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The appetizing food pictorial illustrated below is just
one of the many EXTRA services Rossotti offers macaront
manufacturers in producing up-to-date and directly sales
appealing cartons, Our library of food pictorials cover
pratically every type of macaroni product prepared in
every conceivable manner, l)(-l::-nding upon the style of
macaroni you are going to package, you may choose any
one of a number of food pictoriais, which will be litho-
graphed on your carton,

The Rossotti organization has kept right in step with
this merchandising trend, That's why every carton joh we
rackle starts . . . not on the artists’ easel, but practically on

SOMETHING EXTRA

IN MACARONI
PACKAGING

the open market . . . with a thorough survey and a com
prehensive analysis of the point-of-sale problems.  We
build your package for self-service, rot shelf-service, It
is designed with dignity to compete successfully agaimt
all comers. Often we discover new serving suggestions
in the Rossotti Kitchen . . . or nutritional values that may
he emphasized to increase consumer acceptance—bring
wider use—and up sales,

Do as so many other successful macaroni manufacturers
are doing, Call us in on your packagiag problems. Get the
benefit of our EXTRA services that means so much 0
your sales and profits,

Why not enl out this food pictorial and paste it on your present package!
See the difference?

2 @
| os s o#, packaging consultants and manufacturers since 1898.

ROSSOTTI LITHOGRAPH CORPORATION
8311 Tonnelle Ave., North Bergen, New Jersey

ROSSOTTI CALIFORNIA LITHOGRAPH CORPORATION

5700 Third Street, San Francisco 24, California

L
Sales Offices in Principal Cities
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You and
UNIFORMITY

You know how much easier it is to control
the quality of macaroni products when you
can rely upon uniform color and quality of

the Semolina you use.

But, do you know that Amb:r’s No. 1 Semo-
lina sets industry standards for uniform color
and quality, shipment after shipment? Lead-
ing manufacturers of macaroni products de-
pend upon Amber’s No. 1 Semolina to help

maintain their reputation for quality.

Shouldn’t you switch to. ..
Amber’s No. 1 Semolina?

AMBER MILLING DIVISION

Farmers Unlon Grain Terminal Assoclation

MILLS AT RUSH CITY, MINNESOTA e GENIRAL OFFICIS, ST. PAUL 8, MINNISOTA
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Maldari Dies are known for Quality, Workmanship, Precision~

and Maldari is known for Service, Reliability, and Guarantee

D. Maldard & Sons

180 GRAND STREET
NEW YORK 13, NEW YORK
U. S. A,

Manufaciurers of the finest Macaroni Dies distributed the world over
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Rumblings At The
Winter Meeting

HE wacaroni-noodle industry s a0 vibrant entity
L judged by the rumblings that were hardly inawlible
d the Winter Meeting in Florida last. month, - There
were some signs of restlessness indicating . wider de-
sire to act more determinedly and co-oper uely in meet-
g and overcoming the stiffer competitic mat seenis o
be ahead for all processors of macaroni roduets,

The products promotion work undertaken in the recent
st and plans for its continuation through 1953 and
future years by the Natieaal Macaroni Institute were
given unstinted support and approval by those who are
foating the hills—a sponsoring group ol progressive,
far-thinking manufacturers who willingly inercased their
contributions by 30 per cent o insure expansionof the
Mecessary co-operative aetivity for the henefie of all i
the husiness,

More and more manufacturers are realizing the value

of the program instituted several years ago by the Na-
tiomal Macaroni Manufacturers Association to improve the
pblic relations between the growers of gond durum
Wheat the semalina millers and the processors of that
rain mto one of the best wheat fmu\.-‘-4|11:n';lrnlli- spis
ettt e nondles and other popular shapes.

e small 1932 duram: erop, though of high quality,
s comvineed maost everyone in the macaroni-nondle
:"'lll-'l'\ that the public relations program is one of the
st things that ever befell the industry, one that merits
ot enly i contination, but also a reasomable eXmimsion,
Wb el thag more and better durum: be produeed in
W country o supply the growing semoling needs
Stow expanding industry,

For some unknown reason and despite the fine promo-
tlnn work undertaken by the National Macaroni Institute
o late, indications are that consumption of macironi
‘l""'[‘ failed 1o keep step in 1952 with the rote of in-
frease et in preceding vears; the first decline sinee 1947,
sccording 1o industry exeeutives who are making a stwly
ot the consumption” trend.  The situation has heen ac-
pted as i challenge as generally expressed at the con-

rence. O the other hand, there was an inereased pro-
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duction of approximately 10,000,000 pounds la:t year of
all types and shapes of macaroni products, the industey's
totad output exceeding 1LOKOO00000 pounds in 1952 on
4 conservative estimate. Where did this inerease go, if
ihe American per capita consumption was lower?  Many
attribute it 1o heavier exports, which will only be con-
firmed by later government figures,

The Chicago Quartermaster Depot reports purchases
of macaroni products of nearly thirteen amd a half mil-
lion pounds st year, o addition, substantial quantities
were obtained for the armed forees at loeal camps through
negotinted bids,  No report has yet been |u.'u]h- of pur
chases by government agencies for foreign aid il simi
e Samaritan purposes, all of which may be the an

“er 1 the disposal of last vear's over-production.

The perplexing question that stumped the experts at
the convention remains ummswered, As everyholdy knows,
the promotional work heing done by the National Mavca
roni Institute i< not intended 1o henefit any particular
group, ot even those direetly financing the mstitute’s
petivities, 1 s an unsellish” action, one that. Tienefits
every manufacturer in the business of supplying  good
maearani products o American consumers, Why, then,
quericd many, should there still be a number of ab
stainers in e list of the supporters of this all-industry
promaotion

It was brought out at the meeting tht all the durim
millers and most of the leading machinery and supply
firms have voluntarily supported the products: promotion
work of the institule by purchasing share certilicates,

Why, then, it was generally asked, do not those mann
facturers who are not supporting the industry promotion
program direetly for other good reasons, also buy share
certificates ¥

The rumblings heard were such that they served 1o
spur rather than 1o retand the co-operative action that the
big majority in the trade Teel is so henelicial amd necessary
and which should prepare them for the strong compee-
titiom ahead by other foods —a situation that shouldd e
particularly noticeable in the vears ahewl,
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Presidential Message

by Thomas A. Cuneo
President, NMMA

Winter Meeting, National Macaroni Manufacturers Association,
Miami Beach, January 20, 1953

S we meet here today, a new cra
is dawning in the United States
of America,

A new President is being inaugu-
rated today,

A new administration is taking over
the reins of government, For the first
time in 20 years, we have Republican
leadership in the exccutive and legisla-
tive branches of the uational govern-
ment,

We, among o:her businessmen of the
United Siates, preet this new era with
confidence. Most of us, 1 venture to
say, breathed a sigh of relief when
General Lisenhower was clected to the
presidency last November 6 and, at the
same time, spearheaded  Republican
victories in congressional races which
assured his party control of both
houses of Congress.

Most of us were apenly critical of
the old administration—critical of the
way it handled controls, restrictions
and labor relations, among other regu-
lations which affected the operation of
a business,

None of us, however, is naive enough
to believe all of our grievances, against
what we may consider unnecessary
government interference in business,
will be corrected overnight,

Perhaps the best we can hope for
immediately is a clearer understanding
of the problems of businessmen in
Washington—or to put it another way,
an attitude in Washington toward busi-
ness which will be fair and square, and
not influenced first, last and always by
political expediency.

We must encourage Washington in
that attitude, 1t is up to us—the mac-
aroni  industry—to pledge our  re-
sources, our knowledge, and our co-
operation to the end that the admin-
istration of President Dwight D, Eis-
enhower will work toward re-establish-
ing our cconomy on a sound basis,

In fact, it is not amiss for us, as
representatives of the great macaroni
industry, to dispatch—right now—a
message to the new president, i
him of the co-operation which we
ready to accord his administration,

So, in effect, all we have as we em-
bark upon this era of confidence are
hopes that business will get a better
break in Washington,

It we can't run our business on

hopes—so let's get down to the facts
of our business life.

There lies ahead of us a year of hard
work—of increased sales promotion, of
stronger salesmanship, of getting to
know more about ourselves and those
who buy from us,

We, as an industry, have made great
strides during the last few years, but
we are confronted with new problems
always., What our current problems
are, and how we can turn them into
opportunitics, will be discussed in de-
tail during our meetings here,

1 am anxious to attend the business
sessions of this conference and I know
'l learn a lot by doing so. All of us
will, I'm sure.

In the meantime, however, we might
pause a few moments here to do a little
crystal gazing to determine, as best we
can, what 1953 holds for business,
generally,

We know there have been many
srophets of doom who are predicting a
yusiness recession in the year ahead,
I, personally, hold no such view, and [
don't think you do. i

Nusinessmen, generally, are conii-
dent. In fact, they are optimistic,
’rognosticators on the business scene,
men who make their living foretelling
what's to come, are just as confident.

We're all hopeful; we're all con-
filent; we're all optimistic,

But we're not smug and complacont,

We in our industry must face the
fact that the per capita consumption of
macaroni dropped off slightly during
1952—the first decline in macaroni
consumption  since 1947, Howcver,
total production of macaroni prolucts
in 1952 amounted to one billion, fifty-
six million pounds—or about a ten
million pound increase over 1951,

On the face of it, we have two jobs
ahead of us in 1953, We must hold
our production gains, even topping our
1952 output, and, more important, we
must put that per caj ita consumption
curve back where it belongs,

We have the means at our disposal
10 achieve these goals,

One thing working in our favor is
the demand of the armed forces for
macaroni products. The armed serv-
ices, through centralized ‘purchases,
hought 13,000,000 pounds of macaroni
products in 1952, A study of master

Thomas A. Cuneo
President, NMMA

menus, issued in Washington for fvedl-
ing armed service personnel  from
Korea to western Berlin, shows tha
spaghetti and meat balls, macironi au
gratin and noodle dishes are served
regularly and frequently in the mes
halls,

We regard this as good, of course.
Not only because we can sell 13,000,
000 pounds of our preducts to the mili-
tary and naval forces, but also be-
cause these men and women in the
armed services will return home with
a bigger appetite for our products—
in the long run, stimulating the civilian
demand.

But, in addition, we must bend our
every effort to the job of making the
American nation more and more aware
of the unequalled versatility of mac
aroni products, A tremendous job o
publicizing the versatility of our fool
products has been done by the Sills
organization, but we, the manufactur
ers, must do our part as well.

We must have harder selling cam-
paigns,

The individual salesman must doa
better job,

Our advertising selling copy must be
better, 5

And—very important—the, retailer
must be sold on the plus prohts avdil
able to him if he pushes our products.
He must be convinced that attrachive
displays of our products will not on}
sell spaghetti, macaroni and noo t“lj
but they will create a greater deman
for companion foods, as well. A

We must drive home to the macarot!
buyer and the retailer that macaront is
the most companionable of all fouds—
that it combines with other foods a¢
no other single food product docs.

We all know it. Let's tell the world
about it. p

When the independent grocer an
the manager of the supermarket ﬂfl‘l
made to realize that macaron \\’1:
move a dozen other food items off the

(Continued on Page 36)
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Winter Meeting in Florida a Big Success

Attendance was good and interest was keen at the 1953 Winter
Meeting of the National Macaroni Manufacturers Association,
January 19-22, Miami Beach, Florida. Plans were laid for a pro-
gressive year of united and co-operative action,

MI:\.\II BEACH, FLA., was the
scene of the first business con-
ference of the organized macaroni-
spaghetti-cgg-noodle industry in 1953
under the auspices of the National
Macaroni Manuacturers Assnciation,
and it was frecly predicted that if the
pace set at this conference and the
mterest — shown  there  continues
throughout  the year, not only the
members of the National Association,
the supporters of the National Maca-
roni Institute, but also the entire in-
dustry is in for a profitable year, and
the housewives of the nation are as-
sured of a plenteous supply of even
better, more nutritious macaroni prod-
ucts,

Several scores of the nation's lead-
ing firms sent one or more representa-
lives to the winter mecting, and_the
allieds, as usual, entered enthusiastizal-
Iy in the action taken at the meeting
and pledged fullest co-operation in the
program  of business improvement
unanimously approved.

The theme of the 1953 winter meet-
ing was “Magic Keys to Better Busi-
ness” It was featured at the three
morning meetings, which were held in
the Key Club of the hotel that has
become” the macaroni-noodle makers’
winter haven for the last five {cnrs
and which will be the scene of the
1954 winter mecting by unanimous
vote of the board of directors.
_T]m:n.'ls A. Cunco, president of the
\agln!ml Macaroni Manufacturers As-
Soctation, presided over the general
sesslons  and  introduced  the arm
method of procedure in keeping witﬁ
15 t'x{ltrit'nces as a captain in the
ﬁl;st World War and a colonel in
World War 11, Mectings started on
time and closed at the hours indicated.
Speakers were decorously held within
Ineir allotted time, and discussion was
fever permitted to get out of hand.

¢ convention proper was preced-
by 2 ]]lalmnry 19 meeting of the
of directors that lasted through-
";ﬂ most of the day. Financial reports
o the National Association secretary-
l:i?s"ﬂ'r and National Macaroni In-
of “;1!‘ manager, Robert M. Green, and
2 the MacAroN1 JoURNAL'S manag-
T.F“l““"- M. J. Donna, were studied
,ubm‘.'PPm\'cd as per audits for 1952,
ited by Wolf & Co.,, C.P.A.

e several budgets for 1953 were

ied and, with Tittle change, were
“Proved, The budget for the Nation-

al Association was set at $19,432.30;
that of the National Institute, $79,-
.15;8.06, and that of the Journar, $20,-

The directors heard the reports of
James J. Winston, director of re-
search; C. W, Wolfe, chairman of the
NMI activities, and C, L, Norris,
chairman of the durum growers, pub-
lic relations. Tt was voted to increase
the activitivs of the latter, in view of
the none-too-favorable durum situation
that faces the industry this crop year.

Plans were laid for the annual con-
vention of the industry at the Broad-
moor Hotel, Colorado” Springs, Colao,,
June 22-25, 1953, 1t was unanimously
voted to return to Miami Beach for
the 1954 winter meeting, and to make
arrangements  for the 1954 general
convention at  Shawnee-on-the-1ela-
ware in June,

Late in the afternoon of January
19, the directors and the executives of
the durum mills met to study the pres-
ent and future durum sitoation, Tt
was agreed that the durum situation
for the 1952-53 crop year was a rather
tight one, with the general thinking
that there would be enough good du-
rum to meet the industry's needs if a
good crop was assured next fall, Al
the millers agreed that there seems to
be no need at present to go to granu-
lar to streteh the present crop, at least
from present indications and reports,

First Day's Session

The 1953 meeting was opened
romptly at 9:30 am., January 20,
by President Thomas A. Cunco. who
welcomed the delegates and congratu-
lated the many who were brave enough
to bring along their ladies, and invited
the latter to enter fully into the spirit
of the convention and its many social
functions. He followed with his mes-
sage to the association and the indus-
try.

He was followed by presentation of
“The Magic Key,” a film prepared
by the Chamber of Commerce of the

nited States of America to develop
better public understanding of the part
advertising plays in our cconomy, and
to show how advertising helps make
jobs and steps up production,

The need of more research on the
macaroni market to guide the sales
efforts of macaroni executives was dis-
cussed by John H. Betjemann of A, C,
Neilsen Co., Chicago. With the aid

of informative charts, he reported on
a special survey his fitm had made
on the macaroni market and indicated
how the proper use of the information
thus gained could be used advanta-
peously,

The first morning's program was
brought to a close by a panel discus-
sion of the subiect, "le{ing at I’ar,”
with past president C. W. Wolfe as
moderator, On the panel were such
representatives  of the  industry as
Lloyd E. Skinner of the Skinner Mfg,
Co., Omaha, Nebr.; Horace . Ginia
of A, Gioia & Sons, Rochester, N. Y.,
and Albert Ravarino of Ravarino &
Freschi, St, Louis, Invaluable sales
facts were brought out and selling
practices, good and otherwise, dis-
cussed,  This ended the session on
“Advertising and Selling.”

Second Day's Session

“Production and Packaging” was the
subject for the seeond day of the meet-
ing, It, too, was held in the Key
Club of the Flamingo Hotel, with
President Cuneo presiding,  Panel dis-
cussions featured most of the program
of the day, opening with one on “What
Goes in the Package.” ast President
C. L. Norris of the Creamette Co.,
Minneapolis, was the moderator, aided
by J. Harry Diamond of Gooch Food
P'raducts Co,, Lincoln, Neb.; Harry
1. Bailey of General Mills, Inc., Min-
neapolis, and Charles 1, Wilbur of
Armour and Co., Chicago.

