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- The ‘Roche’ Enriched Macaroni Products Bro-
chure and Versatility Chart, which we produced

_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-
production prices.

By placing your order now for one or more of
these new editions, imprinted with your name,
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
your wholesale and retail trade — and with
consumers, .

Here are some suggestions for using the ‘Roche’
ol ﬁg
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e Vegzgss@a tors, dietitians and home economists know about
% ‘ enx=T -1 the excellent food values of your products. Circu- *

A . .

) late your story to newspaper food editors, radio
and TV women's commentators, women’s clubs,
P.T.A. groups. And don't forget Mrs. Home-
maker herself! Use the Versatility Chart as a
premium or “‘give-away” in connection with your
advertisirg. Display it in your retail outlets, Use
: P \

* it as a mailer. Have your advertising agency sug-
gest ways in which to add the impact of this material to your advertising and
publicity campaigns, ;

ing campaign. Send a series of mailings to top
food buyers and executives, Cover your own
-customers and prospects, Go after the buyers for

If you have not as yet received your copy of our descriptive folder illustrating
the four plans together with prices, we shall see that you receive one immediately.
Send your request today or ask your Rossotti salesman.

Brochure and Versatility Chart in your own sell- -

hospitals, hotels, cafeterias, restaurants. Let doc- *

-

e

Plam A

. A Deluxe Mailing for Deluxe
bueiness, Consists of Brochure
(8'4 x 11) in 2-colors, and Ver-
satility Chart (18 x 24) in 4-
colors, Chart is folded and
tipped in on last page of bro-
chure. Your advertising copy is
imprinted in 2-colors on back
cover of brochure,

Plan B

This is the Popular Edition.
Brochure is reduced in size to
5%2 x 8, with carefully selected
text matter from the large bro-
chure edited in a_non-technical
style.  4.color Chart remains
same size and is folded and
tipped in on last page of bro-
chure. Your advertising copy is
imprinted in 2-colors on back
cover of brochure,

oS solffy

SERVING THE INDUSTRY SINCE 1893

Plan €

‘This plan consists of the Ver-
satility Chart with the back of
Chart imprinted. in 2-colors us-
ing the same consumer copy as
in the smaller edition of the
Brochure, Chart will be folded
to 4 x 9 which will fit a regular
businees letter envelope, There
is space for imprinting your ad-
vertising eopy in 2-colors on two
4 x 9 pancls,

Plan D

This plan is for the manufac-
turer who wants to use the 4-
color Versatility Chart to pro-
mote the rale of his enriched
}'\roducn. Your advertising copy
s imprinted in 1-color, in the 3

“inch light blue bar across the

bottom of the chart. Theie is
no printing on back of chart.

ROSSOTTI LITHbGRAPH CORPORATION .
8511 Tonnelle Ave., North Bergen, New Jorsey

ROSSOTTI CALIFORNIA LITHOGRAPH CORPORATION

5700 Third Street, San Franciico 24, California
SALES OFMCES: New York * Rochester ® Bostom * Phlladelphla © Chicago * Orlando * Houston ® Los Angeles * Frerno * Sealile

Owr. Customerns
KNOW QUALITY

You work hard to maintain uniformity «and superlor
quality in your macaroni products because you are

proud of your brand narne.

Increasing numt ers of quality macaroni manufacturers
tell us they buy and prefer Amber’s Durcm Hard Wheat
Blends because they are uniform in color and quality

2l every shipment.

Isn't that proof enough for you?

Amber Milling Division
Darnmens Union Grain Terminal Association

MILLS AT RUSH CITY, MINNESOTA @  GENERAL OFFICES, 5T. PAUL 8, MINNESOTA
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INSURE THE PERFECT COLOR

IN YOUR PRODUCT

withn MIRROR-FINISHED BUSHINGS v your pies

“$O MUCH DEPENDS ON SO LITTLE"
RESULTS FOR MANY PROGRESSIVE USERS
. « . prove the unequalled performance

LET ME PROVE TO YOU
. « . that | can produce the qualities in your products

GUIDO TANZI

e PERFECT COLOR

e UNRIVALLED SMOOTHNESS
e RINGLESS PRODUCT

e IDEAL COOKING QUALITIES

3252-54 W. 5th Ave., Chicago 24, Ill.
Telephone NEvada 2-0919
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OME 200 macaroni manufacturers

ard allies met in a produclive con-

venlion at the Hotel Del Coronado, Cor-
onado, California, June 20.24,

It was resolved by the convention
assembled that inasmuch as labellin
and advertising claims such as “high
protein”, “low calorie”, “starch re-
duced", and similar statements without-
specific and truthful reference 1o com-
pllcted dishes has broughlt prosecution
from the Food and Drug Administra.
tion end the Federal Trade Commission
with resultant adverse publicity to the
induetry, that such practices be prompt-
ly discontinued, To put the resolution
into rction, a commitiee, was charged
with. preparing revision for the indus-
try's l‘nir trade praclice rules 1o be sub-
mitted to the membership for approval
and forwarded 1o the chernl Trade
Coxninission, Other unfair competitive
practices such as “blasting”—buying
compelitor brands 1o obtain shell space
—would be incorporated in the re.
visions, Resolutions in full are given
on pages 8 and 17,

AL a meeling of the N.ALM.A, Board
of Directors and the Durum Millers,
aclion was laken lo appoint commitlees
of manufacturers, millers and durum
growers 1o immediately petition the
government to place imported macaroni
on the wheat quota. A suggested letter
with facts for individual firms to send
their Congressmen was sent to the in-
dustry fuﬁowing the convention, Text
of the letter appears on page 17.

