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The ‘Roche’ Enriched Macaroni Products Bro- ¢

chure and Versatility Chart, which we produced A“B En’s

in a limited distribution for the Vitamin Division
of Hoffmann-La Roche, Inc., are now being pre-

pared in four different forms for printing at mass- D W Wé
production prices, Wi M m

By placing your order now for one or more of

these new editions, imprinted with your name, BtE“Ds
product pictures and selling message, you will be
able to use the valuable material in the Brochure

and Chart to build your own sales volume with . i 3
your wholesale and retail trade — and with p A... ALWA‘{S uniform in color and quality . ..
consumers, every shipment.

Here are some suggestions for using the ‘Roche’

Brochure and Versatility Chart in your own sell- M. .. MACARONI manufacturers depend upon

ing campaign. Send a series of mailings to tcp Amber’s uniformit; tc maintain uniform
food buyers and executives. Cover your own quality of their proiluct
lclustom;:rs l:md LE'Jros;’gz’.t:t:s. Go after the bulyfrsdfor i
ospitals, hotels, cafeterias, restaurants, Let doc- Foet . ’
tors, dietitians and home economists know about = BE sure with Amber’s l?urum Eard Wheat
the excellent food values of your products. Circu- Blends. Protect the quality of your macaroni
late your story to newspaper food editors, radio products.
and IV women'sAnm&m&mntat(f)rs. wo}uen‘s I_<;lubs, -
P.T.A. groups. on't forget Mrs. Home- +++ EVERY i H
maker herself! Use the Versatility Chart as a th ord:; sthped when. promised. Plan
premium or “'giveaway" in connection with your smoother production flow with Amber’s de-
advertising. Display it in your retail outlets, Use pendable service.
it as a mailer, Have your advertising agency sug
gest ways in which to add the impact of this material to your advertising and IR...REMEMBER... buy Amber’s Durum Hard
publicity campaigns, Wheat Blends for uniform color and quality,
If you have not as yet received your copy of our descriptive folder illustrating and for dependable delivery.

the four plans together with prices, we shall sce that you receive one immediately.
Send your request today or ask your Rossotti salesman.

Plan A Plan B Plen C Plan D
A Deluxe Mailing for Deluxe This is the Popular Edition, This plan consists of the Ver- This ﬂlzn is for the manufac.
business. Consists of Brochure Brochure is reduced in size to satility Chart with the back of turer who wants to use the 4-
(8'4 x 11) in 2-colors, and Ver- 514 x 8, with carefully selected Chart imprinted in 2-colors us- color Versatility Chart to pro-
satility Chart (18 x 24) in 4- text matter from the large bro- ing the same consumer copy as mote the sale of his enriched

colors, Chart is folded and chure edited in a non-technical in the smaller edition of the roducts, Your advertising copy
grped i‘}: on {‘nt ;;1{:;: of bn;- style. 4-0(.)!:)1:i Chl;t]dr;mlln; Bro:hur;. ﬁt:l:n I\ﬁﬂé be foldled ’I i]:nrilrlir;:edb{n l-l;:olor. in thiha
ure. Your advertising copy is same size and is folded an to4x9 w will fit a regular nch light blue bar across the

imprinted in 2-colors on 'imk tipped in on last pige of bro- business letter envelope. There bottom of the chart. There is
; cover of brochure. chure. Your advertising oo%y is is space for imprfnuag your ad- no printing on back of chart. A M B E R M I l L l N G D I v I s I o N
b imprinted in 2-colors on back vertising copy in 2-colors on two
cover of brochure, 4 x 9 panels, Farmers Union Grain Terminal Assoclation

ROSSOTTI LITHOGRAPH CORPORATION

[ ] 8511 Tonnelle Ave., North Bergen, New Jersey MULT AT RUSH CITY, MINNESOTA © GENERAL OFFICES, ST PAUIL 8, MINNESOIA
0: s om ROSSOTT!I CALIFORNIA LITHOGRAPH CORPORATION
SERVING r"l"nnu'!.’ SINCE 1898 5700 Tl'llfd Siruh San Francisco 24. C-ili‘fomll

SALES OPFCES: Now York * Rochester © Besten ¢ Philadeiphia * Chicegd © Orlands © Housten  Les Angeles ¢ Fresae * Sesttle
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GIVE

HEN Uncle Sam was bhorn 177

years ago, he was a prelti; scrnwnzl'
infant, The world didn't give him muc
chance of survival, The world also
wedicled a precarious future for Uncle
gum‘s younger brother, an economic
system called Private Enterprise.

But these two orphans did survive,
and down through the years Uncle
Sam has kept a restraining hand on' the
Kid Brother, He had to legislate against
the sweat shop, the monopoly and the
trust; he had to demand the minimum
hourly wage and impose the responsi-
bility of honest representation in label-
ing and advertising. He did these

things, and many others, to discipline-

this young giant and to make a man
of him, instead of a wild thing that
would only destroy itself.

The world today is in the balance,
half elave and hall free. Private enter-
prise-—American business—stands in so
prominent and so precarious a position
that by moving in one direction or an-
other, it can tip the scales of govern-
menl toward a world of slavery or a
world of greater freedom than we have
ever known. Many discordant voices
are yelling the same words but with
different meanings: “Give Uncle Sam
the husiness!™ -

This is, first of all, the cry of the
socinlist, He wants to give Uncle Sam
my business, your husiness, all busi-
ness. Second, it is the cry of the Com-
munist, who want to give Uncle Sam
the business in the true sense of the
phrase—a hot foot, a cold shoulder,
and a kick in the face,

But third and most important, it is
the ery of the patriot, who wants to
{:ln- the American government the col-
ective brains, vitality and will to suc-
ceed that have made American Free
Enterprise greal. He is not trying to
I;u'e the country to the businessman,
wut the busincssman to his country.

Can a man limit his respumiivility
to his country? Can an American in
business lmn!: out a sign saying *“Citi-
zen, Limited”? The man who sits down
at the end of the day and reads the
comics and the sporls pages, skipping
the editorials, is not exercising a priv-
ilege—he's taking a liberly, The man
who ignores the issues and voles his
prejudice is not using a Constilutional
right, but perpetrating a Constitutional
wrong, And the man who flips a coin
at the polls is gambling the fate of
his country on heads or-tails. Every
man can answer for himself the question
“What are my obligations lo govern-
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UNCLE SAM THE BUSINESS

By John Ben Sheppard, Atforney General, State of Texas
af the 43rd Annwal Meeting of the U.S. Chomber of Commerce

JOHN BEN SHEPPERD

ment?” The unlr real question is whe.
ther you are willing to fulfill them.

Our government grew from the bot.
tom up, and our responsibilities to it
begin ot the base of the mountain—on
the local level. Duty begins when you
are wanted on a civic committee, in
the PTA, or on the school board.

We can’t all do great things, but
“we can all do litlle things in a great
way, When vou L:ull yoursell out of
an easy chair in the evening and drag
your lired feet down to a precincl con-
venlion, you've done a greater thing
than most Americans do. They say
there’s always room at the top, bul
there's a lot more of it at the bottom
where the hard work is. A man who
has reached the top of the ladder has
stopped climbing, rlul you have found
a valuable citizen when you see a man
big enough 1o reach the top and «till
keep his feet on the ground. That man
has just begun to climb.

But what is a businessman’s obliga.
lions to government.

When there aren't enough hours in
the day for a Board of Directors meet-
ing and a City Council Meeting too—
when a man's energies are limited to
spread over business, home, church and
government in equal share—it's hard
to know where to drop one burden and
pick up another,

That's why I say, “Give Uncle Sam
the business.” You haven't enough time
to divide between them, so there are
times when you'll have to choose be-
tween them. We often cannol combine
business with pleasure, but there is
no reason why we cannot combine busi-
ness with patriotism, I'm talking about
business men and women as cilizens.

If you have never begrudged an
employze a few minutes away from his
{oh for ths purpose of going to vote,

have no quarrel with you. If you
have never urged an employce to get
out of jury service, and have never
taken the altitude that your own service
justifies getting your employees ex-
cused, 1 have no complaint. If you have
looked for opportunities lo serve on
civic conunitiees, and have encouraged
your employees to belong to civic or-
ganizations, | have no bone to pick.

But if vou have been quick to repri
mand the boys in the front office for
discussing political candidales around
the water fountain—il you have ever
raked a clerk over the coals for reading
an editorial on a public issue behind the
filing cabinet—or if you have ever had
a aufmrdinale on the carpet for standing
on his political convictions—then you're
the one I'm talking to.

Not every man who yells “God Bless
America” is a patriol. One kind will
spend money to make an annual pil-
grimage 1o Washington, but another will
finance a trip to the State Capital for
a carload of kids. One will put a red,
white and bluc border on his Fourth of
July newspaper ad; but another will
give his advertising space to a civie
improvement effort on a blue Monday in
December. One will beat the drum and
lead the parade on a holiday, and the
other wi]" go all alene up the Court
House steps 10 a meeting of the Com-
missioners’ Court on a working day.
The first thinks enough of Uncle Sam
to climb on his band wagon for business
reasons; the other thinks enough of
him to give him the business.

It is the iron clad duty of business
men and women, as leaders in their
communities, to lend their talents to
local, stale and national governmental
bodies . . . to get oul the vole . . . to
give their Congressmen and Legislators
the benefit of their counse! ., . . to sup-
port their candidate for office after
election as well as before . . . and to
serve in public office themselves when
qualified and when called upon.

I've heard mony a businessman say
politics is 1oo dirty to get mixed up in,
Since when is it logical for people
to repose their livelihood and their
freedom in the hands of men lhe;
consider too shady to associale with
How long will freedom remain in the
possession of people who sit in the
penthouse offices and look down with
abhorrence at the dubious characters

{Continued on page 16)
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OUR OPPORTUNITIES AND RESPONSIBILITIES

Excerpts from An Address by Clem D, Johnson, President,
Chamber of Commerce, at the 43rd Annual Meeting

CLEM D. JOHNSTON

THE basic issue in the economic and
political forum has not changed in
22 years, The issue is still: How much
nlmfl the l|:im'ernmenl. do for us? How

much shall we do for ourselves? Every-
thing else revolves around the fringes
of this center piece. There has been a
marked change in our generalion in
public resistance to socialism and o
that more modern and more cozy
phrase—the welfare state,

It is considered justice today lo toke
from the diligent and thrifty in order
that the improvident and shiftless may
take it easy. Coupled with this is the
new passion on the part of so many
people for government provided secur-
ity, which can be defined only as an
opiate that tends to destroy the virile
clluruulcrislics that made us a greal
people.

The spectacular success of the United
States can be attributed largely to a
brand new idea conceived by the Found-
ing Fathers and embodied in the Bill
of Rights in our Constitution, The idea
of popular election of oflicials was not
new. Neither was the system of checks
and balances. What ‘was new was that
for the first time in recorded history,
certain’ institutions and human rela-
lions were to be outside the authority
of pgovernment, The government was
specifically forbidden to infringe them
or to violate them,

Freedom and responsibility are in-
separable. It is we, the people, who
are now discarding the concept of gov-
ernment that brought forth the Consti-
tution and the Bil? of Rights. Few of

us seem to want to keep government out
of our personal affairs and respon.
sibilities,

Many of us seem to favor various
types of government guaranteed and
compulsory security, The welfare stale
has an undeniable appeal for many,
f’cl all should know that as we embrace
t, we are rejecting the concept of gov-
ernment and of individual responsibility
that made America greal. We must
choose between government paternalism,
which inevitably leads to socialism and
drab mediocrity, and the individual
freedom and individual responsibilit
which, with all its admittedly tougﬁ
spots, hardships and inequities we have
known in the past, has produced Ameri-
ca as we know it today and the highest
scale of living and the greatest degree
of individual happiness in human his.
tory. There is no other choice.

Our abundance is such that we have
found it possible to give to many peo-
ples of the world vast amounts of goods,
equipment and arms, But far more than
handouts of food or equipment or arms,
the rest of the world urgently needs an
exam}:le of one nation, somewhere, liv-
ing free, happy, contented, successful,
under a democratic system of private
ownership, full, free competition and
individual initiative, and moving for-
ward vvder that system lo progressively
higher # sadards of living and enhanced
human happiness.

We alone here in America and our
ne! shbor to the north, Canada, are in
a psition to furnish that example. But
instead, we are giving lip service to
capitalism and free enterprise, and at
the same time we are slilling capitalism
and free enlerprise with an increasing
blanket of conirols, restrictions, inter-
ference and restraints that may well
prove falal to our system,

You have been reading of the organ.
ized attacks upon the state right-to-work
laws biﬁ the unions and their sympath-
izers.’ Eighteen of our states have such
laws, They are almost identical and
they are simple. In essence, they state
that any man has a right to join and
maintain membership in any union of
his choice, but that he has an equal
right not to join, and that an employer
is not required to discharge an employee
because of non-membership in a par-
l:culnr union, a purely private organiza-
tion,

There is no question but that the
great majority of union members and
union leaders are fine, sound, loyal

Americans, Bul it can not be denied
that some of our unions ore led or
dominated by convicled racketeers or
by known communists, Individual mem-
bers who rebel against such leadership
or who rebel for other causes, fre.
uently find charges leveled against
them, and they are thrown out of the
union. Under the Union Shop agree.
ment, the employer has no other re-
course excepl to dismiss the otherwise
satisfactory employee, That is what is
liappening in the thirty stales that do
not have a right-to-work law,

You don't hear much about it be-
cause the individual employee has long
since learned that he hos no recourse
at law, and that if he makes too much
fuss, he is jeopardizirg his chances of
ever gelting a job anywhere a union
is involved.

All this in free America!

I see increasing evidence that many
union leaders, having fully altained
or even exceeded their original an-
nounced goal of a fair division of the
[ruits of labor, are now going in for
power and control. And they would
change the system itself in order to
perpeluate themselves in the exercise
of th. power. Sociolism has become
a bad word in the United States, Most
of our labor leaders will, of course, deny
that their objectives are socialistic. But
look at the record. Let's admit that the
resemblance may be coincidental, but
it is also unmistakable. Of course, so-
cialism as such is not the intended goal.
The goal is power.

I am not overlooking the anti-Social
position of most labor leaders—nor
questioning their sincerity on that score.
Neither am | overlooking their bows in
that direction of our capitalistic system,
Any time you interfere with the opera-
tion of a free market you are courling
trouble, and socialism represents a maxi-
mum_interference. If the leaders of
organized labor are sincere in their pro-
fessions of faith in our kind of cap-
ilalism, they will join in recognizing
that on the world stage today the con-
flict is not with the intellectunl concept
of communism as such, but with anti-
capilalism and with dictatorship in
whatever form it may assume. Here
al home the conflict is with forces that
give lip service to private enterprise bul
at the same time do things that would
destroy it.

It is all right to beat the drums
against the evils of communism but that
is not what this nation needs in its
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conflict_with the Tron Curtain philos.
ophy. What this country needs is less
undercutting of those incentives which
make capitalism possible and make it
successful.  The international issue is
not Communism; it is anti-capitalism,
the abolition of the profit motive and
the profit system,

Il you will only turn competitive cap-
italism loose to show what it can do—
restore the incentives for maximum ef-
fort—take off the handeuffs of union-
imposed restrainis 1o production and
employment, remove the ball and chain
of confiscatory laxation on the success
ful as a penally for success, our capilal-
ism will produce for you a scale of living
and a way of life so far superior to
any thing the world has ever seen that
there will no longer be any argument
as to which system is best for mankind.
And it will do so in on astonishingly
short period of time. No Iron Curtain
could obscure the glistening excellencies
of such a system. | wouldn't envy the
dictator the job of selling his already
reluctant followers on the excellence
of his system as compared with America
as it can be in 1965. We can double the
standard of living in America by 1965
if we really put our minds to it.

The strength of modern nations is not
measured in divisions, or war planes or
bombs but in productive capacily. Prog:
ress has been tremendous during the
past few years, bul human wants are
unlimited. Everywhere we turn we need
more and better homes, more and belter
schools, more and Detter lospitals,
roads, sireets, playgrounds, libraries,
parks, house [furnishings, applionces,
automobiles, We are not dealing in sel-
fish gain for a few, but in enhanced liv-
ing standards for all.

I see no limits to the heights to which
we can all soar il we stop this childish
bickering about who is going to have
the biggest piece with the least personal
effort and devole our .ives 1o the task
of making the pie so big there will be
more than enough for all. It will in-
volve a lot of hard work and personal
sacrifice; but in contrast with the al-
ternatives—the horrors of an atomic
war or what is worse, the drab medio-
crity of life under socialism—it's not
a hard choice,

And since when have Americans been
afraid of risk and afraid of hard work?

We have found a new kind of aris-
tocracy here in America. It is mnot
an aristocracy bosed on ancestry, nor
is it based on property. IL is an aris-
tocracy of achievement. 1 believe in
such an aristocracy and so do most of
us,

Political orators may voice their high
regurd for the common man, but if you
accuse any American of being one, he
wanls to fight., The common man is
just ico common for our liking. We

refer tie uncommon man, He is the
asis i our American supremacy. We
have a lot of him. We find him in every
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walk of life, in everv trade, every crafi,
every profession. We have almost un-
limited material for more of him il we
restore the incentives for every man
to do his level hest.

Research is providing for our young
folks today opportunities far greater
than the western frontier ever provided
for our grandparents,

Today, the ncarly four billion dollars
that American business and industry
is investing in rescarch is providing in-
calculable benefits. new products, new
methods, new job opportunitics—10,000
new products that grandfuther never
knew, There is no dearth of opportunity
for those who seek il.

If we are going to make real progress
toward this new world that we can
all sense is just ahead, we have got 1o
rid ourselves of this welfare state phil-
osophy of giving everyone, regardless of
how much work he does or how well
he does it, an equal share of every
thing.

The cost of government is already at
a level that is inconsistent with a con-
tinuing, healthy, free enterprise econ-
omy—and the federal budget is still
unbalanced. The budget can and must
be balanced, bul not *“irough increased
taxes, The job can be done in pant
through increased efficiencies and econ-
omies, Qur real task lies in reducing
the scope of the federal government to
those activitics that are its real function.