Something new was introduced by
Robert M, Green, NMMA sceretary,
in the way of “20 Questions for the
Experts.”” Questions from the audi-
ence were mvited to stump the ex-
perts on such subjects as press opera-
tions, drying problems, noodle manu-
facture, dic maintenance and similar
production matters.

To aid the moderation were chosen
such experts as Joseph Santi of M. &
G, Dratbanti & Co., Milano, Italy;
Conrad Ambrette of Ambrette Ma-
chinery Corp., Brooklyn, N. Y.; John
Amato of Clermont Machine Corp.,
Brooklyn, N. Y.; Nat Dontempi of De
Francisci  Machine Corp., Drooklyn,
N. Y.; Glenn G, Hoskins of the Glenn
G. Hoskins Co., Libertyville, TIL.;
Donato Maldari of D, Maldari & Sons,
New York City, and others,  Though
the experts were sometimes  embar-
rassed by the questions propounded,
they were never really stumped.

Charles C. Rossotti, vice president
of Rossotti Lithograph Corp., North
Bergen, N. J., presented a paper on
“Advertising and Point-of-Sale Value
on Your Packaging,” making some
timely suggestions for gencral im-
provement in planning and use of
messages on the faces of cartons for
information and guidance of the

25x |
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CORPORATION DEMACO

46-45 METROPOLITAN AVE. * Phane IVerqeen 6 9880 ) * BROOKLYN 37, N Y.

JOSEPH DeFRANCISCI, President (Former Secretary and Treasurer Consolidated Macaroni Machine Corp))

Automatic Mechanical Spreaders ¢ Automatic Combination Continuous Presses

; for Long and Short Pastes ¢  Continuous Short

!

4 Paste Presses ¢ Long Paste Preliminary Dryers g

o Automatic Noodle Sheet Formers e Automatic
Continuous Short Cut Dryers ¢ Egg Dosers

Automatic Continuous Combination Short Cut and

Noodle Dryers  Macaroni Cutters « Die Cleaners

Jhe Outstanding Spreader. You (Can Depend On
When you think of Spreaders that will
last . . . think of DEMACO first . . . For
You are assured the best Spreader you
can buyl Indeed it is so superior that
DEMACO guarantees each and every
piece,

¢ DEMACO's guarantee assuies you pre-
ty Cision performance, economical opera-
| tion, and long life. The Spreader de-
signed for simplicity, and IT IS SIMPLE
N ITS PARTS. The fully mechanical
tutomatic Spreader with no ELECTRI-
CAL TIMERS, NO L\MIT SWITCHES,
NO BRAKE MOTORS. NO COMPLI-
CATED ELECTRICAL CIRCUITS and
the entire Spreading Attechment runs
on a standard 1 HP Motor. Selected by

2% .,m B ‘ L manufacturers who know.
E H G U e | szl Gl JOSEPH DeFRANCISCI, President (Former Secretary and Treasurer Consolidated Macaroni Machine Corp.)
||| with the ‘hade accopted” and proven

2 shaft. single. miver mDéﬁﬂ/VC’/ﬁ'G’/ Wﬂ&'///ﬂﬁ"

Continuous Automatic . CORPORATION
Press For Short Cuts AVAILABLE IN 2 MODELS i pI‘:;d‘f‘,ci;on i 46-45 METROPOLITAN AVE. * FPhone EVergreen 6 9880 17 * BROOKLYN 37, N. Y.
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housewives who purchase the products.

He was followed by Roy E. Han-
son of Milprint, Inc., Milwaukec, in
an able and interesting discussion of
the question, “Is Your Salesman on the
Job All the Time?"

Association past president C, Fred-
erick Mueller of the C. F. Mucller
Co., Jersey City, was moderator of
still another panel which handled the
very important subject of “Probing
Into Profits,” assisted by a panei of
members from firms with wide experi-
ences in the matter, including Jerome
Tujague, National Food Products,
New Orleans, La.; Joseph Pellegrino,
Prince _Macaroni Mfg. Co., Lm}'uﬂ.
Mass.;., Peter I, Vagnino, American
Beauty” Macaroni Co., Kansas City,
Mo, and by several manufacturers
who volunteered their opinions from

.the floor. This brought to a close the

liusiness program of  the second day.
| |

| " Third Day's Session

Still in its search of the “Magic Key
1o Better Business,” the third and final
business session on January 22 dis-
cussed the special su'l:jcct of "Co-
operative Co-operation,” with DPresi-
dent Cunceo handling the orders of the
(l;q.]:,iﬂ his now noted army technique.

he opening presentation was an in-
teresting film by the National Dairy
Council  on  “Weight  Reduction
Through Diet,”  with. Margaret -A.
Ohlson, Ph.D,, member of the research
staff of Michigan State College, as
narrator, 1t was pointed out that
macaroni products might be used in
most weight control diets,

Association Dircctor Virgil C, Hath-
away of Quaker Oats Co., Chicago,
who last winter called the macarom
manufacturers’ attention 1o the fact
that the puffed wheat processors are
direct competitors for the quality du-
rum wheat, discussed the subject of
“Nutritional Research 0. Durum and
Macaroni Products.”

Then followed a dynamic report by
Theodore R, Sills of Sills, Inc., pub-
licity counscllors for the National
Macaroni Institute that has been doing
a fine job of products promotion for
the last few years. He discussed the
work done during the last half of
1952, and then, using charts and dis-
plays. pointed out the pluns for the
future to win the support ot the home
cconomists the school lunch program
promoters and the good will of the
consumer. There are to be special
features in keeping with the macaroni-
for-Lent idea, spaghetti and egg noo-
dles in spring and summer salads and
other seasonal recipes, and then of the
National Macaroni Weck program in
October, in which supporters of the
NMT are urged to adopt more de-
terminedly and enthusiastically because
of the reeeptive frame of mind into
which the consumer has been brought
in the progressive, step-by-step pro-
gram through the year.

Assistance from grocers—independ-

THE MACARONI JOURNAL

ents, chain and supermarkets—is to
be sought through emphasis on profits
to be gained through “A Related Ttem
Promotion,” discussed by James P,
Shenfield, advertising manager of
Franco-American Spnlghctli Sauce,
Campbell Soup Co., of Camden and
Chicago. “Macaroni, Spaghetti, Egg
Noodlles and other shapes of macaroni
products are never served alone, The
sellers to the consumers not only earn
a very liberal percentage profit on
those basic font[:. but added profits
when they also sell any of the many
accompanying foods that go to the
making of tasty, appetizing and sat-
isfying dishes, even the most simple
ones."”

The business session of the conven-
tion was brought to a close by Robert
M. Green, NMMA sccretary, in a
report on the macaroni industry's
trade asscciation activities in the re-
cent past and plans for their continua-
tion in the future,

“The 1953 winter meeting is end-
ed,” deglared President Thomas A.
Cuneo in his machine-gun fashion, as
he banged his gavel to bring to a
close a conference from which every-
one in attendance gained many good
ideas, not only from the discussions
but also from contacts and ersmml
interviews  with the successful men
in the industry who constituted 1953's
first business conference,

ADVERTISING AND POINT-OF-SALE
VALUE OF YOUR PACEAGING

by Charles C, Rossotti

Execulive Vice President
Rossolti Lithograph Corp.

North Bergen, N. J.

Each year it becomes increasingly
difficult to come before you \\"Ilf'l
something new and interesting in re-
pard to your packaging.

However, with the revolution that is
taking place in retail food merchandis-
ing has come many new approaches to
packaging. Perhaps some of you may
already be familiar with some of the
wints 1 shall mention, and if so, 1
hope you will bear with me,

Not so long ago, most manufaciur-
ers of food products distributed their
products through wholesale food dis-
tributors or wholesale or jobbing gro-
cers,  The manufacturer's salesman
did a thorough selling job to his whole-
sale distributors. They, through their
salesmen, did a good selling job on the
retail grocery merchants, The retuil
grocery man did a good selling job on
Mrs, Jones when she asked him for
his advice en food products she wished
1o buy.

For approximately 70 per cent of
food products retailed today, that pro-
cedure is now obsolete. The man who
buys your macaroni products never
comes in contact with Mrs, Jonvcs—he
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orders so many cases distributed to his
stores, the merchandise is placed in
self-service counters, and from (hat
point the products are on their own,

Under these conditions, the product
must s:ll itself. And its sales n{niliu- al
the point of sale is in direct pru‘mriin“
to the sales appeal of the contaier or
package.

That the package has to play @ more
dynamie role on the self-service shelf
has been fairly well accepted, But what
has not been realized by many of us is
the true and real value of the package
or container at the point of sale, My
purpose here is to give you an outline
of facts—importaut facts—which will
« “1blish the true value of your pack-
ages, as they exist on grocers’ and cus-
tomers' slu-fw:s.

I'i=st of all, and I think we will alt
agree about this—the success of your
husiness rests on sales to the consumer.
To have sales ability, your produc
muast have three clements in fair bal-
ance—quality, price and  design. |
know you are very well aware of quali-
ty and selling prices. You have, un-
fnuhlo:lly, given these two factors the
proper attention they deserve. How-
ever, the third element, the design and
construction of your product's contain-
er, a design which will allow it to func
tion properly and sell itself to the con-
sumers, has been neglected  because
until now, no definite methods to puta
value on it have been established. Man
ufacturers and processors of feol
products have been so completely sur-
rounded by habit formatica: that it has
been well nigh impossible for them to
stand back and view their own packs
ages in true perspective, to 1-\-.1|u:|l.r
and appreciate their worth and their
bii<iness success, .

Let us start with one of the major
causes of restricting package develop-
ment :

When a manufacturer buys a pack:
age, it is common accounting practice
to charge it to material costs. This
charge is added to the selling price of
the product, This has led inevitably
to a comparative standstill in correct
development and use of your very vai
uable packages.

An entirely different concepl would
exist if the cost of packaging were
charged 1o advertising or sales promo:
tion, which; as you know, is budgete
out of present or anticipated prohts
If packaging were charged to adver
tising, and looked upon as the health-
iest and best form of advertising of
brand promotion, many of the answers
regarding the value of your packages
would already have been clearly out-
lined and understood. A

T am not at all surprised that this
subject has not been thoroughly i
vestigated before, One of the logied
groups to undertake the evaluation o
your packages is the advertising agen:
cy, with its thorough understanding @

(Continued on Page 12)
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Trust Policy Poses Problem
for National Trade Groups

By C. Norman Stabler, New York
Herald Tribune

There are some 1,600 national trade
associations in the United States and
in each one the members must be
wondering just how far they can go to
gain the benefits that acerue from co-
operative effort without running afoul
of the anti-trust division of the De-
partment of Justice,

In contrast with the practice in most
European countries, our national pol-
icy is opposed to cartels and o any
act by individual companies or associa-
tions that restrict competition or in
any way enable a small group to set
prices, limit production and exert a
control over an industry. It is firmly
established in our thinking that com-
petitive business is good business, and
that industry itself, as well as the
buying public, benefits when rivalry is
given free play.

Possibility of Conflict

On the one hand we have this na-
tional policy, and an active anti-trust
division, which is quick to enforce the
law against combinations in restrant
of trade, On. the other we have vir-
wally every business, industry and
profession in the country orgamzed in
trade associations, the central theme
and purpose of which is co-operative
cffort.

Olwiously, they are formed with the
highest of ideals; it is axiomatic that
they could not be formed for the pur-
pose of violating the law of the land.
Generally they seck to raise the stand-
ards of their particular line of en-
deavor, to secure uniformity of prod-
uct, 1o distribute information, to cen-
tralize the gathering of data pertinent
1o the business, to provide informed
opinion in the event of new legisla-
tion il to improve the social relation-
ship= of individuals in their respective
fiehls, =

That is all legal and distinctly in the
mble welfare, The associations are
aninhierent part of our democratic sys-
tem. NMany of the better-known ones
ate Liack to the years immediately fol-
owing the Civil War, and a few are
about as old as the country.

_The Chamber of Commerce of the
State of New York, for instance, was
formed in 1768 and the New York
Slock Exchange, national in scope,
¥as organized originally as a co-opera-
e effort of Drokers, in 1792,

There is always the possibility of a
Conflict, however, We see that in the
fact that, wiien the anti-trust division

fings action against any group of
ompanies or individuals it feels are

reaking the law, it frequently names

as a party to the action the trade as-
soctation concerned,  How far can the
co-operation within an industry go be-
fore the enforcement agency acts to
halt_ the co-operation ?

The simple answer is that it can go
as far as it likes, provided it stops
short of violating the anti-trust law:
Actually, however, it can't be that sin.-
ple, because there is always a question
of whether a law has been broken,
That's why we have so many lawyers
amd courts, why exeeutives spend so
much time and effort preparing their
defenses, why some companies “take
a plea” and settle, even though they
feel they are innocent, and why some
Furopeans, accustomed to cartels, won-
der just what goes on here,

Number of Cases Small

There is no way of estimating the
total cost to industry and trade associa-
tions of contesting these actions.  To
many businessmen, it appears that the
anti-trust division is too active and is
guilty of bringing cases which inter-
fere with the legitimate work of their
arganizations,

Actually, however, when we consider
the full count of such associations, the
number that gets into trouble with the
law is relatively small.  The Depart-
men! of Commerce, in 1949, issucd the
thirteenth of a series of handbooks on
trade associations,

Seen at the Duch-
oss ol Windsor Ball
held January § at the
Waldorl - Astoria  ho-
tel, New York, was
Claire Dooth Luce,
skown here with Gio-
vanni Builoni, whose
firm, Bulloni Foods,
Inc., was one of the
sponsors of the ball.
Mr, and Mrs. Henry
Luce were guesis of
Mr. and Mrs. Builonl.

Tts figures, revised upward in some
cases because of the three intervening
years, give an idea of the breadih of
the association movement, 11 noles
that all types of non-profit, voluntar-
ily joined, cc-operative associations-—
including those for employers, em-
ployes, farmers, consumers amd vro-
fessionals—-have rveached  high levels
of membership and financial support.

Including locals and branch chapters,
there are today 12,000 regional, state
wedd Iecal tvade associations,  There
po 000 clnbees of commeree, 70,
20 labor wunions, well over 100,000
wamen's  organizations, 15,000 civie
sovice groups and 10,000 Tuncheon
clubs,  There are 1,600 national trade
associations and an additional 300 na-
tional associations cither consisting of
husinessmen organizad for special pur-
poses or having a large proportion of
businessmen as members,

The 1,600 national triule
hive a paid stafi of approximately 16,-
000 persons and a gross membership
of more than 1,000,000 husiness firms,

associations

Benelits of Co-operation

The majority of the trade associa-
tions have annual receipts of less than
$40,000, but this figure is not a good
measure of their effective action, be-
cause most of them carry on pro-
grams of considerable scope through
active committees or members,

Tt is small wonder that, occasionally,
in pursuit of their dutics and in the
furtherance of co-operation for the
public welfare, there are at times prac-
tices which cateh the cagle eye of the
Department of Justice,
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Try This Test for Your
Tax 1.Q.

Come the Tdes of March—comes
also federal income tax time. Do you
know your federal taxes—what they
can do to you—what you can do to
them? Try this three-minute (ax quiz,
( Editor's note : three minutes if you're
an expert.) It is based on material
furnished by the American Institute
of Accountants, the national profes-
sional society of certified public ac-
countants,

1. Your son worked for you in the
business last summer, and you
paid him a total of $591. He
also won $10 in an advertising
slogan contest, You can—

a. Take a full $600 depenedency

exemption for him.

b. Take a half exemption.
¢. Take no exemption.

While on vacation with your wife
last summer, you eniertained sev-
cral men you do business with.

~

Is this—
a. Deductible as a business ex-
ense ?

b. Not deductible, since you
were vacationing?

¢. Deductible only if you and
your wife file a joint return?

3. You made a non-business loan of
$2,000 to a friend last March,
and he promptly disappeared,
leaving absolutely no trace. You
can probably—

a. Deduct the full amount as a
bad debt on your 1952 re-
turn,

b, Deduct only half of it.

¢, Take no deduction at all,

4. You earned more than $3,600 in
your business, The social secur-
ity tax 15—

a. Nat levied on your own in-
come.

b. $81, paid with your income
tax return.

c. $54, paid to the Social Se-
curity Board.

d. $54, paid with your income
tax return,

5. Which of the following contri-
butions is not deductible?

a. Your local Community Chest.

b, The American Legion.