The Bourd of Directors of the Na-
tional Macaroni Manufaclurers Associ-
ation was re-elecied without change by
the convention. Listing appears on
age 5. President Peter LoRosa, Vice-
l’resldenla Lloyd E. Skinner, Guido
Merlino, and Horace P. Gioia were re-
elected to their offices, Robert M. Green
was re-appointed  Secretary-Treasurer
and Jemes J. Winston Director of He-
search. :

The business sessions were opened
with a greeting from Corondo’s Mayor
Walter fl Vestal and Association Presi-
dent Peter Lalosa, The address, *'Op-
portunities Unlimited”, by Richard M.

THE MACARONI
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Oddie of the Bank of America appears
on page 9. “But You Have to Know
Your Costs”, was the warning of Wal-
ter M, Baird of Price Walerhouse, Cer-
tified Public Accountants, His talk is
on page 18. Durum Committee report
was given by Lloyd Skinner and Joseph
GiurSnno of the Standards Commitiee
spoke on the import situation,

Following the first morning's busi-
ness, the ladies watched an interesting
floral demonsiration presented by San
Diego florists through the courlesy of
the Ambrette Machinery Corporation.
Golfers trooped out to Chula Vista and
Conrad Ambrette, Gene Kuhn, Ted Sills
and Louis A, Viviano came back win.
ners.  They received traveling cases
from the West Coast Manufaclurers and
Allies,

A sumptious spread at the Tradi.
tional Rossotti Spaghetti Buffet did
credit 1o Del Coronado Chef Compte
and to host Charles Rossotti,

Following the Durum Millers’ Early
Bird Breakfast Wednesday morning
business sessions resumed with a panel
of grocers from Los Angeles discussing
“Macaroni in the Retail Siore”, Com-
ments by J. Murry Yunker, Bruce Ron-
quist, and Clifford Haekell will appear
in September issue.

The address of James B. Lane, presi-
dent of Westgate-California Tuna Pack-
ing Company, on “Related Item Sell-
ing” will appear in the September is-
sue, as will the comments of L1, (j.g.)
F. C, Peloquin on “Macaroni's Place in
Navy Chow.”

After a reception and lunciieon for
the ladies of the convention by King
Midas Flour Mills the group \'iuileﬁ
San Diego’s famed Zoological Gardens
at Bolboa Park. The men attended a
“Shop Talk Session" 1o hear news from
suppliers. Some of these comments will
be in the September issue,

Dinner Wednesday evening was fol-
lowed by entertainment by Chel Milani
with his troupe of radio, television and
motion picture stars, Julie Sulton, Joe
Crisa, and Tony Marco pleased the
crowd with their music and fun. The
enlertainers were brought 1o the con-

i
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Left to right: Cliff Haskell, Bruce Ronquist, Murry Yunker, Lloyd Siinner, Bob Green, Peter LaRosa, Jin Lane, Lt Paloquin and Ted Sills.

AT THE 51st ANNUAL MEETING
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Maldari Dies are known for Quality, Workmanship, Precision—
and Maldari is known for Service, Reliability, and Guarantee

AR E 5 (N

vention by the West Coast manufactur-
ers who wlso provided souvenirs and
door prizes,

Prizzs fee punctuality at business
sessions vere won by Bill Canepa,
Steve Lumpp and Henry Rossi. Lucky
ladies winning coffec makers and a tea
service were Mrs. Albert Ravarino,
Mrs. Lloyd Skinner and Mrs, Theodore
Schmidt.

The Dobeckmun Company, repre-
sented by Ennis Whitley of Cleveland
and Austen Gibbons of Los Angeles,
gave Lurex earrings and bracelet as
door prize 1o Mrs. Ernest Scarpelli; a
stole with Lurex to Geddes Stanway for
his wife; and a Coblentz bag to Mrs,
0. R. Schmalzer,

Host at the final morning's breakfast
was the DeFrancisci Machinery Cor-
poration,

The business session began with
Arthur Wynn's comments on “What a
Restaurant Man Wants from Macaroni
Products”, Mr. Wynn is manager of
Los Angeles' Lawry’s, Richlor's, Siear's
and Tam O'Shanter Restaurants, His
remarks will appear in the September
Journal,

Ted Sills report on the first one hun-
dred days of National Macaroni Insti-
||1.|2||=. activily in 1955 appears on page |

Jim Winston's report as Director of
Research starts on page 46.

Following luncheon, General Mills,
Inc. took the convention group on a
s'ght-seeing trip of San Diego Harbor.
Ships and aircralt of the Eleventh Naval
District, tuna fishing fleets and packing
Elnnls. and the interesting shoreline of

an Diego and Coronado were among
the sights seen,

At the Association’s Dinner Parly ot
the close of the final day, the re-elected
oflicials of the Association were intro-
duced. President Peter Laltosa invited
the group to attend the winter meeling
at Miami Beach, Florida in January,
and Anthony Contella of the Prince "
Macaroni Company invited all to attend
the 52nd annual meeting to be held next
June at Weniworth-by-the-Sea, Ports-

D, Matdar & Sons

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

Manufacturers of the finest Macaroni Dies distributed the world over

mouth, New Hampshire,
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THE PRESIDENT'S MESSAGE

WELCOME 1o the 51st Annual

our population is not usin food:
Meeting of the National Macaroni B UL, L0008

Manufacturers Association,

Our convention theme this year is
“Opportunities Unlimited”. You will
_li!,'rce that the theme is very appropriate.

