfg, Co., Inc,,
Houston, Tex., a corporation of Texas,
Published August 28, 1951,

Army'’s Spaghetti
Purchases

One million, six hundred fifty thou-
saind pounds of macaroni products
were purchased the latter part of De-
cember by the Army, according to an-
nouncements released as of September
24, through the headquarters office in
Chicago. Some of the awards were as
follows :
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Macaroni, 1,000,000 pounds; Mis-
sion Macaroni Co, Inc, Scattle,
Wash., 470,000 pounds at 12.86 cents
a pound, for delivery at Auburn,
Wash. ; Purity Stores, Ltd., San Fran-
cisco, Calif, 400,000 pounds at 12,61
cents a pound for delivery at Lyoth,
Calif.; U, S, Macaroni Manufactur-
ing Co,, Spokane, Wash,, 130,000
wounds at 11,65 cents a pound for de-
ivery at Spokane, Wash,

The Army also bought, for the same
period, a total of 650,000 pounds of
spaghetti, awarded as follows:

U, S. Macaroni Manufacturing Co.,
Inc., Spokane, Wash., 260,000 pounds
at 1189 cents a pound; Paramount
Macaroni Manufacturing Co., Inc,
Brooklyn, N. Y., 390,000 pounds at
10.38 cents a pound.

Milprint Adds New
Sales Office

Milprint, Inc., one of the nation's
largest producers of flexible packaging,
has opened a new sales office at Des
Moines, la,

Walter Hullinger, who has repre-
sentedd Milprint in Towa and lower
Minnesola for the last four years, will
head the new office, located at 1201
Paramount  Building.  Hullinger _has
wide experience in the packaging field,
and has specialized in meat packaging
applications,

Compliance with En-
richment Standards

By
James J. Winston, Director of
Research,

The Food and Drug Administration
expects every manufacturer to adhere
closely to the promulgated Standards
for Enriched Macaroni and Noodle
products. The enrichment levels s
tablished require that each pound of the
finished product contain the following :

1—Not less than 4 milligrams of
Vitamin B-1 nor more than § milli-
grams

Z—Not less than 1.7 milligrams of
Vitamin B-2 nor more than 2.2

3—Not less than 27 milligrams of
Niacin nor more than 34 milligrams

4—Not less than 13 milligrams of
Iron nor more than 16.5 milligrams

Recently, the Food and Drug Ad-
ministration has taken action against 4
manufacturer whose product they have
found to be deficient in the enrichment
requirements, 1t is incumbent upon
the manufacturer to make sure that his
method of enriching is in efficient 0p-
eration. Where a vitamin feeder 15
used, the flow of enrichment material
should be checked daily to make certain
that it is in accordance with the amount
of goods being produced. Also, pert-
odic envichment analysis will further
safeguard the manufacturer and pro-
vide him with a file showing that the
product does comply with the federal
requirements,
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SERVICE
ATISFACTION

I e 1 e S
MALDARI’S INSUPERABLE MACARONI DIES

Stainless Steel

Trade Mark Reg.
U. B. Patent Olhce

Bronze Alloys Copper

Makers of Macareni Dies

D. MALDARI & SONS

178-180 Grand Street, New York City

“Amerlca’s Largest Macaronl Die Makers Since 1903—With Management Continuously Relained in Same Family”
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the June Trides vor those o any other
vintage s amd macaroam products, e
durum wheat produets division of the
Wheat Flonr Tostitnte, which s sup
preorted Dy the semolima nnllers of th
sees cmenigh e commmen e Wheat foeds
ment -|-u:,uT reference 1o the el

food amd conkomyg workl, i recent 1ssm

how macarom prosducts are of mval
wahle help o the new homennihers,

W hien <he asstmmes her vole as gueen
of her own Kiehen, the fiest goal of
the hride 1= 1o conk 1o please her hos upsels,
baol, Vet <he must he caretul to plan
dishes whieh <he can master. N e

Durum Wheat Notes

Pridles and Macaroni

Producty

by Nemolina  Millers

W hde oo vasiad ghimee there sevis e e,
tocbe hide o no commeetion: between 1o stay within the Tins of the Tood vequiring omly o salad, enviched hires
which b= necessarily nght ol beverage o complete the chied o
with costof-hiving o high amd aonew af the lunch or dinner,

Lo 1o |tllI e runnng n1||1‘|‘

allomvaimes

Pirossdeast e lewders me the

Exlerior View—Lazzaro Drying Room

for ECONOMICAL
SPEED DRYING

FRANK LAZZARO DRYING MACHINES

Executive Olffices: 55-57 Grand St. New York 13, N. Y. Digby 9.1343
Plant and Service: 9101-09 Third Ave., North Bergen, N. J. Union 7-0597
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<he st <kallindly contriv

The tiest obijective, pleasing the s
ter s appetite, s sty met with duewm
Menfolks hike  theme cerns fod value
Macarom proslucts Tave a0 heartiness,
so the hardworking male knows he's  ergyvielling  carbohyvdrates. When
! Bl o substantial meal when one of - these good nuatrients e combined
Chormn Wheat Notes™ explions ghese fonds s starrel. Fasthermore,
the obliging Blandness of these whet
foods allos s the new homenaker o nonrishment

The brede, whether <he's Tearned o ke wse af suadl mounts of e
cook or not, will el one af her most expensive
able helpers mthe duram wheat fannlh
fonnds oo, -|l.|'.:|l-=ll aml found that's o
b cambimed with mavaront or one of
it close velatives amd teansfommed into phegdt il “Short Rib Stew with
aspevial treat with no fear of Tadger