¢. A political party.

d, The YMCK.

6. You failed to take all your allow-
able deductions on your 1950 re-
turn.  You can—

a. No longer file a claim for a
refund.

b. Tile a refund claim as late
as 1954,

¢. Stop worrying, since you will
get a refund automatically.

7. Your wife works for you in your
business. She—

a. Is required to pay social se-
curity.

b. Is not subject to social se-
curity.

¢. Can choose whether she does

or docs not want social se-
curity coverage.

8. In December, you spent $1,000
for built-in Imnﬁshclve.-. and wall-
to-wall carpeting for vour office,
on which your lease has three
years to run,  You can—

a. Deduct the $1,000 on your
1952 return,

b, Amorlize the cost over the
next three years,

¢, Depreciate it over the life of
the furnishings.

9. There are a few leaks in the
‘hingle roof of your office build-
ing, so you construct a new tile
roof. Taxwise, the cost is—

a. Deductible as a repair,

b. Deductible in the current
ear as an improvement,

¢. Depreciable—a portion de-
ductible each year of its use-
ful life.

10, In determining your taxable in-
come, which of the following
taxes you pay is nof allowed as
a deduction?

a. Real estate tax.

b. State income tax,

¢, State inheritance tax.

d. Motor vehicle license fee.

ANSWERS TO YOUR TAX 1.Q.

1. ¢. Your son's prize here would be
considered  taxable  income.
That raises his total income to
$601, and he cannot qualify as
a dependent if he has income
of $600 or more,

2, a. The amounts spent should be
deductible as  business  ex-
penses, if you kept a careful
record which lists them in de-
tail, and shows clearly that the
entertainment was with a pre-
dominating business motive
and not merely reciprocal, or
incident to the vacation.

3. . A non-business bad debt is a
capital loss. And you can take
only $1,000 a year in capital
losses—unless you can apply
them against capital gains. You
are allowed to carry over un-
used losses for five years; bet-
ter get expert advice,

4, b. Assuming your income is
classified as self-employment
income (sve tax instructions)
and is not from engaging in an
exempt profession, a tax of
214 % on the first $3,600 is duc
with your income tax return—
50 you owe

5. ¢. You cannot deduct contribu-
tions to an organization which
spends a substantial part of its
time on lobbying or political
propaganda.

6. b. In this case, yu can file a
claim for refund within three
years from the date your re-
turn was due.

7. b. 1f your wife works for you,

you are not supposed to pay

social sccurity taxes on her
salary, nor is she suppose! to
make her contributions,

8. b. On leased property, you nor-
mally spread the cost of im-
rovements over the life of the
case.

9, ¢, The roof is an improven . nl,
not deductible currently like
ordinary repairs. Its co-t is
deductible  as  depreciation
spread over its estimated use-
ful life,

10. ¢, Inheritance taxes are not de-
ductible. The others listed are
deductible,

Betty Crocker Glamorizes
Macaroni

General Mills continues to glamorize
the use of macaroni products through
Betty Crocker's radio program, “Time
for Betty Crocker,” which [eatures
various mealtime menus over 250 ABC
radio stations.

During the important macaroni and
noodle consumption months of Jan-
vary and February, General  Mills,
Inc., sponsors of this famed home
economist, scheduled “Time for Betty
Crocker” broadcasts which included
the following suggested menus:

Monday, January 19—Menu in-
cludes “i{ultcrcd Noodles with Poppy
Seeds,”

Tuesday TFebruary 3—"Tips on
Cooking hmlllcs."

Thursday, February 5—Young
Hostess Menu featuring Cold Sliced
Chicken and Ham, “Hot Macaroni &
Cheese,” Celery Sticks, Olives, Cran:
berry Sauce, etc.

Thursday, February 12—"Macaroni
A la Creme” for informal Sunday
night supper.

Sample Excerpt from Belly Crock-
er's Scripl:

“Now the main dish for this infor:
mal Sunday night supper is Macarom
a la Creme, which won a prize i one
of wur recipe contests several vears
ago. Here's the recipe we give It
m{‘ picture cookbook along with many
other supper dishes, (Gives Re:ipe.)
With this Macaroni a la Creme, 2
tossed salad and Lincoln's Fuvorilt
Cake for dessert, T can't think of 2
better way to end a family Stnday
together.” .

While no promotional tie-in picces
were provided by General Mill: for
these broadcasts, the promotional work
for increased consumption of mac
roni and noodle products, which has
been a feature of General Mills' co-ol
cration with the macaroni industry fof
more than 25 years, is continuing
Additional broadcasts featuring macd,
roni and noodles are being plann
according to H. I. Bailey, manager
of the durum division of Generd
Mills, Inc.
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MILANO—Via Borgogna 1, (Italy)
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Cablo: Braibanti—Milano
Bentley’s Code Used

CONTINUOUS DRYERS WITH MOVABLE TRAYS FOR SHORT CUTS

After successtul tests over period of one year, Barilla Factory, Parma, ordered seven of these

machines.

x h % Kk * * *k *k Kk k Kk * Kk *k *

This apparatus ensures the final drying of large and me-
dium sized shapes which have previously been submilted
to pre-drying in our rolary drums.

US.A. REPRESENTATIVES:
Eastern Zone: Lehara Sales Corpn., 16 East 42nd Street, New York 17, N. Y.
Western Zone: Perrish Steel Products Inc., 1206 S. Maple Avenue, Los Angeles 15, Calif.
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ADVERTISING—

(Continued from Page 10)

the value of advertising and advertis-
ing space costs, The agencies have
little interest in developing this subject,
because there is no business in it for
them. They would much rather sell a
manufacturer a page in Life magazine
that costs some $22,000, from which
they get their regular  commission,
than to talk 1o him about values and
revisions of his packaging.

Striking an average, the four top
magazines specializing in food adver-
tising have a circulation of four mil-
lion copivs vach. Research has shown
that only seven per cent of magazine
readers see, read or note any particular
advertisement, This brings the actual
readership down 1o 280,000 readers.
However, of that seven per cent audi-
ence, three out of every four readers
are not the heads of familics who do
the family shopping, and, as you are
interested only in the food buyer, then
just one quarter or 70,000 out of the
4,000,000 claimed readers are poten-
tial customers who go into the stores,
see your product and buy it. Tt still
leaves your package the paramount
force as an advertising medium to
create a sale,

Unquestionably, magazine advertis-
ing can get your product into the store,
and a correctly designed advertising
package can sell itself out of the store,
Defore 1 develop  this  comparison
further, 1 would like to explain that 1
have been making this comparison be-
wween a four-color box and four-color
advertisements, because the figures we
have are based upon the advertising
advantages of full color. 1t has been
established by very reliable sources
that coupon returns and potential sell-
ing power of four colors 1s 53 per cent
move effective than black and white or
twe-color advertising.

Your great effort should be to create
an interest in your product for the
100,000,000 customers buying in self-
service  stores  weekly, where  your
package is the only medium you can
use 1o do this job for you at the point
of sale. 1t is the only method you have
of reaching a 100 per cent buying audi-
ence, Your package as an advertise-
ment lasts; it is constantly being re-
placed on the grocer's shelf and it stays
m the home until it is completely used
and it can go through that cycle of
existence time and time again, i\n most
stores, more than one of your packages
have front shelf space; by compari-
som, @ page inoa magazine is always
just in one place and seen and read
only once,

1f you spent the considerable sums
of money in developing your contain-
ers and packages that it costs you fer
point-of-purchase and advertising
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space, 1 think you will realize that you
would give your packages a great deal
more lhmlg?lt. You would build into
your packages the elements that make
them sell. When you plan an advertis-
ing campaign, cach advertisement s
part of a complete story designed for
accomplishing the final objective, Do
you plan your package with a step-by-
step continuity to get the results you
desire, or do you have a tendency to
look upon your package as a completed
item with no further work for it to do
... everything nice and complete? You
ave a plan for maintaining or increas-
ing your sales, your business—and
your packages s?muhl be the hub
around which every business activity
should be built and planned.

Complete recognition of your pack-
age should be a primary objective; the
ditys of suggestion selling are beeoming
fewer and fewer, Your package must
o its own job at the point of sale,
You will have to builil arownd it and
into it, qualities of instant_recognition,
appetite appeal, and the ability to tell
its story quickly. Hegin by planning
1o put into your packages everything
that will make them a terrific shelf
salesman,  Make this your primary
consideration, relegating material costs
to a secondary position. 1y all means
establish a budget, but allocate part of
the cost 1o where it belongs—to adver-
tising, sales pmnmliml or sales re-
search, Do this and you will be on the
road to allowing your packages to do
their rightful job of helping to increase
your sales . . . something no other
medium, method or plan can accom-
plish at as low a cost.

REPORT OF THE DIRECTOR
OF RESEARCH

James J. Winston, NMMA
Research Director

1 would like to review briefly the
activities of my office for the last six
months and give you the highlights of
what are most important to the indus-
try at large.

The law enforcement policy of the
industry on egg solids compliance has
been continued.  Samples have been
sent from manufacturers located in
different parts of the country and it is
gratifying to note that, with the excep-
tion of one instance, all the products
examined complicd with the Federal
Standards, The brand of noodles that
was in violation has violated the stand-
ards in the past and has been reported
on previous occasions to the FDA,
This manufacturer is located in the
Chicago area, A letter was therefore
sent to the chief of the Chicago station,
giving him the required information
and stressing the fact that our records
show this firm to be a flagrant violator
of the standards. A response was re-
ceived from the Chicago office stating
that samples will be collected from

‘tive sanitation program.
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Des Moines, Ta.; Indianapolis, Ind,;
and Washington, D. C,, to check op
this manufacturer, to be followed Ly 5
factory inspection. The Food and Druy
Administration, therefore, has prom.
ised full co-operation,

In the eastern area, a sample of
colored flour containing added Carg-
tene was being  cireularized 10 our
trade, This matter was immediately re-
ported to the New York office of the
FDA. A few days later, 1 reecived a
call from the president of this flour
company, promising to withdraw his
advertisement  from  the  macaroni-
noadle industry.

In August, 1952, a letter was sent
to cach member of the industry giving
the results of our study of importel
miacaroni products for compiiance with
the sanitary requirements of the FDA,
T'his investigation was made as a resul
of the increased amounts of imported
products which are entering the eastern
states and competing with - domestic
briamds, The results showed that seven
brands of the twelve entering this
country were contaminated with a high
degree of inscet larvae (worms) and
that some of the products were
wrapped i deceptive yellow wrappers
(cellophane).  The  results  of this
study, together with the names of the
brands and importers, were reported o
the chief of the FDA import office,
with the request that all contaminated
macaroni-noodle products be excluded
from entry, since they are in violation
of our regulations, A letter was re
cvived from the DA acknowledging
our stuwdy and stating that more exten:
sive coverage will be given 1o in-
ported macaroni products and that the
brands reported to them will be investi-
gated,

As a result of the resolutions passed
al the convention at Montreal in June,
1952, the standards committee was av-
thorized by President Tom Cunco 10
present its  findings  regarding  the
status of the so-called “high protem
macaroni” to the Food and Drug Ad-
ministration in Washington. In Sepr
tember, a letter was received from As
sistant Commissioner IIuhn L, Harvey
of the FDA, completely endorsing the
findings of the standards committet,
The ruling was that manufacture ©
high protein macaroni is a definite ad
of misbranding under the Veden!
Fowl Drug and Cosmetic Act, .\ cop)
of this letter was sent to every mem
ber of our industry, (I shall ha
more to say about” the high proteit
macaroni status in further discu®
sions. )

In the carly part of October, a bulle
lin was sent to the industry again o
phasizing the importance of an cffec:

A manufac
turer should make certain that he ¥
following good commercial practicc
which should consist of the following:

1. Plant inspections by a competer!
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MADE WITH General Mills DURUM PRODUCTS

You're SURE because General Mills MAKES Sure. . .

/
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IN THE FIELD—We take samples of wheat before or during
harvest, mill, and then check them for color before actual purchase.

IN THE MILL—We make continuous checks during milling to
se¢ that our Durum products are uniform and have proper color.

IN “PRODUCTS CONTROL"—We analyze wheat after pur-
chase and before milling it for sale to determine protein content,
and by actually milling samples, color characteristics. We check
our Durum products after milling for uniform granulation and
proper color.

That's why you're SURE because General Mills MAKES sure.

General Mills, Inc.
Durum Sales
MINNEAPOLIS, MINN.,
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sanitation consultant,

Periodic microscopic analysis of
both raw materials and finished goods.
This will constitute a sanitation index,
and the findings will indicate plant con-
ditions,

3. Regular exterminator service.

Recently, in the New York area, a
manufacturer had the foresight to have
a car of flour analyzed for purity be-
fore using it, The chemist's report in-
dicated that this flour contained many
rodent hairs and therefore was unfit
for manufacturing use. This entire car
of Mour was returned to the mill at the
mill's expense and replaced by a differ-
ent car. Use of this contaminated flour
would have placed the manufacturer in
a vulnerable position, had the finished
oods been analyzed by the FDA in
interstale commerce.

On October 24, a letter was re-
ceived from the FDA as a result of the
meeting of the standards committee
with Deputy Commissioner George P,
Larrick, This was a confirmation of
the legality of manufacture of the
variety forms of macaroni and noodle
products. In this letter, a copy of
which was sent to the trade, the FDA
completely removed the doubt regard-
ing varicty forms which had been ex-
pressed by several states in the past.
In addition, Mr. Larrick added that
each of the specialty products should
be further classified with the generic
name, “Macaroni Product” or “Egg
Noodle Product,” as the case may be,
Therefore, all new cartons and bags
should he properly labeled in order to
comply fully with the labeling require-
ments under the Federal Standards.
Copies of the FDA letter were also
sent to the various states that had ques-
tioned the right to manufacture variet
forms of macaroni and noodle prod-
ucts,

The question of chemical methods
for analysis of noodles for cgy solids
was hrought to the genceral attention of
the trade. At this point, my bulletin
No. 154 explained the two official pro-
cedures used and approved by the
Food and Drug Administration and
approved and made official in the book,
Mcthods of the Association of O fficial
Agricultural - Chemists.  These  two
methods consist of the Lipoid P205
and the Cholesterol  determinations,
Both procedures will yield a close
cheek when done by an experienced
chemist, The Lipoid 1205, the older
procedure, has been official since 1926
and takes about 1% days for com-
pletion. The Cholesterol cicu-nninnliun
has been official since the carly 1940's
and is a more involved and time-con-
suming test, taking about 214-3 days
for completion, The U, S. Quarter-
master Corps insists on the Lipoid
1’205 tests on all contracts, while the
FDA does not confine itself to one
procedure but will often make use
of the two tests,

Since it was felt by some manufac-

turers that the FDA was considering
only the Cholesterol test as official,
President Tom Cunco asked me to
o to Washington to get an official rul-
ing on this matter. A letler was re-
ceived from Deputy Commissioner
Larrick on October 31, 1952, and a
copy of this, together with bulletin
No. 156, was sent to members of the
industry, 1t is to be noted that the
FDA endorses the two procedures,
since they are both official and, in cer-
tain cases, it may be advisable to use
both tests where there may be a ques-
tion of the required amount of egg
solids, A modification of the Lipoid
1205-1 bas also been adopted as official,
due to improvements in technique and
better recovery of the egg solids. Our
laboratory was the only commercial
one to participate in this study of the
Lipoid 1205, which covered a period
of two years. In our laboratory, the
Lipoid f‘ZOH-I is being used for all
routine analysis and the Cholesterol
test for checking the Lipoid 1205
when the occasion requires it. Our
laboratory will be glad to analyze
noodles  using  the Cholesterol  pro-
cedure when requested by a manufac-
turer,

In this year's study, the results of
which will be published during the
course of the year in the Yournal of
the Association of O flicial Agricultural

. Chemists, nine collaborators partici-

pated, The FDA added 5.70% cgg
volk solids to the sample under study.
The results of the different analysts
varied from a minimum of 5.3% to a
maximum of 6.6%, with an average
of 58%. Our laboratory reported
5.6%. The analysis was done in du-
plicate and it is to be noted that there
was an average variation of 0.2% egg
yolk solids between duplicates.  In
1944, a study was made comparing
the results obtained using the Choles-
terol and Lipoid D205 tests. This was
published in the Journal of the AOAC,
and the results in egg solids between
the two procedures varied on the av-
erage from 0.2 to 0.3%. This is con-
sidered a good agreement, particularly
since two completely different proce-
dures were used and the egp solids are
estimated indirectly by determining cer-
tain constants which may vary from
cgg to cgg. In all cases where the
DA suspects low egg solids, it is
strongly advisable to have data using
both tests, since one procedure would
serve as a check on the other,
Recently, under bulletin No, 158, re-
prints on sanitation were again sent
to the trade at the request of a num-
ber of manufacturers. As you know,
according to the recent U, S, Supreme
Court decision—the Cardiff case—the
court held that a manufacturer was
not legally required to permit any
agent of the FDA 1o enter his plant
for the purpose of making an inspec-
tion. Undoubtedly, the FDA will ask
the new Congress to amend the Food,
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Drug and Cosmetic Aet, making in.
spections mandatory when an inspector
visits a plant. Manufacturing plams
mt-t be maintained in a sanitary con-
ditton for compliance with  fuleral,
state and local regulations. In addi-
tion, as mentioned earlier, microscopic
examinations of your raw materials
and corresponding finished  products
should be a must on a regular periodic
basis. This will serve as a sanitation
index and will indicate whether any
forcign matter has been picked up dur-
ing the processing. A file on micro.
scopic analysis will protect a manufac-
turer on interstate shipments and also
insure processing a clean, wholesom
product. Several weeks ago, a copy of
Definitions and Standards for Food,
published by the Food and Drug Ad-
ministration, was sent to members of
our association. Included in this book-
let are the “Standards of Tdentity for
Macaroni and Egg Noodle Products”
Fach member should read the regula
tions carefully to make sure that he is
complying with the requirements, both
as to composition and labeling. Addi-
tional copies are available and will I«
sent to those requesting them.