‘o every American the West has always
been the land of unlimited opportunity.
Iis growth over the years has been fabu.
lous and everyone agrees that ils great.
ness is yet to come,

And like the Wesl, the grealness of
our industry is still ahead of us, Our
;pporlunilica of prowth are limitless.

o food in recent history has so capti-
vated the American palate as mucnnllqni.
spaghetti and egg noodles. No food is
so versatile. No food is so economical.
No food industry has so much polential.
Of all grain and cereal staples our food
alone has not declined in per capita con-
sumplion. Since 1941 domestic: con-
sumption has increased:545o—and “yet,
per capila consumption of a meagre 615
wounds per year is one-fifth of that of
rance; one-ninth of -that of Italy and
far less than most European countries,
Obviously, we have hardly scratched the

;surface, Obviously, a large segment of

“other food indusiry is advancing upon
these same frontiers. The competition

often enough.

~ Our country is growing—and grow-
ing fast, We are 165,000,000 and we
incrense by nearly 3,000,000 per year.
This is like adding n state the size of
Florida, lowa or Louisiana to the Union
every year.

Income to individuals the first quar-
ter of this year was nearly 88,000,000,
000 above the same quarter last year.

"

Qur people are spending ntbre money
for fou::l than ever before; reaching the
staggering figure of 864,000,000,000 in .
1954, ¥

Here are our fronlicru.: Here lies
unlimited opportunity.
Let us realize, however, that every

between commodities will dwarl the
competition among ourselves,

In the light of these conditions, the
course of our indusiry is clear: (1)
Produce, ot all cost, the best quality
at all times. (2) Su;’:puri the Macaroni
Institute Publicity’ Program. (3) Ad-
verlise your brand stronger than ever
before.

PRESIDENT PETIR LA ROSA

By steadfastly following our course,
the coming year will bring us to the
threshhold of these new frontiers—is-
suring the continuous growth and prog:
ress of the industry.

RESOLUTION ON LABELING AND
ADVERTISING STATEMENTS

N a motion by Joseph Giordano of
O V. LaRosa & Sona.pBrooklyn, New
York, seconded by Lloyd E. Skinner,
Skinner Manufacturing Company, Oma-
ha, Nebraska, and carried by veice vote,
the following resolution was adopled
ll:‘v .lhe 515t Annual Convention of the

nl.wnal Macaroni Manufacturers As.
socialion, June 23, 1955 at the Hotel
del Coronado, Coronado, California.

WHEREAS it appesrs that manufac.
turers, ip considezable numbers, im-
print their packages and labels with, or
use in their advertising, such phrases
as “Low Calories—High Protein”; or
“Lower in Calories and Higher in Pro-
tein”; “Starch Reduced” or with simi-
lar words implying that the product
when prepared for consumption is a
low calorie-high protein dish, and

WHEREAS the Federal Trade Com-

mission and the U, S. Food and Drug
Administration in several actions
ogainst manufacturers have made it

vc'rt\]r clear that the use of such phrases
wil

_WHEREAS such adverse publicit
diminishes the believability of the ad-
verlising of innocent manufaclurers and
further tends to nullify the publicity of

out specific ad truthful reference the National Macaroni Institute,

to and accurate information about the
total caloric and protein count of a com-
pleted dish as customarily eaten by con.
sumers, violates the misbranding and
false advertising pravisions of the Food
and Drug laws and the Federal Trade
Commission Act, and

WHEREAS the publicity attending
prosecutions heretofore had, and prose-
cutions which may hereafter be insti-
tuted against manufacturers by the Fed-
eral Trade Commission and the Food
and Drug Administration, have brought
and will bring disrepute upon macaroni
products and egg noodles as a food
commodity, and

NOW, THEREFORE, the National
Macaroni Manufacturers Association in
convention assembled, after having
heard and unanimously approved the
report of ils Standards Committec,
RESOLVES

1. That it is to the best interests of
this industry that the labeling and/or
advertising as hereinabove described be
promptly discontinued, and
.2. That the Association and indi
vidual manufacturers take all necessary
steps to effect the diszonlinuance, termi-
nation and cessation of such labeling
and advertisements.

ATTEST: Robert M. Green, Secretary
June 23, 1955

TR T
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OPPORTUNITY UNLIMITED

By Richard M. Oddle, Dircctor of Small Buslness Advitory Service,
Bank of America, San Francisce, California
at the 51st N.M.M.A. Annual Meeting

THIS is your Association’s 51l year.
It is my own organization's 5lst
year as well. My organization is a
monument 1o a man whose name s
known to many of you. Yours is a
monument to those pioneers in your
industry who long ago realized thot
there is strength in unily, Your mecting
here today is the far southwesl corner
of the United States indicales that your
own organization too has stood the test
of time,

Coronado, and San Diego across the
Bay, are tucked away in the soulhwesl
corner of California, and il we conld
look notth from here, we wonld find
a state 1,000 miles long and 375 miles
wide—second only to Texas in area,

And inside the borders of this stale,
we find people, families, homes, auto-
mobiles, suburbs, shapping centers, food
stores. and markets—all the usual and
familiar things that you find in your
own home states and communilics,

Like you, we Californians are proud
of our stale and its present high' level
of general business well being, And
we think il interesting 1o realize that
the economic situation throughout the
United States generally mirrors the
conditions we find here in this state.

You will agree, I hope, that we can
call this “Opportunity Unlimited”,

' we Ioo{c at the national picture,
we find a population that grows at the
rate of one cilizen every 12 seconds—
5 a minule—300 an hour—7,200 a day.
And every one of them represents a
new customer.