IEothe new partne

There s scareely o group of foods hoashand
which requives such a minimam of e new hovsehaold

Kichen adury as do nacaroni fods

They conk to tenderness in from 31
13 mintes, depending on the <ize an
shape.  Many good dishes can

vowhed all i vne contiiner on o o

the ringe, Chher casserole favong

vt beomixed i few mmutes an

pun it the oven o take while ol
|||l‘n‘] Il]l I'-”.I”““.‘ e l||<l'1|

Sinee macaromm foods poowell winl
almost all vegetabides ol meats, the-
ninin dishes often mahe @ meal o

v wheat

Crctaber, 1931

Iherve’s sull amother nnportiaon clig
ter i the durum wheat story that
nportant o the beide and that con

high e Dody -bunldimg protein: and o

with those i mnwat ol milk ol vegs
tables the s s good eating ad gl

.‘4|n cral, visy o prepare thishes e
omnended include = Roguetort Maca
Daas a particnlar fondness for a lusary ot USunshine Vegetable Plter”
b steep e price v cColambia Salmen Salad i A
Ringe,™  Mexican e Balls and Spa

Noodles" any ome of which will wm
the approving nod of the new adoring
o] Becomie a0 regular m

.. . 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
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Quaker Changes Agen-
cies for Flour and
Macaroni

Ouaker  Clts Coo Chicago,  has
mied Price, Robinson & Frank 1o
welle wdvertising for s Quaker il
vt ey phospited ad seli-ris
e lones ol Chiaker niacaroni, spa
hetti e noodles: NI af the el
wrs e dhistribution: primarily in the
cutheastern section of the conntry.

Phe ageney will take over this JHn
o ol the Ouaker aceomnt from Ruh
wtl & Ryvan, Chicagao, on Jan. 1, 1932

Price, Robinson & Frank also handles
Mt Jeminne pancake and hockwhea
s ol cake pises, aml Mutfers,

Heinz Office Changes

Frank B Chiffe,  treasurer ol

coiptraller of UL 1 Heing Ca, las
len elected e the new v ereated posi
o ol vice president amd chied finan
cal othieer,

RO Gaoking, assistan compiraller,

awcends Moo Chilfe as compiroller,
while €N Bk, alsoan issistium
conptroller, has beens sl tresnre
ol the comprny,

Salvcging Tape

Fond pawchers, jolibers, vetailers, il

athers with printed packaging nuterial
e alsalen ||} e, mgredient, m

weight changes are salvaging mch of
this niterial with Mark" Ay Corre
tive: Marking Tape. This pressun
sensitive  tape oliscures  invorni
weights,  sizes, prices,  contents, o
veterin, with correct mformation, O
nannfacturer recently reclaimed 823,
OO warth of obsolete cellophine Tags
by osing Mark" Ay Corrective Maek
g Tape to correct a price printed on
e laags Many wsers of prawhaging
materials e restoring obsolete il
mmproperly prmted Tags, wraps, cans,
cartons, and Boxes 1o psefuliness by ap-
phving this tape, They find it cisy 1o
ey neat and mexpensive. The tape is
primted 1o idividual order any size
amd colors Puvther information s
availalile T wening Mark Ay, Ine,
133 W Nrwonne Die, Se Lonis 22,
Mao

Grocery Advertising
Manager

Priocied N Shane s repomned the
sl ot Pl Lol o0 C omemereer,
CNON s the ety of grovery ol
vertismg namager. e natiomally
Lownvn e the tood uplustey o lis
nierols  activitiies e aedyvertising
erehandising e protmetion

The wverigee L) o rresln Ir
150 was LE2E s, e Baglest on revond,
il o merease o 13 sl e aterie
e IR the poak o war vear
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Blood Makes You Fat—
Not Spaghetti

supreme Macirom & Girocery G g
astore T spreendizes i ol ol -
aned s own spaghetn s e e .
sl Bactony behine the shops

Suste Biondin sits o the Tk, el -
ot ol stove for e sons amd s
Banel She sometinies comes ot el
sells,

Uupaghetti o the best fonnl e the
worlds has all the vicomms A 13
all of then T don’t make von 1
vorr get fat frome vonre Wlod 0l
pends on o Blood if vow gt G

“Want wogomd spaghetn s
give vou Marinara. You ke alwan
Tonr omnee of olive ol ke 1 ey
bt Then put alont theee prece i
whele gaorlic e aned ad van el
tcttoesCutoan Tadan parsloy, ol
st and pepper amed Teive Tong conle fen

forty, Torty five nnutes ™
o M i o Ve Vork Tendd §y s

WOV Films in Rome

) MM Sttion WOV New Yol
bilingual meependent, aml G
Buotoni, hewd of B Macaroni
Corpe New York, Nmerwan Loanech
of the warkdw e concern, having com
Pleted am agreenent coverog the i,
duction I WON S Ronne stindios o
TA il spes ol docmmentanry nilg-
Tor Bitonn,
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SMILESTONES
N

by
Vita Viviano

Knighthood has truly flowered at the
Vimeo Macaroni Cu. Upon Salvatore
Viviano has  been  conferred  the
Knighthood of St Gregory by His
Holiness the Pope—a distinction be-
stowed upon but a chosen few Ameri-
cans,