To begin with, we must get govern-
ment out of compelition with private
enterprise. Next, we must decide what
we wanl government 1o do and then
limit its activity to those things,

I have worked with and for a num-
ber of government agencies and depart-
ments. | have never seen a single de-
artment of government including the

efense Depariment—which could not
render all essemtial services with at
least 2595 less funds if it were organ-
ized on a business basis and operated
wilth a ) rofil motive, As a firsl essen-
tial ste; . think we should set up cost
account.g systems for governmental
functions that will properly reflect all
elements of cost, and provide measure-
ments of efliciency comparable 10 the
automatic measurements of our com-
petitive system, Many government op-
erations today omit such ilems as rent,
light, heat. interest, taxes and even
wages as el-rwents of cosl,

Most of u: think of taxes us o means
of providing essentinl revenues for the
operation u? government, Bul some of
our most destructive laxes are the con-
fiscatory high brackel rates instituted
years ago to bring aboul social reform.
Rtevenue was a mere pretext. These
laxes are effective deterrents to new and
expanded enterprise. They yield only
a trickle of revenue, and they keep little
men little and they threaten even the
great with smallness, The same policies
that wet the thirst for security debase
the currency in which the security is
mieasured,

9

Teday the World War 1T emergeney
is over. We are probably in the Coll
War for a long time to come and we
should gear for the long pill. We see
the government dissiputing many  of
our lax dollars in holdovers from war-
time government operations of question-
uble efliciency and doubtful value, I'm
tired of paying high taxes 1o support
such projects and 1 helieve you are 1o,

Don't blame povernme . employees
as such. They are just people—goad
people—who would welcome efliciencies
and the opportunity to work more effec-
tively.

And don’t blame the Administration,
It is putting on about as much pressure
for economy as Congress and the public
will support. In part you should ‘Jlumc
yoursell as part of the American publie,
I's a sufe bet that some ol the fine
chambers of commerce have had a lead-
ing part in sending delegations 1o Wash.
ington, or urging their Congressmen,
to get a handout for o dam ¢ a flood-
wall, or a streel widening project of
such doubtful nature that they would
never have built it with their own local
money,

One thing 1o remember is that bad
politicians are elected by good people
who don't vote. Another thing 1o re-
member is that we are starting off a
new eri, and we should carry a full
share of citizen responsibility. The test
is not whether we are Democrats or
Republicans, union or non-union. The
test is whether we believe in our tradi-
tional American system of freedom of
choive and freedom of enterprise.

1 would suggest a standard of mea.
surement that is not new but which
scems increasingly neglected, Not—does
the union want it? Not—does business
wanl it? Not—does the farmer want
it? But—is it good for the nation as a
whole?

The essential fuct is that for the Am.
erican people as a whole, the costs, the
restraints, the interference and the spirit
crushing effects of controllism now out
weigh any real or possible benefits, The
time has come to call for a reappraisal
and readjustment,

Today, our opportunities are virtually
unlimited.  Our responsibility is to try
to see the whole picture and to act
elfectively for the Ilung range good of
all people. At its worst, America has
been belter than the very best the world
has ever offered under any other system,
Whether we like it or not, we are build-
ing what will soon be a new and vastly
dilferent world, We and our children
will benefit from what we do today that
is sound and right and good. And we
and they will suffer from what we do
today that is shoddy or ill conceived or
from any spineless unwillingness on our
urt 1o measure up to what we know to
e true and sound,

We have only begun to sense the
things yet to be achieved—the heights
that we—we here in our time-—may rise.
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SIMPLEST, MOST EFFECTIVE, MOST ECONOMICAL
VACUUM PROCESS ON THE MARKET
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Scheratic drawing of six macaroni ﬂllul, anch 1000 Ibs. per hour, 3 long gooc's presser, 3 short cut presses, all with vacuum
process and all working from one 5 H.P. vacuum pump, Yacuum Is drawn from tha screw chambar as indicaled In side elevation.

i GET ALL THESE ADVANTAGES
% SAVINGS IN FIRST COST: Less than 50%, of the price of SAVINGS IN HORSE POWER:
other vacuum units on the market. One press takes a 3§ H.P. vacuum pump.

SAVINGS AT INSTALLATION: Minimum period of instal- Two presses take one 13 H.P. vacuum pump.
lation. Matter of few days. Three presses take one 3 H.P. vacuum pump.

SAVINGS IN OPERATION: Vacuum cylinder can be re- F?"' presses fake one 3 H.P. vacuum pump.
moved in 10 minutes. Few working parts. Maintenance Five presses take one 5 H.P. vacuum pump.
negligible. Six presses take one 5 H.P. vacuum pump.

Performance proven in Europe where this patented ZARO vacuum process originated.
Major proportion of macaroni manufacturers in ltaly, France and North Africa em-
rloy it. Conversions effected in Netherlands, Greoce, Canads, Now available to
he U. S. macaroni industry SOLELY THROUGH CLERMONT.

Get Bigger Sales From Zaro Vacuum Processed Product
Unsurpassable Quality, Color
Please consu!t us for costs to convert your press sefups.

266-276
Wallabout Street
Brooklyn 6,
New York, N.Y.,
U.S. A,
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nZ Long Goods Stick Remover and Cutter

Simplified Mechanism
High Operating Efficiency
Automatically removes a stick and discharges it to a magazine rack.

Equipped with three blades which cut the heads and ends of the product and simultaneously cut
the product in half.

The three blades are adjustable and any one or two of the three can be removed.

® The blades are adjustable to cut product in length range from nine to ten inches.

® Equipped with conveyor with capacity to hold 52 sticks of product, the average number of sticks
contained on a spaghetti truck,

® If operated in conjunction with an automatic long goods dryer the operation is continuous.
® Operator can accomplish adjustments. No special machanical skill required.

Please consult us for full Information.

266-276
Wallabout Street
nZ_ / ' Brooklyn &,
chtre CLompeastyf he.  New Yo, . v.,
e e e -rf-;jf—*—;‘—“- = U.S. A.




BAS]CALLY the social responsibili.

ties of a business are not different
from those of an individual—except in
degree. The individual's pri‘aary social
responsibilities are to the fumily group
and his community; those of the mod-
ern business are lo its employees, ils
stockholders, ils customers, ils suppliers
and 1o the cities in which it operales,
which may stretch across the nation
from coast to const.

Society expects :more and more of
the individual as he benefits from the
fruits of our dynamic economy and
the group living made possible I‘:y the
combined social units of many families.
In *a similar manner, sociely expecls
more and more of business, almost in
direct ratio 1o the conomic climale
made possible by the specialized and
mass markets of the nation.

\ Business in this country still operates,
; for the most parl, under a [ree market,
Some will say il is seriously abridged.
Others will say it is a free markel in
y nome only, ciling various government
controls, But the overpowering [fact
seems lo be that in almost every in
stance in which the free market has
been modified by government, it has
been done to cumpef business to accept
added social responsibilities. Our social
{8 wellare legielation, our anti-lrust laws
und our minimum wage laws all are
attempts to legislate social responsibili.
ty. éo we ask ourselves—if business
; had shouldered more social responsi-
y bility voluntarily several decades ago,
5 wuu?d we have had these controls?

I do not think that a formalized de-
partment by the name of public rela-
tions has any concrele value unless it
both activates and reflects the thinking
of the manogement. Recognition of
social responsibility and doing some-
thing about it, does not depend on a
public relations department. What |
am endeavoring to emphasize is that
there is no magic power in the idea of
a program of public relations itself,
| even if large sums of money are poured
: into it. We have all scen too many

programs fail because they were based
i on an almost scynical attitude toward
the public, an attitude that assumed
that noise, intellectual sleight of hand,
fancy advertising and big headlines
could stampede the man in the streel,
Only when a company has perfected

_THE MACARONI

SOCIAL RESPONSIBILITIES
OF THE BUSINESS MAN

By Harry A. Bullis, Chairman of the Board, General Mills, Inc.
at the 43rd Annual Meeting of the U.S. Chamber of Commerce

HARRY A. BULLIS

its product in terms of consumer needs,
when it has established sound labor,
research and plant expansion policies,
and when it affords o fair and steady
return to ils stockholders, it is ready
to start thinking of the broader aspects
of public relations.

The public is asking many questions
about industry, questions thal must be
answered clearly and intelligemly and
in o manner to advance Iﬁe general
public's understanding of the basic eco-
nomic principles of our competitive cap-
italism,

Here are some of the questions in-
dustry must be, and in most cases are,
prepared to answer forthrightly and
with pride: Is industry planning ahead
1o be able to absorb future job hunters
in our rapidly increasing population?
Is it providing equal opportunity for
everyone who is willing to pay the price
in intelligent hard work, regardless of
color, race or creed? s it giving oppor-
tunities to our handicapped citizens who
are capable of limited employmenm?
How much of its profits is industry
turning back to research, so that the
[:ublic can have better products and

clter scrvices in our constantly improv-
ing way of life? ls industr ruul striv-
ing for profits, or is it rcn{ly thinkin
of helping in the overall defense effort
V/hat about funds from industry to
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help deserving youth secure a better
education?

These are diflicult questions 1o an-
swer, and in attempling to answer
them, we in industry should let the
public see our problems, We should
show not only processes of manufac-
ture, but we should also acquaint the
public with decisions that have to be
made, Business should be presented
to the public in the role it really occu-

pies so that its imrurlnncc to the nation .

may be thoroughly understood.

It is a major responsibility of in-
dustry to creale new jobs at satisfac.
tory wages with good working condi-
tions, It is also a major responsibility
of business to do everything possible to
reduce the costs of production and dis.
tribution so as to lower the price of
its products to the consumer and at
the same time help to increase the pro-
ductivity of its employecs, While busi-
ness drives forward in such an environ-
ment of sell-respect and self-confidence,
it should not neglect to explain its
molives, its aims and its policies 10
its many large and varied audiences
and publics,

We know that public good will cannot
be written on the books overnight and
it can never be written on the books
so that it will stay there without sub-
sequent entries, %/c must make our
entries each and every day if we are
to create and hold the good will which
we must have.

While business is doing a good job
of “selling” itselfl and our industrial
system to the public, we all know that
the task has just started, The goal
toward which each man and woman
is working is a simple one—a belter
standard of living. ‘The goal of busi.
ness is identical—a better standard of
living, not for just a chosen few but
for everybody. The job is to convince
the public that this simple statement is
true, But in our zeal to tell our story
we should not overlook one fact. Busi-
ness must keep its own house in order.
No amount of money or effort will ac-
complish lasting results if we condone
practices within our own ranks which
we know are wrong., In any selling
campaign the product and the service
must be right.

We know the profit motive is not

{Continued on page 16)
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raibanti..

MILANO—Via Borgogna |, {ltaly)

\ THE NEW PLURIMAT MACHINE FOR
COILED SPAGHETTI, SPAGHETTINI, VERMICELLI & NOODLES

¥ Dott. Ingg. M. G.

SOC. A.R. L

Cables Braibanti—Milano
Bentley's Code Used.
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The above pictures illustrate the "PLURIMAT" machine attached to a "MACRI" press with special mush-
room attachment. This machine can make either one or up to five separate coils in a row on the tray
from very small diameter to 5/64". For Noodles just as the length of the Skeins can be controlled so
can the width vary from 1-3/8" to 2-3/8", It is equipped with a specd variator for attachment to an
automatic press. It is supplied in two models, either single or double depending on the production
required.

Write for full particulars to:

LEHARA SALES CORPORATION
16 E. 42nd St., New York 17, New York

Eastern Zone:

Western Zone: PERMASCO, Division of Winter, Wolff & Co., Inc.
1206 S. Maple Ave., Los Angeles 15, California
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INSURE THE PERFECT COLOR

IN YOUR PRODUCT

EXTENDING BUSINESS HORIZONS
THROUGH PUBLIC RELATIONS

By W. Howard Chase, Vice-President, McCann Erickson, Inc.

TIIE general recognition for public
relations as a factor in business re-
lations has grown at a fantaslic pace.
There are widely different approaches
to public relations within the field it-
self, Some practitioners hold to the
theory that l{:e roll of public relations
is 10 nssist management in the general
top policy areas where social compet-
ence is essenlial 1o sound business prac-
tice. Others hold that public relations
is management's natural ally in the
marketing and selling processes,

Each of these two extremne views has
its defenders, 1 propose, however, with-
out in any way under-valuing the policy
counseling field, that the next five years
will see the development of the public
relations concepls and techniques as a

reat selling tool for the American
ﬁunincss structure and its products.

In the last analysis, the actual sale
of the product is transacted in the
human mind. The human mind is to-
day's market place. lts size and dura.
bility depend upon public attitudes,
And public attitudes, toward a product
or on institution, depend on the effec-
tiveness with which we communicate
idens,

We are in the midst of a marketing
revolution which is developing two dis-
tinct results, The first is the profound
shift that is taking place in the manu-
faclurer's own function in the market
place.

As is being proved today by the
most successful companies, the maker
must be a good marketer 10o—if he
doesn't want his competition to move
ahead of him in the market place. Thus
the manufacturer is changing from be-
ing “maker minded" 1o being “market
minded”,

The second is the change within com:
munications in recent years as new
public relations functions and tech-
niques have been developed to meet the
challenge of the marketing revolution.

It is not so long ago that the typical
manufacturer's selling activity stopped
for all practical purposes at the dealer
or distributor, The maker usually sold
his product to a store, not to people.
Since the dealer stood squarely between
the consumer and the maker, it was
the dealer that actually controlled the
market—and so, largely controlled the
maker's profits as well,

at the 43rd Annual Meeting of the U.S. Chamber of Commerce
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In the next phase, the maker con-
centraled almost all his selling efforts
on the dealer, But to help the dealer
to move his product faster, he added
some pressire of his own on the con-
sumer,

The marketing revolution moves on,
The maker seeks more control of his
markets—usually to fight off competi-
live pressures—he tokes steps lo push
the consumer toward the dealer; us.
ually but not exclusively through con.
sumer adverlising, He tokes direct ac.
tion to shorten the “selling gap” be.
tween the prospect and his product;
preselling the Eroducl. gelting the con-
sumer 1o ask the dealer for it

This is the essence ol modern mar.
keting. The dealer still has a consider-
able amount of consumer selling to do;
but the maker is on active seller too.
Current automobile marketing is an ex-
ample of this pattern.

In a movement designed to still fur-
ther “shorten the gap” between con-
sumer and dealer, the maker advances
his role as marketer and strongly in-
creases his pressure on both dealer and
consumer. This part of the marketing
battle is to get ffour or shell space on
the dealer’s floor and put an adequate
representation of the line physically
within reach of the cunsumer. But, the
consumer must be sold also by the
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manufacturer; and sold very hard, for
it is no less important to stake out
an adequate share of the consumer's
mind than it is to gel an adequale
share of the dealer’s slore space.

After all, no matter what is being
sold—or where or lo whom—there's
only one place the sale can be con-
summated and that is in the cuslomer's
mind.

Final{r. we come 1o the modern mar-
keting design for those manufaclurers
who distribute through supermarkets,
and those other outlets where consumers
increasingly make their own selection of
merchandise, without the benefit of
retail salesmanship,. The maker now
hecomes very mucL the seller, He sells
the consumer before she enters the
store in order to insure his sale once
she is in the store. The consumer is
clearly buying the maker's product, not
the dealer’s product.

Consumer demand, created by the
maker, can now be made a major pant
of his marketing pressure on the dealer
himsell, to insure his stocking and dis-
playing the brand. The dealer may
resist this in order to push his own
brands. But he cannot resist it for long
when the maker truly creates consumer
demand, and so takes final control of
his market, Clearly, the dealer no long-
er reaches for the brand he will sell
the consumer, The customer reaches
for the brand she wants, Who, then,
has sold the brand?

In the days when the dealer was
primarily responsible for influencing
the sale, it was his image in the public
mind that induced cusiomers into the
store in the first place, and influenced
the buying decision.

Today, when the basic selling of near-
ly all products is being done directly
h¥ the maoker rather than the dealer,
it's up to the maker to create good
will through his own public relations
towards his company and his products
as conscientiously as he now creates
sales through his adverlising,

In today's marketing and advertising
revolution, traditional procedures are
no longer good enough.

Certainly advertising and public re-
lations must do their work today in a
notably different world of competition
than only a few years ago. We must

(Continued on page 16)
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Social Responsibilities —
{Continued from page 12)

purely a mercenary force, since profils
are the reward to those who furnish the
public with what it wants in the most
eflicient and economical manner, Busi-
ness renders pgenuine service — good
service, There is no need to allow the
public to learn this truth for itsell,
when we can make the facls known and
keep them constantly in the public
mind, Business must speak and con.
tinue to speak. Industry cannot live by
simply operating its plants and selling
its products. It must sell itself—its
aims, its achievements and an under-
standing of its problems,

The social responsibilities of busi-
ness, large or small, are existent he.
cause the public says they are. How,
then, can we cement and reinforce the
franchise of quasi free market operation
with which we are endowed by society?
How can we motivate people to further
condone and accept uul? The answer is
for every business lo do something 1o
discharge its social responsibility, And
the amazing fact is that with every
body doing something, the effect will
be magnificent and compelling. Such
combined effort will register with great
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impact, and the motivation for in.
creased support and approval of our
enterprises is bound to grow.

I am taking the liberty of suggesting
a few opportunities that are kefore the
door of everyone,

1, Education is the number one social
problem of our day. Inadequate school
plants, lack of trained teachers, un-
satisfactory teaching curricula, lack of
funds for liberal arts colleges, need for
scholarships, no candidates for school
board jobs. There are innumerable
opportunities here,

2. Employee ”.l! improvement: Is the
pay check the end-all of your employee
plan? How about night study courses,
subsidized? How about credits for
ideas, communication seminars and pro-
motion meetings? Is stabilized em-
ployment a factor in your planning?
Do you schedule orders to maintain
level job rolls? Do you tell employees
of your problems and take them into
vour confidence on matters affecting
job fuctuations?

3. Community Service Projects: Are
you willing to volunteer your company's
services to augment your local com.
munity fund agencies where necessary?
Do you cooperate with service clubs on
special projects? Are you interested
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in crealing more jobs in your com-
munity and working with other groups
to achieve this?