A RELATED ITEM PROMOTION

By James P. Shenfield, Advertising
Manager Franco-American Spa-
ghetti Sauce Division, Campbell

Soup Co., Camden, N. ].

1 want to start out with a commer:
ciall .

“Thick with tender beef—taste this
real Italian-style  Franco-American
Spaghetti Sauce!

“Ready in 4 minutes!

“Costs only about half as much as
homemade! )

“This ready-to-serve spaghetli sauct
would do the finest Ttalian Kitchen
proud! Thick with lean, juicy beef,
expertly  blended  with  sun-ripent
tomatoes, spices and a whisper of garlic
for real Ttalian-style flavor. ]

“Saves money, too! This new
Franco-American  Spaghetti  Sauce
with Meat gives you delicious ltalian’
style spaghetti for only about 11c 2
serving.” o

I just wanted to get that oft m,\1
chest, Naturally, we have the |""
product on the market, But 1 w.u}hal
to put you at case before 1 get _l" \
the subject of what good _prrv-mt
sauces can mean to your business é"
how you can put them to work for you.

Usage and Attitudes Towards
Homemade Spaghetti and
Macaroni

[First, let me tell you a little 1“}
about some of the things we've fount
out from consumer surveys aboul
usage and attitudes towards spaghett
and macaroni. : i

We've found that about eight out ©
every 10 homes across the country Us€
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You'll make extra dollars in the production
of Macaroni Products every time
with Comet No. 1| Semolina.

Year after year Comet No. 1 Semolina is judged

the standard of quality and uniformity in the

Macaroni Industry.
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OFFICES:

You can rely on Comet No. | Semolina to give
you the best results and increase your consumer
acceptance when you use this consistently high
quality product,

Make Comet No. 1 Semolina a MUST on your.

next order,

Commander-Larabee
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homemade spaghetti at some time or
other.

Apparently, relatively more families
serve homemade spaghetti in the mid-
dle Atlantic and Pacific sections of the
country than in others,

What's more, homemade spaghetti
usage tends to peak in the larger cities.
And remember, it's in those heavy-
populated urban areas where people
are generally leaning more and more
towards what you might call “conven-
jence” items, like cake mixes, instant
coffees, canned meats, and the like.

We've found little difference in the
extent of use of homemade spaghetti
by income classes. The percentage of
familics using it is prelity much the
same right up and down the income
ladder,

One thing that surprised me, per-
sonally, was the relative importance of
side dish servings as against main
dish servings, One of our survcfs
showed that fully 17 per cent of the
homes serving homemade  spaghetti
used it as a side dish.

But the fact remains that main dish
servings account for roughly two-
thirds of homemade spaghetti tonnage.

Tt follows, then, that the tendency
in most homes is to serve homemade
spaghetti as the main feature of a
heavier meal, As far as we can find,
it is served most frequently with meat,
salads and vegetables, in that order.

It's probably no news to most of us
that homemade spaghetti, served as a
main dish, is almost always combined
with a sauce that has tomato base and
contains meat, More than half the
people we interviewed remarked that
they also use green peppers, onions and
so forth in their sauce.

The thing that interested us, how-
ever, was the discovery that B0 per cent
of the spaghetti sauce homemakers
make themselves is made with meat,

Is it any wonder why we're in the
spaghetti sauce with meat business?

In fact—and this may surprise you
—almost half of the homemade spa-
ghetti served as a side dish is served
with a meat sauce,

What People Dislike About Home-
made Spaghelti and Macaroni

1 have given you a brief glimpse
of some of our research findings,
which now leads me up to the topic of
what people don't like about home-
made spaghetti and macaroni.

We got into that in a broad national
survey, too, and the people we asked
the question, “What do you dislike
about homemade spaghetti (or maca-
roni) ¥ were people + 2 serve home-
made only, both hon ¢-1ade and canned,
and some who serve canned only.

The major dislike mentioned was
the inconvenience of preparing—not
the spaghetti or macaroni itself—but
the sauce,

Two thirds of the negative com-
ments revolved around the “incon-
venience” of the dish,

The only other comment that showed
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up to any real degree at all was diet—
14 per cent felt homemade spaghetti
;is a bad thing to include in their normal
diet—prabably because they thought
it is too heavy or too slarchy,

The rest of the negatives were scat-
tered  reasons or the respondents
answered “don’t know,"”

Rut again and again, the mnﬂ'nr op-
position fo serving homemade spa-
ghetti was the time-consuming prepara-
tion of the sauce,

Opens the Door for Prepared Sauces

The sctting is obvious, In home-
made spaghetti and macaroni, we have
two dishes that are tremendously popu-
lar, but whose increased popularity in
the face of keen competition from con-
venient food products must depend to
a large extent on how well we can
overcome the disadvantage of the in-
convenience of preparing the sauce.

And just as obvious is the fact that
prepared  spaghetti sauces offer the
really important key to overcoming
this objection.

When 1 say prepared sauces T mean
really good, well-priced  sauces. I'm
prejudiced on that point. But T made
a promise and T won't say any more
about it until after you've had lunch!

In any event, homemade spaghetti
made with prepared sauce is ready in
about 10 to 13 minutes as against hours
for homemade sauce,

What's more, the cost of homemade
spaghetti with prepared sauce is as
little as half as much as the home-
made,

We've carcfully checked recipes
from several leading cookbooks, Betty
Crocker, for instance, has a recipe at
34Vie per cight ounce cup; Good
Housckeeping at 41¥4c; Better Homes
and Gardens at 47Y4c; Joy of Cooking
at 40c—all against our product at 16¢
to 20c¢ per cup.

We've found out ourselves what this
can mean to spaghetti,

In markets where we tested Franco-
American Spaghetti Sauce with Meat,
we found that a great many of the so-
called marginal users of homemade
spaghetti—people who served it only
occasionally—were  getting on  the
bandwagon and serving the dish more
regularly when they found out they
could get a good sauce in a can.

Let's Draw a Few Parallels

As macaroni manufacturers, you
don’t just want to substitute servings
of homemade spaghetti with prepared
sauce for spaghetti with homemade
sauce, You want to see an increase in
consumption of the base product,

That's a job prepared spaghetti
sauces can help you do, as I just
pointed out in the case of our tests,

To draw a parallel, there are more
people baking more cakes now than
ever before, with the advent of cake
mixes,

Now a lot of women are bakin
cakes who never baked before. Anﬁ
there are many who are baking more
often than ever before,
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Or take the case of instant coffee,
Despite the growing strength of this
item, sales of regular coffee cominye
to grow healthily,

People who didn’t drink much coffee
because their filllli])' was too small or
their time too limited to go through
the routine of fixing regular coffee
now can fix a quick fresh cup,

And people who still drink regular
coffee when they have time and cnough
people to warrant preparing it can have
a quick, fresh cup at any time of the
day.

Prepared Sauces Offer a Similar

Opportunity to the Homemade

Spaghetti Business

That's what T want to impress upon
you today., You may have thought
about it. Some of you have taken ad-
vanlage of it—even to the extent of
going into the business on your own,

1 hope that the facts T have given
you carry home how important pre-
pared sauces can be to you,

Now let's take a look at what you
candoto. .,

. « » Put Prepared Sauces
to Work for You

1. Play up prepared sauces on your
packages, right along with complicated
and costly sauce recipes, How many
of you do it? ’

_Suggest how casy and thrifty a
dinner the housewife can make when
she uses prepared sauce,

Almlg this same line, 16 macaroni
companies—many of them represented
here this week—worked with us to
lace more than four million inserts
in their packages offering housewives
a_very real promise of a “Quick '
Easy” spaghetti dinner—the answer to
their objections on the inconvenience
of homemade spaghetti,

2, In your advertising and publicity,
den't neglect prepared sauces. We
subscribe to an advertising copv re-
search service developed by Dr. Gallup
in Princeton, N, J., and onc thing
we have scen time and again in his
measurement of the depth of registra-
tion of advertising messages is the
importance of offering consumer bene-
fit in as specific terms as possible, I
inconvenience is a stumbling block in
the path of your cfforts to huilding
use of macaroni products in gencra
and your brand in particular, then
don't overlook the way ticing in pre-
pared spaghetti sauces answers the
need for copy that offers real con
sumer benehit, i

3. In your store display work tie-i!
with prepared sauces, under the banner
of quick, economical spaghetti din-
ners. Sell housewives a meal idea,

We have done this almost exclusive
ly in our merchandising work. Case
cards and posters read, for instanc¢:

SPAGHETTI DINNER TONIGHT
New! Italian-Stylel
Quick and Thrifty! ;
(Then we list both the dry spaghetl
selected by the grocer and Fram®
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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 8o 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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American Spaghetti Sauce with Mcat)

And we have created shelf talkers
or cards that we can use right on the
macaroni products shelves and at the
sauce location. They sell the meal
idea and have a space for imprinting
the brand name of the spaghetti to be
used.

Our men have been instructed to set
up displays with dry spaghetti when-
ever andl ‘wherever possible,

To really illustrate how vital we
think spaghetti is to our future, and
how much we believe in the sound-
ness of this “Quick ¥n’ Easy” spa-

hetti dinner idea, we have actually
seen testing a special pack with a
coupon on the back of the can worth
10c on the housewife's purchase of her
favorite brand of dry spaghetti or
macaroni. And we're working on more
such closely tied-in ideas.

We're still checking the results, but
that'll give you an idea of how we
look upon this Prcparul-sauce-aml-
spaghetti thing. 111 be glad to show
any of you who may be interested the
mnturini we've prepared.

Now, let me close with this simple
recap:

1. People who don’t like homemade
spaghetti by and large don't like it be-
cause it's too inconvenient.

2. Good, economical prepared spa-
ghetti sauces hold the solution to that
problem.

3. You're in a position to make
this key work for you in your adver-
tising and merchandising.  We would
like to work with you.

Regrets

Previous business engagements, ill-
ness and other reasons were given by
a few regular convention attenders for
their inability to attend the winter
meeting in Florida in January.

Telegram

Chicago, 111
Jan. 20, 1953
To President Thomas A. Cunco
Sorrow that conditions beyond my
control rob me of the usual pleasure
of attending industry conference in
Miami Reach now in session, Please
convey to all my friends my kindest
regards and best wishes for an epoch-
making convention,
A, Trving Grass
Dircctor
Letter
¥ New York
Jan. 12, 1953
Ta M. ]J. Donna, Jourxat Editor
Regret very much to inform you that
due to the prolonged illness of Mrs,
Lazzaro, 1 am unable tu attend the
Winter Meeting of the National Mac-
yroni Manufacturers Association, Have
been forced to cancel my hotel reser-
vations and to miss my first convention

in many years.
Frank Lazzaro
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Convention Registrants, Winter Meeting

MACARONI MANUFACTURERS:

Mr, & Mrs. P, F. Vagnino  American Beauty Mac. Co. Kansas City, o,
Mr. Joseph Scarpaci Bay State Macaroni Co, Everett, Mass
Mr, t\clnrph Alla Bay State Macaroni Co. Lverett, Mass.
Mr. Luigi Abbenante Colonial Tusilli Mfg. Co, Brooklyn, N. V.
Mr. C. L. Norris The Creameite Co. Minneapolis, Minn,
Mr. & Mrs, James Williams  The Creamette Co, Minneapolis, Minn,
Mr. Peter J, Viviano Delmonico Foods Louisville, Ky.
Mr, & Mrs, Joseph Viviano  Delmonico Foods Louisville, Ky.
Mr. & Mrs, Renato Alghini - Fiesta Macaroni Co, Miami, Fla,

Mr. & Mrs. R. H, Hammond Fiesta Macaroni Co. Miami, Fla,

Mr. Horace I, Gioia A. Gioia & Sons Rochester, N. Y.
Father Edward J. Waters Guest of Mr. Ginia Rochester, N. Y,
Mg, & Mrs, . H. Diamond  Gooch Food Products Lincoln, Nebr.
Mr. & Mrs, Robert Cowen A, Goodman & Sons .. I. City, N. Y.,
Mr. & Mrs. R, Guerissi Keystone Macaroni Co, Lebanon, 'a,

Mr. and Mrs. Peter LaRosa V, LaRosa & Sons Bruul_drn. N. Y.
Mr. & Mrs. C. W, Wolfe  Megs Macarani Co. Harrisburg, Pa.
Mr. & Mrs. Ralph Meckley  Guests of the Wolfes llarrlsburE. Ia.
Mr, Walter T, Villaume Minnesota Macaroni Co, St, l’au], Tinn,
Mr, & Mrs. Wm, Freschi Mound City Macaroni Co. St. Louis, Mo,
Mr. & Mrs, C. F. Mueller  C. T, Mucller Co. Hrscy City, N. |
Mr. and Mrs. J. L. Tyjaque National Food Products ew Orleans, La.
Mr, Dominic Palazzolo A. Palazzolo & Co. Cincinnati, Ohio
Mr, & Mrs. JOS. Pl‘"l‘ﬂfillﬂ Prince Macaroni Co. I.OWL'“, Mass.
Mr, & Mrs, Alfred Rossi Procino-Rossi Cnrp. Auburn, N. Y.
Mr. & Mrs. V. C, Hathaway Quaker Oats Co. Chicago, Tl

Mr. & Mrs. Al Ravarino Ravarino & Freschi St. Louis, Mo.
Mr. & Mrs. Tom A, Cunco  Ronco Foods Memphis, Tenn,
Mr, & Mrs, Llﬂyd E. Skinner Skinner Manufacturing Co, Omaha, Nebr.
Mr. & Mrs. John Viviano  Viviano Bros, Mac, Co. Detroit, Mich.
Mr. & Mrs. George Russell Guests of the Vivianos Detroit, Mich.
Mr. Gene Scala Guest of the Vivianos Detroit, Mich,
Mr. Peter Ross Viviano V. Viviano Bros. Mfg, Co. St Louis, Mo.
Mr. & Mrs, Albert Weiss  Weiss Noodle Co, Cleveland, Ohio

ALLIES:

Mr, Tules Waber Amber Milling Div, GTA

Mr. Paul Peterson Capital Flour Mills

Mr. & Mrs. L. A. Viviano  Capital Flour Mills v

Mr, & Mrs. ]. Campaneila S, Campanella & Sons Tersey Citv. N. I

Mr. C. M. Johnson Commander-Larabee Minneanolis, Minn.

Mr. & Mrs. U. DeStefano  Crookston Milling Co. New York, N. Y

Mr, Harry 1. Dailey General Mills Minneapolis, Minn.

Mr. Arthur Quiggle H. H. King Flour Mills

Mr. & Mrs, T, P. Hefflefinger V. H. Peavey Co.
(King Midas)

Mr. William Steinke King Midas Flour Mills i

Mr, Lester S. Swanson King Midas Flour Mills Minneapolis, Minn.