Irish eyes are smiling again! Our
inimitable  host at  many meetings,
James M. Deegan of Dobeckmun, has
fully recovered from an appendectomy.
Jim's “a votre sante” green tie, fen
tured at the recent convention for the
benefit of the French delegation, is
again being spotlighted! The Dobeck-
mun Co., realizing the versatility of its
field sales manager, has appointed him
to office responsibilities too. So Jim
not only plays the ficld but covers home
base as well,

When the committee of the New
Park system of Braidwood, 11, heard
that Henry Rossi, Jr., was looking for

greener pastures, he was appointed
chairman of the project. Henry holds
sway with the Rossi Macaroni Co,

Welcome home to M. J. Donna,
who has returned from a pleasant vaca-
tion in the Canadian Rockies. Could
his fellow citizen's (H. Rossi's) new
appointment have prompted this trip?
Smiles to Braidwood's outstanding citi-
zens |
New Horizons

The grand-dad of all macaroni mills,
A, Zerega & Sons of New York, will
soon open the portals of a new plant
in Fairlawn, N, J.

American Beauties to the Vagnines,
the Macaroni Moguls, who plived
hosts to many guests upon the Im'm.ﬂ
opening of another mill in Denver.
Plcasant Pebbles

Our congenial northern  ueighbor,
PPaul Bienvenu of Catelli Food Prod-
ucts, is now a cog with the Ogilvie
FFlour Co. of Montreal,

Roy Wentzel has advanced 1o the
rung of general manager in the ladder
of Doughboy Industries of New Rich-
mond, Wis,

Orange blossoms have again per-
meated the Hoskins Havea, Charlotte
McKeand, sceretary to Glenn Hoskins
since his organization was founded,
was marricd to August Bonhiver, Sep-
tember 8, 1951,

Happy housewarming to the Harry
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Baileys, who have moved into their new
home at 5800 Kellog Ave, in Minne
apolis, The charming Mrs, Bailey has
fully recovered from a recent illness
Due to the Mayo clinic's diagnosis, 4
“smilestone”  was substituted for 2
chronie condition for which Mrs, Dai-
ley had been treated for some time,

In Transit

Glenn Hoskins, consultant extraor-
dinaire, rose at 4:00 A.M. to catch a
plane for St. Louis. During his visit
he was a guest of honor at a certain
spaghetti-cating contest 212171712

Harry Dailey, generalissimo of
certain mill (no rtmchinlg lease) and
Robert Green, (the "go™ light for the
Macaroni Institute) who stopped in the
Smilestone's workshop and contributed
the above tidbits,

Charles (Bud) Dehner related an
incident on the village green with
Lloyd Skinner. Lloyd's swinging arm
was a trifle stronger, having just re-
turned from a vacation, Bud will score
a capital victory on a return engage-
ment—hence premiums are up on golf
clubs, too,

Note:

Gentle readers:  Smilestones into a
mighty column will grow if you will
assist to hew and shape some gems for
its editor, Send all contributions to:
Vita J. Viviano, Seventh & Carr Sts,,
St. Louis (1) Missouri,

Do higher labor costs reduce your profits?

You can now do something about higher labor costs and re-

duced working hours which eat into profits. Install a CECO
Adjustable Carlon Sealer, and you will save enough on pack-
aging labor cosls to pay for it in one year or less. After that

you can pocket the extra prolits it will keep on eaming for

many years.

A CECO Sealer glue-seals both ends of cartons containing
long or short products automatically, simultaneously. The ma-

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

Sealers.

Peatlured

V Low first cost

V Low maintenance

V Saves labor

V Increases production

.V Makes Better-looking
carions

CONTAINER EQUIPMENT CORPORATION
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New Jersey Hails
New Zerega Plant

Acclaimed by engineers, architects,
and food processing and packaging ex-
perts as five years ahead of its time in
advanced scientifie prodluction facilities,
one of New Jersey's largest and most
modernly equipped food manufactur-
ing plants soon will be in operation at
Iair Lawn, suburb of Paterson.

The beautiful new streamlined build-
ing, fronting on the north side of
Route 4, just west of the Erie Railroad,
has been specially designed as head-
quarters of the oldest firm in its field
in America, A, Zerega's Sons, Inc,,
producers of Columbia brand maea-
roni, spaghetti, egg noodles, and more
than twenty other similar products.
Formal opening of the new plant took
place in September, 1951,

John I Zerega, Jr., vice president
of the 103-year-old” Zerega company,
pointed out that the new building an
its mechanical installations have few,
if any, counterparts anywhere in the
world,

Occupying a park-like landscaped
site, the handsome brick and glass one-
story structure represents the latest
developments in - modern  functional
architecture for industry. Its more
than 90,000 square feet of area—
more than two full acres on a single
floor—were planned and designed for

THE

Completed, the 80,000
hygienic food processing

NOODLE MACHINERY

WE SPECIALIZE IN EQUIPMENT FOR
THE MANUFACTURE OF CHINESE
TYPE NOODLES

Dough Brakes—Dry Noodle Cutters—
Wet Noodle Cutters—Mixers—
\ Kneaders
Rebuilt Machinery for the Manufacture
of Spaghetti, Macaroni, Noodles, efc.