4. Contact your Chamber of Com-
merce Office: Have you ever considered
that vour local Chamber of Commerce
office needs help on a number of worthy
nrolects involving social responsibility?
Have vou ever considered writing the
national office for suggestions? There
are innumerable onporiunities here, if
vou show a willingness to shoulder
them,

The onportunities for social service
nre legion before the businesses of
America today, They are numbered in
nroportion to the opportunities enjoyed
by the enterprises themselves, It is
essential that every business yoke itself
to the implement of social responsibili-
ties, and then pull forward down the
furrow of public appreciation and un.
derstanding,

It has heen said that the future be-
longs to them that prepare for it. Just
80, as business faces up to its social
responsibilities, will society stand up for
business, In this combination rests the
destiny of our expanding economy, and
an America with increasing opportunity
and happiness for all,

Extending Business —
(Continued from page I4)

spéak  with great consistent strength
to win any altention at all, in a crowd-
ed world in which the prospect has enly
one pair of eyes and ears to take in all
the appeals directed at him. Therefore,
the competition for the share of the
market starls out as competition for
the share of the mind.

Is your public relations program
helping you in this battle for your
share of the customer’s mind? Are you
improving your position in this battle
of today’s business world where market-
ing changes hove made strategies of
five years ago—or even one year ago—
woefully out of dale?

There are five basic requirements
your public relations program should
meel:

First, your public relations should
be a projection of your company’s per-
sonality and not a substitute for it,

Second, your public relations expend-
itures should be invested by talented,
honest, experienced people to whom you
delegate both responsibility and au-
thority.

Third, you should evaluate regularly
and objectively the worth and effective-
ness of your public relations program.

Fourth, your program should use,
not just once, but regularly—research
about altitudes Iuwnr(ﬁ your products,
your company, your customers and your
compelitors, Fléta,

Fifth, your public relations staff
should be working..closely with ils

pariners in idea and attitude communi-
cations—your advertising people, mar-
keting specialists, economists, as well as
engineers, designers and sales people.
There will be differences of approach
and opinion, but their expression will
add energy to your company.

The manufacturers and service busi.
nesses who are going to make the most
progress in the next decade are those
who recognize the enhancement of sell-
ing power that comes through strong
selling ideas. Experience has shown
that in this scientific age, product su-
periority may disappear rather quickly.
but the strong sales idea sticks and
grows, An idea in itself becomes one
of the happiest assels a company can
have, because it is a “Growth invest.
ment.” DBy their nature, ideas have
variable values and variable usefulness.
In mass marketing, this means that the
kind of idens may have even more to
do with individual success than the
weight and numbers of dollars put
behind ideas,

Creative thinking produces ideas and
ideas are what people buy. If this is
80, then my earlier proposition will
have 1o be accepled;: a market is ac-
tually a state of mind.

But, a state of mind begins to become
obsolete almost at once. It is changing,
constantly moving inte another state
of mind. A constant drive for new or
remodeled ideas is quite obviously a
survival factor for any business. And
wherever ideas are created und offered,
other ideas will be competing for atten-

tion. So, the most important functions
of public relations and advertising are
basically and unendingly to bring to
life and keep alive the competition of
the idcas in the minds of people.

To businessmen in a free society,
the most exciting challenge of all is
perhaps this: Every mind within reach
is open to influence if the ideas pre-
senled are potent enough,

Give Uncle Sam —
(Continued [rom page 6)

in the City Hall? Don't listen to any-
hodv that is pointing at the dirt unless
he is nointing with a broom handle,

The kind of patriot we need is the
kind who won't sacrifice a dot or dash
in the Coustituilon for a dollar sign
on the ledger . .. who knows what
it is to come up the hard way, but won't
be satisfied 1o stay there the easy way

. who still helieves he can rise high-
est by staying on the level,

We need nen whose children will be
freedom-loving  because their fathers
were freedom living, We need men who
had rather be right than be rich; who
had rather be fair than to be famous;
who had rather be honest than exalted;
who had rather die on their feet than
live on their knees,

So the answer 1o every businessman's
question, “What is my obligation to
government?" is simple:

To be born a free man is an accident.
To live one is a ~esponsibility. To die
one is an obligation.

*
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DURUM SEED PROGRESS

By Donald G. Fietcher
Rust Prevention Assoclation

THE production of the four durum
selections which are highly resistant
to race 15B of stem rust made excel-
lent progress this past winter. In spite
of a cool gruwinr season, Dr. T, E
Stoa, Dr, Ruben Heermann, and their
co-workers at the North Dakota Experi-
ment Station were able to produce ap-
proximately 7,200 bushels of these four
durums in the Yuma, Arizona, area.

About 300 farmers in North Dakota,
the Experiment Stations of South Da-
kota and Minnesota, together with the
Rust Research Laboratory at Winnipeg,
received seed from these lots for in.
crease this coming summer. We can
reasonably expect that 150,000 bushels
of seed will be harvested in 1955,

The seed produced in Arizona was
of high germination and had good
color., A few bushels of these same
lines were grown on an experimental
basis in Mexico and the high rust
resistance and excellent color shown
indicated that at least one or two of
these lines will provide the quality and
protection from race 15B our scien.
tists have been seeking,

The increase of as many bushels of
these durums as possible in the winter
of 1955.56 is of prime imporiance to
the macaroni industry. Without such
increase there will not be a bushel of
them to grind before the fall of 1957.
We plan to do all we can to urge such
}ncl;icnse with private, as well as public
unds,

Dr. Heermann had 900 lines of his
durum crosses growing last winter in
the International Experimental Plots
we are sponsoring in Sonora, Mexico.
Selections from these lines have already
been planted at Langdon, Fargo and
Minot,

Several thousand lines of new durum
crosses in the second and third genera-
tions were grown at other locations in
Mexico last winter as a result of our
special durum breeding and testing
project which was started last year
with funds provided by the National
Macaroni  Manufacturers  Association
and the Durum Millers,

From this summer's crop and next
winter's increases, selections by Dr,
Heermann will be made both in North
Dakota and Mexico that will help to
broaden the base of rust resistant ma-
terial which shows good quality and
the other needed agronomic characters,

Stem rust, in the arcas of northern
Mexico and southern Texas where it
overwinters, is less abundant than it
has been for the past six years, No

DONALD G. FLETCHER

one should predict that because of this
lack of rust inoculum in the south, we
will escape damage in the late durum
fields of North Dakota, but it is a
favorable factor on the side of less rust
aud to that extent is welcome news.

The lateness of the season discour-
aged some growers in the durum tri.
angle from planting durum os they
might have done if the season had
been as early as it was in southeastern
North Dakota and South Dakota. Con.
siderable acreage of durum is reported
as being planted by new durum grow-
ers in Montana and western ﬂorlh
Dakota. If this should happen to be
a year of light rust, Sentry durum might
surprise many people with the good
crop it is cnpnble of producing.

Research is often a slow and heart.
breaking process, The work cannot
be turned off and on if real progress is
to be made. We hope to help tell
the story of the needs of this field in
such a manner that the States, the
Federal Government, and industry will
continue to cooperate on durum breed-
ing so that this important part of the
nation's food supply will never again
be jeopardized as il is today.

International Offers
Scholarships

International Milling Company an-
nounces it will offer up to ten college
or vocational school scholarships each
year to sons and daughters of its em-
ployees in United States and Canada,
selected on the basis of scholarship,
character and leadership. Amounts wﬁl
range from $250 1o $500, will be ap-
plied to tuition only, and may be used
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at nn{ approved college or vacational
school chosen by the recipient.

In addition, International is expand.
ing its general scholarship program
for young men interested in flour and
feed milling, cereal chemistry, baking
and other ﬁelds related to its business,
For the coming school year the two
flour and feed milling scholarships pre-
viously offered at Kansas State E:ﬂl)ege
will be increased to four, Other schools
at which scholarships will be offered
are being selected.

Annual Report of Northwest
Crop Improvement Ass'n

Henry 0. Putnam, Executive Secre-
tary of the Northwest Crop Improve-
ment Association, reports the following
durum aclivities,

“This Association secured samples
of North Dakota’s new durum selections
in the Fall of 1954 for color test and
milling trials. LD 364, 369,370 and 372
were found satisfactory for the produe-
tion of macaroni products, “Meetings
with the durum mill executives were
held in September 1954 to discuss ways
and means of increasing the above dur-
um selections in Arizona during the
winter of 1954.55. The mills agreed
1o finance the increase provided public
funds were not available. Funds were
finally provided from the North Dakota
Governor's emergency fund.

“Durums were grown at Maddock,
Edgeley, and Minot, North Dakota for
milling and macaroni irials in 1954.
Stem rust badly damaged many of the
durums, Sentry and ED357 produced
satisfactory macaroni products, They
tolerate race 15B of stem rust but
are not resistant to it. Sentry, when
sowed early, usually escapes damage
from stem rust,

“Assistance was given to the North
Dakota Durum Show at Langdon in
November, The grain sanitation exhi.
bit was displayed. Durum circulars
were displayed, Assistance with the
judging of samples and the program was
given by this Association. The Associa-
tion provided an award for the Cham-
pion winner in the professional class.

“We assisted with 15 meetings in
the durum territory of North and South
Dakota during the winter. Approved
varieties were encouraged and Eolden
Ball was discouraged because of exten-
sive publicity given it during the win-
ter. Seeding was late in the best durum
area of North Dakota which will un-
doubtedly cause some reduction in the
final durum acreage. Montana durum
acreage hos shown a sharp increase,
which will offset a part of the loss.

“Golden Ball received extensive at-
tention during February and March,
Two publicity items regarding the value
of it for macaroni were prepared and
sent 10 counly agents in Minnesota,
Montana, North and South Dakota for
use in their local papers.”

e ———
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CLIFF W, KUTZ

Over 25 years of contact
with the macaroni trade.
Knowledge, through experi-
ence, of what the macaroni
industry demaonds in milled
products to make desirable
macaronl producls,

SUMO-RINA

& utre o
A

@ Extra dollars in the production of macaroni
products every time, because of the quality

and uniformity of this premium product . . . because

;|

I can rely on Northern Star Semo-Rina ROSS McRAE

Over 30 years' experience In
selecting the desired types
of wheat for milling products
sultable for macaronl prod-
| ucls. Regarded os one of the

best [udges of wheat on
I Minneapolis Graln Exchange.

to give me the best results and keep my customers

coming back for more. Make Northern Star
Semo-Rina a MUST on your next order!

Commander-Larabee

MINNEAPOLIS
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PAGHETT! for the Devils Lake Mac-
S aroni Festival was prepared under
the supervision of Reno, famed chel
of the Omaha Athletic Club,

Reno’s services were arranged for by
Lloyd E. Skinner, vice-president of the
National Macaroni Institute and presi-
dent of the Skinner Manufacturing
Company of Omaha,

Reno, whose true name is Renaldo
Ribilia, has been chef at the Omaha
Athletic Club since 1918, He has also
acted as summer chel at the Omaha
Country Club, Field Club, and Happy
Hollow Club. In the Athletic Clu
kitchen, 34 persons work under his
supervision,

Reno was born in northern Italy,
where his father operaled a restaurant
and winery, In his early teens, he lelt
for the ll}niu-d States, arriving here
in 1912,

While spaghetti is Reno's favorite
dish, he reports that he really learned

THE
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Devlls Lake, North Dakota Celebrates June 11-12.13

about it in America “My home town
in Italy was near the Swiss boarder.
Our favorite dish in that section was
rice and mush, although you couldn’t
be an lalian without ealing some
spaghetti,”” he said.

In announcing the arrangements with
Chef Reno, Mr. Skinner said, “l am
very happy that the Macaroni Institute
was able 1o secure Reno’s services for
the Devils Loke Festival, The people
who participate in the spagheti ‘unch-
eon are in for a real treat, Reno knows
how 1o cook for crowds.”

Chef Reno, is an old hand at cooking
for big crowds,

Reno didn't even wink an eyelash
when informed by Tom Crary, Chair-
man of the Macaroni Festival, that the
Chamber of Commerce estimated 7,000
would attend the luncheon.

Reno reloted one occasion in his
early career when he had a hurry-up
call to prepare 1,500 chickens during
an alternoon for a special occasion at
the old Ak-Sor-Ben Den in Omaha.
“Today it's nol much of a trick when
all we have to do is turn on the gas
or electricity,” Reno said, “but in those
days we had to keep the fire going with
coal and wood.”

Chef Reno is known among chefs
s the “mastermind” of the kitchen,
Prior 1o the Festival, he was busy
checking quantities of food required
for the Devils Lake luncheon, Reno's
work is scientific 1o the last degree.
To estimate his quantities, he cooked
one pound of spaghetti, divided it into
individual servings, then experimented
with the sauce to determine the proper
quantity per serving, Ieno then took
a pound of parmesan cheese 1o deter-

mine the number of servings he could
obtain from it. “From here on, it's
simple arithmetic,” said Reno.

1800 pounds of spaghetti was sup-
plied by the Quality Macaroni Company
and the Minnesota Macaroni Company,
hoth of St. Paul, the Creamette Com-
Kuny of Minneapolis, and the Skinner

fanufacturing  Company of Omaha,

210 gallons of spaghelli sauce, made
by V. LaRosa Sons, came from
Brooklyn, New York, and all of this
spaghelli and sauce was garnished with
a hundred pounds of grated Parmesan
cheese.

The program for the three days' fes-
tivities included a cooking school, base-
ball tournament and macaroni dance
on Saturday, June 11. A goll tourna.
ment and the finals of the baseball
tournoment were held on Sunday. In
addition, a family picnic and children's
contests were held prior 1o a band con-
cert. Governor Brunsdale visited Camp
Gralton to review North Dakola's Na-
tional Guard and to observe firing and
equipment demonstrations.

Monday, June 13, was the big day,
with a Festival Parade circling through
downtown Devils Lake at 11 in the
morning. The big spaghetti luncheon
took place on the Memorial Building
lawn at poon. In the afternoon, candi-
dates for the Mrs, America contest
were introduced, and there were eatin
contests for the mayors of the surround-
ing municipalities as well as children’s
eating contesls.

An international tug-of-war took
place in the afternoon just prior to the
jucésing of the Mrs, America contest,

vening activities included a musical
and Feslival dance,

Increasing Decline of Protein

Americans feel they are the best-fed
people on the earth. Actually, this is
not true, according to Dr. William Coda
Martin of the New York Medical
College.

He stated al a recent meeling of the
American Academy of Nutrition that
though the byshel-yield of grain per
acre is increasing, the prolein count
of wheal and corn in America is de-
clining steadily.

Americans think one protein is as
good as another, and medical scientists
would like 1o correct this misunderstand-
ing and get them 10 know the nature of
prateins as well as they know the colors
of the new cars,

There are animal proteins and vege-
table proteins, although animal bodies,
human, bovine or otherwise, do nol
make protein, They simply remake
the protein structure first developed by

A

plam _life. Dr. Martin explaintd that
chemical parts of proteins ari taken
out of the soil by plants, adding fair
amounts of calcium and traces of mag-
nesium, manganese, copper, boron, zinc
and molybdenum.

When u man consumes these plants,
his body breaks the proteins down into
their many parts and rebuilds them
again into man-protein. In like man-
ner, when a man eats meal, in which
the plant protein has been remade into
meal-protein, the man's body remakes
the_meal-protein into man-prolein,

The alarming thing about which
the medical scientists are concerned
is the fact that in the United States the
vegelable protein, upon which animal
protein depends, is becoming of lower
and lower quality. This is due to the
fact that the soil throughout this coun-
try, excepling the Middle West, is un-
able to nupplr plants with aoll their
needs for making high quality protein,

New Standard for
Enriched Farina

The Food and Drug Administration
has announced an amendment to the
definition and standard for enriched
farina. The appropriate paragraph will
be amended to read, “It contains in
each pound not less than 2.0 milligrams
and not more than 2,5 milligrams of
thiomine, not less than 1.2 milligrams
and not more than 1.5 milligrams of
riboflavin, not less than 16 milligrams
and not more than 20 milligrams of
niacine or niacinamide, and not less
than 13 milligrams of iron.”

The paragraph being revised pro-
vides for contents of 1.66 milligrams
of Vitamin By, not less than 1.2 milli-
grams of riboflavin, not less than 6
milligrams of niacin or niacinamide,
and not less than 6 milligrams of iron.
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Durum Products by
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KING MIDAS FLOUR MILLS

AS'FLOUR MILLg
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REMEMBER THIS ...

e« « when you're ready to buy durum producis!?

Milling of durum }:mducls requires conlant supervision to assure
uniformity and qua
onymous with the name King Midas,

ity of product—terms that have long heen syn-

The King Midas durum mill pictured here specializes in producing
macaroni and spaghelti flour,
pose in the “air conditioned city” of Superior, Wisconsin, The cool
summers and the low humidity are ideal from a milling standpoin,
and are further assurance that quality and uniformity of product are

his mill is ideally located for its pur.

While it is filting that the growing movement of bulk semolina
shipments should have started at this modern mill on the shores of
Luke Superios, the facilities for bag shipments are also unexcelled.
Both bulk shipraents and bag shipmenis a-e loaded in the mill's com-
pletely enclosed warehouse, where they receive every protection from
the weather.

All these advantages are in kccpiu[i; with our long standing policy
of progress and service, and our pledge to the macaroni industry to
consistently deliver the finest quality durum products and the best in

i * v :.ll ;
i1 @
| g';.':“"j"”" v Ao B
":‘ Ey s
g UK 7
e T
] i
e
\
Bl 2 bt e Al 1 { o
! R R ol Lot L
2 ;

é .
660 GRAIN EXCHANGE - MINNEAPOLIS 15

2]




e

T r————
=)
(=]

THE MACARONT JOURNAL

July. 1955

MACARONI AND CANNED MEAT

...for Easy Summer Serving

ACARONL spaghetti and eeg noe
Nl s dnvariably are <enved  with
ather things, This means o combina

tion =ale almost evers times A Line 1ype

of combination ~ale i« that offered Ty
canned meals,

The Clower Farm Stones Corpanrae
tion, inits Dalletin ta retailers, sans:
“Plare the twe items i substantial quan-
tities ina good tradhe spot and put the
poster with theme You will make two
ﬂ.lll" B ALY \\hl'll' e ol norme “iew
before, After the werk is over. lay the
poster aside, and give a sepeat perform-
anee in twe o thiee weeks, There s
men el tocideas inccanmed et and o
aroni proddocts selling. Forinstanee,
Ve =an=agze makes o e sanee for
-p.l:lu'lll." Through the elfors of the
National Nawaroni lostitute and - the
Canned Meat Pachers Association. ford
stores all over the commtry will be pro
mating these combination ~ales.