Mr. & Mrs. David Wilson  King Midas Flour Mills New York, N. ¥

Mr, Evans Thomas No. Dakota Mill & Elevator, Chicago, 11l.

Mr, & Mrs. Harvey Patterson Pillsbury Mills

Mr, Sam Regalbuto Pillsbury Mills

Mr. & Mrs, Frank Fodera  Pillsbury Mills

Mr. Ray Wentzel Doughboy Industries

St. Paul, Mimn,
Minneapolis, Minn.
Jersey City, N. 1.

Philadelphia, Ia.
Brooklyn, N. Y.
New Richmond,
Boosklyn, X, ¥
Jrooklyn, N. 1.
" Brooklyn, N. Y.
Milar, Ttaly

Mr, Conrad Ambrette Ambrette Machine Corp,
Mr. & Mrs. Louis Ambrette Ambrette Machine Corp.
Mr. Mario Braibanti Braibanti Machinery Co,
Mr, & Mrs, {os. Santi

Col, R. W. Hauenstein
Mr. C. F, Moulton

Braibanti-Lehara Sales
Braibanti-Lehara Sales
Miss Luisa Bergamaschi Braibanti-Lehara Sales
Mr. & Mrs. A. Perrish Braibanti-Perrish Prod
Mr. & Mrs. Carmine Surico Clermont Machine Co. Brooklyn, N. Y
Mr. & Mrs. John Amato Clermont Machine Co, Brooklyn, N. Y.
Mr, & Mrs. Jos, DeFrancisci DeFrancisci Machine Corp. Brooklyn, I\' Y.
Mr. & Mrs, Nat Bontempi  DeFrancisci Machine Corp. Brooklyn, N. Y.
Mr. & Mrs. Donato Maldari D. Maldari & Sons

Mr, & Mrs. Muscat Triangle Machinery Co.

Chicago 1IL
Mr. Charles D, Wilbur Armour & Co.

Chicago Il

Minneapolis, Minn.
Minneapolis, Minn.

Minncapolis, Minn.

Minncapolis, Minn.

Braibanti-Lehara Sales New York, N. Y.
New York, N. Y.
New York, N. Y.
New York, N. V.
Los Angeles, Calif.

New York, N. Y.
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Mr. 1. E. Edson
Mr. 1. W. Hershberger

Mr. « harles Rossotti
Mr. om Sanicola
Mr. 1hn Tobia

Alr, & Mrs. G. F. Siemers

\lr. Theadore R, Sills

Iidson & Pratt
Dobeckmun Co,

Ar. & Mrs. Roy E, Hanson  Milprint, Inc.
Rossotti Litho. Corp,
Rossotti Litho. Corp
Rossotti Litho, Corp.
Afr. & Mrs, Glenn G. Hoskins G, G. Hoskins Co,
Air. & Mrs. Chas. M. Hoskins G, G. Hoskins Co,
Hoffmann-La Roche
Mr. & Mrs, J. H. BetiemannA. C, Niclsen Co,
Sills, Ine.

Chicago, Il
Atlanta, Ga.
Milwaukee, Wis,
No. Bergen, N, J.
No. Bergen, N, J.
No. Bergen, N, J.
Libertyville, 111,
Libertyville, 111,
Nutley, N. I,
Chicagn, 111
Chicago, LI

Mr. & Mrs. Benj. R, Jacobs National Mae, Mirs, Ass'n  Orlando, Fla,

Mr. & Mrs. J. J. Winston
Mr. M. J. Donna
Mr, & Mrs, Leo King

National Mac, Mfrs, Ass'm New York, N. Y,
l\:’:llunml Mace, Mfrs. Ass'n  Braidwoond, 111,
Guests of Mr, Donna

Chicago, 11l

Jati ar cc' IR ey
Mr. & Mrs, Robert M. Green {l\.nlmnnl Mac, Mfrs. Ass'n alatine, 11,

Mr. James T, Shenfield
Mr. Cavanaugh

]Nmiunnl {\Iucaruni Institute Palatine, 11l
Camphell Soup Co,
Campbell Soup Co.

Camden, N, J.
Miami, Fla,

Telegram of Felicitation to
President Dwight D.
Eisenhower

A telegram, pledging co-operation
of the huge $250,000,000 macaroni in-
dustry in making the Eisenhower ad-
ministration one of a firmly established
economy, was dispatched to the new
president Jan, 20, 1953, by the Na-
tional Macaroni Manufacturers As-
sociation,

Tt came at the suggestion of Thomas
Cunco, Memphis, Tenn., president of
the group holding its annual winter
meeling in - Miami Beach, Fla, that
week.

Speaking to his fellow members at
the same time Gen. Eisenhower was
taking his oath of office in Washing-
ton, Cunco said

“We, among other businessmen of
the United States, greet this new era
with confidence, Most of us were
openly critical of the old administra-
tion—critical of the way it handled
controls, restrictions, and labor rela-
tions. among other things affecting
operivion of a business.

“None of us, however, is naive
enoinh to believe all of our grievances
agivst what we may consider un-
necessary government interference in
|ﬂl-"ll:- ss will be corrected over night,
"Lt it is up to us, the macaroni
|nt|u~'r).', 0 [l[udgc OUr resources, our
knowledge, and our co-operation to
“llt' ol that the administration of
President Dwight D, Eisenhower will
work toward reestablishing our econo-
my o a sound basis.”

January 20, 1953

Pm!ident Dwight D. Eisenhower
White House

Washington, D. C.

< With other industries of the nation
¢ greet your administration with con-
ey l‘.u that it opens the door to a
o I';"?l of sound domestic cconomy.

the achievement of that end, we
:l:dﬁ; our support, our co-operation
; \t‘_resuurcefulncss of our indus-
.. With management, labor and the

general public working hamd in hand
with vour administration, we feel that
so sound a national economy may be
achieved—based as it will be on mutual
dedication to the purpose—that cur
country need never fear communism
or other doctrines that would subvert
our American way of life. We greel
your administration as the Fra of

Confidence.
National Macaroni
Manulaclurers Association

Association Probes Into
Profits
By C. Frederick Mueller

Tor the first time in its recent his-
tory, the National Macaroni Manu-
facturers Association ran a profil-
secking panel of its members ot its
winter meeting in Miami Beach. Panel
chairman was past president Fred
Mucller, who was well supported by

C. Frederick Mueller
Past President, NMMA

Pete Vagnine, Jerry Tujaque and Joe
Pellegrino.

The subject matter was so well re-
ceived by the membership that plans

ME—
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have been made to continue this ex-
ploration at future meetings. The plan
was and is to discuss in round table
form only those subjects of cost which
have a significant bearing on_the net
profits of a macaroni manufacturer,

Among the subjects discussed in this
question-and-answer period veere the
following :

1. What is the part played, or the
contribution made, to profits by using
improved plant layout and wutilizing
modern machinery ? Give examples.

2, What are the preliminary steps
taken before a project of mechanical
improvement is launched? Give ex-
amples,

3. What are the potential profit pos-
sibilities of quality contiol in the
macaroni industry? Defin, give ex-
amples and explain hopes.

4, How important is_purchasing in
the profit picture—(a) Raw Materials
(b) packaging (c) other supplies (d)
contractual work? What are the sound
techniques involved? Discuss com-
petitive bidding. Give examples.

5. Can enrichment, considering its
cost, make a contribution to volume
and profit?

While these questions  constituted
only a minor part of the questions
on which the panel had prepared it-
self, they launched a program for fu-
ture discussion which has promise of
being most helpful to the members of
the Association,

Liquid, Frozen and Dried
Egg Production
December, 1952

The quantity of liquid cgg produced
during December 1952 totaled 6,579,-
000 pounds, compared with 2,341,000
pounds in December, 1951, and the
1946-50 average of 13,151,000 pounds,
the Bureau of Agricultural Economics
reports. The quantities produced for
drying and freezing were larger than
a year ago. The quantity produced for
immediate  consumption was  slightly
smaller.

Dried ege production during De-
cember totaled 685,000 pounds, com-
pared with 429,000 pounds last year
and the average of 2,807,000 pounds.
Production  consisted  of 281,000
pounds of dried whole egg, 166,000
pounds of dried albumen and 238,000
ounds of dricd yolk. Production dur-
g December last year consisted of
312,000 pounds of dried albumen and
117,000 pounds of dricd yolk.

The quantity of frozen egg produced
during  December  totaled 4,990,000
pounds, compared  with 1,607,000
pounds a vear carlier, and the 1946-50
average for the month of 3,693,000
pounds, Frozen egg stocks decreased
22 wmillion pounds during December,
compared with a decrease of 28 million
pounds a year carlier and the average
decrease for the month of 27 million
pounds,
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Check Proof Dryer O L D .

Instrument Controlled | and Satisfied !
Hygienic Because Ambrette Long Goods Spreaders are designed to
give a minimum in trimmings to be returned and reworked

in mixers. This means better Long Goods Quality and
higher continuous production Qutput.

"8 888w
"

Py

Capacily from 600 to 2,000 pounds of cut macaroni or noodles.

Because Ambrette Spreaders utilize a self-equalizing dough
pressure over the dies no artificial means such as choker
bushings in tubes and die block are needed. These artificial
devices are a detriment to Quality and make cleaning of
Spreader difficult.

DROVEN "Electrodynamical” SPREADER

A Modern Progressive Electrically Co-ordinated System in Keeping wwith the Technology of Our Times”

SIMPLICITY

Il @ fow moving paris operaling approx-
ly 15 seconds in every minule. Brake
ors and limit awliiches synchronized with
lo operate eloctric timer. This is a solid,
ple assombly,

Has no gear box with ralchet, clutches.
m springs, and V-bells which musi
k conlinually while spreader Is in oper-

MINIMUM WASTE

i Approximately
§ Three linish sections of a four-section auiomalic dryer lo dry all lypes of cut macaroni 50/0
Conrad .-hnfhrvm, Prg‘.n'drnf, Formerly President of
Consolidated Macaroni Machine Corp. .
MAINTENANCE

Average over 7 years has proven amazing-

This [s understandable when you consider
You have only a few moving paris oper-
29 for only @ short period of Hme.

*41 DAFS—Long Goods Spreader
*hl DAFSC—Combination Long and Short
Goods

MACHINERY CORP.
156 SIXTH STREET, BROOKLYN 15, N.Y.,USA.

*l DAFSX—Combination Slandard Long
Coods, Fusilli, Bhort Goods.
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M. | Donna. Thomas A. Cunco. Mis, Thomas A. Cunco. H. 1.
Baley Mrs. Jerry Tujague. Chatles C, Rossotti, host (standing).
M. Guatilli. Italian Counsel. Miami. C. L. Normis. Mis. Benja-
min R. Jacobs. Mrs. Gustav Siemers. and Benjamin R. Jacobs.

'h=. Hobe:t M. Green. Mrs. Peter Vagnine. Peter Vagnine.
4 Robert M. Green,

Donate Maldari. Joseph Viviano, Mrs. Joseph Viviane. Charles
Hoskins. Joseph De Francisci. Mis, Joseph De Francisci, Mrs.
Donate Maldari. Mrs. Glenn G. Hoskins, Mrs. Nat Bontempi, and
Nat Bontempi.

ol N A [RRIITE
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Thomas A. Cuneo. associalion president: C, W. Wolls
ciation pas! president; Charles C. Rossolli. hosl. executiy
prosident, Rossotti Lithograph Corp.; Benjamin R, Jacob-
cialion chemist. and M. |. Donna, assecialion secrelary
itus.

Evans Thomas, Mis, C. F. Mueller, Mrs. Peter Lafl
Frederick Mueller. Peter LaRosa, John Amato, and Mis:
Mueller.

: .;_,[][‘"' o GF

Al the swimming pool: Mys, Robt, Cowan, Mrs, C. F. Mu:

Mis. Peter LaResa. Mrs, Albert Ravarino, Miss Norma Pen
Mis. John Amato. Mrs. Albert Weiss. ana Charles C. Res

i}
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original Food earichment tubiety

FOR THE BATCH METHOD

Now—ENRICHMENT IS MORE ECONOMICAL WITH

BETS

FOR CONTINUOUS PRESS

L Both Enrich Macaroni Products to Conform__|

with Federal Standards of Identity

ACCURATE, ECONOMICAL
EASY ENRICHMENT!

Prompt delivery from siralegically located
Slock depots: Rensselaer (N. Y.), Chicago,

$1. Louis, Kansa City fMo.), Minneapolis, 1

Denver, Los Angeles, San Francisco, Pori-
lond (Ore.), Dallas and Atlanta.

Subvidiary of $teiling Drug Ine
1450 BROADWAY NIW YORK 18 NEW YORK

A\ Foneers s Food Enuichmens

rl‘:lll.l\'.‘- dolli-conscrous Tood  shop
per s omighty cagey about how she
spends . And, more than ever, she's
nul i conseios Loy Nll ‘\ll“lll'!
that enrrched produets, mestep with the
modern tood trend . fined her mueh more
willing o part swath that dollae Fon
st the Listest mosvaimg alen i
pracery stoves as envwched broad Yoo
macaront products will move off gro
cers’ shelves Bster when they meet 1
buvers detand o enviched foods IKeep
pace with envichment Giave vour prad

uet this addded siles sppueal

Lottt Storn e

vt Holfy oo <ties oo wogrr wonere |
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Birthday Party at
Convention

Learning that Mr, and Mrs, Frank
L. Fodera of New York City were
observing their seventh wedding anni-
versary during the winter meeting in
Miami Beach last month, a group of
friends surprised the popular couple
by arranging a reception and dinner
in their honor at the Dreambrier Inn,
Miami, the evening of January 20, Mr.
Fodera, who is the New York repre-
sentative of Pillsbury, Inc., was made
to sing a duet with his wife—"1 Love
You Truly.”

.
The Social Side

As Florida is the winter playground
of the nation, it is but natural that
pleasure should dovetail in nicely and
easily in that sunny clime,

The Flamingo pool was a popular
spot during the out-of-session daylight
hours, as were the tennis courts and
putting greens, The social program

rovided by the convention planners
included

Th "tional spaghetti buffet sup-
per vne of January 20, spon-
sore’ been the custom for
yea « Rossotti Lithograph
Corp., 3¢ it Bergen, N. J. Charles
C. Rossotti, vice president of the host
firm, was toastmaster during the social
hour that followed, heaping dishes of
spaghetti and tromboni Rigatti, liberal-
ly covered by delicious sauce and with
plenty of good wine to wash down the
satisfying food,

A delicious luncheon on the open-
air terrace of the hotel at noon the
second day. sponsored by the Theodore
R. Sills Co. of Chicago, featured a
new macaroni recipe developed in the
kitchen of the firm. Tt was a macaroni
wedge covered with a tuna sauce that
made gourmands out of most of the
guests,

As a change, the De Francisci Ma-
chine Corp.,, Brooklyn, treated the
guests to a sight-seeing cruise on Bis-
cayne Bay from 2:30 to 5:00 pm.
the afternoon of the second day.,

A special luncheon on the terrace
at noon the third day, immediately
after the final adjournment of the
convention, It was sponsored by the
Campbell Soup Co., and featured the
firm's delicious Franco-American sauce
that will soon reach the market.

Finally, the National Macaroni
Manufacturers  Association’s  dinner
party, also on the Flamingo terrace,
followed by dancing till  midnight,

Thompson-Koch Elects
Bohman Vice President

Robert ]] Bohman has been elected
vice president of the Thompson-Koch
Co., advertising agency, cffective Jan-
vary 1, 1953,

Mr. Bohman has been associated
with the advertising field for 30 years,

THE

the last 25 years of which he has spent
with Thompson-Koch, Following three
years in the printing and engraving
business, he joined the ageney in 1927
as an artist and was named assistant
art director in 1935, He was appoint-
ed art director in 1944, the position he
occupicd until elected vice president
of the firm.

Miss Martha Cuneo
Wed to Stass Reed

Announcement has been made by
Col. and Mrs, Thomas ‘A, Cunco of
Memphis, Tenn,, of the marriage on
Dee. 29 of their daughter, Miss Martha
Moore Cunco of New York and Mem-
phis, to Stass Reed of New York and
Paris, son of Mrs. ilichacl Raugicwicz
of Paris and the late Prince Georgi
Kropotkin of Kiev, who was killed in
the Russian revolution of 1918,

The ceremony was performed in the
Roman Catholic Church of San Juan
Ratista in Cayocan, Mexico, by the
Rev, Luis Melesio, the pastor,

Mrs, George Schrafft was matron
of honor, and Eulalio Sanchez of
Mexico City was best man,

Mr. Reed and his bride, who spent
several days in Acapulco after their
marriage, returned Janvary 8 to New
York where they will make their
home,

The bride, an alumna of St. Agnes
Academy in Memphis and Catholic
University, studied also at Finch Jun-
ior College in New York, Her father is
president of Robilio & Cunco, manu-
facturers ; Roneo Food Products. Inc.,
the National Food Distributors As-
sociation, and of the National Maca-
roni Manufacturers Association.