BALING PRESSES

Hydraulic Baling Presses for Baling all
Classes of Matlerials

HYDRAULIC
EXTRUSION PRESSES

Over Forty Years Experience in the De-
signing and Manulfacture 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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maximum efficiency, comfort, and hy-
gicenic production facilities, '
Not only is the new Columbia plant
fully insulated, but the entire roof is
covered with a three-inch layer of wa-
ter which coals the interior by evapo-
ration and by deflecting the sun's rays.
The glass brick scetions of the exterfor
walls, which provide wide areas of
natural lighting, are sclf-cleaning on
the outside, and are of two Lypes,
Those facing dircet sunlight have self-
contained fillers o diffuse the light

L
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equipment.

are of plain glass brick,

High Solids
Noodle 'l{o/k.d

Packed in the Corn Belt

under Dept. of Agriculture Inspection

William H. Oldach

Packer and Distributor

American & Berks Sts.
Philadelphia 22. Pu.

Telephone Gartield 5-1700
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riays, while those not facing the sun

The building is particularly note-
worthy for the elaborate installations
of electro-mechanical automatic con-
veying and  processing machinery—
some units of which are so new and
advanced that only one or two other
buildings in the country have anything
comparable, Many of these units were
custom-huilt for the Zerega plant.

An intricate battery of  pncumatic
sl vacnum pipe lines handles vast
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tonnages of different raw materials,
unloading them from freight cars and
sending them at high speed to a series
of huge hoppers, Thence they move
onward in a continuous flow to and
through the stainless-steel automatic
machines that form the ingredients
into extruded shapes of the finished
products, A fingertip clectrical control
panel can fill and vnload the hoppers
rapidly and will direct any type of
raw material to the rcquiru(i machine,
The ingredients are conveyed all the
way by air from the railroad cars to
the sealed hoppers, to the macaroni ma-
chines, and continue non-stop right
through packaging and cartoning
cquipment and on to outgoing freight
cars or trucks,

The building interior has many in-
novations, such as walls of a compo-
sition that needs no painting. This fea-
ture, together with the highly sanitary
natuie of all the machines and equip-
ment, make for the ultimate in hygi-
enic protection, and no expense has
been spared to guard the ingredients
and the finished products from any
possible contamination.

The front of the new plant houses a
restaurant for the employes and staff,
and will be in operation 24 hours a
day., There is a fully equipped first-
nici room, together with up-to-date rest
rooms equiprcd with showers, for the
employes. Modern executive offices are
also housed in this section,

With the start of operations late in
September, the new Columbia plant
will employ more than 150 persons,

Dr. F. Eugenia Whitehecd
Joins Wheat Flour Institute

T, Eugenia Whitchead, D.Sc., a re-
scarch fellow in nutrition in the School
of Public Health, Harvard University,
has been named director of nutrition
of the Wheat Flour Institute, educa-
tional division of the Millers National
Federation,

The announcement of Dr, White-
head's appointment was made at insti-
tute headquarters, As soon as possible,
she will join the staff of the milling in-
dustry organization. She will take di-
rect charge of an expanding school
program in nutrition education, and
will co-ordinate the basic nutrition
theme expressed in all Institute activ-
ities and publications,

Miss Whitchead was appointed a re-
scarch fellow in nutrition at Harvard
in September, 1949, She received her
Dogtor of Science degree in nutrition
this year. A native of Athens, Ga.,
r. Whitchead received a Bachelor of
Science degree in home economics and
a Master of Science degree in nutri-
tion at the state university, She has
done graduate work in nutrition at the
Universities of Chicago and North
Carolina,
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Currently Dr. Whitchead is com-
pleting an assignment as a research
fellow in nutrition at Harvard Univer-
sity, supervising production of films
on nutrition cducation projects under
a grant from Swift & Co. She is alsn
nutrition consultant for Weston and
Ginn & Co,, textbook publishers, She
will join the Wheat IFlour Institute in
Chicago upon completion of her work
on the film project.

Nutrition and Health

“The prospect of peace and pros-
perity in the world is dependent in a
large degree upon our increased knowl-
edge of food and its effect on human
life,”" according to George A, Sloan,
president of the Nutrition Foundation.

“There is a growing acceptance of
the evidence that nutrition is the most
important environmental factor in the
health of our people,” Mr, Sloan
stated, “Without sound health of our
people, we can  buill no lasting
strength—physical, mental or moral.

“The science of nutrition, which
concerns food and its relation to life
and health, has been recognized for
barely half a century, The quest for
knowledge in an area so broad has
been pressed forward, of necessity, on
many fronts, One of the significant
programs of rescarch in this science
during the past decade, has been

lanned, directed and financed by the
K‘utrilinn Foundation, Inc."”

and Supplies

221 Bay St.

BIANCHI'S
Machine Shop

Macaroni Mfg. Machinery

Tamale Machines and Cheese Graters

San Francisco 11, Calif.

California Representative for says.
. % P 2—Egg Solids and Color Score in Eggs.
Consolidated Macaroni Machine Corp. Yolks and Egg Noodles .
N 3—Semolina and Flour Analysis [
kP i ' 4—Rodent and Insect Inlestation Investiga-
tions, Microscopic Analy~us
Fabricators of Ravioli Machines, 5—Sanitary Plant Inspections

JACOBS-WINSTON
LABORATORIES, Inc.

Consulling and Analytical chemists, special- |
iging in all matiers involving the exmmina-

tion, production and labeling of Macaroni,
Noodle and Egg Products.