Pachers panticipating in the promo-
tion bive been protided with these
Large benlog posters with their praduc
i combinating with maecaroni. spazheni
ar epe noodles imprinted.

Mats for Jonal newspaper awdverti-ing
have b provaded o retailers, siving
them v i|u-- and illustrations for canned
Tine heon meat with a Cheseom Macaroni
Casserales Canmed  Hame il Naodle

Copmserrode s amd Vg Sauee with Spae-

letti for Vienwa Sansages, Single cal-
winn mats <how anillustration of Dad
Preparing mEaroni or ey nonldles with
vanned meats,

Ceneral newspaper eleases have gone
ot with photegraphs amd recipes like
those pictied with this anticle, Heleases
we o vadio aned television: fuad
programs, Special material has wone
to columnists and Toml editen s,

Consumers will be wooed with mes-
sages =uch as this: “Sommer’s the sea-
=i ll'l IQ"‘"“ll‘ |||||I ll‘"‘ ‘\“lk .||“|“||I 'I'll'
honse. Menus <till have 1o be planned
and meals prepareds bt o gomd stk
of macaroni amd caned meats helps 1o
vt down kit hen time,

satislving casserules and reflveshing
main vourse salads e o simple matter
when the preparation imvolves linde
e than opening a canand boiling a
juan ul macatani, |\I.‘l'|| those 1 i|o|'-
anc hand for visy sumner serving,”

Exeryone wants to cut down on kit
hen chores when warm weather comes
along. =0 the <t homemaker plans
ber menns toc inclade plenty ol maea-
toui poduets and canned meats, Nothe
g s -|||||n||'| Lo prepenne than these
tine fownds andd thes"re adeal Tare for
pienies, banbecnes amd ather outdoon
meals. Here are two aven ful dishes
that have been Kitchenetested fon easy
SuIner seiving,

Macaroni Luncheon Toss

Spaghetti and Corned Beel

Summer Spaghetti and

Corned Beef Platter

(Makes I oservingst
tablespon <alt
dquatts bniling water
aes spaghetn
CUp s e
taldespoon- p||-|-.||t'|| liorse-randi=h
Salt ol pepper 1o taste
1o 12ammee van coarned beef, <lived
a enp erated sharp Cheddinr cheese
Vdd 1 ablespoon <alt 1o rapidly. boil-
e waler, Gradually add spaghenti <o
that water continnes o bail, Cook une
voneted, <tinring oceasionallv, antil 1en-
dec Dain i colander.

Combine spaghettic som cream. hvisees
vaddishe and <alt and peppers min well
Vrvange spaghetti misture and coneld
leef on ovensproof platter. Sprinkle
pazhetti with cheese, Brotl S0 dnelie-
from = of bt 55 mimnes, or until
chieese is brownead,

Macaroni Luncheon Toss

{ Makes Lt servings)
botaldespoom =alt
aquarts Doiling water
cups ellow macaroni i annees)
cup datter o margarine
talilespurn= all-purguese fhow
cups milk

9
9
Lo teispoun ~alt
I
H
N
V

taldespon prrepranedd hotsevanlish
I;Ill]l'-lllluIl- ||||l|||||'|| green peppel
tablespoons choppesd onion
1 12w0unee can luncheon meat,
dived
Add 1 tablespoon salt to rapidly loil:
ing water. Gradually add macaroni su
that water continues 1o hoil, Cook une
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coveredl, stiveing vecasionally, until ten-
der. Drain in eolander,

Melt butter or margarine and Blend
in flone. Gradually add milk and ook,
<tivring constantly, until thivkened. \ddd
macironi and  renaining  ingredients:
min well, Hear o serving temperature,
Airring oecasionally.

Here is another recipe being promaot-
vl during the Fasy Summer Senving
campaign,

Ham and Noodle Casserole
{ Makies 00 servings)

I;l]lll‘-|mnl| =l
quarts boiling water
ounces medinm ege noodles
vabout | eups)
slives  Davon, diced
Fepommd Heommee canned ham,
cut in Lineh cules
medivnesized onion, coarsely
1 Illllllll'll
wedivmesized green pepper, diced
1”] LU R an Hllnl!'rl-l‘ll Cream
of chicken soup
vap milk

Add 1 tablespoon <alt to rapidiy buil-
ing water, Gradually i ndies <o
that water continnes to boil, Cook
weevered, stivving  oveasionally, antil
tender. Deain in colamler,

1an-My bacon over mediom heat until
crispe A hane onion and green pepe
pers sante until onion is tender. il
soup ol milk s mi well.  Combine
meat mistore and poedless min well
Turn into greased gt casserole,
Cover amld bake in ilerate oven
el W minales,

-_—

Picnic Time Is Here

The Tood industiy bas heen working
for five v

anan active campuiizn
In ]ll.l!\l' [!ll' "i'”i' L R ETE I | I"'“I'II"]
selling meadivm, More aml e fores
have alliedd themselves 1o this prome.
tion, tesulting i beter selling reconds
vl vear.

Lasl vear in i suney covering some
12 Super Marhet companies, July Picnie
Month was elected the most popaln
promation with which they prefered to
lie-in.

A in e past the Amwerican Bakers
Association will conrdinate this pronm:
tion. and the consumer will be hit with
evers By of communication amd mass
-l'"in;_' ool 1o “Let s Have A Pienie™,

Although  this  prometion is huil
around the month of Jubv, e picnic
seasan varies thronghout the country
so merchandisers will plan it for the
duration of time which most corves
pomds with the people in their area.

Loval preference will determine what
i= 1o b merelandised, as in sone aeas
backsyard picnies are e thing, while
in others Leach partivs. picoies amd
other activities are more popular,

Llividual promotions to suit the vir
cumstances have proved highly snccess
ful. sueh as contests for chilidven. pro-
mution= aimed at brides, “Let’s Go

THE MAYCARONTD S0 BNAVL

Camping™ themes, “Barbwe e Supplies™,
“Fun in the Sun™ amd countless others
which requite only o little inzennin In
the mercandiser. The <tres <hould
B weell dpessed upe with banners, vecipes
amd snggestions on the varions aspects
of the promotion, anl tie-in displavs will
hielp to achieve bigaer sales,

From Mav vizlt thiongh Labor Dy
the entite conntey will be preme con
seions, Tl manufaciners, magazines,
Aerican Bakers Nesociation aml ot
eroups will lave material, editorial fea
tres il suggestions 1o help capitalize
on this major promation. Tiein with
them and watch vour =ales monnl

Picnictime Means
Profitable Business

Ve soon s hot weathes hits, people
af all size and <l v o unn
lead Tor the outdoor-,

Tahe a look at the zroups i the
i sronmds and add v s o
the thonsands who prefer e Lear the
Teat amd cook vighit in their own bak
vards, and ven've 2ot a0 eemewdons
mathet,

()

Picnichers are all Tooking for a mass
mm atmonnt of fun with o minimum
amonint of worhe whis e il ates easy
T prepnire. easv-hsene fonnls  comven
wenee foods, T additon, dppehities an
crease in the sreat outdoors, aml ieater
quantities of ol are prepared and
con=umeil.

Manulas e of outdoor equipment
Jdne “l'“ avatie II' Ihl‘ |||||‘{||“| '“'llll.
amd have created e landise that i
Doothe B tionmal amd ey tocane fon

Pienichers look for e =ame thine
in the foed Belds amd the <mart manu
faetirer and mechandiser desiens and
displays foods i funetional - uackazes
aimed  at masinmm comenivnee al
vating  pleasure with a minimum ol
wirth,

The alert Tomd manufacnuner las gone
a step funther amd provided e hages
with individual servings. small Lanily
o fractionalspe packages, This elim:
inates the problems of unwanted lefi-
overs from the picnic. Punctional ke
ages such as these with their sales mes
sage printed on the from “This new
prachage will prevent picnis leftinem ™.
will stand ont abiove all competition.

Funetional packages it sell in the
picnic marhet are wsnally the best el
ers throughont the vear, which means

that  the Joae ine
Lnsiness

marher  mean- |‘|1.

O the sustomers e ansede the
stonre, the pmprtane e ol o Lateal itemn ois
plas s bevomes appraarent Belated atem
displays ~ell mene were badier o thies
[ T wllv e CC T E T T

st e B inmine ol the vear, man
edividaal oo tiner- - bhave been
Panbdine e to e allont promtion ol
the poenn trends which s row L
felt an thee retaal Tesels Yhiea mes, newes
paapers vl il televistion e follom
e g withe thear ploss b piciies. Su

ke st o eet it this plus
lrgsiness ahurine the <umener months for
pivnicsavan b homme o e awn

bk vands,

Hoffmann-LaRoche Brochure

HotTomann-babionhes T las devel
el Dok et amed Versaniline £ lant o
Favei beed Naaroni Produer<s whiech lias
e printerd by Bossorti Litheesagph
Carponation of - Narth Bereen. N
e b mmetons pespuests ol wiihe
sprvard interest, Rossatte has nade vl
Al thie borew e el bt o b
ol variations desiened for and il
abiles to b e promaotion

HolToane-balion s T, has <pent
mann, ey months of reseanch n
watherine the wdormation contamed an
s mterials il e addition they lene
anc eseellent feature <tory e the M
tstiee ol Instititions Voavazne. ol
fully llastrated wath appetizine o
vonn anad vl dishies: this <oy cm
|l]l.|-|h‘- milntion, new pll';o.lr.l‘l--l:
theas i menms, e o new recipe ey
a weehs aimed speciliealle o the
stitational teld,

Macaroni a Poor Man's Food?

M aronn 1= ol a0 et b - Toml
i seatthe, Woashineston The 1955 Con
anmer Analvers tinedines -n:u]-llmi Loy
the seatthe Do <l that consimer -
i the oo croup unsber S22 pag
anmim eal bess e aron aned spachen
than any other inevme s Lissili i
Phee st earnine SSO0ST000 oy
vt were the Toshest consumer= ol
Al i all Better than s ont ol ten
Lamilies were Lavine the poeadie s

P hased v, e te other Band
Bl s hiighiest consmmption ot opgeesin
eatvemies ol e eones o [
consnmers were those an e shonon
ad over o backets andd the e
biest was the sronpe anlder S22 o
Arintm,

Grass Packages Piemium

A henseholl g measine s b
o kel i s T pa [ PIO |
Uorires Nownlle Commprany o 4l e with
A= Grass’ Ul heney ol ~
amd VM Grass” Newetable Nl

‘-mr|-'.
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S SEMI-FINISH - DRYER
~J HALVES DRYING TIME P R E s s E s WITH
2 SAVES BUILDING SPACE ‘ THE

INSTRUMENT CONTROLLED

HYGIENICALLY CONSTRUCTED 64 iy e Gl PROPER
VACUUM

*PATENT PENDING

AMBRETTE introduces this FLEXIBLE, COMPACT and EFFICIENT Long Goods Drying System
... can be INSTALLED in ANY MACARONI PLANT . . ... has NO BUILDING LIMI-
TATIONS . . . . . SAVES in many plants EXPENSIVE BUILDING ADDITIONS.

= ——————————

Our HIGH VACUUM SYSTEM Is now operating on all POPULAR
MAKE PRESSES in the United States . . ... CUSTOMER ACCEPT-
ANCE of our vacuum system—not only on our presses but on presses
of other makes—has been most gratifying to us .. ... CUSTO-
MERS' RECOGNITION that high vacuum gives a more complete
deaeration of dough before exirusion—creating a superior quality
product, better conditioned for drying—has put us in the LEADER.
SHIP in vacuumizing presses in the United States.

S S——

(T ST PRI
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CREATIVE
ENGINEERING .‘-
for the . , ‘}
MACARONI | ! ‘;
THREE SEMI-FINISH LONG GOOD DRYING SECTIONS on the SECOND FLOOR coanected by NOODLE ? | ’
POSITIVE AUTOMATIC STICK TRANSFER MECHANISIMS from THREE LONG GOODS PRELIMI- : 2ilasn |
NARY DRYERS on FIRST FLOOR DIRECTLY BELOW. ] INDUSTRY

A e R R A L R A

Automatic Press with Long Goods Spreader @  Automatic Short Cut Press @  Automatic Combination Press for
Long and Short Goods ®  Automatic Sheet Former @  "Quick Change" Noodle Cutter @ Bologna Machine @
Hydraulic Dry Long Goods Cutter @ Pressure Die Cleaner @  Automatic Long Goods Preliminary Dryer @
Automatic Self-Controlled Long Goods Finish Drying Rooms @ Automatic Short Cut Preliminary Dryers ® Automatic

"Ac H I " E RY c ORP Complete Short Cut Finlsh Dryers @  Automatic Complete Noodle Finish Dryers ®  Automatic Complete Bologna
@® Finish Dryers
156 SIXTH STREET, BROOKLYN 15, N.Y.,US.A.

e el A A A T
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PRODUCTION

[T cosls from 10 to 20 percent of ils
value to carry the inventory that
rnu have in store. Certmell in his
hook, “Stores and Material Conirol”,
lists these inventory carrying costs: (1)
warchousing occupancy costs — heat,
light, building insurance; (2) ware-
house labor, including labor extras for
social security, unemployment insur-
ance, compensation insurance, vaca-
tions, pensions, etc.; (3) operating and
maintenance costs for wnrel'muae handl-
ing equipment; (4) insurance on stocks
and handling equipment; (5) interest
on money invested in inventory, ware-
house building and handling equipment;
(6) obsolescence and damaged stocks
write-offs,

In addition to the costs of maintain-
ing inventories, there are those that are
directly related to production. (1) labor
turnover—hiring  and training costs
caused by peaks and valleys in produc.
tion; (2) set up or change-over cost—
the determination of economic lot size;
(3) productivity itsell—must realize
the highest physical volume per man
hour and rcr machine hour; (4) over-
time premiurus,

Another way to look at it—what
are you doing about the biggest single
item on the balance sheet? Consider,
if you please, the relationship of your
inventory 1o the availability of cash—
and the need of other assets such as
equipment. In your business as ours,
these pressures vary from year to year
and within the year. The cash problem
breaks itsell down into its allocation to
long term and short term usage. Ex-
penditures of cash for capital items
such as equipment thus require a differ-
ent approach than for expenses or in-
venlory items, The tax situation re-
quires the application of considerable
judgment and has a tendency towards
increase in inventory, due to the diff-
cully of the other means to provide
service,

Yes, the inventory problem is im.
portant, In New York City, at the
annual conference of the American
Management  Association, the subject
was discussed under the heading: “How
Setting Up Firm But Flexible Inventory
Controls Has Provided Capital For
Other Corporate Needs.”

Here we are talking about inventory-
what is it? I would like to define it
as invested capital. Many companies
expect a twenty to twenty-five per cent
annual return on their investment before
income taxes, Therefore, the more capi-
tal invested in inventory, the greater the
burden on management to reach this
goal. In other words, by increasing

THE MACARONI
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AND INVENTORY CONTROL

By John W. Sheets, San Glorglo Macaroal Company,
from a Presentation ot the Hoskins 7th Plant Operations Forum

JOHN W. SHERTZ

turnover, you reduce the required in-
vesiment for the same annual sales
volume. Many managements, 1 believe
are not aware of the amounts that may
be saved in respect to turnover, Let us
use an illustration:
Cost of Sales
Turnover 12 times per year
Investment 416,666
Expense @ 15% 62,500
Turnover 21 times per year
Investment 208,333
Expense @ 1505 31,250
or improvemenl in profit picture by
same amount,

Starting Point for Control

(1) There must be a clear desire for it
by top management and a definite appre.
ciation of its value to the organization,
Management must maintain its operat-
ing facilities as a going business. This
some limes requires manufacture of in-
venlory beyond the requirements of the
immediate sales picture. Or, it may
require a reduction of the operaling rate
of the plant for the same reasons, Hence,
success in inventory control can be
attained only where management has
a sound inventory policy and fellows
it; not like a faucet to be turned on
and off at will. (2) A contral plan
must be realislic and based on attainable
goals. (3) There must be delegation
and responsibility to some one with
both aulLorily and ability to install and
operate an elfective control system.

Inter-Relationships of Production

Planning and Inventory Control

Tools required: (1) Sales forecast.
ing to determine the probable volume
and makeup of. sales gnd the probable

$5,000,000

seasonal variations; (2) Establishment
of inventory policy:—(a) the amount
of working capital to be invested, (b)
desired inventory turnover rate, (c)
method of which purchasing can be
broken down to: (ir amount needed o
meel schedules, (ii) forward buying for
a price advantage, (iil) protection
against shortages, and (d) desired time
limits‘on shipment to customers; (3)
Production planning, to schedule pro-
duction for best utilization of production

uipment and labor, with a minimum
::? overtime costs, and still have the
right finished goods inventory available
wEen the customer wants it with satis-
factory turnover of inventory invest-
ment; (4) Purchasing materials when
needed in proper quantitiés and satis-
factory price; (5) Production control
to schedule and load the machines and
departments and control the flow of
work through the plant so that produc-
tion goals are met,

Our interest will center on a compan
making many items for stock wit
slorage space at a premium, and that
almost same day service is required to
maintain dealer or cuslcmer good will,
In addition to the cost of maintaining
inventories, we in the macaroni industry
are concerned with the seasonal nature
of our business, the problem of infesta-
tion and the bulkiness of our packaged
product. In other words, production
operating schedules must vary and be
related to sales activity.