Out of a total of over 165,000,000
people, more than 63,000,000 have jobs,

And these people, with the threal of
labor difliculties behind them, are carn-
ing over $295,000,000,000 a year and
spending more than £242,000,000,000,

The stock markel has been strong,
and first quarter cornings after laxes,
reached a l.Illwe'l of $20,300,000,000,

All these figures appear to spell abun-
dant prosperily—bul even in l|1e middle
of this gremt business activily, there are

some industries and some firms wilh
problems, unless they adjust to the
changes that are going on all around
em,

We are now in the tenth year of the
great marketing revolution that started
immediately after the end of World
War 1L Ti:e impact of increased popt-

lation, higher income, larger families,
sneral congestion and lack of new
ousing in many of our larger cities
has created a number of new trends,
each of which affecis you.

Families are moving into their own

RICHARD M. ODDIE

homes—in suburbs. The automobile is
the family shoppin~ carl. Stores have
followed families .o suburhan shopping
centers. People are buying new things
in new places—and cnjoving more lei-
sure time than ever hefore. TV hus
created a new reereation and a new form
of advertising. Today there are 769
more children under 5 years than in
1910. Today we have 37,000,000 chil-
dren under the age of 15, Over 556
of all housewives have been married in
the lost 14 years. Over 3206 of all mar.
ried women are employed—compared
with 25%¢ in 1951

It used to be that American business
was concerned with production, Today
the spotlight is on distribution, and the
marketing revolution,

Now, it is one thing to talk of a
marb =ling revolution in generalities, and
ane! ¢ thing to pin it down so that
it r~ e lo one particular industry.

IHas it affected you? You can answer
that question better than any ont else,
but lel me present some evidence in the
field of food production, distnbution,
and consumplion.

With 326 of ull married women,
warking. what changes have tiere been
in shoppitig? (1) Last yeu: men shop-
pers did nearly 14 of all supermarkel
buying. (2) Both men and women are
today shopping almost entirely on i
pulse. The wrilten shopping list is
almost a thing of the past. (3) In
1951, 10,000,000 complete [rozen din-
ners were sold—the estimate for this
year is 25,000,000, and for 1960—100,
000,000, (4) In the past five years,
seven new so-called “convenience foods”
with built-in preparation, have secured

a market penelration ranging from 8%
1o B0 ——the average is 107, (5)
1.200,000,000 frazen fish sticks will he
caten this year. Retail value—850,000,
000 plus, (6) In the lust 15 years, uver-
ape daily kitchen time has dropped from
514 hours a duy to 114 hours a day.

Let's look at Jood stores. Tn 1910,
less than 10,000 supermarkets did 17%
of national food  volume, In 1952,
16,500 supers (less than 5¢¢ of total
retail food stores) did 117z, In 1951,
18,800 supers (slightly over 5% of
ihe total number of food steres) did
52¢¢ of the total food business at retail,
And in 1951, BOTE of all fo~d business
was done in self-service sto compared
with 2777 in 1910,

This is what Husiness Week magazine
said about the food industry 1925-1951,
“ln 1929 butehers and truck farmers
atill peddied their wares from door o
door. Downtown there was a green
grover, a faney grocer, a haker, o fish
wore, un ice eream parlor, und a couple
of chain stores, Suburban driveways
were worn thin by delivery trucks, amd
a few horsedeawn wagons, City dwell-
ers relied on the huteher’s hoy and the
grocer's hoy and pulled their deliveries
tuto the kitehen by way of the dumb.
wailer,

SIf the housewife went to market in-
stead of telephaning, she did it in the
duytime. the only time the stores were
open. She sat an a 1l stool and read
her marketing list to a clerk who scur
ried about with a hook, pulling down
cach item and assembling the order on
\he counter. Many of the items he had
to weigh oul and package himself.

“If the family was above the lowest
economie level, the housewife hud a full-
time girl 1o do all or moxt of the
cooking, The meals that came oul of
the kitchen were heavy, starchy, and—
for company — elaborate.  In many
homes n cake was baked every day.
Much of the bread was home-haked.too.
In winter, salads were unheard of s away
from water, fresh fish was rare.

“Perhaps 5% of the population ate
small steuks or loin lamb chops for
lunch and o rib roast for dinner. A
much, much larger pgroup ate thick
calami or cheese sandwiches for Tunch ‘
and spaghelti or stew for dinner. ‘

“1951 Style—Five minutes at the
checkout counter of a supermarkel will
ghow a parade of foods unknown—in
present form—to housewives in 1929,

(Continued on puge 12)
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DEMACO SHEET FORMER

The "Secret’ of the.Perfect Extruded Sheet Noodle.
Production—600 lbs., 1000 Ibs,, and 1300 lbs.
per hour. Sheet extruded in a single sheet in
any thickness.

August, 1955

The vacuum system which applies vacuum over
the entire mixer. Mix remains under vacuum for
[ sixteen minutes. No change in the "trade ap-

proved” single mixer.

without vacuum,

A new 2nd Stage Dryer specifically designed for

o 2nd stage and not
New Long Goods Fini

'8 matic with temperature and humidity controls.
New low prices.

THE MACARONI

Mixer can be run with or

LONG 'GOODS
PRELIMINARY DRYER

another preliminary dryer.
sh Rooms completely auto-
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A factory worker's wife pushes a heaped
cart to the checkout station. In it: a
Im:cul, prewrapped rolled roast of beef,
hoxes of frozen vegetables and frozen
fruits that aren't in season, a giant can
of chow mein, jars of haby food, sliced
bread, canned soft drinks, premixed
French dressing, new vegetable salad
mix, half-cooked rolls, frozen meat
Fles. canned new potatoes, packaged
resh vegelables already trimmed ond
weighed, instant coffee, one-serving box-
es of cercal, and frozen orange juice.