1—Vitaming end Minerala Enrichment As-

James ]. Winston, Director
156 Chambers Street
New York 7, N. Y.
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Philip Pillsbury Outlines
Part Advertising Plays in
Development of Mill
Programs

“The long range social and develop-
mental responsibilities of modern man-
agement can only be attended to after
sales have been made—and today sales
are made only if advertising is part of
the life and blood of an organization,”
I'hilip W, Pillsbury, president of 1ills-
bury Mills, Inc., told members of the
Association of National Advertisers at
their annual meeting in New York,

“Advertising, properly planned, prop-
erly exeeuted and geared to the total
sales effort, is indispensable to the mod-
ern ‘selling,’ ™ the president said, And
unless, through sound advertising, sales
are made effectively, no company can
establish - modern “employe relations
practices, continuous plant moderniza-
tion, or long range research and prod-
uct development,

The management that can move in
on the sale is the management that
moves into leadership. When you ac-
cept this principle, you find advertis-
ing “moving right up into the board
of directors room, pumping life blood
into the organization,” he sai.

The amount of an advertising budg-
ct, Pillsbury said, should be relative
to the goal in sales the company sets,
The important thing to consider is how

e

Philip W, Pillsbury

much and what kind of advertising will
contribute to the attainment of that
goal.

“The president of a company used
to have 1o buikl the sales before he
could build the brick and mortar,” he
said.  “Nowadays, the president in-
herits both the sales and brick and
mortar, But the principle is still the
same. The sale must be made before
anything clse can be done, and so man-
agement today, 1o be effective, must
maold its course to the point of sale if
it can and stay there,”

(Philip W, Pillshury, though now
executive head of one of the largest

am slaving over a
day'”

“So I says to hi l'" '?nr-dg
ot radiator
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ery Die from our skilled craftsmen is a “Star”
of Beauty, P-rlcdinn’ and Long Lile. We guarantee
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!luur milling companies in the world,
is a practical our miller in his own
right. He represents the fourth gen-
eration of his family in a position of
leadership in the Aour-milling indus-
try. He was grounded in flour milling,
selling, sales management, and finane-
ing for many years before he stepped
into company management. )

"Once you accept the principle of
having to make the sale before any-
thing else, you find you form new
concepts and attitudes towards the role
of advertising, You never thereafter
face the problem of how much stature
advertising should have in an organiza-
tion any more than an individual is
faced with the problem of how much
attention he should give 1o breathing.”

Pillsbury made these recommendi-
tions in regard to a “selling presi-
dent’s” handling of advertising. First,
advertising should be meshed right in
with the whole selling operation, right
from product development pn through
to the national distribution and sale of
the product ; second, the amount of an
advertising budget is cither large or
small, relative only to the goal you
seek to obtain ; and, third, be complete-
Iy open handed in your relationship
with an agency. Give them not onl
full information, but full Imrkgrunm{
a full grasp of the goals you are seck-
ing and, along with it, full respon-
sibility for doing their share in the
program,
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over 20 years.

Our Specialtys LONG TYPE DIES

Your worn oul Dies repaired by SPECIALIZED ARTISTS.
Get Our ESTIMATES. Consull us on your requirements.

and pled as “Tops” for
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Ravarino and Freschi
Redesigns Cartons

Introduction of a colorful and cye-
catching  series of  one-pound  maca-
roni products cartons }nr Ravarino
and Freschi, Ine, St. Louis, marks
completion of the redesigning program

HE MACARONI

and  sales I:unth. In addition, they
have provided the basis for an inten-

sive advertising campaign in which the
package is prominently featured, The
shelf strength and sales appeal of the
new packages enables Ravarino and
FFreschi cartons to speak for themselves
on self-service store shelves,

undertaken by Rossotti - Lithograph
Corp., North Dlergen, N, |

In photos comparing old and new
designs, the following improvements
can be particulanly noted::

(1) Muadernization and prominence
of the distinctive RIY monogram which
performs the function of a trade mark
i identifying the product,

(2) Appetite appeal and merchan-
dising values of the packages have been
enhanced by the use of a realistic full-
color food pictorial on the back panel,
illustrating the product in use,

(3) The wnew  package is  dis-
tinguished by its gay and  colorful
treatment, “The basie color scheme is
red, dark Dlue and yellow, with light
blue highlighting certain areas.

(4) Also of interest is the new win-
dow treatment which enables the prod-
uct to be seen from either a fAat or up-
right position,  This type of carton is
known as the Rossotti Corner-Vu-car-
ton,

The design and color scheme gives
the new packages increased eye appeal

TO BE SOLD

4 faclory Macaroni Products
Presses, new. Buhler Model
TPC. with guarantee. Capacity
250-300 kg per hour.

2 Macaroni-Products Presses,
used, Make—Likotzky. Capac-
ity 300-350 kg per hour.

HCH. BUREHARDT, Postiach 93
Ludwigsburg, Germany

Karl R. Keam Honored

Karl R, Keam, of 2607 Eric Ave-
nue, Cincinnati, president of the Cin-
cimati grocery manufaclurers repre-
sentatives since 1936, was presented
with a life membership in the organiza-
tion at a recent meeting at the Cuvier
P'ress Club,

Mr, Keam recently retired as  di-
visional sales manager for the C, F,
Mucller Co., food manufacturers, He
had been the Cincinnati district repre-
sentative for the firm for 28 years,

PUSH SALES

(Continued from Page 12)

is vditing the Macakont Journan and
is seeretary emeritus of NMI,

For the first ten years, NMI existed
solely on the contributions of industry
members, and thus was severely limited
in the amount of industry promotion it
could carry on.

What industry members needed to
he shown, Mr. Green told AA, was the
importance to them of industry-wide
promotion, as well as promotion of in-
dividual brands by each manufacturer,

Tao get this across to manufacturers,
NMI put together a package showing
what other industry groups had done,
and how successful such promotions
had been, eg., American Meat Insti-
tute, American Dairy Assn., American
Bakers” Assn., et celera,

This was exhibited to manufacturers
from October, 1948, through Hmmnry.
1949. The institute ngrvch that if it
could get manufacturers representing

JOURNAL
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70 per cent of the industry's produc-
tion to back the program, they woull
appoint an organization and set up .
regular promotion program—-this tim
with a workable budget.