To evaluate sales, past records are
invaluable, Sales statistics for 1954
show the item capellini up 43% over
1953, For the item lasagne, the increase
in sales equals 4005, If you do not
have the facts such as these how can
you buy supplies or plan your produc-
tion intelligently? Important as the
are, past records alone are not enoug
for decision making. Business does not
operate at the same level year lo year.
A three year study is made of sales
statistics by items and the opinion of
the sales evaluated as to probabilities.
The sales budgeted figure for the year's
operation serves as a master schedule
and is used as a guide in preparing the
manufacturing schedule,

In analyzing sales, it is found that
about one fourth of the items account
for three fourths of the sales, and
that three fourths of the items account
for not more than one fourth of the
sales, This stems from the requirements
for a full line of products. In a situa-
tion such as this, lna results of adopting
a procedure of economic lot ordering
rather than a single rule for all products
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And Huron's gum gluten makes sure he gets it that way

Want to guarantee the extra chewiness that
makes your customers ask for more? It's easy
—when you mix Huron’s gum gluten in with
your product,

Huron’s new drying method results in more

“vital” gum gluten — which in turn means

THE \%m MILLING COMPANY

lighter color, greater clasticity, and minimum
g ' B

droppage on racks,

What's more, Huron's gum gluten gives you
a guaranteed minimum of: 7556 protein on a

/

moisture-free basis, Write for gum gluten sam-

ple and technical data.
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may be profound. There will be fewer
shop setups for the low volume items,
They will be produced more cheaply and
considerable production capacity will be
released because of the reduced set-up
time. Increased set-up for the high \’ol-
ume ilems will only partially offset this
gain, as there are more low activity
than high activity items. Therefore,
unit costs will be reduced. Average
inventory levels for low aclivity items
will rise. Il is quite possible that total
inventory of fast moving items could
more than offset an increase of 100
sercent in the inventory of slow moving
ilems, since the quantities involved in
lhe slow moving items would be so
much smaller, A word of caution: the
|1roblem of infestation would have to
he considered in determining the inven-
lnrﬁ levels of the slow moving items.
ere are the factors influencing the
mosl economic lot size: (1) turnover,
(2) slmce available for storage, (3)
cost of carrying inventory, (4) budget
money available for carrying inventory.
Add these factors to it and you will
have a list of those influencing the most
economical run: (5) changeover time,
(6) keeping p:roduction imes running
smoothly.
Records for Controlling Praduction
First comes planning requiting rec-
ords such as (1) Standard Hourly
Rates; production, and partic:larly ex-
pected production, is dependznt upon
the cooperation of the workers for its
fulfillment, A fair wage and a true
relationship of wages in respect to job
classification is important in gettin
that cooperation, Jubn are analyzed,
described and evaluated and rates set,
(2) Standard Time Units: goals of
accomplishment must be set, The num-
ber of man hours within a group re-
quired to complete a production unit
for that group is termed a standard
rate. Thus, when the total unils of any
given product of the group is multiplied
by the standard rate for that product
the allowed or standard hours for that
product is obtained.

(3) Operation Standard Rale and
Instruction Sheet: lists amount of labor
required for the performance of the
operation within the standard time set,
and furnishes the worker and supervisor
with instructions as to how the job
is 1o be done and the amount of expect-
ed production,

(4) Manufacturing Quotas: are de-
termined from a three years' sales his-
tory evaluated as to seasonal variations
and probabilities and budgeted; sales
are budgeted for one year on a month
lo month projection; and quotas for
manufacturing are established, based
on economic lot sizes,

(5) Work Schedules: man power
requirements are delermined by job
classifications by departments for each
machine and work center for different
operating levels of production; as an
aid to supervision in the planning and
control of labor costs,
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Machine and Man Power Work Loads
are determined for each machine and
work center by department to show by
work centers, item, speed, cases per
machine hour, cases per man hour and
standard hours per case. In principle,
the departmental load analysis becomes
the basis for the master schedule. The
number of cases times standard hours
Yer case equals standard hours of work.

t generally works in reverse. Number
of mon hours times standard hours per
case_equals number of cases expecled
production, compared to actual produc-
tion. This aids in keeping proper sched-
uling of workers and machines.

Delcrmininr how the work shall be
done, where the work shall be done, and
when the work shall be done, are asso-
ciated with planning.

Routing and Scheduling: a daily
order is issued to the manufacturing
department scheduling by machines the
quantity ordered by items, These sched-
ules are prepared for one week in_ ad-
vance, Production records are kepl
to compare actual production with
scheduled orders.

A daily record of production time is
kept in the packaging depariment, de-
signed to schedule and measure produc-
tion for each machine and each working
group,

How well the planned job has been
done is hest determined by comparison.
How far the data need be broken down
is best determined by experience. Ex-
amples of data that may be of interest
are;

Daily Record of Raw Materials Used
designed to show, (a) flour used for
long cut products, noodle products, to-
tal products, and (b) eggs used; and
statislics are accumulated monthly and
charled,

Daily Report of Goods Made by
Manufacturing Department designed to
show (a) for each machine pounds pro-
duced by items and (b) basis for entry
to received column—DProduction Rec-
ord: Goods Ordered vs. Goods Manu-
factured.

Daily Production Time Record of
Package Department designed to show
(a) for each machine and productive
group the attained production in rela-
tion to standard, and (b) basis for
enlry to reccived column—Inventory
Control: Finished Goods,

Record Showing Production Ordered
and Manufactured designed to show (a)
for ench machine the amount ordered
and date, and (b) the amount manufac-
tured and the date,

Inventory Control Record of Finished
Goods designed to show for each item:
make and number, minimum quantity,
maximum quantity, date transacted,
quantity received, quantity apportioned,
balance available and explanation
column.

Daily Summaries of Finished Goods
showing item inventory; production vs.
sales by classifications as, long goods
packed vs. long goods sold; short goods
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packed vs, short goods sold; egg prod-
ucts packed vs. egg products sold;
with slatistics accumulated weekly and
monthly,

In summary, we have described the
things we do to gel the facts and plan
our production. Remember records pro-
vide the tools for control, procedure
the system for control, and it is people
who do the actual controlling.

Scheduling for Packaging
Department Requirements
Statistics are important in determin.
ing man-power requirements and op-
erating levels, W;:L schedules are im-
wortant in gelting oul work and controll.

ing labor costs,

The packaging departmental analysis
is actually the work sheet for determin.
ing the final master operating schedule,
Steps to take: (1) Breok sales require-
ments down to weekly operating level
in terms of machine and working
groups; (2) Determine machine speed
—to be adjusted to level of operating
efficiency, machine stoppages, rest per-
iods, changeovers, ete.; (3) Determine
standard crew: (a) personnel required
to operale equipment if standard is to
be Ilained,ﬂl‘a) use statistics, important
in determining work schedules at differ-
ent operating levels; (4) Schedule cases
per machine hour—data useful in de-
termining machine work loads; (5)
Schedule cases per man hour—data
useful in determining man power work
loads; (6) Set standard hours per case
—data useful in measuring atlained
production in relation to standard. To-
tal hours is the product of the number
of units multiplied by the scheduled
hours per unit, .

Customer Order in
Relation to Production

This is how the customers' orders are
incorporated into our production sched-
ule. Statistics on sales are accumulated
by items and summarized daily, The
daily report shows balances available
by items. Item sales are accumulated
monthly, compared to inventory and
projected into production schedule for
economic lot ordering quantities, Pro-
duction schedule for manufacturing is
made up for one week's production.

Control of Carton Supplies

The mechanics for securing the facls
for controlling the carlon inventory
are an inventory card (a perpetual
statistical record of the inventory status
of a carton), o weekly inventory record,
a summary report showing usage, order-
ing information, and inventory on hand
for all cartons for which statistical rec-
ords are kept,

Annual usage of each carton item is
classified by carton size and work cen-
ter is compared to cose sales (cases
converled to cartons) for the same
items and a waste factor established.
The budgeted annual sales for each item
(cases converled to cartons) is weighted
by established waste factor, Budgeled

(Continued on page 41)
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RESEARCH AND kDEVELOPMENTS IN DRYING

CHARLES M. HOSKINS

IN about 1917 the Foulds Milling
Company of Libertyville put in a
Carrier Ejector System for drying mac-
aroni products, The system consisted
of an air conditioning chamber through
which the air was drawn, providing
the necessary head and humidifica-
tion, Then this air was distributed to
about six dryers ond was blown into
the dryers through jets near the ceiling
al one end of the dryer. The velocity
was very high and these jels forced the
air through to the other end of the
room and the air came back through
the macaroni and dried it. They dried
spaghetti in 22 hours, The nni(y diffi-
cully was that after it was put in
boxes it was all checked, Several hund-
red pounds were checked before the
problem was solved. Glenn Hoskins
worked (In{ and night for about a
month on this particular problem, run.
ning lests every few minutes on moist-
ure al various points in the room. As
a result of these tests, he laid the
foundation for controlled drying of
macaroni and spaghetti,

The basic things that were learned
ut that time have not changed to this
day. It was learned that macareni dry-
ing depended on four things: (1) Con-
dition of the air—the temperature and
humidity; (2) heat necessary for dry-
ing; (3) relation of air circulation;
(4) the rate of diffusion of moisture
through the dough.

The condition of the air can be
measured by means of a sling psychro-
meler which consists of a wet and dry
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By Charles M. Hoskins, Glenn G. Hoskins Company

bulb thermometer on a metal plate
with a handle so they can be slung
through the air, the wet bulb passing
through the air at the rale of about 700
feet per minute. The dry bulb tempera.
ture is measured by a thermometer on
the sling,

The wet bulb temperalure is meas.
ured by a thermometer surrounded by
a water saturated wick. The waler
cvaporates from the wick and as it
does it takes heat away from the ther-
momeler bulb and the amount of cool-
ing of the wet bulb is the measure of
the dryness of the air., A large wel
bulb depression means dry air and
rnpid-dryinﬁ. A small wet bulb depres-
sion means humid air and slow drying.
No wet bulb depression at all means
that the air is completely saturated with
moisture,

Imagine a graph entitled “Drying of
Macaroni in Carrier Ejector System
Dryer”., An upper curved line would
show the moisture content of the mac-
aroni plolted against time. A lower
line would show the wet bulb depres.
sion. Starting with a moisture content
of 309z and a wet bulb depression of
33 degrees F., in 30 minutes the moist-
ure content drops to 23% and the wet
bulb depression to 0, a tremendous
amount of moisture removal in a short
time. Then there is an hour and a half
of no depression, that's sweating, and
then it starts at 4°, The surface of the
macaroni is hard and relatively dry.
The interior remains plastic and strong.
In order to even up the moisture dis-
tribution, the macaroni is leflt in an
atmosphere of saturated air for an hour
and a hall to allow the moisture to
distribute itsell evenly rad to make
the entire mass of the macaroni plastic.
After the resting or swealing period we
start off with this depression of 4°,
which will dry any macaroni without
checking and will remove moisture at
a fuirly ropid rate. During the first
part of the drying period, moisture
drops quite capidly even though the
depression is nmnlr. As the moisture
is gradually reduced, the depression
is increased so that the drying conlinues
and at the end of the drying period
depression is 10° and the moisture con-
tent is approximately 11%¢. It is then in
equilibrium with the air and if that
10° depression is maintained, the moist-
ure will be 119,

At the end of the drying period, it
was found necessary to temper’ the

at the 7th Plant Operations Forum

macaroni. There was still a certain
amount of check if it was left in the
dryer overnight with the dryer all
closed up, g0 an exhaust fan was pul
on the entire system so that all dryers
were under a slight suction. When the
dryers were shut down after drying, a
certain amount of air fillered in through
the cracks of the dryer and continued
the drying for 12 to 24 hours, When
this system was adopled al Foulds, the
checking in the Carrier System was
entirely eliminated.

The Carrier system was satisfactory,
but it was Imlk(" and inflexible. Con-
sequently a small air conditioning unit
was develored which permitted the ap-
plication of controls to any long goods
finishing dryer.

In one of the early installations we
ran into a problem of check. I spent
about two weeks running experiments,
Finished poods were put in different
atmospheres throughout the plant, A
sample was put in the boiler room,
where the depression was around 30—
very hot and dry. Within ten minutes
the sample was checked,

When the sample was put in the
boiler room, the outside surface dried
down, The interior was perhaps 12%
moisture, whereas the surface was prob-
ably 7¢¢. When macaroni dries, it
shrinks. So, when this surface shrank,
it had only one way 1o go and that was
to shrink around the surface so that
it cracked in tension at the surface.
This is called tension check and con-
sists of very, very fine lines over the
surface of liue spaghelti. The lines are
almost microscopic.

The next sample was put in a dryer
which was just started up with a de.
pression of 4°, The surface picked up
moisture, The interior was probably
129% and the surface, went up to pos-
sibly 16%. This sample checked much
worse than the first, The surface ex-
panded and pulled away from the in-
terior and had very decp cracks, This
type of check is the most common and
is called compression check,

There is another method of causing
compression check which is very com:
mon. At the start of drying, you feed
goods into a prelimina n!ryer at
around 320, moislure, l'Ayl'u:r a half
hour of drying the moisture at the
center is still 329 while the surface
may be 14%. There is a big diference.
After an hour of swealing, this will
probably come down to 26% at the
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center and 20% at the surface of the
strands. As you dry both of these
moistures come down and the interior
and the surface get closer together.
If a difference of 7% is maintained
as the product dries, the surface being
plastic would become denser, contain-
ing less water and more solids and the
interior would contain less water and
more solids. As you dry, you maintain
that difference in density and the prod-
uct hecomes hard rather than plastic,
but you still have a_ difference in dens-
ity. When you end the drying at 10
1o 126+ moisture, the interior will pos.
sibly be 1595 and the surface might be

‘11¢%. That product will be strong you

can pound on it on a table without
breaking it and you might think it a
wonderful product. Six hours later it
will fall off the truck, because the moist-
ure from the interior will come to the
surface and the whole thing will be
10%. The moisture will go into the
dense surface and cause it to pull away
from the interior, causing the compres.
sion check.

“There is another important method
of checking. A ||ortal1[c bin is filled
with product at 12.5% moisture and
the goods have_been dried slightly loo
fast, some stress builds up in the prod-
uct but not enough to check it. The
product at 905 F. is taken into a room
at 75° F. The moisture from the in-
terior will go to the coolest macaroni
around the outside and top edges of
the bin and condense on the exlerior
of the macaroni cousing it 1o expand
and check.

There is another lrpe of check called
specks. It is aleo called burning in the
preliminary dryer, If you dry too fast
and too far in the preliminary dryer,
you will cause the surface to hecome
case hardened and stiff. The surface
may be down to 189 or 15% moisture.
Of “course, it is plastic all through the
mass as it dries down to this poinl,
so there is no immediote check. As
drying continues the surface becomes
hard first, and when the interior hegins

BATCH-TYPE spaghetl dryer has heatin
poiitioned fo anure thorough miting of fresl
Room holds 45,000-95,000 b, on racks. Alr hs
by shest-metal pips (left).

to dry it shrinks and leaves a void at
the center of the strand, cousing the
mottled appearance.

Drying spaghetti in a dryer with
large fans ot the end developed a de-
pression of 13° and by going up 1o
this high depression we were able to
clear up little wet spots in the dryer,
whereas the moisture content of the
goods in the dryer was brought low
enough so that when the dryer was shut
down the moisture did not distribute
itsell 1o other parts of the room and
cause checking. Furthermore, we had
a cooling period of approximately four
hours in which the dampers in the dry-
er were opened wide and there was
no heat added so that the poods had
time to allow the moisture to dilfuse
from the interior to the surfoce, Also
we cooled down 10 room temperature,
With these two things, we were able
to eliminate the tempering period and
cut six 1o eight hours off the total dry-
ing time. Al the front of the room we
reduced the moisture from 219 1o
15 in 11 hours. Then it just stopped
drying, but the back of the room
was slill lagging behind, The reason
is that air blowing from the front
of the room to the back picks up
moisture and becomes raturated, and
therefore will not dry at the back of the
room until the front end has been
dried. It takes 25 hours or an addition-
al 14 hours, for the rear end of the
room lo catch up 1o where the front was
at 11 hours, This is the reason that a
conlinuous or secondary dryer will de-
crense the total drying tlime in the
finishing dryers.

The time lag is the reason why we
normally had to have 42 hours drying
for spaghetti with a diameter of .08
inches, When we had solved this par-
ticular problem on this dryer, checking
was practically eliminated and we were
able to dry macaroni in approximately
66 hours and spaghetli in 42 hours from
the time the dryer was loaded until
packing,

We applied our air conditioning unit

THE MACARONI JOURNAL

S ey e s

3

lo some Barozzi dryers and ran ex-
periments over a long period of time.

Summarized: (1) It was desirable
1o reverse the fans every two hours so
that the hack end would not mold and
check. (2, Tt was necessary to contral
the temperature in both the front and
the back of the room. We originally
put instruments in the front and the
back and then we developed a method
of using a sampling duct to bring the
control air over the instrument bulbs.

We found that the conling and tem-
wering period al the end was mare
important in o Barrozzi dryer than in
others. We found that the air cireula-
tion in the Barrozzi dryers, while sotis.
factory for uncontrolled drying, wus
rather ineflicient. For this reason, we
wenl 1o a dryer with o larger amount
and more eflicient air circulation than
we could obtain in the Barrozzi dryers.

For Spaghetti Dried in Conrolled
Dryer with Reversing Over Head Fan

We start with a depression of 5°
instead of 1°, A depression of 5 will
check macaroni that las come oul of
a preliminary dryer if it is dried con.
tinwously ot this point, However, by
reversing every Iwo hours, we will
dry two hours and then sweat aller-
nately. On the Barrozzi we went to
7° at the start and by reversing were
able to get deying without checking,
(I you go to 7° depression in_these
dryers with ineflicient air circulation,
you will have considerable trouble.

Comparug the reversible dryer with
one with the fans in the end, we find
there is much less time log between the
center of the room which is the fastest.
Therefore, reversing the funs and start-
ing with a higher depression, cuts off
six to cight hours of the drying
schedule.