“The worker's family is cating better
than the rich man's family did in 1929—
more nutritiously, at least, and no less
lavishly when it comes to out-of-season
foods., In the social revolution, the
average American has upgraded both
his paycheck and his tastes,

“The trend is toward nonfattening,
easy-lo-prepare meals, par''y because
people are diet-conscious, peiily because
they can afford the convenience. Few
families have domestic help, yet leisure
has become an inalienable right. The
housewife knows she is paying o prem-
fum for frozen meat pies, but she wants
the extra time to devote to her children,
1o watch TV, to have a cocktail with her
husband,

“Trying to Catch Up—A quarter-
century of change in tastes and buying
power finds processing and distribution
still trying to catch up with the times.
Here's what has happened: high labor
costs have led to more self-service,
eliminating many clerks and delivery
boys. Sell-service has demanded more
and more prepackaging. The two to-
gether have brought a rapid rise in the
supermarket, which carries every kind
of food. To supply the supermarkets
more eficiently and to guard against
seasonal ups ond downs, foed manu.
faclurers have broadened their lines.
They are ‘food companies' instead of,
say, dairies or flour millers. In a few
years, food manufacturing has left the
domestic science kitchen stoge ond ad.
vanced toward a highly engineered,
mass-producing industry,”

Here is what Nation's Business for
May 1955 has to say on the new Ameri-
can diet: “Higher income and increased
urbanization, together with spreading of
nutritional education, appear to be
building up an increased demand among
Americans for dairy products (except
butter), eggs, meat, fish, and poultry,
citrus fruits and tomatoes, lealy green
and yellow vegetables, other vegetables
and fruits. These factors are also dim-
inishing the appetite for fats and oils,
dry beans and peas, nuts and soya prod-
ucts, potatoes and grain products,

“The steady rise in real income has
increased the relative consumption’ of
more expensive [oods, Undoubtedly ed-
ucation has also influenced the appetite,
since the shift in eating habits has been
for the most part toward improved
nutrition,

“Eating per capita has fallen off in
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terms of weight of total food consumed,
but Americans generally have been en-
-joying more varied foods.

*As urbanization of our population
increases, fewer Americans tend to grow
their own food, or prepare it. Com-
mercial processing of food—to make it
easier to serve, pleasanter to the eye,
more appetizing—has made deep in-
roads on household canning and pre.
serving. Americans lend to eat more
soups and baby foods already packed,
Packaged food has been enriched with
vitamins,”

And so it goes. Change is constant.

In_ preparing for this meeting with
you I have talked to'quite a few people
about your industry, done some first
hand investigaling in San Francisco
Bay area markets and read as much
material as [ could find that would give
me a factual picture of past and present
conditions,

Much of the material is encouraging.
It shows indusiry accomplishment so
far as your Association and Tnatitute
programs are concerned. Believe me
those are good programs, run by good
men who are getting phenomenal mile-
age out of the budgets you intrust to
them.

Some individual companies are ap-
parently doing a very good job in
their marketing areas, The family usage
figure, which stands close to 90% in
a number of representative California
and American cilies is interesting, but
what about frequency of use—and total
family consumption

I know lhnllyour per capita consump-
tion figures of 6% pounds a year are
encouraging, particularly in view of
the negative trend in other wheat prod.
ucts,” beans and potatoes. But [ would
like to osk what the famll{wﬁgure is
after we subtract private label, canner
and pucker sales, restaurant and insti-
tutional sales? If it is 60 10 700 i
is good—hold the line,

I would like to point out thut in many
chains, house brands are driving na-
tional or regional brands off the shevles
and out of Mrs, Consumer's life.

In some markets, families buying
canned spaghetti have doubled for the
last three years, while the number buy-
ing the dry products has remained con.
stant,

It is disturbing to find one city where
the 5 top macaroni brands account for
75-85% of the business, leaving some
35 other brands to share the remaining
25%. It is disturbing to learn that one
company today markels some G0 sizes
and shapes of their products. Is this
justifiable on a cost-accounting basis?

1 have learned one thing from my
own observations and those of -others,
relative to large and small business:
man for man successful small business
men _are top men who  usually  excel
big corporation men in lcaden{:ip. re-
soursefulness, and all around aggres-
siveness,
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But why do hig firms make such
fast progress at times? Three things:
(1) they are organized—lo spot either
apportunity or trouble; (2) they have
teamwork—to’ do something about it;
(3) they are curious—to see if they can
do it belter, and 1o learn more about
new things,

Other companies in the food indusiry
have faced problems, and some of them
have taken aggressive action. One of
the leaders in the food field took stock
back in 1946 to see what they should
do to be ready for the active years they
could then foresee. This is what they
decided to set up:

(1) A company team that would be
able to prompllz recognize and quickly
adjust its marketing program to the
rapidly changing times. One that could
come up with better selling, better mer-
chandising, better advertising, improved
old items, good new items.

(2) A team that would be able to
meel any competition, any lime, an
place, under any conditions, and still
make progress,

(3) A team that would have the
reserve strength 1o meet abnormal mar-
keting demands, such as new product
expansion, territory expansion, or new
competition.

(4) And most important of all, a
team copable of systematically develop-
ing potential replacements for top level
key men in the marketing organization
and the company.

This is what the team did:

(1) Met every week to consider changes
in the competitive piclure.

(2) Analyzed every salesman and made
improvements where needed.

(3) Analyzed every counly from the
standpoint of denrern. advertising cov-

erage and competition,

(4) fmﬂyzed every single broker and
wholesaler relationship,

(5) Analyzed every single package
and lobel, creating new ones where
needed.

(6) Set up a sales training program.

(7) Last, and most important—today,
instead of being content to know what
has happened, or is happening, the
people in this firm are trying to
find out what is going to happen,
and why, Not only in their own l!eld.
but in the entire food markel.