Mr. Reed was graduated from
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Lyceum Michelet and the Sorbonpe
in Paris, The vridegroom was adopted
by his stepfather, Michael Raugicwicz,
and assumed his name. On becomiy
a citizen of the United States, he muﬁ
legally the name of his mother's family,

Eye-Catching Packages
Make Sales

o acknch are flashicr and more eye-
catching,” writes Joe Potter of the
Wall Street Journal, “The trend 1o
self-service stores is causing compa-
nies whose trademarks are familiar to
every houschold to take a second look
at their labels.”

“In the supermarket age, impulse
huying is the rule, All a product has
to depend on today is the package,
and it must exercise decisive influence
at the crucial moment, This means:

—quick identity of product;

—stronger, more legible lettering;

—appetite appeal, and

—packages made to appear bigger,

“Many companies must get away
from the ancient idea of repeating the
front label on the back aide when
they might use one side to inatruct the
buyer of the use of the contents,”

Build-up of Nation

Expanding Our Industrial Might,
just issued by the Defense Production
Administration, is the first compre-
hensive study devoted entirely to the
build-up of the nation’s resources and
industrial machinery--the basic ex-
pansion program essential to our na-
tional security.

A copy may be obtained from the
Defense ~ Production  Administration,
Washington 25, D, C,, on request.

Glorious Gloria A Convention Guest

Pip of a pioneer
.« BOFECOUs gran-
maw . . . belle of
the '20's ('30',
'"40's and '50's) . .,
clothes designer . ..
movie idol . . .
TV star leader , . .
future author , , .
present day actress,

All of these
things, and more,
spell Gloria Swan-
son—a surprise
guest at one of the
social functions at
the Flamingo Ho-
tel, Miami DBeach,
during the winter
meeting in January, 1953,

Seated with her are Charles C.
Rossotti, vice president of Rossotti
Lithograph Corp., North Dergen, N, ],
with that “wolf-y” look, and Presi-

dent Thomas A. Cunco of the qulQl‘al
Macaroni Manufacturers Association,
giving her that stern army check. As
for Gloria, she swayed the diners—
nothing unusual.
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standard of perfection of a product,

expect from us.

King Midas Flour Mills

MINNEAPOLIS «Q» MINNESOTA
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During the past few years, the word quality has been abused
a great deal, It has been used at random to describe practically any
type of product regardless of value standards, We
sincerely believe quality should stand as a measurement of the

Quality is not just an ordinary word. It's a descriptive word with
a very definite meaning. Quality should mean a definite
standard of worth. At King Midas, quality implies an obligation to

our customers, Quality 1o us can mean only one thing—
milling durum products with such care and skill that macaroni
manufacturers will continue to use our products as
the Standards for the finest durum products.

We pledge that we will continue to mill our durum products
to the QUALITY STANDARD that macaroni manufacturers
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Nutritive Values of Macaroni Products Dishes

Wi Cal-  Pro-

Total

Vi Vit Vit Nia- Vit

Dish or Food grams orles lein Fal Carb, Fiber Ash Ca P Fe A B B: «cin C Rel
Cooked Macaroni or . .

Spaghetti 100 149 5.1 06 32 02 35 L] 65 06 N 02 02 05 o |
Enriched Macaroni or ) )

Spaghetti Cooked 100 140 5.1 06 Jo2 02 35 9 6 L1 JLL I A | B L | I |
Macaroni & Cheese baked 100 211 R.1 1.0 197 Wl 31 191 169 05 H50 03 06 04 )
Macaroni & Cheese baked 163 280 110 Vel Wy i 207 R ) L EI | A0 “ )
Macaroni & Tomato Sauce 176 170 44 1 ns 1 06 M 2 2
Cooked Nomlles 1d 100 37 0 0.3 ir. 0 o 2
Sausage Cakes

Noodle Nests - w217 22 37 .»![l 29 B9 1
Spaghetti-Sausage Plate ... 1060 254 50 31 S35 e L)
Spanish Mae, Casserale ... 735 300 030 36 200 420 . 3
Spaghetti & Meat Balls ... 1,009 447 420 0.7 03 M4 62 .. 3
Spaghetti—lalinn style .., 723 150 S8 5.6 23 41 59 .. 3
th‘nrulli & PFroit Salad ... RET) 7.5 71 1.5 A2 A0 1d o A
Tropical Christmas Bake .... 635 290 05 4.1 J05 83 2060 50 23 4§
lalian Holiday Peppers ... 125 197 116 26 1500 .22 - S 7 S ¥ R |
Christmastide

Turkey Croguet M0 153 57 23 50 .11 40042 L1 ¢4
Santa's Seaside Treat 21 172 Hh 25 190 a6 A1 25 27 4
Snowdrift Casscrole T 3o BS5 [ 14 065 09 22 {18 O
Recommendded Cal- I'ro-

Allowances ories lein Calcium Tron Vit A Vie Ih Vi Ity Niacin Vil C
Adult male 2400 70 |} 12 000 1.2 18 12 75
Adult woman 2,100 o 1,000 12 5000 1.2 1.5 12 70

References: 1. US.DA, Handbook No. 8

I'rof. Taylor, Columbia U, “Diet Caleulitions”
3. Jacobs-Winston Laboratory Studies
4. Durum Wheat Notes for December, 1952

Northwest Crop Improve-
ment Association Report

by Henry O, Pulnam, Secrelary

Your secretary met with the North
Dakota Crop Improvement Associa-
tion November 24 and 25, 1952, The
grain sanitation exhibit was shown at
this = ectinz. Your seeretary served as
chinrman of the nominating committee
for new board members,

The sanitation exhibit was placed at
the Park River (N. D) Fair on Oc-
tober 29 and 30. Your sceretary as-
sisted with the grain judging and dis-
cussed grain sanitation with the 4-H
and  Future Farmers erain judging
groups. About 200 took part in this
contest, Some 2,000 people or more
attended this show.

The sanitation exhibit was shown at
the State Durum Show at Langdon,
N. D., on November 13 and 14, Your
seeretary assisted with judging about
350 samples and discussed grain sani-
tation 1o about 400 people who at-
tended this meeting and show,

Your sceretary also attended the
South Dakota Grain Dealers Meeting
at Huron, December 1 and 2, and led
a round-table discussion on grain sani-
tation. The grain sanitation exhibit
was shown at this meeting, also the
films entitled “Rural Rat Control,” and
“Kill "em With Gas.” The South Da-
kota Grain Sanitation met the after-
noon of December 2 at Huron, About
ten people attended this meeting. Plans
were made for a more extensive pro-
gram in South Dakota, John Lofgren,
extension entomologist, has conducted
an active program, However, he needs
more help from his stale committee.
Harold Haecker U. S, Fish and Wild-

life Service, and T met with Harold
Urton, state supervisor of agricultural
edueation in South Dakota, at Center-
ville on December 3. He requested our
help in holding district meetings with
his instructors to inform them regard-
ing the grain sanitation problem. I

Mr. Putnam

gave him a copy of the “Rural Rat
Control” film for use in South Dakota
schools,

The North Dakota Sanitation Com-
mittce met December 5 to report on
the past year's activities and elect offi-
cers for the ensuing year, Thirty mem-
bers attended this meeting.  North
Dakota has conducted an active pro-
gram this past ycar and should be
complimented on’the large volume of
wark done. The rat control film, en-
titled “Kill 'em With Gas,” was shown
at this meeting,

e 8 e s g e s e T TR
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The Premier Seed Grow v Com-
mittee met November 20 and selected
the following for recognition January
15 at the annual dinner, held in the
Tumior Dallroom, Coffman Muemorial
Union: Wm. Meyer, DBlue Earth;
Orrin - Torgerson, TFosston;  Theral
Velde, Granite Falls; Edgar Leave,
Verndale; Henry  Swenson, Chisago
City, Minn,

The Durum Committee met at Far-
go the morning of December 15 w0
di'?cur-s the durum situation and oul-
line a program to interest the farmers
in growing a larger acreage of durum
in 1953, A circular is being prepared
by this association which follows sug-
gestions made at this meeting.

The Valley City Winter Show Com-
mittee met at Fargo the afternoon o
December 15 to make plans for the
1953 Winter Show. Your secretary
is chairman of the educational com-
mittee,

Santo Garofolo Dead

Santo Garofolo, 59, 2200 N. 53rl
St., Milwaukee, president of the Mil-
waukee Macaroni Co., and secrctary
treasurer of Garofolo Co., Chicago im-
porters and wholesale grocers, dicd in
St. Joseph Hospital, Milwaukee, Jan
vary 16, after a long illness.

Funeral services were held Mondat,
January 19, at St, Sebastian Catholic
Church, Milwaukee, Burial was mn
All Saints Cemetery, Des Plaines, I

Past president of the Ilnlian-f\nmgl-
can Chambers of Commerce of M-
waukee and Chicago, Mr, Garo{uln was
a Chicagoan for 33 years until 1995
when he made his Milwaukee businest
connections. i

Surviving are his widow, Genevicve:

hmar i e YT e
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BUHLER

CONTINUOUS-PRODUCTION

ENGINEERED EQUIPMENT FOR
EVERY PLANT PRODUCTION NEED

PRESSES

LONG GOODS PRODU

P

M’Jf&

5 Kq;gnpwﬁ"o 19f v122

(77}

098F 92

In sizes for copacities to 22,000 Ibs. in 24 hours.No handling of dryling rods. Dried goods are stripped off rous ulomnll:oly
= fods are returned to spreader automatically.

1"STATE HIGHWAY & FORT LEE. NEW JERSEY
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. BUHLER BROTHERS, INC.-
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two daughters, Mrs. Robert Raaf and
Miss Catherine; a son, Dom S.; four
grandchildren ; his mother, Mrs, Maria
Garofolo of Chicago, and two broth-
ers, Joseph R, and Mauro .

Mr. Garofolo represented his firm
as a member of NMMA for 15 years.

Bountiful North Dakota

A beantiful and informative 36-page
brochure with several scores of fine
illusteations in four colors, prepared
by the Greater North Dakota Associa-
tion, of Grand Forks, is being distrib-
uted 1o the leading  macaroni-noodle
manufacturers of the country by IV, 1,
Groom, durum farmer and chairman
of the board of the sponsoring organi-

Mr. Groom

zation,  Macaroni men will be inter-
ested in the durum fields pictured in
the brochure, knowing that North Da-
kota produces 90 per cent of the better
durum needed for quality macaroni
manufacture,

Mr, Groom, who for 25 years has
hadl charge of the grain exhibits at the
International  Livestock, Grain  and
Hay Show held annually in Chicago
after Thanksgiving day, resigned re-
cently, reasoning that this is a job for
a younger man.  He says: “Tam proud
of and happy to send this brochure
prepared by the Greater North Dakota
:\s.-m‘i.'lliun, which has always been
interested in the improvement of its
fine durum wheat, among other agri-
culture products.  The brochure tells
the story of the accomplishiments from
the homestead days and conditions to
date.  In this ever-upward climb,
GNDA, with its thousands of loyal
members, has been a potent factor.”

A golden head of durum wheat is
one of the several products pictured
on the front cover of the brochure,
with a colorful wheat field on page
3. On page 6 is a chart showing du-
rum wheat production, with statement
that North Dakota ranks “first in the
nation” in durum production. On
page 7 is a wheat field scene in color,

et %

filling half a page. “North Dakota
farmers are the pimmcn of modern-
day mass production farming methods.
No wonder the state leads the nation
in the production of hard spring wheat,
durum  wheat, barley and flax and
ranks high as a producer of other
agriculture erops.”

On page B is shown some of the
many wheat foods made from the
quality grains shown in the state—
bread, macaroni et cetera. “Literally
hundreds of quality products are pro-
duced from grain grown in North
Dikotn,  Millers, food processors and
many other manufacturers prefer the
h.'u'(l), more favorable North Dakota
grain,  Their preference is based on
quality—the quality preferred and de-
manded by the consumer,

The colorful brochure does  full
credit to a state in which the maca-
roni industry is showing increasing
interest,  Langdon, N, 1), located in
the northeastern part of the state about
50 miles south of the Canadian horder,
is indicated as the “durum center.”
Copies of the brochure may be ob-
tained from the Greater North Dakota
Association, Grand Forks, N, D.

].A.C.March to Head
Carton Sulfs for Milprint,
nc.

Appointment of John A, C, March
as manager of the carton sales divi-
sion of Milprint, Inc,, has been an-
nounced by Dert Hefter, vice presi-
dent and sales manager of the Mil-
waukee printing and packaging con-
cern,

Mr. March will dircet sales of car-
tons and folding boxes produced by

Mr. March

Milprint. The major portion of his
time will be spent in the firm's Chi-
cago office, is appointment is in

February, 1953

line with Milprint awareness of a gen-
eral trend toward new and finer car-
ton designs, A broad new field is now
opening for lithographed cartons mak.
ing use of full color.

For the last seven years, Mr. March
has been associated with the folding
box industry. A native of Chivago,
he is married and has four chilifren,

1.]. Cevasco, 89

James J. Cevasco, 89, of 31 Chest-
nut St., Drooklyn, retired vice presi-
dent of Cevasco, Cavagnaro & Am-
bretti, Tne., died December 28, 1952,
at Lutheran Hospital, e had heen
a resident of Brooklyn since shortly
before the turn of the century,

The funeral was held Tanvary 1,
1953, from the Donnelly and Tureell
Funeral Home, 207 BFuclid Ave, A
solemn requiem mass was offered at
10 a.m. in the Blessed Sacrament R, C,
Church, Euclid Ave, and Fulton St
Ihurial was in St John's Cemelery.

Mr, Cevasco, whose wife, Pauline,
died a number of years ago, is sur-
vived by a daughter, Olga P, Cevasco,
a teacher at Public School 58, Ozone
Park; two granddaughters, Mother
Consiglia of the Mission Sisters of
the.Sacred Heart, and Paula Ann Ken-
dall; two grandsons, Fdward J. and
James Cevaseo, and two great-grand-
children.  He was the father also of
the lite Edward and James Cevasco.

Sterwin Chemicals Forms
New Company in
Canada

Sterwin Chemicals Tnc,, a subsidiary
of Sterling Drug Inc., has announced
organization of a new company in
Canada, known as Sterwin Chemicals
of Camada Ltd,, in order to serve
“more cfficiently and economically™ the
concern's expanding business in_ the
Dominion, according to P, Val Kolb,
president,  Headquarters for the new
organization have been establishel in
Windsor, Ont., at 1019 Elliott St. W.,
the home of Sterling Drug Mig, 11d

Mr, Kolb attributed Sterwin's in-
creased business in Canada largel)
to the inauguration of a nationwide
food enrichment  program.  Unibr
Canada’s recently revised food and
drug regulations, millers  are oW
authorized to enrich flour, and bakers
to convert it into enriched bread.

To provide maximum_cfficiency
its service to customers, in addition to
the Windsor plant, Sterwin products
will be stocked at warchouse depots
located at Fort Erie, Winnipeg, and
Montreal,

A pioneer in food enrichment pro-
grams, cspecially in flour and breat
fortification, Sterwin was the first
U. S. concern to develop, pro(l_ut‘t' an
scll commercially a flour enrichment
mixture containing vitamins and iron
in a starch-base carrier.

Sk m...m,25lx«l l
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When you're up against stiff com-

petition, you need the salesman who

can attract a crowd and sell 'em your
l product. And that's exactly what a
Milprint package does! The color-
ful, eye-catching Milprint design
draws self-service shoppers to your
brand. Then the clear Milprint pre-
cision-printing sings out your sales
message, clinching the sale,

THE SALESMAN WHO CAPTURES !HE CROWD....

Prinled Cellophane, Pliofilm, Polyethylene, Acelate, Glassine, Foils, Folding Carlons,
Bogs, Lithographed Displays, Printed Promolional Material.
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More and more macaroni and spa-
ghetti manufacturers are sending
out Milprint packages to do their
selling jobs. Milprint offers you ex-
perienced design service plus selec-
tion from the most extensive source
of packaging materials and printing
processes anywhere. Call your Mil-
print man first!