Apply these principles to short cut
dryers. First, we controlled the short
cut dryers, Second, we reduced the
drying 1o three or four stages. The
first dryer would be sel at a depression

(Continued vn page 33)
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be 6° or 7° the second mayhe 87 and
the last at 10° or 12° depression. Then
we had a countereurrent cireulation of
air. That is the circulation was from
the bottom up, Since the moist goods
came Trom the top down 1o the hottom.
the dry air would hit dry goods and
become more moist as it traveled up
through the gomds until relatively moist
air hit relatively moist gouds at the top
of the sereen, therehy evening the dry.
ing on the sereen,

We applied these principles 1o exist.
ing dryers. The first problem was with
a vompany whose dever was checking
all of their products. Their deying time
was cight or nine hours, very low 1o
begin with.  The air was eirealating
from the top down 10 the bhottom, We
reversed the fan on the finishing dryer
—the last of three units and their
checking weint down 1o a minimum.

Then our good friends started in-
stalling vaenum presses and the larger
shapes, rigatoni. large  shells—started
checking again. We ran some lests and
found the production of the press with
and  without vacuum was exactly  the
same, We took moistures on a4 ran
without vacuum and then with vaenum
and found that the mwisture content,
hoth at the press amd on every sereen
from beginning to end of the deyer, was
exaclly the same with the vacuum as
without, We therefore established that
vienum - system does not alfeet  the
deying rate in chort et devers for
giving settings of wet _and dry bulb
temperatures, The problem wus solved
by revesring the fans in the first finish-
ing dryers and by running the first
finishing drver at a higher dry bulb
temperature—about 7° higher, but still
with a prefty higll ||1'|nr|-.-«.~in||. At a
higher temperature the rate of diffu-
sion of moisture in the poods speeded
up. We removed about 2% more in
the lirst finishing dryer, taking the

very peenliar problems. In New Yoik,
one time. [ owent into o factors where
they were putling spaghetti into a pre.
liminary drver awl velting lingnini om
af the other emd. They hind vast iron
racdiators with three or four times as
mueh capacity - as neerded. They ent
out some of the radiators, but left those
in the end so that all of the heat was
being put in at one end of the dever,
The elfect was an impermeable case
o the spaghetti right ar the start,
almost like a skin on the ontside of the
product, When the moisture was tuken
aut of the center verv. very evenly the
thing just collapsed. We put a long enil
in the fan chamber o adequately dis
tribute the heat from one end of the
deyer 1o the other and the trouble
disappeared immediately,

The vacuum is allecting long pomls
drving very much, White spots form
becanse the product is more imperme.
able, To get rid of the white spots, it
is neevssary toorun the long ponds pre
liminary adryer with a low depression
and dev the product down to not lower
than 2577, The result is overloading
of the finishing dryvers, When finishing
rvers are overloaded, 2 o 3 more
moisture must be removed. I con-
trolled  finishing  drver. 190 moisture
means al least two hours aml inoan
unconttalled  dever the time poes up
as meh as osiv hours, The et result
of the vacuum, because of these spots,
is that total drying tme is estended
for long gomds,

In 1911 we took a truek of spaghetti,
put it ona seale inoa controlled dryer
and dried it according 1o a fised sehed-
ule. We dlried with wet bulbs e 907,
957 and 107, We found, contrary 1o
what we believed. that the higher twem-
perature resulted in mueh lower dry-
ing al the start of the drying schedule.
while lower temperature  resulted in
wich Taster drying at the stan.
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Research in Drying.—. eliminating the checking problem of  New Car Handles Bulk Flour i1l
the large shapes made on the vacuum )
(Continued from page 31) provess, A new e uf v forr <hipment of i
of about 15, The first finisher would The varunm has run us fntn sope D0lk fonr in containers was pul il

wse for the first time on May L owhen
the Greorge Urthan Milling Co. of Baf
falo. N, Y. <hinped enoueh e 10
produce 1300000 lianes of  Beead 1o
the General Waking Co. at Woreester,
Vs, ACE Lindustries, e, developnld
the new car Tor its subsidiary, Shipper-
Car Line Corp, 1t lolds 28 aluminum
containers which can carey o 100,000
poand pay Joasl aml can be unleaded in
Jess than an hour by one man.

The new car has been specially e
signedd for careving 28 rectanenlar con-
tiners, each having a capacity of 75
e, B T has sides and overhead Dars
1o doek the containers in place, The
conbainers — “Tote Bins”™  have been in
use for some time, They can b Alled
either on or ofT the car llll'llll'.'h AN uptn-

ing in the top. They are emptied by tin-
ping the container o g e oof 15

degiees, The contents discharse thronsh
a door at the hottom of the face af the
container,

It is =aid that vse of the vontainer
var for bulk shipment of flonr will
resull in a saving of 8250 per car o
the vonsignee, as compared to <hipment
in bags, Some of the important il
vamtages elaimed for the container car
are the savings in labor costs of load.
ing and unloading : elimination of dam-
age and loss through deteriorat :
tamination or wetting. The containers
van alse be used Tor storage. rducing
the  dnvestment for storage Favilities
whieh i~ neeessary when hopper or
lios vars are s Do aedition, the v
can be used for mised bulk <hipments,

Gold Medal's
Diamond Jubilee

“A wond name is g man’s most pre
cions heritage.” General Vil Gold
Medal bramd is eelebrating s T5th
Anniversary this vear, Congratulations.

Nk S P s

Specialty of

Macaroni Machinery
Since 1881

e —

load off the second finishing dryer and

Presses
Kneaders
Mixers
CuHers
Brakes
Mould Cleaners
Moulds

ALL SIZES UP TO THE LARGEST IN USE

N. Y. Office and Shop

255.57 Center St
New York City

BATTERY of Hoskins conlinuous dryers for shorl-cul macaroni producli—elbows, shells, and noodles. Varisble drive (Reeves) permity wide speed
changes for products wilth dilferant wall thicknesses. Right: Schematic diagram shows conbrol elements in soction view. Mired conditioned air
enters chamber at bottom of dryer.

PRESS No. 222 (Special)
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A PRACTICAL APPROACH TO FASTER MACARONI DRYING

ANNOUNCING THE NEW DEMACO
2ND STAGE DRYER

FOR LONG GOODS

A newly des'igncd 2nd Stage Dryer with a
New Air Circulating System. The dryer
that will reduce the moisture content to
18 per cent. In a recent installation the
final room drying time for spaghetti was
cut from 72 hours and more to 28 hours.

Please write for further information,

eFranclecl]locie

CORPORATION
46-45 METROPOLITAN AVE. * ‘Phens [Vorgoss 5983812 * BROOKLYN 37, N.Y,

D s SO ST TN T R SR AR W TR J TN PO u
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DEMACO - VACUUM

With vacuum applied over the entire mixer.
Mix remains under vacuum for sixteen minutes.
No change on the "trade approved” single
mixer.

DEMACO - SPREADER

The spreader attachment with no electrical
timers, no limit switches, no brake motors and
with no complicated electrical wiring.

LONG GOODS
PRELIMINARY DRYER

Long Goods Preliminary Dryers with the new
stick pick up. A new 2nd Stage Dryer for long
goods—a dryer specifically designed for a
2nd Stage and not another preliminary dryer.
Please write for details. '

2T

CORPORATION

46-45 METROPOLITAN AVE. * ‘Phass Efargines 610012 « BROOKLYN 37, N.Y.




VER a million exhibils were shown
at the recent 33rd Milan Fair,

One Pavilion showed an interesting
series of macaroni manufacluring ma-
chinery demonstrating the great tech-
nical progress that has been made in
recent years: the continuous press has
been radically improved through pneu-
matic feeding and conversion 1o the
vacuum system which gives the prod-
ucts betier color and texture, These
improved presses are coupled with mod-
ern § nrcm{crn. Often the new machines
rave |u-ul. power and floor space. They
are easier 1o cperate and clean, and they
improve working conditions,

The Braibanti Company showed a
semi-antomati: line for ng oods, This
was designed to interest lﬁc average
macaroni manufacturer who might be
willing to mechanize some operations
without employing complete mechaniza-
tion necessary for continuous produc-
lion,

The line consisted of a pneumatic
feeder to the automatic press with a
single spreader connected with o drying
tunnel.  An interesting innovation was
o device for the antomatic leading of
long goods sticks on the three-fc\'el
trucks lo be introduced into the dryers,
The only use of human labor.is to
transport the loaded trucks to the drying
room. A similar device automatically
unloads the stocks from the trucks after
the drying operation and places them
one by one in an automatic machine
that separntes the product from the
slicks,

The Braibami Company also exhibit-
ed a series of nulomalic presses from
the small Impress to the large Magog,
capable of turning out GO0 kilograms
ser hour (better than 1300 pounds).
The Magog has a double spreader for
2 millimeter sticks, muaximum length
employed 1ill now.

J:llh'ﬂ. one of the oldest lalian firms,

PATENTED PRE-DRYING TUNNEL (TN
model) for cut goods, with automatic loading,
fransport and unloading of the product, pre-
senled by Morionde.
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Reported by Glovannl Coppa-Zuccarl, Rome, Italy
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F, C. MEDANA, & new automatic continuous
press produced by Coula.

displayed an aulomatic conlinuous press
especiolly designed 10 meet the needs
of the medium-sized plant producing
bologna cuts. The machine has a gear
box for three different speeds, a double
kneader equipped with a safety device
that prevents the lifting of the cover
when the shaft is running. The endless
screw piston ol high strength sieel is
chemically treated to prevent corrosion
and to harden the surface, which pro-
duces dough of a hetter color. Special
patented water and lour dosing devices
are used to make feeding completely
automalic,

Another interesting press was exhib-
ited by Meneghini, using a patented
feeding system. Meneghini u’ao pro-
duces an automatic conlinuous rolating
short gouds dryer with special chambers
that_permits the drying of any kind of
product. It has a capacity of 50 metric
quintels (11,023 pounds); drying time
—10 hours,

A patented preliminary dryer for cut
goods with antomatic loading, trans-
kl{ll'l and unlonding was presented by
Moriondo. It reduces moisture content
by 50¢% in about twe hours. The dryer
is entirely built of metal and is essen-
tinlly composed of seven stainless steel
web conveyors coupled with chains sup-
ported by metallic guides. The convey-
ors make up three separate sections:
(1) predrying section ventilated b
two closed cycle centrifugal fans with
meat and humidity conlro’i; (2) sweal-
ing section without ventilation; (3)

first drying section well ventilated by
two other closed cycle centrifugal fans
with heating and humidity controls,

An excellent conlinuous dryer for
short goods is the Buller TTQ model
featuring an anticorodal conveyor de-
signed to prevent the crushing of the
product,  Plustic insulation keeps heat
losses at a minimum. This equipment
reduces drying time, enhances color,
quality, smoothness and transparency.

Colombo exhibited a new small-sized
sheet forming and cutting machine, a
device piving ease and rapid control
of sheet thickness,

The Pavan firm exhibited an auto-
matic line for long goods with a daily
oulput of a hundred metric quintels
1226 pounds) characterized hy ex-
ceptionally easy maintenance. Another
PPavan apparatus was a device developed
for returning dry scrap withoul any
preliminary treatment. The macaroni
is dissolved in water and the emulsion
ablained is sent to the presses. The
whole cycle is completed in about ten
minutes, The machine is made of stain-
less steel and is very casy to clean. It
is also usable for egg dosing, vitamin
feeding, vte.

Pavan produces an all-metal pnen-
matic flour handling system from the
smallest type to the most complete ap-
paratus for larger plants, Special load-
ing hoppers with blending partitions
enable the operator to mix any de-
sired quantity of product; the simul-
taneous mixing of six products is
possible,

PAVAN REASSIMILATOR for the reabsorp-
{ion of dry refuies.
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Dott. Ingg, M., G. Bl’&ib&l\ti eC

MILANO—YVia Borgogna |, (ltaly}

SOC. A R. L

Cable: Bralbanti—Milano
Bentley's Code Used

MILAN, ITALY

A NEW CONCEPTION OF SPREADING
LONG GOODS

Elimination of Rectangular Dies

Double Diehead Holder for Round Dies
Dies Changed in Less Than Five Minutes
Scraps Reduced to 2%

Write for Particulars to:

EASTERN ZONE: LEHARA CORPORATION
|16 East 42nd Street
NEW YORK 17, N. Y.

WESTERN ZONE: PERMASCO, DIVISION OF WINTER, WOLFF & CO.,, INC.
1206 S. Maple Avenue
LOS ANGELES 15, CALIF.
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THE CHALLENGE OF CHANGE

MARKETING changes likely to re-
sult from helicopters, automation
and other aspects of scieatific and social
progress, the research required to un-
derstand such changes, and the advertis-
ing techniques necessary to apply the
results of such research were all dis-
cussed in Chicago recently at the Chi-
cago Tribune Forum on Distribution
and Advertising,

Merchandising consultant E. B, Weiss
predicted that ﬁy 1960 the helicopter
and the convertiplane would begin to
smash the present 20-35 mile suburban
market limils and spread millions of
consumers to suburbs ranging out from
75 to 125 miles,

Mr, Weiss also predicied that aulo-
mation within five i‘mn will create
leisure time that will add billions of
dollars to markeling, and that science
by 1960 will add so many new products
that “you manufacturers may find that
half of your production will consist of
items not made today."

Panel discussions moderated by Mr.
Weiss ranged through window shopping
discount houses, the downtown sho lpi“F
center, fair trade, giveaways, and self-
service,

In discussing “Advertising to com-
municate buying ideas in the changing
mass market,” the panel related adver-
tising 1o an age of yumlﬁer marriages,
more children, more education, and
greater mobility, The importance of
injecting company persanalities was
stressed, and it was poined out that
company images seem lo give women
security in buying, and thal product
!:cnunulily can become the most vitaliz-
ng element in a business,

In order to clear the air in markeling
and media research, the Advertising Re-
search Foundation has twe projects
under way: (1) development o} a pro-
vocative technique for investigating the
ways buying decisions are made; and
(2) measurement of objectivity of re-
search methods (o determine mativa-
:i!'u_n behind consumer altitudes and
rives.

Meeting In Michigan

About the same time of this meeting,
an advertising conference at the Univer-
sity of Michigan came to similar con
clusions: customers just won't stay the
same, Reasons—rising level of educa-
tion, greater family growth, greater
movement to suburbs,

The “cultural explosion” of the past
decade has led the consumer to wants
he never suspected. Along with family
growth comes the whole suburban move-
ment, but more importani—the tend-
ency of new, young }nmiliu to split off
from their parents, This “undoubling”
creates new demands for housing and
home furnishings, and the mnrﬁeting

implications here are enormous, Money
in the bank and plenty of goods to
choose from have given the consumer
new reasons for buying. Former luxur-
jes have now become necessilies, and
automation has brought about a new
freedom from household drudgery to
the housewife,

What Happens to Food?

The Department of Agricullure has
just put out a hooklet “More and Better
Foods ... From Today's Paycheck”.

“An hour of j’our labor will now buy
more food—and better food—for your
family than ever helore,” says Secre.
tary of Agriculture Benson.

“Farmers, food processors, manufac-
turers, and distributors helped to make
this possible by using science and in.
vention to increase efliciency and im-
prove their service to consumers,

“The result is that your family today
is eating more nutritious food of far
grealer variety.

“But your superior diet takes no
larger share of your earnings than the
less varied diel of 30 years ago

“The Department of Agricultirc, the

Land.Grant Colleges, and the Stet: [Vs-
Imrlmenla of Agriculture are proid to
have had a part in this accomplish
ment," says Benson.
7 Thirty years ago 25% of disposable
income went for food, and this is still
true today but there is more disposable
income, If we ate the same as the
average a generation ago, we would
spend less than 209 of our income
for food. But we are ealing more and
better foods today.

The following comparisons show the
buying power of an hour's “take-home”

pay:
1925 1955
5l loaves of bread 10
1% pounds of steak 2
14 pounds of chicken 3
35 quarts of milk 7
1 dozen of oranges 3
B P cans of tomatoes 914
Per Capita Consumption Has Changed
1925 1955
20 pounds of oranges 58
14 pounds of chicken 23
318 eggs 405
59 pounds of beef 72
27 pounds of tomaloes 53
9 pounds of ice cream 17

Thirty years ago groceries' varieties
were Inrlgcly governed by seasons—now
there is fresh food the year "round—rain
or shine, regardless of season—owing
to advances in transportation, refrigera-
tion, merchandising, and changes in
geography of production.

Quality is better owing to inspection,
grading, sanitary control in production,
processing, and marketing,

Our diet is belter: per capita consump-

tion of essential nutrients is up—cal.
cium 1595, protein 5%, iron 15%, vita-
mins A and C 5%, thiamine and niacin
209, riboflavin 25%.

Long hours in the kitchen have been
cut with foods that are canned, {rozen,
ready-mixed, pre-cooked and packaged
in modern containers,

School lunches were limited to what
the children could carry from home, but
now with the national School Lunch
Program serving more than 10,000,000
children, lunches ot school are well:
balanced, using a wide variety of nu-
tritious foods.

The percentage of working wives has
increased from 10% to 25%. Today we
get more and better marketing services,
and with more factory prepared food,
more restaurant meals, more people liv-
ing in cities, there are more jobs in
food processing and distribution. For
every three people emp'loye«’ in these
industries thirty years ago, lthere are
now four employed.

More and Better Facts

We have more and betier facts on
what the consumer wants through con-
sumer research, and better market in-
formation now helps expand consump-
tion, helps farmers find profitable lines
of production, and helps reduce waste
in production and distribution.

We have increased productivity.
Thirty years ago the farm worker pro-
duced enough for himsell and seven
other people. Now he produces enough
for himself and eighteen others, Food
production on the farm has doubled with
mechanization, better tools and tech-
niques, more and better fertilizer, in-
secticides, fungicides, improved seeds,
conservation of soil and water resourc-
es, electric power. Even farm animals
are producing 505 more than thirty
years ago.

Continued improvements under way
in production, transporlation, process:
ing, packaging, storage and merchandis.
ing all give promise of abundant food
to meet the needs of a rapidly increas-
ing population and more and better
foods from tomorrow’s paycheck.