Now, you may say, “that is big time
stuff, it isn't for me”, 1 agree with you
in part. Of course you can't match the
physical accomplishments of one of the
giants of the food industry. But you
can match anyone in attitude, You have
to give up being satisfied, if you are,
and start getting curious,

Last year, some 2,800 American firms
—out of a total of 300,000 manufactur-
ers—spent $2,700,000,000 in research,
and they had 125,000 people directly
employed in this field, 'H:iol is curinus.
ity on a big scale, .

In 1947, General Electric had sales

(Continued on page 40)

TR ST s sy s

e

August, 1955 THE MACARONI JOURNAL 13

WILLIAM L. RAINEY

Vice President in charge of
Products Control, who has
studied the cooking and color
characteristics of various
wheats for many years . .

manufacturers, big and small,
depend on for the answers to
their many quality problems.

® 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
to give me the best results and keep my customers
coming back for more. Make Northern Star
Serao-Rina a MUST on your next order!

GEORGE BOGILE

Over 25 years' experience in
guarding quality of products
for the macaroni Industry.
Thorough knowledge, through
exparience, of color, gluten
quality, and granulation
detlired.
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BIGGEST SPAG COMPARE thesE PROVEN i

At Devils Lake, North Dakota Macaroni Festival

ECONOMY FEATURES IN THIS

|

|
BUHLER 1!
CONTINUQUS SHORT GOODS DRYER 3
(Type TTM1

\l“lll' tan LASWONO feet ol ~pange-

YR ey was comsumed by erowdd

al ey 000 anests at the workd's i

st frew pragherti dinner. This enlinars

el sastrenomical feat 1ook plaee

Pevals Lake, North Dakota, during the

threesty: Maearom Festival and Cana-

lan GoodWill Davs, Tune 110120 10

| E Chief Wimaldo Ribilia, better known

{ i Chief Reno. of the Omaha, Nebiraska

Vlidetie Club was engazed by the N

tamal Maearoni Institute 1o <uperevise

the preparation of 1500 pounds of <pace

| hema, 2000 galloms of <auce and a hun

dred ponndds of erated cheese.  Nasong

o VieePresident Llindd B =kinner

flew the chef to Devils Lake. It was the
chel™s first airplane trip

The spaghetti was provided by the

Creamelte Company of \hnm'.llmhs.

In successful operation for the post six years, deliv-
T ering Ihese advaniages: E
— Great space saving through compact, efficient |
design (note dimensions below).
— Coniinuous oulomatic operation. !
— Absence of any frames, wire nelling o1 hhanspor! i
cars — no screens to tepair or replace I
— Uniform drying with path-controlled air flow ‘,
¢

— Integral oit and humidily conlrols assure drying
independenl of exterior atmospheric conditions
— Hyglenic operating condilions Easy accessibility :
for cleaning. ! i’
— Improved appearance and texture of goods.

|
the \linnesata \Lacaroni Company  of i
St aal and ~kinner Manufactiring . ” {
Company - of Omaba. Vo Lallowa & =" ” y SIZE & TOTALAENGTH aa,9 ‘
A i f 10° PACITIES UPF TQ 1400 (85 HOUP
=uns of Brooklvn, New York <ent the . = » f ) ::;: :[J g? "9 RN, SRR

f'&, renr t ?'-.' .
Crowd of thousands enjoy Spaghelli Dinner,

~aue for the affair,
Vicitors, who came from Camada,

gy

SEE DETAIL

Narth Dakota and sorrounding <lates, ) tiko_o8_vBl GUQDS :
enjosed o threeday progioan femring o o J DISTRIAUTOR 8
i ; | e PRYING LTHVE YURS
a conking schoul onopening day along She was croned Iy Lasl vein’s queen, Pavales, mmsival shows, anineoa: :
tiomal tgoowar, amd conking conte-s

Mis, Dalones Comowany,

with Lasehiall tonemament= amd o maca
ron dhaner,

Gl tomrnament, picnecs, band cone
certs and other attractions arvanged w
the ey« Lake Climbwer of Commeree
were featnred om the second day ol the
Festival, The ||Ig rvenls ook |r|.‘u|' on
Mondiav, Tome L5 with o wavors™ eal-
ing contest won by Mes. Thnis Smnth,
Nonth Pakota’s only Lady mavor, Ve
ors Trom ten Nanth Dakoti towns -
Bicipated in the contests,

A similar contest was hebld for chils
dvens and a0 Mis, Macaroni was chosen
for her pulchrinnde, homemaking ahili-
ties amd macavoni eipes. The 1935
aueen was Mis Lanet Egel, 25, wife of
a i fomer and mother of three
=itlis, .\.'"‘ won oo \\l"'k“ ||”‘('\l'|'“"l' \ae
cation at Walker's Ssvhvan Lodee. Ridl
ing Mountain Nationad Park, Canada,

WMAYORALTY RACE fur festest spaghetti eeter weas won by Mri. Doris Smith, North
Detote s unly ledy meyor

were: held g the dav, topped ol
with o Festival danee in the evening
The big events was the liee spaghein
dinner senved on the lawn of the Me
monial Huilding,

Capital Scholarship Awards

Ihee wames of sis soms aml danghters
of International Milling Company v
plovees who will receive callege schnl
arships from the company on the hasis
of a nationswide competition have been
annenneed,

e scholarships, which will coves
tuition: fees up to S500 for the 195550
school vear at the collepes selectel by
the reapients, will go e

Lacille Corhran, dangliter of Sanuel
M. Corhrane Nashwille, Fenne:

Ann Costellos daughter of Philip 18
Costello, Detroit, Mich.:

James W Hutchison, son of 1, I,
Huteliisan, Jolinston, 1*a.