Manufacturers  representing  abouw
75%-80% of total production agreed
to participate in the plan when th
group met for its annual winter meet
mg in January, 1949 (approximately
the same percentage as back it today
At the meeting, Theadore R, Sills &
Co., New York, was named to handle
pramotion for NMI, effective March,
1949,

Fach  participating - manufacturer
agreed Lo pay into the promotion fund
lc per 100 1h. bag of flour that he used,
(A rule of thumb in the industry is
that each 100 1h, bag of flour produces
96 pounds of finished product. At the
current rate of production, AA figures
this should produce a budget some-
what in excess of $80,000 per year for
promotion, )

The annual promotions are directed
primarily at getting food editors and
viudio and TV home program producers
to use material prepared by the Sills
organization, In addition, the institute
sends its representatives to home eco-
nomics conferences, and takes an ac-
tive part in the annual North Dakota
Durum Show (about 90% of the high-
protein durum wheat used by the na-
tion's macaroni industry is grown in
North Dakota, whose cool tempera-
tures an’l Barnes loam are particularly
suited to growing this type of wheat).

During Macaroni Week, NMI also
urges manufacturers to get distributors
(and they in turn retailers) to boost
the week by building displays with
other food products, posting shelf talk-
ers and poslers, cte.

Recipes play a big part in any maca-
roni products promotion, Mr, Gren
siys, hecause the institute believes that
most people don't use macaroni prod-
ucts ‘merely because they don’t know
of the many different ways in which
they can be prepared,

The recipes stress the products s
complementary  to the main  dish,
whether it be fish, fowl, meat, viu-
ctable, dairy food, et cetera, They v
even be served with fruit, Mr, Greon
said, telling of one recipe which eal's
for brown sugar, raisins and noodles

National Macaroni Institute has a
parent organization, National Maci-
roni Manufacturers Association, which
operates as a trade association, s

rincipal functions are to elevate the
Iw\'rl of macaroni  manufacturing;
maintain representatives in Washing-
ton, and work with the nation’s durum
wheat farmers, .

Fred Mueller, C. F. Mueller Co., 18
president of the association. C. W.
Wolfe, Megs Macaroni Co., is pub-
licity chairman of the institute, and Mr-
Green is seeretary of both organiza
lions,
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SPAGHETTI KING

(Continued from Page 24)

ur fat costs by at least 30% —and

2 [ £l
maybe more, We've done all this with
an inereased fried fod volume, oo 1"

Baking is a cinch at The Spaghetti
King with the range-oven, This is an-
other place when accurate controls,
even heat, coolness and convenience
share the glory with the  excellent
baked and roasted foods that custom-
ers enjoy so much,

Speaking of volume, Al estimates
that they serve enough spaghetti every
month o feed an army of 8,000 men!
That means a ton of the rich, Navorful
spaghetti,

Alis a gond businessman,  Restau-
rant men these days must be good
business  managers—amd Al is  just
that,  He says, for instance, “Today
you just have 1o keep your business up
to date.” At The Spaghetti King, th: 1
has meant the new all-clectric kitchen,
1t has meant complete air conditioning
= 10-ton unit plus o new 5-ton pack-
age air-conditioner, In mild or cold
weather, the smaller unit suffices; in
hot weather, both are used for air com-
fort of employes and patrons.

To keep his 15 employes busy (11

;”- . d‘.f' ullutml mu:u qud
unds a month. enough 1 d
:".:': ‘I,:l 0,000 menl! thl&yl:g : d..l:h
"“ﬂ'l'u.nl.l is on:h:I the waitresses. Al

Bpaghe
“u.ﬁ L]
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full time, 4 part time) and to make
sure of sufficient turnover of his 100
seats (10 stools, 20 at tables and
hooths), Al decided to advertise his
business,
Advertising Plan

Setting aside a nominal two and a
half per cent of his gross, The Spa-
ghetti King has a planned advertising
program.  The Chicago Tribune and
other Chicago dailies carry teaser ads
of varying size just aboul every day,
In the Tast year, when the advertising

Change in Agency

Daott, Ingg, M. G, Braibanti & Co.,
Milano, Ttaly, has made the following
announeement relative 1o their United
States representative :

“As per mutual agreement effeetive
last September 1, 1951, the Dott. Ingg,
Mario, Giuseppe Braibanti & Co., Via
Borgona 1, Milino, ltaly, has ter-
minated its sales ageney arrangements
for the United States and Canada with
. Kalfus & Co., lne., of 104 Gramd
Street, New York, N, Y.

C“Notice of the appointment of re-
giomal agents for sales and services of
Braibanti Macaroni Equipment will be
announced. Mr, Joseph Santi continues
with our company. He is located at 23
East 21st St, New York 10, N, Y.
(Admiral Pentheuse).”