The Grocery Manufacturers of Am-
erica meeting in June discussed “Mar-
keting in 1960: Today's Research for
Tomorrow's Market”,” Advance pub-
licity said, “If the grocery indusiry is
to continue its rapid growth, it must
rely more and more on research to
create new products and guide market-
ing operations. This is so as it applies
to the short range, and particularly as
it applies 1o the long range.”

“In human life there is constant
change of fortune; and it is unreason:
able to expecl an exemption [rom the
common - Jate. Life itsel| decays, and
all things are daily cﬁan;t‘nf. ;
-—Plutarch
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"ATMOSPHERE"
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... FOR TOMORROW'S SUPER MARKET

By Kenneth E. Wischmeyer, Architect
from DuPont's Packages & People

THlS August marks the Silver Jubi.
lee of the Super Market Industry.
The past 25 years have seen startling
accomplishments in  bringing more
foods of better quality to a steadily
increasing population.” From humble
beginnings in abandoned warehouses,
the super market story has been one of
improved structures providing self serv.
jce on an efficient basis—all at reason-
ahble costs.

So much for the past. In the years
to come, even greater accomplishments
are anticipated. While it's difficult to
predict the exact nature of develop-
ments, there is a rather intangible ele-
ment known as “atmosphere” which
will surely receive nreater emphasis
from super market operators in the
future. “Atmosphese” is an increasing-
ly important element that helps increase
store traffic and puts shoppers in that
all-important buying frame of mind.

What is “atmosphere”? First and
foremost, “atmosphere” is convenience
of shopping. More sperifically, it means
ease of access, ample parking space,
sensible store arrangements, carefully
planned store circulation and speedy
checkout, with transfer of purchased
merchandise to the customer’s car, Con-
venience of shopping means altractive-
ly arranged merchandise packaged for
visual inspection and separated into
varied quantity parcels to accommodate
the shopper's budget and family re-
quirements.

“Atmosphere” also means cleanliness.
Nothing is more repulsive to shoppers
than dirty, untidy stores. Fortunately,
most contemporary super market opera-
tors are aware of this fact and are seck-
ing new and easier methods to keep
their stores clean, fresh and sparkling.

For example, many super market op-
erators are insisting that manufacturers
of food service equipment raise their
fixtures above the Hmished floors by
four to six inches to allow proper clean-
ing. Tomorrow will see many electronic
devices put to work o insure [reshness
and cleanliness of merchandise.

Visual Delight

The shopper must still be Jured into
this “atmosphere” created to make
shopping a pleasure, not a chore. This
must be done by visual delight—simple,
well designed buildings saying by their
very appearance—'"This is a food mar-
ket ready to give you the best possible
service.”

The approach by the shopper will be
through well laid out panlng areas
landscaped for beauty and eye appeal.
The air conditioned building will be an
open visual type with electronic con-
trolled entranc:s leading to pleasantly

lighted spacious areas providing sealing
and TV lounges for wailing family
members,

Importance of Color

Shoppers muy not knowingly be in-
lluencc“ by the color that mecls their
eyes but there will be an abundance of
color, It will not be gaudy or over-
done—but rather a subile harmonious
Mending of the luminous ceilings of
the shopping area.

Color will be everywhere, This in-
cludes store signs on the exterior of
the building, the parking lots, entrances
and exits and in the interior. By blend.
ing all the design and color—ceiling,
floor, walls, signs and service equip-
ment—shopping circulation will be a
leasant though unconscious Froccdutc
or customers and more profitable for
the super markel operalor.

Try to visualize this altractive shop-
ping structure. 30 to 40 thousand
square feet of well planned area, well
conditioned for light, air, sound and
color. “Almosphere” will bring the
level of daily humdrum food producing
to a new high of unliciplmj pleasure
for oll members of the fumily. This
is not idle crystal ball gazing, but sound
business thinking by the far sighted
food service operator who knows that
“atmosphere” will keep him in business
on a sound financial basis with his
competilion panting desperalely to keep
up with his progress.

New Set of Standards

Many present day store planning pro-
cedures are fust becoming obsolele.
new sct of standards, based on super
market prototypes already construcled,
are becoming mandatory.

True, national average for store con-
struction costs will rise above present
day standards, but these increases will
be justified as the food store of loday
becomes o glamorous general store of
tomorrow. These added construction
costs will be justified by the attraction
of additional customers—all in a buying
frume of mind—plus new more profit-
able lines made possible by progressive
warchousing and handling o’ both hard
and soft goods,

Only the imaginative operator will be
able to stay in the food merchandising
business on a sound basis because he
realizes thal delight 1o the eye is just
as important lo this successiul opera-
tion as a penny differential on a pack
age of beans.” All might do well lo
check long range planning and investi-
gote “atmosphere”—the big plus that
makes shopping a plensure for the
family instead of a chore for the house-
wife,
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Supers Constantly Changing

Research  Director Curl  Kornblau,
presenting his annual report to members
of the Suner Market Institute, meeting
at Cleveland, told them that members of
the Institute would open lwice as many
suner markets this vear as lnst—some
975 of them, each desiened to do an
annual volume of one million dollars or
more, Desides this expansion of new
units, the memhers have plans for major
remodeling of 300 markets, slightlv less
than the 325 remodeled last vear. Filty-
eipht percent of the membership will
carry out plans for this expuansion} filty-
one percent plan new supers and 1wenty-
four percent plun major remodeling.

SMI stores comprige less than 2%
of all grocery stores in the United States
and accounted for 1807 of all grocery
store sales in 1954,

To point up the terrific ohsolescence
rate in the supermarket industrv, Mr.
Kornblan gave the following figures:
13% of supers are less than one year
old; 26c% are less than two years old;
340% are less than three years old: 57%
are less than five years old; 787 are
less than ten vears old. 369 of those
built through 1951 have undergone ma-
jor remodeling in the past three vears,
18 of those built in 1952 and 6% of
those huilt in 1953 have heen remodeled.

Presemtly the SMI definition of o
sunermorket is one with a minimum
sales volume of 81,000,000 per year and
full self-service in groceries at least.
As of Junuary 1055, the members op-
erated o total of 3244 such markels,
These renresented 165 ol all stores
operated by members.

These stores did an average volume
of 81.520.000 in 1951, well over the
$1,000.000 minimum. They accounted
for about 756 of the members' soles.
156 was the averape sales pain of
member companies, which was preater
by far than the gains of all U, S. grocery
stores and of the higgest grocery chains
of the country. Since retail food yrices
were steady in 1951, this gain repre-
sented n tonnage increase as well as a
dollar gain., Sales pains were reported
by 989 of the members and for almost
onetl,.rd of them the gains were ahove
25%.

Sales gains averaged 16% in_ the
“gracery and other” departnient, 157
in meat and 1367 in the produce de-
partments, Gross margins were higher
with 57¢¢ of the companies, lower with
2507, Slore operaling ratios were re-
ported higher by 619 and labor ex-
pense ratios were reported higher by
63%0.

It is estimated that 9297 of super-
market sales are sell-service. The duiry,
meat and produce departments are be-
coming more nearly self-service.

An average of 3500 items, as com-
pared with 2200 five years ago, are
carried by SMI1 members. The weekly
sales average of 83.61 per square fool
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of selling aren, was reported by 57%
of the members,

Frozen foods are carried by all mem-
bers, health and beauty aids by 96%,
housewares by 879, children’s books
by 7495, nylons by 69%, and stationery
by 539. Non-food sales account for
35% of the total.

Air conditioning, music, restrooms,
home delivery service, pickup stations
and other customer conveniences are
provided by various numbers of the
members,

73¢h have group health insurance,
GB% group lile insurance and varying
rcrcenlagcs engage in other employee
henefits,

What Sells Groceries
Is Eatin' Pleasure

“What sells groceries is eatin’ pleas-
ure” So says James J. Woolf, Advertis-
ing Consultant writing in Advertising
Age. He says he believes most people
in making their food selections obey
the dictates of their taste buds; that
most homemakers in planning their
meals think first of what will please
the family palates.

Supporting Mr. Woolf in this opinion,
is Wm‘inm . McKenna, Jr. copy chiel,
Schiedeler, Beck & Werner New York
advertising agency. Mr. McKenna, ad-
dressing Mr, Wooll, says, “Because it
so closcly parallels a continuing experi-
ence of ours, 1 was particularly inter-
ested in your Salesense feature cap-
tioned, "P’invor—-—Axpeal of First Im-
portance in Food Adverlising.”

“What you say is supported in detail
by our current campaign for Mueller
B!ncnroni Products. You will be pleased
to know, too, that this experience also
supports your often stated plea for great-
er copy and research department team-
work,

“The Mueller switch to all-out empha-
sis on taste was iniliated in the copy
department, which recommended that
pilot tests be made through inexpensive
opportunities such as radio prebroad-
cast panels, It was also suggested that
our prospective and previous claims be
tested along with all competitor claims.

“Our research department agreed to
the try and further suggested that we
test on the basis of believability as well
us appeal, This proved to be mighty
good creative research thinking.

“In the preliminary tests, our flavor
claim came out aboul in the middle of
the basis of appeal (a compelitor’s low
calorie claim was first).

“On the bosis of believability, our
claim came out close to the top; the
low calorie claim came close to last.

“Both counts considered, our flavor
claim, which could be supported by
creditable reason-why, came best recom-
mended. And this held good during our
own subsequent more exact research

-investigation,
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“Because we have had several similar
experiences, the liaison between copy
and’ research in this agency is excep-
tionally close, with one doing a great
deal to support the other, In an outfit
that is forever testing, this situation
naturally makes for a happy copy de-
partment.

“Interestingly, the leading competitive
brands have abandoned their heavily
promoted dietetic claims to swing in
with taste appeal. As Fred Mueller
says, this is all to the good. If this
is the best appeal, then the more ad.
vertisers who back it, the better for
the indusiry which, even today, can
consider 509% of America’s families
still to be won.

“We are happy 10 add that, in each
case of involvement in Starch checking
issues of various newspapers, these
Mueller ads have not only registered
tops among food ads, but i;nve ranked
up with the best supermarket ads,”

Mr. Woolf does not suggest that all
food advertising should feature head-
lines dealing directly with flavor. The
important news may have to do with
something else (vitamins, low caloric
conlent, economy, precooked or what-
ever), but this is no reason why the
advertisement should look like some-
thing out of the chemist’s laboratory.
The illustration may portray, in full
color, an inviting delectable dish, that
in itselfl would emphasize flavor.

He says, “What sells groceries is
eatin’ pleasure.”

Fragrant Posters Banned

The Transit Authority in New York
City recently ruled that the redolence
of a plate of spaghetti should not be
walted through the subway, accerding
to a story that appeared in the New
York World-Telegram.

V. LaRosa & Sons in an advertising
promolion had come up with a three-
dimensional poster to be placed in cars.
It covered a tantalizing dish,of spag-
hetti covered with sauce, and in addi-
tion to height and width, it added the
dimension of smell,

Through a secret spraying process the
poster would be drenched with the odors
of oregano, tomato paste and garlic,
which could be smelled 20 feet nwu’}f
from the poster, according to the ad-
vertising ogency, and was guaranteed
to last for 45 days.

The advertising men were enthusiastic
and the LaRosa people felt it would
bring many people to the delights of
eating spaghetti,

However the men at the Transit Au.
thority said, “We regret exceedingly
that operating as we do public vehicles,
we would not dare 1o inflict any aroma,
however enchanting or desirable, on
the citizens of New York City while
riding in their own subway.”
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Flavor Acceptance

Speaking before the Pennsylvania
Manufacturing and Confectioners As.
sociation, at Lancaster, L. C. Cartright
of Foster D. Snell, Inc., New York City,
told the group to get the widest poulhfe
consumer acceptance, a food must be
so formulated so that the smallest num.
ber of people will dislike it. Most in-
dividuals are >xceptionnlly conserva-
tive in their patterns of flavor accept-
ance. Groups of people are even more

80,

Specialty foods with distinctive flay-
ors can be quite successful if properly
formulated 1o fit the flavor acceplance
to the special market,

Many individuals readily try and
mnci' enthusiastically accept new flavors
and flavor combinations, but most fol-
low strong conservative palterns. Pat-
terns of flavor acceptance are learned.
Those recently acquired are less firmly
adhered to than those stemming from
infancy and general cultural heritage.
This accounts for people of various
nationalities having a persistent prefer-
ence for certain national dishes, This
preference persists long after they and
their decendants have become complete-
I[r culturalized. Because our cunural

avor patterns are so commonplace,
there may be a tendency to overlook the
fact that these patterns are definite and
rigid.

Some of the most striking and most
deeply ingrained patterns are associa
tive. We eal certain flavors in certain
foods but not in others. Did you ever
eat limburger flavored ice cream?

Production & Inventory —
{Continued from page 28)

amounts for the year are divided into
quarterly ordering quantities.

The present study was intended to
illustrate briefly the relative importance
of the functions of production and in-
ventory control in the overall control
of costs. Too often we search for the
one idea or application that will cure
all ills. The search is futile, We never
find it. Reducing costs, rising plant
productivity, increasing sales, and most
of all, improving the profit picture are
invarigbly the result of many small
measures properly applied. However,
if there is one idea to be emphasized
it is sound planning. No production
and inventory conirol system, regardless
of its high degree of organization and
procedure, can prove ils value without
that one ingredient. With it, production
and inventory control can be an im-
portant contributing factor in the over.
all program for reducing cost.

We in the macaroni business are
fast becoming more mechanized—we
must become more systemized and con-
trol minded. Remember the macaroni
business is basically, fundamentally, and
realistically a penny pinching business.
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COMPARE tHesE PROVEN

ECONOMY FEATURES IN THIS

BUHLER

CONTINUOUS SHORT GOODS DRYER
Type TTM

In successful operation for the past six years, dellv-

ering these advantages:

— Greal space saving through compact, efficient
design [note dimensions below),

— Contlnuous aulomatic operation,

— Absence of any frames, wire neiling or transport
cars — no screens fo repair or replace.

— Uniform drying with path-controlled alr flow.

— Integral alr and humidity conirols assure drying
Independent of exterior atmospheric conditions.

— Hyglenic operating conditions. Easy accessibility
for cleaning.

— Improved appearance and texture of goods.

TR

SIZE & TOTAL LENGTH 509"
SIZE 8 eo'-m'} FOR CAPACITIES UP TO 1400 LBS./HOUR
SIZE 10 na-
SEE DETAIL ——
RYING CO oxs k-3 BUTO

X oRviNG CONVEYOR
3 ¥

BUHLER BROTHERS, INC. (U.S.A.)

VATE HIGHY M | PORY LEE NEW JERSEY

BUHLER BROTHERS (CANADA) Ltd.

71 K6 STREET WIST TORONTD ONTARIO
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;‘,:; : Merck Enrichment | Preparations give your
Macaroni | Products increased consumer appeal

Enrichment packs a potent appeal for nutrition-conscious
consumers, It can help your macaroni products two ways.

1. By enriching your products you'll create preference
for your brand over unenriched macaroni,

2. Your enriched macaroni products can compele more
eflectively with many other food products.

Our technical service staff is always ready to help you
apply whichever of the following Merck vitamin products
is best suited to your process. Or, if you prefer, ask the
mills to use MERCK ENRICHMENT MIXTURES in your flours
and granulars.

For Continuous Production

MERCK ENRICHMENT MIXTURE No, 32P—feeds readily,
flows easily, and can be distributed uniformly with the
usual mechanical equipment.

MeRcK ENRICHMENT MIXTURE No, 34P—offers all the
advantages of No, 32P plus special formulation for use
in currently available flours and granulars,

For Batch-Type Operations g No. 34 P

MERCK ENRICHMENT WAFERS—dissolve quickly, promote VI

uniform enrichment because they resist chipping and . TAMIN
dusting, disperse uniformly as the batch is mixed. Ml
| UXTUR

:-'.‘.':"‘l-—-—n-— -
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B .

MERCK, VITAMIN PRODUCTS FOR | ENRICHMENT OF MACARONI

| : . : ' MERCK & CO. Inc.

Research and Production
Manufacturing Chemists

for the Nation’s Health M = 2 s e S S PR R
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New Tape Saves Labor

As a result of the recent Official
Classification Commiltee's approval of
the two-strip method of sealing cartons
with bi-directionally reinforced 1ape,
substantial labor and materials savings
are made possible 1o thousands of com-
panies, says Fred Stocker, president of
Stocker Manufucturing Co. One man
will in many cases be able to do work
that formerly required two 1o four,

The approval referred 1o is the am-
endment 1o Rule 41 of 0. C. C.'s Freight
Classification  Regulation  permilting
sealing of slotted and double wall boxes
with the new two-way reinforced tape.
Of all of the carlons sealed in the United
States, between 30 and 105 are closed
by the standard six-strip method employ-
ing the use of 60# regulur sealing lape,
where the packer aflixes six separate
strips of tape in the manner prescribed

by 0. C. C. regulation,

Since the labor is reduced up to
75% by the new two-strip method, the
savings lo compunies using this form
of closure will eusily run from a few
to many thousands of dollars annually,
Mr. Stocker believes, Stocker Manu-
facturing Company, whose plant is al
Netcong, N.]., was the originator of this
type of tape. A number of other com.
panies now manufaclure it.

Mr. Stocker points out that the phen-
omenal increase in the use of his com-
pany’s bi-direclional reinforeed sealing
tape, known as Glaspun, prior to official
n'p woval is evidence of the demand by
shippers and consignees for a more
efficient closure that will keep down
costs, lessen claims and provide an
eusily opened box on arrival. Prior
to the introduction of this tape, statis.
tical data as well as practical usage
have proved the superiority of this
method of closure. These findings have
been confirmed in their entirety by the
official testing buresu of the container
industry, Container Tesling Laborator-
ies, Ine,

An additional advantage of using

BI-DIRECTIONALLY rainforced fape Is used
to seal carfons of Boontonware plastic dinner-
ware at tha shipping plant of Boonton (N.J.
Molding Company.
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the iwo-strip method, which has been
accepted by the very large production
shippers, is the fact that now auto-
malic machines are being made hy
three companies that will aflix the tape
on the top and bottom in one operation
as [ast as or faster than machines apply-
ing staples or glue.

major advanlage of the two-strip
method is the ease in opening the carton,
warticularly in the super markets and
arge terminals. A coin or any sharp
object can easily rupture the tape, per-
milting easy opening and also permit-
ting the box 10 he knocked down Ilat for
eflicient handling and saving of space
before its  disposal. Torn clothes,
scralched hands and costly claims will
he minimized.