Arthur I Mlodozeniee, son of Loke
Mindozenive, BulTale, NL Y.

Joseph PPerowtka, son of Joseph A
Peroutha, New Prague, Minngg

Pegey Rice, daughter of Jo Lo Rice,
Greenville, Tesas,

Awirds were made on the basis ol
schular=hip, character and  leader=hip
by a selection commitiee comprised of
three  prominent  educators  not con-
nected with laternational Milling Com-
pany. While the awards are for one
vear anly, the company expeets to make
the competition an annual affair,

Iﬂlﬁtklﬁb‘ of pay GOODDS L.Hxi-‘lﬂb BRYER

DRYING (ONVETOR &000%
5 m[_\a‘\@... \&‘\“

flnaon

CONVEYOR DETAIL

Engineers for Industry Sinee 1a60

BUHLER BROTHERS, INC. (U.5.A.)

2171 STATE HIGHWAY 4 - FORT LEE. NEW JERSEY

BUHLER BROTHERS (CANADA) Ltd.

24 KING STREET WEST - TORONTO, ONTARIO

—_—— ———————r—
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For long and shert goods, sheet extrusion and
twisting operation. Shown in combination with

TYPE ATB PRESS

double-twisting machine.
— Press capacities up to 550 lbs, per hour,

— Twisting machine capacities up to 650 lbs.
per hour,

Engineers for Industry

!

BUHLER BROTHERS (CANADA) Ltd.

oMkl kot e h

BUHLER BROTHERS,

Since 1R60

INC. (U.5.A.)

KT oobE W R
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Convention Resolutions

We, your Commitlee on Convention
Tesolutions, having observed the pre-
sentation of this 51st Annual Conven-
tion of Macaroni and Noodle Manufac-
wrers and their allies, submit the fol
lowing resolutions for your consider-
alion:

(1) RESOLVED, that sincere thanks
be extended to the speakers who have
participated on our program:

Walter A. Vestal, Mayor of Coron-

ado;

H'ichurd M. Oddie, Director of Small
Business Advisory Service, Bank of
America;

Walter M. Baird, Price Waterhouse
& Company;

J. Murry Yunker, Certified Grocers
of California;

Clifford Haskell, Alpha Beta Food
Markets;

Bruce Ronquist, Market Baskel;

James B, Lane, Wesigate Californin
Tuna Packing Company;

Lt. (j.g) F. C. Peloquin, Southwest
Field Food Service Team;

Arthur Wynne, Lawry Hestourants;
and the officers, staff members, manu-
facturers and allies that participated on
the program,

(2) RESOLVED, that we commend
the officers and direclors of the National
Macaroni  Manufacturers  Assaciation
and the National Macaroni Instilute for
capably carrying out their responsibili-
ties and duties during the past year un.
der the able leadership ol President
Peter LaRosa.

(3) RESOLVED, that we compli-
ment the stalf members of the National
Macaroni  Manulacturers  Associalion
and the National Macaroni Institute for
jobs well done.

(4) RESOLVED, that we thank our
hosts for the pleasant sacial functions of
this Convention:

The Ambretle Machinery Corporation

The Rossotti Lithograph Corporation

The Durum Millers

King Midas Flour Mills

The DeFrancisci Machine Corpora-

tion

General Mills, Inc.

The West Coast manufacturers and
allies and all who made this convention
a4 success.

(5) RESOLVED, that C. L. Norris,
past president of the National Maca-
roni  Manufaclurers  Association, be
made an honorary member for distin-
guished service 1o the indusiry.

Respectfully submitied by:
Chairman Guido Merline, Mission
Macareni Co., Seattle; Peter Vag-
nino, Jr., American Beauty Maca-
roni Co, Los Angeles; Anthony
Cantella, Prince Macaroni Co.,
New York

The resolutions were adopted by
unanimous vole,

ATTEST: Robert M. Green, Secretary
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WRITE YOUR CONGRESSMEN
ABOUT IMPORTED MACARONI

Macaroni and noodle manufaclurers
were urged in a bulletin from the As.
socialion to wrile their congressmen to
put imported macaroni on the wheat
quota. 1t read as follows:

Durum millers meeting recently with
members of the Association’s Durum
Relations Committee drafted o sug-
gested letter 1o Congressmen on_maca:
roni imports, The malter was further
discussed at the convention, and a com-
mittee of macaroni manufacturers, mill-
ers and durum growers will be ap-
pointed to follow the project through,

The first step, and one that should be
taken immediately, is for every maca-
roni-noodle  manufacturer, miller and
durm grower to write his Congressmen
and those of the durum area particu-
latly. In the Senote:

North Dakotla—William Langer, Mil-
ton K. Young;

South Dakota—Karl E. Mundt, Fran-
cis Case;

Minnesota—Edward J. Thye, Hubert
H. Humphrey;

Montana—James E. Murray, Mike
Mansfield.