Hudson Buys 235,000-
Acre Woodland

Purchase of approximately 235,000
acres of woodland located in Dixie,
Gilchrist and La Fayette counties in
Florida, has been announced hy Wil-
liam Mazer, executive vice president
of the Hudson Pulp & Paper Corp,

A
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Two-and-a-half per cent
of gross sel anide for ad-
verlising pays lor leasor
ads like these in Chicago
dailies.
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plan was started, business has in-
creased very favorably, Not only have
more people eaten at the restaurant,
but they are selling more amd more
carry-oul orders, which is helping 10
counteract reluctance of TV viewers in
cating out,

Biggest problem, believes Al is la-
]mr: He is solil on the need for Tahor-
saving equipment in every restauriant
operation—and  he's lappy - with his
new electrie kitehen for - just  (his
renson,

Negotiations for the purehase, which
have heen going on for a number of
weeks  with Perpetual Forest e,
previous owners of the property, were
Closed on August 31, Purchase price
hias been set at $3,230,000),

Adidition of the new woodlamds in-
creased the company's holilings, in
Florida alime, o approximately 300,
000 aeres, T0is the company's intention
o plant seedlings and conduet a re-
forestation program in order not 10 e
plete its forest reserves,

Hudsin is presently the  world's
largest producer of gummed  sealing
tape, il houschold paper napkins, s
gummed tape is sold under the bl
names of Orvange Core and Blue Ril
bon. The new facilities will strengthen
the company’s position in this il as
well as in the production of lags and
sacks, kraft and butcher's wrapping
paper and moltiwall bags, all of which
are mide at the Palatka mill.

“The addition of these new wod
landds,” Mazer stated, “are in line with
our company's policy 1o integrate our
operations hoth backwards and  for-
wards in order o maintain our posi-
tion as a dependable source of supply
to our customers.” ‘
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The MACARONI JOURNAL

P, O. Drawer No, 1, Braldweod, Il

Successor 1o the Old Journal—Founded by Fred
Becker of Cleveland, Ohio, in 190

A Publication to Advance the Macaronl Industry,

Registered U, 8, Patent Office and published
Monthly by the Natlonal Macaronl Manulacturers
Association as its Official Organ since May, 1919,

PUBLICATION COMMITTER

C. F. MuelleFiiooeoennresescsssscazsse Pl
Peter LaRosa .. Vi

ent
ent

sevenne s Adviser
Managing Editor

BUBSCRIPTION RATES
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Canada and Mexico .$2.50 per year In advance
g'uuiln Countries 3.50 per year in advance
ingle Copies ... tissesssreiisnsidd cENtE
Back Coples .uvvvrsnnsrssresssnsssnsss30 cents

BPECIAL NOTICE
COMMUNICATIONS—The Editor _solicits
sews and articles of iverest 1o the Macaroni
Industry. All matiers intended for publication
must reach th; Fditorial Office, Firaidwood. 111,
no later than FIRBT day of the month of Issue.

THE MACARONI JOURNAL assumes no
responsibility for views or opinions expressed by
contributors, and will not knowingly advertise
ir ible or thy concerns.

The publishers of THE MACARONI JOUR.

AL reserve the right to reject any matter
urnished elther for the advertising or reading
columns.
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payable to The Macaronl Journal,
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National Macaroni Manufacturers
Association

OFFICERS

C. F. Mueller, President, vouiiie
Maurice 1. Ryan, Ist Vice Pres
Peter LaRosa, 2nd Vice Presiden
!,Io‘d E. Bkinner, 3rd Vice I'r

Robert M. Greem, Secretar
M. J. Donna, Secretary Emeritus...
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seses IO Drawer No. 1, lluia

1950-1851

. LaRosa & Sons, lrookl N
kinner Mig. Co., Omaha, Nebr,

he Creamette Co., Minneapolis, Minn,

wood, 11l

DIRECTORS

Joseph DPellegrino, Prince Macaroni Mg, Co., Lowell, Mass,

Reglon No. 1
Reglon No, 2

Samuel Arena, V. Arena & Sons, Norristown, Pa.
Emanuele Ronzoni, Jr,, Ronzoni Macaroni Co., Long Island City, N, Y.
C. W. Wolle, Megs Macaroni Co,, Harrisburg, Fa,

Region No, 3
Mllicrl E, Rossi, I;r'ncilm & Rossl, Ing, Auburn, N. Y

Albert 85, Weiss, W

Reglon No. §
Thomas A. Cuneo, Ronco Foods, Inc., Memphis, Tenn.
Peter J. Viviano, Delmonico Foods, Ine., Louisville, Ky,
Region No, 8 i

Paul Hienvenu, Catelli Food Products, Montreal, Canada
Maurice L. Ryan, Quality Macaroni Co,, 51 Taul, Minn,

Reglon

eiss Noodle

0., Cleveland, O,

J. Grass Noodle Co,, Chicago, 111,
Quarker Oats Co., Chicago, 111,

No. 7
John Laneri, Fort Worth Macaroni Co,, Fort Worth, Tex,

Iﬂ'tflon No.

. &
Tarry Diamond, Gooch Food Products Co., Lincoln, Nebr,

Region

No, 9
Guido I'. ul'(f“lll]. Mission Macaroni Co,, Seatile, Wash,

Reglun No, 1

0
Vincent DeDomenico, Golden Grain Macaroni Co., San Francisco, Cal.

Reglon No, 11
Edward D, DeRorco, San Dig

o Macaropi Mig. Co., San Diego, Cal,

Robert 8, William, ftobert William Foods, Los Angeles, Cal,

At-Large

Peter La Rosa, ¥V, La Rosa & Sons,
C. F. Muvaller, C. F. Mucller Co., .!lruy . J.
Freschi, Inc,, St. Louis, Ma.

Albert Ra wrino, Ravarino &

L] mnllcvl :I‘.’ / .“P.‘ \J.