Glaspun tape is reinforced with Fiber-
glas yarns hoth longitudinally and later-
ally.  The yarns have preat tensile
strength, are small in diameter and do
not absorb water, They are so strong
that a man cannot tear the tape in two.

Egg Production in April

Liquid, frozen and dried egg produc-
tion during April for immediate con.
sumplion, drying and freezing totaled
80,003,000 pounds, compared with 85,
147,000 pounds in Apri‘ last year and
the 1949.53 average of 88,979,000
pounds, the Crop Reporling Board of
the U. S, Agrirulluru{ Markeling Serv-
ice announced,

Dried egg (epg solids) production
during April totaled 2,932,000 pounds,
compared with 3,156,000 pounds during
April lost year and the average of
0,713,000 pounds. April production
consisted of 753,000 pounds of dried
whole eggs, 1,170,000 pounds of dried
albumen, and 1,009,000 pounds of dried
yolk. Production during April last year
consisted of 187,000 pounds of dried
whole egg 1,073,000 pounds of dried
albumen and 1,596,000 pounds of dried
yolk.

Frozen egg production during April
totaled 61,916,000 pounds, compared
with 70,332,000 pounds in April last
year and the 1919-53 average of 61,
283,000 pounds., Frozen egg slocks in-
creased 11 million pounds, compured
with 15 million pounds in April last
year and the average incrense of 38
million pounds,

Packomatic Appoints Scherer

Ralph Scherer has been appointed
vive-president and treasurer of the J. L.
Ferguson Compuany of Joliet, lllinois,
Manufacturers of Packomatic packag-
ing machinery,

Mr. Scherer has been with Pucko-
malic for 25 years. He started in the
Engineering Department as a file clerk.
He has served as purchasing agent and
then as comptroller. In 1948 he was
elected secretary of the corporation and
from there moved up to his new office.
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Seymour Name Changed

The Seymour Packing Company, of
Topeka, Kansas, one of the country’s
largest manulucturers and processors of
egg and poultry products, has chunged
its name to Seymour Foods, Inc., ac-
cording to on announcement from the
oflice of its hoard chairman, Harold J.
O0'Connell. The change wns effected
through an amendment to the company’s
charter,

“The principal purpose of the change
is to clarify the nature of our opera-
tions,” O'Connell said. “The word
‘packing’ is penerally associated with
the meat packing industry and other
forms of packing with which Seymour
has never been related,

“The change has been under con-
sideration for sometime,” he continued,
“but the decision was prompted by the
development of new products to be
announced soon.”

Under the new name, Seymour Foods,
Inc, will continue to process pouliry and
ege food products, such as dressed
fresh and frozen poultry, shell eggs,
frozen epgs und egg solids, which are
murkelc“l primarily lo manulacturers
of complete cake mixes.

Seymuar was founded in Topeka,
Kansas, in 1901, The company now
operates processing plants in Topeka,
Concordia and Marysville, Kansas, De.
catur, Arkansas, and Greenshurg, In-
diana, and egg packing plants at St
Peter, Minnesota and Mason City, lowa,
with sales branches in New York, Chi-
cago and Miami,

Seymour has always been o leader
in the poultry and egg industry and has
been crcdilmi with many of the import.
ant developments made in the last half
century. They led the industry in solv-
ing the many manufacturing dificulties
encountered when frozen eggs were first
introduced, More recently they have
devised machines and methods for cap-
turing the fresh flavor and performance
of eggs when dried.

Under the name of Seymour Foods,
Ine., the company will continue to sup-
ply both national and international
marketls,

Doughboy Appoints
Foreign Agents

The Mechanical Division of Dough-
boy Industries, Inc, New Richmond,
Wis,, world-famous manufucturers of
packaging machinery, announces two
new appointments in its foreign sales
force,

New agent in England is the ABC
Packo ing Company of Liverpool, while
in Egypl the Overseas Trading Corp.
i:f Alexandria will handle the Doughboy
ine.

Both countries are showing an in-
creased demand for the use of polyethy-
lene in packaging and for polyethylene
scalers following the recem introduc.
tion of that film by the Visking Corp.
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UNION 7-0597 .

A Complefe Line of
REBUILT FULLY GUARANTEED
YERTICAL HYDRAULIC PRESSES
KNEADERS - MIXERS
DOUGH BREAKS
Ete.

FRANK LAZZARO DRYING MACHINES

9101-09 THIRD AVENUE .

NORTH BERGEN, N. J.

Dryers for
GRATED CHEESE
LONG PASTE - SHORT PASTE
and
CAVATELLI

1—Vitamins and Minerals Enrichment Assays.
2—Egq Solids and Color Score in Eggs, Yolks

and Egg Noodles,

3—Semolina and Flour Analysis.
4—Rodent and Insect Infestation Investigations.

Microscoplc Analyses.

S5—Sanitary Plant Inspections.

James J. Winston, Director

156 Chambers Street
New Yerk 7, N. Y.

4N
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JACOBS-WINSTON ’
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing
In all matters Involving the examination, produc-
tion and labeling of Macaronl, Noodle and Egg |
Products.

PRODUCTION UP....
WASTE HIGH ..

Bale your . . .

Semolina Bags, Cartons, Paper
with a CONSOLIDATED BALING PRESS

SAVE FL™OR SPACE, HANDLING and
CARTAGE COSTS

All Types and Sizes
Write for Informatien and Catalog

HYDRAULIC EXTRUSION PRESSES
Over Forty Years Experience in the Designing
and Manufacture of All Types
of Hydraulic Equipment

NOODLE MACHINES FOR CHINESE TYPE NOODLES

N. J. CAVAGNARO & SONS
MACHINE CORP.

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

JULY Gleanings
and Recollections
35 Years Ago

* New Noodle Kneader patented b
Richard Raymond Tybout of I’hi]adeK
phia and assigned to Guano and Raggio
of that ci!é.

* The U.S. Macaroni Co., Los Angeles,
Calif., applies for the registration of
its new trademark.

® The Forlune Products Company of
Chicago has applied for the registration
of its mark,—"Fortune”. Claims use
since January 1920,

¢ Leon T. T’u}nguc of National Maca-
roni Co., New Orleans, La. was elected
Vice President of NMMA.

e UNIFORMITY,—Do You Get It?
asks Joseph Baker Sons & Perkins Co.,
Inc., White Plaines, New York in ils
page advertisement,

¢ Something New in Macaroni Presses
giamt 1214 inch size, was shown in
page ad of Cevasco, Cavagnaro and
Ambrette, Inc. Brooklyn and New York

C"l'
* Food value of Durum Prodncts com-
nared with other foods in a paper by
R, L. Groff of Commander Milling Co.
Minneapolis. He figures that with the
dime, ten cents spent for a package of
macaroni, one pgels:

691 Calories of Macaroni

110 Calories of Dried Beel

131 Calories of Canned Salmon

345 Calories of Polatoes

342 Calories of Cured Ham

270 Calories of Eggs.

25 Years Ago

* Frank L. Zerega of A. Zerega's Sons,
Inc, Brooklyn, N.Y. was elected NMMA
President. He attended the organiza-
tion meeting of NMMA in Pittsburgh,
Pa. April 19:20, 1904 and has rarely
missed a National convention 10 date.
* Benjomin R, Jocobs, Washington
Representative and Chairman of the
NMMA Educational Bureau reported to
the Nin!gﬂru Falls Convention, June 24.
25-26: “Since our last annual conven-
tion the work of the Educational Bureau
has increased very materially, due most-
ly to greater interest shown by State and
Federal law-enforcing officials.”

* Macaroni Box Shooks,—any grade
or color of Southern woods, J. C. Nich-
ols, Chicago ad.

* “A  Hundred Million Americans
Await the Macaroni Makers' Message”.
Fred Millis, president of Millis Adver-
tising Company, Indianapolis, Ind.

* *“About 5% of the durum wheat prod-

ucts in the U.S, contains 566 mixture of
wheats other than durum",—H, R, Sum-
mers, Executive Secrctary of North-
west Crop Improvement Association,
Minneapolis,
15 Years Ago

e NMMA's new president advises: “If
there ever was a time in the history of
our Associalion for a better understand-
ing and friendly cooperation among
ourselves, the need presents itself
Il\"O\ /."—Joseph J. Cuneo, Connellsville,

a.
* The VOICE of the CELLOPHANE
P'ACI!.(AGE says, — “Try Macaroni

w',
* “Good POP is a fine drink the year
around. So is good macaroni”, That's
the reason given by Emil Spadafora,
general manager of Superior Macaroni
Co., Los Angeles, Calif. for marketing
a new carbonated beverage—"KOL-
POP” with his macaroni line,
* MRS JOSEPHINE SEMINARA, 83,
died June 28 in her home in Boston,
Mass, Her hushand built a small bakery
into the ariginal Prince Macarani Manu.
facturin . She was the mother of
18 children, six of whom survive, Her
husband passed away several years ngo.
5 Years Ago
¢ C, Frederick Mueller of the C. F.
Mueller Co., Jersey City, N.J. was elect-
ed President of NMMA at the Indusiry
conference in Chicago June 19-20, be-
ing the third executive of his firm to
head the Association. The others,—
C. F. Mueller (1910-1916) and Henry
Mueller (1922-1928).
* Delegates 1o the Industry meeling
last month,—(1) Approved the Indus-
try Promotion Program; (2) The Elim-
ination of Inferior Products, and (3)
the Banishment of Faullty Price Prac.
tices,
® The Durum Millers’ Education Pro-
ram was reported on by Clara Gebbard
gnyder of the Depariment of Foods and
Nutrition, Wheat Flour Institute of the
National Millers Federation,
* The C. F. Mueller Co.—New York
University tax case ‘resulled in a de-
cision thal the firm was not exempt from
taxes becouse of ils vducational con-
nections,
* V. Viviano Macaroni Co., Si. Louis,
Mo. sponsored a spaghelti-ealing con-
test with the cooperation of the Men's
Advertising and the Women Advertis-
ing Clubs of that city, in the Statler
Hotel. The 6 women contestants lost,
eating onlf an average of 18 platefuls
1o 23 by the 6 men.
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ADVERTISING RATES

Display Advertising......Rates on Application
Want . Ads....ccrerrersrrssrne 13 Cents per Line

FOR SALE: One 15%4" CLERMONT CON.
tinuous Press for long and short paste, In
A:l condition, very reasonable, Write or
call Frank Larzaro Drying Machines, 9101.
09 Third Avenue, North Bergen, N, I, Un,

70597,

FOR SALE: ONE 124" HYDRAULIC
Press complete wilh ||1Tw. xump and four
¥

dies, for long paste only., Address: Maca.
ronl Journal, Box 116, Palatine, Illinois,

FOR SALE: PRELIMINARY SHORT CUT
dryer—length 12 ft.—width 414 ft.—heigh
7 Nt. Chain spmclttl driven—heavy angle
iron frame. 1 Exact Seale—A-1 condition—
$50.00., Address: Roth Noodle Company,
7224 Kelly St., Pittshurgh 8, Pa,

INDEX TO ADVERTISERS

Please mention the Macaroni Journal when
using the services of advertisers,
Amber Milling Division, G.T.A....ccocvrirnnee ]
Ambratte Machinery Corp..
Bralbanti Co., M. & G..

Buhler Brothers, Inc...... . T4
Capital Flour Mills.........coourviimmnisveessssisssssissssens 17
Cavagnaro, John Ju......oorciimmnmnnnnscccisians 31
Cavagnaro, N, J., & Sons Machinery Corp, 46
Cl t Machine Company.........coon... Lo, 1t
Commander-Larabee Milling Co........occoovneeee 9
DeFrancisci Machine Corporation... 34,35
General Mills, InCooervvrerrrcveiriennrinn! Cover IV

Hoffmann-LaRoche, Inc. ...
Huron Milling Company

— el 17T ]
.
Jacobs-Winston Laboratorles, Inc.............. 45
King Mides Four Mills.........ccocrmvirricnnnas

Larzaro, Frank, Drying Machines.
Maldari, D., & Sons.
Merck & Company
Oldach, William
Rossotti Lithograph Carporation........ Cover |1
Sterwin Chemicals, Inc......c.ccccovnvee
Tani, Guide

World Durum Production

Reporied by the Catelli Durum
Institute,

The principal durum-growing coun-
v tries are listed below. alonq with an
estimate of their 1954 production:

Russia 300,000,000 bus.
Italy® ... weee 02,900,000 bus.
Algeria ... 314,400,000 bus.
Morocco® ...oeoevirenenense 26,300,000 bus.
Tunisia® . 16,700,000 bus.
United Stiptes .............. 5,557,000 bus,
Canada ..ooveeevevererrerenne 6,600,000 bus.

*From “Cereal Crops in 1954" by
Etablissement Rousseau, Paris.

Why you should make

a vital part
of your sales story

spaghetti and noodle products are deluxe
t nutritional family. Not all cereal
hich are have a positive advantage
because more homemakers buy products which
1 values recommended by doctors and
ion of the U.S.

Enriched macaroni,
grain foods, members of a selec
products are enri
in the market place
meet the high nutritiona
e Food & Drug Administrat! .
Ith, Education and Welfare has established
hed macaroni products. Your products,

ched. Those w

dietary experts. Th
Department of Heal
standards for all enric .
enriched with vitamins and iron, qualify.

Make the most of enrichment! Make it work !mrd for you. The
extra value of enrichment puts your foods in a much better
competitive position and helps to keep them out

Here are some ideas to help you get the greatest Lenefit from

* Show your retail customers, in b.ig, bold type on your
packages that your foods are enriched.
e Use a phrase like this to tell homemakers quickly and
simply the advantages of enrichment:
Enriched with vitamins By, Bz, Niacin
and Iron for betler nutrition

Feature the enrichment story in all of your advertising:
magazine, radio, television, car card, store
puster, displays. Don't overlook your newspaper mats
for cooperative advertising.

1k enrichment on all calls. Your

fi ta
Have your sales force e e

men can get the full story from the ne
Macaroni Brochure.

distributing the Roche Enriched Macaroni
nt buyers and those
job to help the sales
Cash in on this effort Ly featuring enrich-
n all of your sales promotion.

By producing and :
Brochure and Versatility Chart to importa
who influence buying,
of your enriched foods.
ment and its benefits i

ROCHE vitumins for envichment

VITAMIN DIvisioN o HOFFAANN-LA ROCME INC, o NUTLEY 10, NEW JERSEY

Roche is doing a big

1. H. BUTCHER COMPANY ¢ Son Franclice * Los Angeles * Sealile

Pocific Coaut distributor: TR S /S0 Loke City

ROCHE BROCHURE AND
VERSATILITY CHART

Now ready for you in quantity

The Rossotti Litho-
raph Corporation of
orth Bergen,

and San Francisco,

Calil., in cooperation

with Hoffmann-La

Roche Ine, now

makes it possible for

you to purchase four
ditforent plans built
arounl (he Roche En-
riched Mucaroni liro-
chure and Versalility

Chart nt mass-pro-

duction prives. Seo the

Ilnnnnl:I“qtl\{nrih;o-

tho Inalde front cover of this lssue for

‘I":\ltl‘l"(ll:l'::ilu. Plan now to make this malerinl a

vital part of your own sales-building plan,

PR

ADVERTISING AGENCY
EXECUTIVES

will find many ideas for entire sales cnm-
:’l:’l::llﬂ and publicity articles for your mm-u-l
roni client in the Toche Enriched |Mn=-nnlui|
lirochure amd Versatility Chart. hlgllv this
material well; it's a mine of valunble informn-
tion. If you have not yet received your per-
sonnl copy, write to the Vitamin Division.

MORE HELP FOR YOU
srinta of the famous Science \Vl“an arlicle,
}'!ﬂw Vital Story of Macaroni Enrichment
are availoble 1o you on  request —withoul
vharge. You will find this most helpful in mnil-
ings and for distribution by your salesmen. I
Inrge quantities are needed—for diatribution
1o consumers, for example—we shall be happy
10 discuss arrangements with you, Ask your
Roche salesman or write the Vitamin Division.

LITTTRTITN
oty of

.m‘.‘“ "
MO Bionne

In Conoda: Hoflmann-la Roche Lid., 788 81, Poul Sirest, Wasl; Monirsal,




BECAUSE PHIL'S GOT HARD-WHEAT "KNOW HOW"

You get better Du
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Haury Balley Low Mary
hlac'larrl‘ Assistant Mgr,,  Durum Sales
Daram Sabes Durum Sales Western

W R, Paisas £l W, Okon D, W, Kastiea
Dutum Sales Durum Sales Durum Sales
Weatern Weatern Mgr., Central

Jo DiMes PN Epadeg M. . Maniot
Durum Sales

Durum Sales D Sales
Mgr., Eantern Eastern \\':'n:‘::‘n g

Durum Sales Fomily of General Mills has but
onc aim—to help you manufacture macaroni
products that are full strength, perfect color,
and made to dry and cook properly.

Amateur gardener Phil Spalding
doesn’t grow durum. But he helps
lick the shortage. Phil, Eastern
durum salesman, got his start in
hard-wheat bakery flours—where
special blends are commonplace.

So today's durum situation is right
up Phil's alley. He knows how Gen-
eral Mills blends durum with select-
ed hard-wheat strains to give you
the right color, granulation and uni-
form quality. He proves it to Nick
Rossi, left above, at the profit end
of a short cut drying machine in the
Procino-Rossi plant, Auburn, N. Y,

Phil has lots of answers right at his
fingertips. What he doesn't know,
he gets from the quality control,
merchandising, and wheat-survey
resources of General Mills,

For Phil is part of the General Mills
Durum family. Like the reat of

rum Products from General Mills

“the family,” Phil brings you the
best Gold Medal and Premium Se-
moblends possible...to help you
make and sell the finest macareni
products,

DURUM SALES

General Mills

SEMOBLEND

"Pross-tostad’e