PACRAGING MATERIRBLS
A

(ITHOGRAFHT & FPRINTING
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OENERAL OFFICES, MILWAUKEE, WIS,
SALES OFFICES IN PRINCIPAL CITIES
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Durum Stocks on
Hand January 1

Stocks of durum wheat on hand in
the United States on January 1, 1953
amounted to only 25,296, bushels,
smallest for that date since 1946,
states the U, S. Department of Agri-
culture in a semi-annual durum report,
These limited stocks indicate that sup-
plies may be close to exhaustion before
the 1953 crop comes to market, if mill
grindings continue at around the levels
of recent years, and allowing for only
limited amounts to be exported or used
for feed. It will also be necessary to
deduct seed requirements from current
stocks,

The fl;muury 1 stocks were held in
the following positions: on farms,
12,000,000 bushels; in country ele-
vators, 4,000,000 bushels; commercial
stocks at terminals, 2,957,000 bushels,
and merchant mill stocks of 6,339,000
bushels,

The 1952-53 season started out with
a supply of 39,677,000 bushels (carry-
over on July 1 1952, of 17,710,000
bushels plus the 1952 crop of 21,967,
000 bushels). During the first six
months of the season, mill grindings
took 12,672,000 bushels, exports
amounted to 1,507,000 bushels, while
202,000 bushels were listed as used for
feed, cereal manufacture, and other
uses—a total disappearance  during
July-December, 1952 of 14,381,000
bushels, The quantity mentioned as
used for feed, et cetera, is entirely a
residual ficure to balance the supply
and distribution table. Statistical cr-
rors of estimates likely account for the
discrepancies in the quantity listed
under this bracket.

Production of durum wheat in 1952
wias the smallest since the drought
period of the mid-thirties. The esti-
mated  21,363.000  bushels  (three
states) is far short of the 34.762,000
bushel cron of 1951 and the average
of 37,950,000 bushels, and is less than
half as large as either the 1947 or 1948
crops. The shoit crop is the result of
reduced acreage and poor vields, The
2153000 acres harvested is 14 per
cent less than in 1951, and the smallest
acreage since 1945, The vield, esti-
mated at 9.9 bushels  compares with
13.8 bushels per acre in 1951 and is the
lowest since 1936, Extremely dry
weather varly in the season limited
seeding operations and retarded growth
and development of the crop. Drought
conditions  were not  relieved until
general rains were received over most
of the durum producing arca the last
few days of June and early July. Black
stem rust, strain 158, reduced produc-
tion on the late seeded acreage of
durums, In South Dakota, where the
crop was hardest hit, the yield was 6.5

Total
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25,296,000 Bushels

bushels per acre, compared with a
15.5 bushel vield a year ago.

The 1952 durum crop, though small,
furnished the best milling quality avail-
able in years. Most of the crop was

classified as Hard Amber or Amber
Durum and graded No, 2 or better,
The following tabulation shows U, S,
production and distribution of durum
products,

DURUM WHEAT PRODUCTS: U. S. PRODUCTION AND DISTRIBUTION

Production Exports
Durum Flour
Durum Wheat an
Ground Semolina & Flour Macaroni, etc. Semolina
Bushels 100# Bags Pounds Pounds
Average, 1941-42
1950-51
-fui_r-l)uﬂnhcr 11,762,905 5,005,785 14,826,150 8,071,960
anuary-June 11,008,756 4,796,310 28,886,030 15,115,890
"[‘nm 22,771,661 9,892,005 43,712,180 23,187,850
1945-46
July-December 12,663,562 5,486,660 7,760,088 4,282,975
January-June 9,578,574 4,365,878 25,856,026 11,876,829
Total 22,242,136 9,852,538 33,616,114 16,159,804
1946-47
July-December 11,428,936 5,161,498 46,252 127 2,950
January-June 9,936,202 4,426,121 33 B02,997 31,648,505
Total 21,365 138 9,589,619 80,055,124 31,691,455
1947-48
uly-December 13,996,975 6,138,627 41,314,594 5,017,268
anuary-June 14,181,830 6,354,943 198,424.780 19,706,136
" q.m'l;(‘;tal 28,178,805 12,493,570 239,739,374 24,723 404
iuly-l)ﬂ:cmlmr 11,452 355 5,012,265 25,307,236 2,321,216
anuary-June 10,231,603 4,457,925 14,753,128 1,113,139
mg’l;.‘-)mi 21,683,938 9,470,190 40,060 364 3,434,355
July-December 11,662,778 5,074,859 8,446,382 2,774,541
January-June 0,967,224 4,371,220 2,703,283 2,816,609
4 ‘l;(;u! 21,630,002 9,446,079 11,149,665 5,501,150
1950-5
July-December 11,961,459 5,201,407 6,122,824 2,971,534
January-June 11,375,181 . 4.917,09% 2,365,233 I.‘)Z“.m
l')Sl'l;i.‘" al 23,336,640 10,118,503 8,488,057 4951114
5uly-l)ccumhcr 13,000,983 5,565,247 2 384,785 2,291,082
anuary-June 12,531,677 5,292,630 2,913,467 4,217,764
Total 25,532,660 10,857,877 5,208,252 6,538,815
1952-53 I y
July-December 12,672,106 5,345,541 2,620,178 1,680,028

1/ July through November

TV Gagsters Spark
Lasagne Production

The Mission Macaroni Co,, Seattle,
Wash., is opening up the lasagne mag-
ket in the northwest, reports a recent
issuc - of Advertising Age, Chicago,
commenting thereon as follows:

“Mission got busy on the idea ecar-
lier this year when lasagne, a broad
flat macaroni product, caught the fan-
cy of several radio and TV comedians
and was then featured in an article
in Good Housckeeping, Mission dis-
covered that the product was not man-
ufactured anywhere in the Far West,

“The company is now running ads
in 23 daily newspapers in Washington.
Oregon, Tdaho and Montana for 1t
Insagne and has spots going on KINC-
TV, Seattle, and KPTV, Portland.
KHQ-TV, Spokane, will be added 10
the TV schedule as soon as it begin*
operation, reportedly Dec. 25,

“Radio spots are being used 1
Rutte, Honolulu and Spokane.

“Taskett Advertising Agency haw
dles the Mission account.”

Epitaph
“Ma loved Pa, Pa loved wimmen:
Ma caught Pa with two in swimmin
Here lies Pa.”
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Now that more than two-thirds of all noodle
and macaroni purchases are decided on at the
point of sale, your biggest sales opportunity
is in appealing to the undecided shopper. And
there's no better way to catch her eye and
give her a menu idea than to show her the
noodlea and macaroni themselves . . . visible
in crystal-clear Du Pont Cellophane.

Only Du Pont gives you all these
packaging aids:

Y. WIDE VARIETY OF PACKAGING FILMS scientifically tailored
to meet the needs of varied products and packages.
2., TECHNICAL aasistance to help you plan the most practical
and efficient construction of your package.
3. MIRCHANDISING help through continuing nationwide
surveys of buying habits, to keep your package up todate.
4. NATIONAL ADVERTISING to continually strengthen con-
sumer preference for your packnged producta.

Cellophane helps sell the 677%
that’s bought by store decisions

If you're not already taking advantage of
Cellophane to cash in on unplanned macaroni
purchases, let us show you how transparent
packaging can help. For lnformal.ion.nn bags
and printed materiala gt in touch with your
converter of Du Pont film, E. I. du Pont
de Nemours & Co. (Inc.), Film Department,
Wilmington 98, Delaware,

DU PONT
PACKAGING FILMS

CELLOPHANE
POLYETHYLENE + ACETATE

e w0t
BETTER THINGS FOR BETTER LIVING
«++« THROUGH CHEMISTRY
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Meet Mrs. Average
Shopper

The better you know her ...
the better you can sell her

She marries younger than ever be-
fore,

She is about 39 years old,

She has a family of four,

She lives in a small apartment or
small house.

She might be among the annual
1,700,000 new brides unfamiliar with
many products,

She is accustomed to a higher stand-
ard of living than her forebears,

She is particularly conscious of san-
itation, cleanliness, nutrition,

She may be one of 9,000,000 home-
makers who hold down full-time jobs.

She shops in a supermarket 3 to 4
times a week and spends $20,

She is eager to please her family's
tastes and to provide them nutritional,
inexpensive meals.

She has a husband and children who
are having more to say all the time
about what they cat.

She has a husband who shops for
her occasionally and tends to spend
more than she does,

She seldom uses a shopping list—
she shops with her eyes.

She makes up her mind in the store
about two out of every three pur-
chases.

Daily life offers few diversions for
the homemaker so she looks for ob-
jects of interest in the framework of
her day to day activity,

Food stores can make her shop-
ping exciting with: Store decorations
paced with the seasons . . . or tied in
with special promotions, . . . Displays
that suggest related items or a meal
idea, . . . Displays of bright, attrac-
tive packages.

Her decisions to buy are shaped by
two major influences:

1. Pre-store—advertising,  includ-
ing radio, television, newspapers, mag-
azines, her neighbor's opinion, her past
personal experience, "

2. In-store—the merchandising in-
genuity of the store management and
the manufacturer of packaged prod-
ucts as expressed in interest-getting
displays and self-selling packages.

There are 36,000,000 “Mrs, Average
Sh:ap[wr" spending $30,000,000,000 a
year in f(xur;mn-s from coast to coast.
Know her well, . ., She is the boss.

" (From “Packaging & People"—E. T,
i L & Teope o

Carbon Monoxide Gas

What is carbon monoxide gas? Car-
bon monoxide gas may be formed
by burning almost any kind of fuel
without enough oxygen. A very small
percentage of carbon monoxide gas
in the air will cause headache, then un-
consciousness, then death. The blood
has a great affinity for carbon mon-
oxide and absorbs it from the lungs
instead of the oxygen which is needed

lo sustain life,

An automaobile engine running in an
ordinary small garage with doors and
windows closed will produce enough
carbon monoxide gas to kill you in a
few moments,

Carbon monoxide gas is odorless,
colorless, and very deadly, You can-
not feel it, see it, smell it, or taste it,
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LaRosa Bonus

V. LaRosa & Sons, Inc., paill 4
employes except commission salesmen
one week's salary as an annual banys,
Peter  LaRosa, treasurer, has .
nounced.  This will be the 3% con-
secutive annua! bonus that the wie.
roni products 1+ a has paid,

Consumer Study—Macaroni

One hundred and thirty-five homemakers were presented two samples of
¢lbow macaroni by a national food foundation to test their reactions,
Samvlu 1 was a “regular” semolina elbow macaroni. Sampel 2 was a “thin.

walled” elbow macaroni.

Specifications: Sample 1 Sample 2
Outside diameter o.ovviiieiiiiiiiiieriiiiiiens 0173 0.180
Inslde diameter o oovovensssrmorsssrensninssinsis 0116 " 0.127 #
Wall thickness ..iivesvseenssssisivissassnsoss 0.0285" 0.0265"
Length ........... T ——— — 1. 1.18 »
Bulking Index ...oovvivvvinnins o A ) | 54.2
Per cent of Package Fill ...... TR R e i 720 75.2
Per cent of Ash as is.....000000s TR oo 0.69 0.74
Per cent of Protein as is........ e S S 10.75 1085

Questionnaires asked for comparison of appearances in the package, after a
9-minute cooking period, after a 12-minute cooking period.

In the package, Sample 2 was preferred for a brighter, more vitreous appear-
ance, Color was a minor factor in choice, Shape secemed more important to
this group.

Appearance

in Package Calor Shape
No Preference v.oovvvveviiriiinies . 32.3% 52.5% %
For Sample 1...000iiviniannnaranns . 10195 10.19% B.1%
For Sample 2. 000i0usvssrasronnsons 57.6% 4 27.6%

Color preference was based on “clear, vitreous color,"'25.7'%; “yellower,
creamier color,” 21.3%, and “uniformity oi color,” 3.4%. .
Shage rrcfercncc was for “smaller or shorter elbows.” 24.7% ; “uniformly

0,

cut,” , and “curlier,” 7.3%.

After a 9-minute cooking:
Consumer General x
Preference Appearance Color Shape
NO Preference ovvvveevreeneassennes 15.1% 47.5% 32.3%
For Sample 1...... R R S 121% 10.1% 121%
For Saniple 2. .00 00000nnvovesssoisns 72.7% 42.4% 55.6%

On shape, Sample 1 was criticized “for losing its curl; too long or big.
Sample 2 was criticized “cut uneven; too wide, too thick.”
Eating Qualities:
No Preference. ... 14.1%
For Sample 1....162%
For Sample 2....69.7%

Sample 1 Sample 2
ample o

Tough vovvvnieenenss 36.3%
Firm tender ......vve0. 13.3% 20%
Tender ..... P AN 0 0.0% 0.0%
Flabby tender .......00s 3.1% 6.1%
After a 12-minute cooking:
Consumer General. !
Preference Appearance Color Shatt
No_Prefertnce oovmncosoinsesios viitie 14.1% 45.5% M35
For Sample 1...vvivevniennnniinine. 162% 9.0% |_4.2'|E‘
For Sample 2,..000eierinnnneraninns 69.7% 45.59% 51.5%

Eating Qualities: )
No Preference. .. .22.2%
For Sample 1....1627
For Sample 2....61.6%

Sample 1 Sample ?

Tough ' voohorivsionsse 35.5% 1.0%
Firm tender ..........19.8% |-0;_‘,"
Tender vvvvvenn. veeen. 0.0% 1.0%

3.1%

Flabby tender ........ 6.3% 2
The consumer was not very discriminating in determining which
was in better condition for further cooking:
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For Use in Cooking (As
) Salads Mac. & Cheese)
.\:u Preference oveeviiviiiiiiiiiiiin, 30.37? 20.6%
For Sample Doveoioiiin, 36.4% 25.8%
Pt SamMPIe ZoiedmidanssmaarisseeiEiie 33.3% 53.6%

The consumers questioned were not oo cooking-time conscious : 49.5% pre-
ferred ‘J-mm_uu: type; 48.5‘7:. |||:ufcrru:l 12-minute type; 2% had no preference,
and some said “12 minutes is insufficient time to cook any macaroni.”

Questions on Macaroni Usage

Do you use macaroni or spaghelti for salads?

Occasionally ........ 61.6%
Seldom .....o.co0un. 1.0%
Often vininsans sanei 10,19
] NEVEE osoiiaiisisess 27.3% prl
What are your favorite types for salads? I'm sorry, Sirl You'll bave to
Elbo Macaroni....... 71.8% check the sling shot tool”
Sea Shells ..., v 2249
lElbu Spaghetti..... o 23%
.ong Spaghetti ..... 2.3% Y
. Long Mal;arnni...... 1.2% Noodle Compuny 8
Name the three macar: ¢ or spaghetti dishes you fix most frequently: Drivers Use Theirs
Machront Gl CHOEEE vs is: o usen i imiomsnt nid sidnecsives %
Macaroni salad & oovenvinviniinrnvrnnrrernninninsies You might say five South Siders
Spaghetti and meat balls. . oo v uuuvvnvueer e rererrrnrrersenenenes have used the old noodle while chauf-
Halian SpAGNtt] +vvvvvvesessnssnnsss i e gy B e B feuring noodles 346,250 miles without
Spaghetti with meat Sauce. .. .uvvvvinrernn.s ; a chargeable traffic accident,
Macaroni with tomato sauce 11!(‘ ﬁ\\' aie drivers for the 1, J.
Chili Mac ..... e Grass Noodle Ce of Chicago. They
R b0 vy T SR A A A o R R R A have received safe driving awards and
Name one macaroni or spaghetti recipe you would most like to have: inscribed gold pins from A, Irving
Macaroni salad ...... et i sl i rvin S Grass, company president, and Law-
Spaghetti and meat balls, oo o vvvun e e 11 rence R, Gower, manager of the firm
Macaroni-meat casserole . ..uvueieienunereesriinnsreeiiinnnnees 9 from which the company’s trucks are
Italian spaghetti ......... R A B s SRR A e 8 leased,
%Iararun! and cheese....... S SRS A R NG TR 5 The winners and their individual
Macaroni salad with fish. ...\ .0vvieerrreeriiiinerrieernnnnnenens 2 safety records are William Snooks of
CMlL MRS Gicvnnansiavianiasyests T T T TR i SR PR S 2 5616 Wood, 11 years and 82,500 miles ;
Ol'h'tr: Fitbp bbbt A L o T T e 13 Alvin Grass, sales manager, of 9111

. . . 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

Exterlor View—Laxsare Drying Room

for ECONOMICAL
SPEED DRYING

FRANK LAZZARO DRYING MACHINES

Executive Offices: 55-57 Grand St, New York 13, N. Y. Digby 0.1343
Plant and Service: 9101-09 Third Ave., North Bergen, N. ]. Union 7-0587
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John J. Cavagnaro S Performance
| ) |
Engineers T A R
and Machinists
Harrison, N. J. - - U.S. A/
Specialty of |
}i Macaroni Machinery |
E Since 1881 |
l Presses _
I Kneaders
Mixers
Cutters : P _
Brakes {
Mould Cleaners ESy

T

Pl T ]
BHISHHH

Moulds CO

STAR

All Sizes Up To Largest in Use

, 255-57 Center St Dl-gby 9-1343
N. Y. Office and Shop "~ New York City s

e PRESS NO. 222 (Spechl) — e ——

MACARONI DIES MFG. CO.
57 GRAND ST, NEW YORK
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abundantly clear . . . that | consider
that it is my job to work for the
people of the United States. 1 am part
of your government ; it's you that have
hired me and pay me and you're on-
titled to have me do the best that 1 can
for vou. And that is going to be the
spirit of the State Department and of
our ambassadors,  You needn't  be
afraid that we are working against you
and for others.”