Lloyd E. Skinner, Skinner Mig. Co., Omaha, Nebr.
*-r:; Tujague, National Food Products Co, New Orleans, La.
ouis S, \lsnIm}, American Deauty Macaroni Co., 81, Louis, Mo,

John P, Zerega,

., A. Zerega's Sons, Inc, Drookiyn, N, Y.

Ollie the Owl

For years the problem that has wor-
ried Birdland most is the high mortal-
ity rate among young birds. It has
been estimated at 50 per cent and even
higher, It is not unusual to find hun-
dreds of nestlings on the ground every
day ; they fall out of trees, fly too soon
and crack up, or sometimes they are
thrown out by other nestlings or
marauding birds. The grave-diggers in
the Birdland Cemetery were always
busy.

Last year the Council decided it had
to do something about it. This is what
they did, They levied a Keep 'Em
Flying tax, the proceeds to be used to

Important Industry Dates

Macaroni Week
Nationwide
October 18-27, 1951

Winter Meeting
Miami Beach
January 22-24, 1952

48th Annual Convention

Montreal
June 26-28, 1952

employ doctors and nurses 1o provide
muedicinal care for the nestlings so that
the mortality rate would drop. The tax
was the highest ever levied here in
Birdland, but the birds were all for it
hecause fewer nestlings would die.

The few dissenters who thought the
tax was too high were quickly silenced
when told that, as soon as the nestlings
learned to fly, they would become sub-
ject to tax and, inasmuch as the Keep
Em Flyving program would save mil-
lions of lives, there would be millions
more of birds to pay taxes than for-
merly and this would lower the over-
all per capita tax—cut it 'way down,
lower than ever before. Lower taxes
sounded good to the flock, so they went
along with the new idea,

The medicos did a good job, Mor-
tality was cut 'way down, the nestlings
grew to maturity and, after they had

CLASSIFIED

AVAILABLE: EXECUTIVE PLANT

MANAGER
Age 42, 20 years as a skilled adminis-
trator and dinalor, ell bal d in

all phases of plant operations and func-
tions. Has the "know-how” lo gel maxi-
mum production and quality control with
minimum Iriction and cost. Will assume
full responsibility, Box 88, ¢/o Macaroni
lournal, Braldweed. lllinols.

WANTED TO PURCHASE: Clermont 20"
Non-Reversible Dough Brake, ene Bologna
Stamping Machine, one Clermont 20"
noodle cutier, and one 8" or 10" horizon:
tal press. Box 89, ¢/o Macaronl Jouruul
Braidwood, Il

learned to fly, they were also subjct
to the Keep "Em” Flying tax, which
took 90 per cent of all they carned to
pay back for the medical care they had
received.  TFor a short time they
struggled under the load: then, one
by one, they died until the mortality
rate was higher than ever before, The
birds had so little left after paying the
tax that they could not buy fool
enough 1o sustain them, and they slow-
ly starved to death, Now the taxes are
twice what they were last year and the
grave-diggers are busicr than ever.
High taxation leads but to the grave:
yard,
Very wisely yours,
Ollie The Owl

:
Y
{
®

ST

DYNAMIC
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WHY you should enrich your macaroni products

Market studies indicate that many of the home-
makers and mothers buying macaroni products are
looking for the word “Enriched” on the label be-
fore they buy,

These customers of yours know how enrichment
is making processed foods nutritionally more valu-
able. Their experience with enriched flour, enriched
farina, enriched corn meal and grits, fortified break-
fast cereals, and now, fortified rice leads them to
expect enriched macaroni and noodle products,

VITAMIN DIVISION + HOFFMANN

Enrichment Wa'ers and Pramix distributed end serviced by Wallace & Tiernon Ca., Inc

2 X l Dh i

Do they sce the familiar “buy-word"—ENRICHED,
on yeur packages? If not, act now to bring your
products into the group of dynamic foods.

Enrichment is casy. You can enrich with Roche
square enrichment wafers for batch mixing or with
enrichment premix containing Roche vitamins for
mechanical feeding with any continuous press.

Get all the facts now on enriching your macaroni
and noodle products to meet the Federal Standards
of Identity.

-LAROCHE INC. + NUTLEY 10, N. J.

+ Nework |, New Jeriey




Genial Cedric Adums, oulstanding
Minneapolis newspaper columnisl
and CBS neiwerk radle personality, |
has wen nation-wide pzoularity on
his CBS Pillsbury nelwoik program.

CEDRIC ADAMS
TO BOOST
NATIONAL

MACAKONI WEEK
OVER 156 CBS STATIONS

As a contribution to the success of National
Macaroni Week, Pillsbury has arranged for
Cedric Adams to tell his huge radio audience
some interesting macaroni stories. And who
could tell those stories more entertainingly—
and appetizingly—than Cedric?

Broadcast every weekday aftermoon over a
Columbia coast-to-coast network of 156 sta-
tions, the Adams program reaches over 4,000,
000 listeners.,

His macaroni broadcasts will be heard on
Wednesday, October 17—the day before Maca-
roni Week begins—and Wednesday, October
24—

3:40 PM, Eastern Standard Time

2:40 PM. Central Standard Time

1:40 P.M. Mountain Standard Time

12:40 P.M. Pacific Standard Time

We are happy to help promote the fine products
of the Macaroni Industry, which we have been
serving for so many years,

PILLSBURY MILLS, Inc.

Pioneers and Pace-Setters in the Milling of Quality Durum Products

GENERAL OFFICES: MINNEAPOLIS 2, MINN.