And we can stick out our chests
again, and throw our hats in the air
for a leader who says: “. . . | believe
that our foreign policies should be open
so that you can know what they are,
and they should be sufficiently simple
so that you can understand them and
judge them, and they should be suf-
ficiently decent and moral so that they
will fit into your idea of what you
think i right.”

L *

Behind Books and Petlicoats

Selective Service Director Lewis 1
Hershey says he's going to ask Presi-
dent  Eisenhower for an  executive
order cutting draft deferments of col-
lege students and fathers,

He wants to end deferments of men
who become fathers in college  and
then, after graduation seck further de-
ferment because of their dependents,
He would also limit deferment of
freshmen to those in the upper quartey
of their class, rather than the upper

half, and who scare 75 (instead of the

present 70) on the Selective Service
Qualification Test,

Since we must have a draft, the
General  should  go  even  further.
Fatherhood, per se, is a shameful
dodge, and scholarship deferment en-
tirely undemocratie,  Neither should
provide immunity,

PRESIDENT'S MESSAGE

(Contimied from Page 6)

shelf with it, these retailers will be-
come our master macaroni salesmen,

Another of our coneern, as you all
know, is production of durum wheat,
Production of durum has declined dur-
ing the last five years, and this has hap-
pened in the face of a rising demand
for macaroni products,

The durum farmer, we know, had
tough luck last year, In the carly part
of the year he was confronted with a
drought. Later, he was harried by a
rust-hlight.

Many of these farmers are now be-
ginning to wonder if it wouldn't he
better to turn their acreage to some
other crop.

We must not let that happen. In
fact, we have taken steps to avoid it,
Our association, striving to assurce a
plentiful supply of durum year after
year, has been working closely with
the North Dakota Agriculural Col-
legre, the extension service and other
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farm groups who are interested in
durum praduction,

Experiments are being made 1 in-
crease the production of durum per
acre, Programs are under way 1o sell
farmers that durum is a profitable
crop over the [s‘vurs and that they
should increase durum acreage,

All this is knit into the over-all pro.
gram which we must carry on i the
macaroni industry is 1o continue to
prosper as it has in the last sevenl
years,

The farmer and the macaroni pro-
ducers must work as a team, dedicated
to the proposition ‘that their problems
are mutual and that the prosperity of
one depends on the prosperity of the
other.

In my remarks today, 1 have covered
a few points which 1 know are the im-
mediate concern of all of us. Every-
thing that | have touched upon, as well
as other subjects, will be discussed in
more detail during our sessions here,

In conelusion, 1'd like to recall that
we as an industry have been going

ST O A DIVORCE was >
h e ARD  N GRANTED N NEVADA ,
forward fu!' y;-nrs. We must continue ‘ # BECRUSE THE w,@ D‘PNr
l"'ﬁ:v[:-]:;:l‘ti"l‘f; greater prosperity lies : P s MOK HER HUSMNDJ_
open hefore us, We shall start down i ok % FAVOR(TE D’ SH. R&‘WON?

that road with courage, with confidence,

with optimism. { ! it
But we shall not be smug; we shall : & “ Y
not be complacent, ¥ “ Pt &
We aceept the challenge of 1933 and QA Uim . '
will meet it with hard work, ) ¥
! ;
A ik

Kneaders

NOODLE MACHINERY

WE SPECIALIZE IN EQUIPMENT FOR
THE MANUFACTURE OF CHINESE ;
TYPE NOODLES

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

of Spaghetti, Macaroni, Noodles, etc.

BALING PRESSES |

Hydraulic Baling Presses for Baling all \
Classes of Materials

HYDRAULIC |
EXTRUSION PRESSES | |

Rebuilt Machinery for the Manufacture i

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

N. J. CAVAGNARO & SONS
MACHINE CORP. |

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

8ays.

JACOBS-WINSTON'
LABORATORIES, Inc. |

Consulting and Analytical chemists, special-
izing in all matters involving the examina-
tion, production and labeling of Macaroni, {
Noadle and Egy Products.

|—Vitamins and Minerals Enrichment As-

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

9—Semolina and Flour Analysis

| 4—Rodent and Inscct Infestation Investiga:
tions. Microscopic Analyses

5—Sanitary Plant Inspections

t James ]. Winston, Director
156 'Chmnbers Street
New York 7. N. Y.
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National Macaroni Manufacturers
Association

OFFICERS

Thos, A. Cuneo.....ovisnsnsanss teanssses e
Peter LaRosa, Ist Vice President. ...

loyd E, Skinner, 2nd Vice President
Guide P, Merlino, Jrd Vice
C. F. Mueller, Adviser,cioepsincess
Robert M. Green, Secretary-Treasurer.
James '['; Winston, Director of Research
M, J, Donna, Secretary Emeritusiooee

.
asrea

1952-1953

.ennro Foods, Inc., rcmnhll, Tm‘?.
/. LaHosa & Sons, Hrookl N, Y.
sSkinner Mig. Co., Umaha, Nebr.
Mission Macaroni Co., Seattle, Wash
«C; F. Mueller Co, Jertey City, N. A
Ashland A l'u‘glim. 1,

W0 K
*136 Chambers Sty New York 7, N. ¥.
+ |28, Cambers Bt New York I B

=

DIRECTORS

lon Ne. 1
Pn.l't;"!‘ Pellegrino, Prince Macaroni Mlg. Co., Lowell, Muass.

S | Arens, V, Arena & Sons, Norristown, Pa.
l-'.:t’:;?!‘mltrﬂnmml. ]:;;Rnnuﬂlmnunmm [ IFAnl Island City, N. Y.

C. W, Wolle, Megs Macaroni
Region No, 3
llorace PP, Gioia, Allonso_ Gioia

Co., Harrisburg, Pa.
& Sons, Inc. Rochester, N, Y,

Albert 5, Weiss, Weiss Noodle Co,, Cleveland, U,

Region N

o, 4
. Irving_Grass, 1, J. Grass Noodle Co,, Chicago,
!rll?é'.'lll‘rhl'lr. ]f.lul:lur Oans (':u..ol"hiulz. 1,

Region No.

5
Thomas A, Cuneo, Ronco Foods, Inc., Hcmﬂlc. Tenn,

Peter J. Viviano, Delmonico Foods, Inc.,

Region

uisville, Ky.

No. &
Paul nll!:'ﬂlll Catelli Food Prodycts, Montreal, Canada
C. L. Norris, Fhe Creamette Co,, Minneapolis, Minn,

eglon

No. 7
ohn Laneri, Fort Worth Macaronl Co., Fort Worth, Tex.

}i‘c'lun N

. 8
larry f)llmnnd, Gooch Food Products Co., Lincaln, Nebr.

Reglon

No, 9
Guido P, Merlino, Mission Macaroni Co., Seatile, Wash,

Regilon

No. 10
Vincent lchnmenlm. Golden Grain Macaroni Co., San Leandro, Cal.

, DeRoceo, San Diego Macaroni Mig. Co., San _Diego, Cal.
Ali::d Spadalora, Superior H::lrnni Co.,, Los'Anlr‘hl. Calil.

At-Large

Robt A. Cowan, A, Goodman &

Peter La Rom, V, Rosa &

Ml’nr Ravarino, Ravar
r

|}
Lloyd E. Skinner, Skinner MIj
erry 'Iu]vu!. National F
ouis 5.

ino & Freschi, Inc.,
E. Rossl, Procino & Rossl dorp.. Auburn,

, Inc, 1 Island City, N, Y.
o .';‘.‘o:,m‘é,‘!' NN
o Laul;i Mo.
. Co., Omaha, Nebr. i
l’::d'un:u CI:.'. New Orleans, La

sgnino, American Deauty Macaroni Co., St. Louis, ‘Mo,

British Labor Relations,
A Contrast

If American unions really believe
the Taft-Hartley Act is a harsh law,
they might profitably compare the pol-
icies under that law  with those of
England,

'hw following labor dispute, report-
ed by the London Ecomomist, illus-
trates the differences.

An English printers’ union, in hon-
oring a general strike some years ago,
broke an agreement with Thomson and
Co.  Thereupon the firm decided to
employ only men who did not belong
to a union, The position was made
clear 1o all those working for or hired
by the company.

The printers’ union, in recent years,
has been signing up members among
Thomson’s employes,  Early in 1952
and again in March, men suspected of
being union members were dismissed,
Each took his grievance to the union,
All of Thomson's workers that be-
longed to the union then struck and
the union began a national campaign
against the company. The company
has brought suit against the union and
the case 1s now pending,

Meanwhile, the Ministry of Labour
had a fact-finding body investigate the
dispute between the company and the
discharged workers, apart from the
litigation. The body recognized that

the conflicting principles involved the
claim of a man to be free to join a
union, as against the claim of an
employer to be free to employ non-
union men only § it recognized that also
involved was the claim of a union
that it may break an agreement when
participating in a general strike as
against the interest of management to
have contracts kept,  As to these con-
flicts, the fact-finding body said that
both sides were within their rights,

The employer, under the union-
hated Taft-Hartley law, would have
been charged with an unfair labor
practice  of discriminating  against
union employes,  In England, how-
vver, even while the Labor govern-
ment controlled the country, employ-
ers continued to have a right to fight
back. It is interesting to note that
British labor has rejected a Taft-
Hartley-type or cven a Wagner-type
labor law.

Beer Can Openers to Be
Standardized

With standardization apparently the
order of the day, the Can Manufac-
turers Institute and the U, S, Brewers
Foundation are collaborating on a set
of standavds and specifications for a
“perfect” beer can opener. A seal of
approval will be given openers that
meet  requirements covering  “‘mate-

CLASSIFIED

FOR BALE: 24 new long goods truchs
54" by 34", 48 sticks nl’ truck, $20 eack
F.O.B, Plant. Write x 110, Macaresl
m.umnl. P.O. Drawer No, 1, Braindwood

Wanled: Conlinuous preliminary short
cut dryerr also a shaker for short v
macarcnl. Blale alze, condition and prict.
8al e Fava, Trinacria M i Works.
400 No. Paca Si. Baltimere 1. Md.
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rials, finish, gauge, size of opening
sharpness of point and opening pres
sure,”
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: CHECK AND FILE THIS IMPORTANT INFORMATION :
1
l .
} -
[
I
| =z
: The minimum and maximum levels for enriched macaroni products as =
required by Federal Standards of Identity are as follows: 2
ALL FIGURES ARE IN MILLIGRAMS PER POUND E
Min, Mox, 4
Thiamine Hydrochloride (By) ... ..vuveenuseenns 40 5.0 =
1 Riboflavin (Ba) +uvvvvvvnvvrvnennes I 2.2 o
! NIGEID v veennsserneeeennnnnes RS 34.0 -
BOR, oo afevmivioivioni i s SRR b e 13.0 16.5 >
NOTE: These levels allow for 30-50% losses in kilchen procedure. ¥
Suggested labeling statements to meet F.D.A. requirements: ','
For macaroni, spaghettl, etc,, from For short-cut goods from which cook-
which cooking water is discarded— ing water is not usually discarded—
Four ounces when cooked supply the Two ounces when cooked supply the fol-
following of the minimum dally require- owing of the minimum daily require-
menls: ments:
Yitamin By v.00ue .50% Vitamin By ... 0uvs 50%
Vitamin By ....... 15% Vitamin By .. .0v0e 10.5%
IPON sevsnnvnnnns 32.5% Iron ......0. re 0 16.2%
Niacin ... ..4.0 milligrams Niacin ..... 3.4 milligrams
.lllll'..'l......IIllIII'I....I.:.......O.l....'IIIIIII.‘....Ill. I
H |
¢ for mechanical feedin |
for batch mixing ¢ ith ti g i
| . with any continuous press :
[ ] u .
1 ]
; ROCHE’ SQUARE  : enricument PREMIX |
: ENRICHMENT WAFERS : containing ‘ROCHE' VITAMINS I
L ]
| Each SQUARE wafer b4 1 ounce of this pow-
3 contains all the vita- . dered concentrate
! W mins and minerals . added to 100 |bs. of
needed to enrich H semolina enriches 1o
100 [bs. of semoalina. : the levels required
They disintegrate in . by the Federal
solution within sec- . Standards of Iden- \
onds . . . have finer, more buoyant par- . fity. If you use a con-
\ ficles . . . and break clean inlo halves . tinuous press, get the
i and quarters. Only 'Roche’ makes . facts now on mechanical feeding of en-
; SQUARE Enrichment Wafers. . richment premix with ‘Roche’' vitamins. :
| 4 I
: & :
I
1
|
\ For help on any problem involving enrichment, write to :
Vitamin Division ¢ Hoffmann-La Roche Inc. = Nutley 10, N, ). '
1
ENRICHMENT WAFERS AND PREMIX DISTRIBUTED AND SERVICED I
BY WALLACE & TIERNAN CO., INC., NEWARK 1, NEW JERSEY =
1
e o o i e i O O - o o e e 1




HERE'S HOW A BABY SPAGHETTI PLAN
HELPS YOU MAKE A BETTER PRODUC

Pillshury Scale Model, 1/;9 the
Usual Size, Tests Semolina
Under Actual Plant Conditions

Imagine a real spaghetti plant, just oned
tenth the usual size!

That's the unique and effeclive device
used by Pillsbury to guarantee you succe:zs
in the manufacture of macaroni products,

The tiny plant actually produces stand
ard product sizes. And so perfect is the
miniature that it duplicates exactly norma
production processes,

Samples of each semolina mill run are
taken, and then run through the small plant,
emerging as test batches of spaghetti or
macaroni of different types. Each test batch
produced is tested for color, checking and
specks, wall strength and, most important,
cooking and eating qualities.

With this exclusive and foolproof “plant-
testing,” you are assured of trouble-free
production in your own plant when you use
Pillsbury’s Durum Wheat Products.

ANOTHER PERFECT TEST RUN. Here, R, C, Benson, Durum Department,
checks extrusion from the hydraulic rrua. a part of the mininture upnnhmu

plant in operation at I’Jllnhur\ s fully-equipped Products Control Luabora-
tory. Capacity of the plant is 20 pounds per hour,

Model Plant ‘Okays' Each Step to Insure Top Product

WELL-KNOWN CONSULTANT to the macaro
dustry is R. C, Benson ‘nhnw I, 0 36-year Pill
veteran and currently head of Pillsbury's 1) up
Department. Pillsbury was one of the first A va-
can durum millers,

MIXING in done in this
scaled-down mixer. The
mixer is a standard four-
arm, slow-speed type.

KNEADING is a separale
operation in the small plant
#0 that dough pufnrmum:u
can be checke

DRYING of each batch takes

Ince in this moisture and

emperature-controlled
cabinet,

You, as a macaroni products manufac-
turer, want the answer to one question:
“How can I be sure of making a product
I'll be proud to put my label on?”’
Pillsbury answers that question with
Pillsbury’s semolina and durum flours,

You can be sure of peak performance
beforehand because of Pillsbury’s unique
“plant-testing' with the miniature spa-
ghetti plant. Next time you buy semolina,
buy Pillsbury’s . . . “plant-tested” for
top performance,

Pillshur dx

"plant-teste
SEMOLINA AND DURUM FLOURS