The suggested letter (please put these
Jucts in your words):

The relutive scarcity of Durum wheal
supplies with which to make quality
mucaron, producls, and resullant ex-
tremely high prices for the Durum
wheat that is available, have combined
to encourage the importation of foreign
Durum  macaroni  products  into  the
United States in increasing nmounts in
the lnst few years, and particularly in
the lust few months of 1954 and so far
in 1955, It is startling lo see thot im-
ports in 1954 were 53850 of 1950 im-
ports, This is evidenced by the follow-
ing figures as published by the US,
Depurtment of Commerce:

Year  Macaroni Imported (lbs.)
1915 .. ... 285,000
1916 .. e 197,000
1947 e 193,000

1918 .. . 717,000
1949 .. . 689,000
1950 .. . 862,000
1951 .. . 981,000
1952 .. 2,749,000
1953 .. 2,313,000
1954 ..<1,039,991

lnports 1955 1o dule:
fanuar)' ........... 185,100
February . 432,963
March ... -433,919
We would like to point out that this
importation of macaroni products is
not only hurting the macaroni manu-
facturer and miller, but the Durum
farmer as well. In addition, it is actu-
ally odding to our wheat surplus prob-
lem. Macaroni products are monufac-

tured hy combining Durum Semolina or
flour with water. The misture of Durum
Semoling and/or flour with waler is
worked into a dough and extruded
throngh o macaroni press into vurious
shupes, after which it is dried down to
a normul moisture basis,  In other
words, macaroni producls are  pure
wheat products the same as any other
wheat fNlour, only in the shape of
macaroni,

As vou know, there is a definite
quots sel on the amount of flour which
can be imported into the United States,
and this quola is sel at the very nomi-
nal figure of 40,000 hundredweight in
arder not 1o add to our wheat surplus
problem. It is significant that imports
in 1951 of 1,639,991 Ihs. of macaroni
products, or abomt 16,500 hundred-
weight, is more wheal product coming
in us macaroni products than the total
flour quota of 10,000 hundredweight.

Macaroni products should he con-
sidered in exactly the same category as
wheat {lour and placed under the same
quota in nominal umount, Section 22
of the Agricultural Act of 1938 permits
the Secretary ol Agriculture to estab.
lish a quetn on any product that inter-
feres with the suppor rrnprum. There
is no doubt in our .= that macaroni
products fall in this category,

As you know, much time, effort and
money has been spent by the Maca-
roni Industry us well as the Durum
Milling Industry to promote the superi-
or quulity of Durum whe.t macaroni
products 1o the American  housewife,
With more than 909 of the Durum
acreage normally in the state of North
Dukota, this has provided a steady and
profitable market for the Durum wheat
furmer. Macaroni consumption in the
United States has been on a continual
increase as evidenced by the fact that
Durum mills ground approximately 12
million bushels of Durum wheal in the
mid-1930's and this figure had heen in-
creased to around 21 million bushels in
recent years before suflicient Durum
supplies becume unavailable.

Macaroni manufacturers in foreipn
countries, particularly France and Italy,
are selling macaroni products in eastern
markets in the United States at [ully
one cenl per pound or 81,00 per hun-
dredweight cheaper than our domestic
macaroni products, They are repre.
sented as being of belter quality and
represented as made from 1009 Du-
rium wheat, whereas domestic macaroni
manuflacturers are forced to use Durum
slended  with  substitute  hard  wheat
products because of the unavailubility
of sufficient Durum, 1f this importation
is permitied to continue, these foreign

{Continucd on puge 22)
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YOU'VE GOT TO KNOW
YOUR COSTS...

By Walter M. Baird, Price Woterhouse & Company
at the 51st N.M.M.A. Annual Meeting

[T is very interesting that the Maca-
roni Association was thinking about
its first meeting fifty-one years ago.

Mr. Giannini of San Francisco was

starting his Bank of Italy, later to be-

| come the Bank of America, with which
| Mr, Oddie is associated, Mr. Arthur
# Rose Dickenson, senior partner of
Frank Waterhouse, came to San Fran-
cisco on July 1, 1904, and opened up
his own firm. 1 wasn't there then, hav-

in Juincd them twenty years ago.

i r. Oddie has just given you an elo-
quent picture of the potentialities that
are open to you. I know you are all

{ going to leave this meeting and go back

{ to your businesses to give long and

f careful consideration on how you should

i use your unlimited opportunities, I

hope you contemplate these optlmrtuni-

ties and that you find ways and means

of realizing their eccomplishment, 1

hope you'll give some heed to the com-

ments that 1 shall make today, and that
ou'll attend to those phases of your
usiness with as much care as you'll
give to increasing your volume. What

i use will it have been to you if after

i brilliant promotion, carefully thought-

! out advertising, even increasing the
consumption of your product, you real-
jze these unlimited opportunmities and
malerially increase your volume, but
you look in the cash box at the end of

i the year and find there is no more there

! than ot the beginning of the year?

i Maybe a little bit less. .

I assume, of course, you're all in
business to make money, nol in some
altruistic activity, In  other words,
you've gol 1o know your costs. Too
many men in this country are volume
1 crazy. I've heard it called volumitis,
i I've heard it defined as a discase that
makes the businessman try to do
{ enough business at a loss to muke a
¥ profit. Stated this way, it sounds kind
i of silly,

: Yet | see too many instances among
hard-headed businessmen 1o think of it
any longer as silly. While thinking
ahout your unlimited opportunities,

! don't get infected with volumitis,

Since I was asked 1o appear belore

t m and to discuss costs with you, I've
i n interested in the macaroni indus-
f *try. In fact, I recently came across a

new book which I found to be most in-
teresting, called “Spaghetti Dinner", by
Guisqlre Prezrolini, published this
year. | was amazed to find how olten
macaroni is mentioned in literature
over the past several hundred years, I
was also amazed to find there was an
0.P.A. in Rome that had to do with
macaroni in setting ceiling prices on
December 10, 1592, I wonder how
many of you knew that,

Yours is an old industry, and therein
lies a danger. Often old industries are
prone lo grow old and senile. They fall
asleep at the switch and let the re:t of
the world go by. Probably those in-
dustries which have the finest concept
of cost accounting and proper finanvial
management these days are your newer
industries,

Electronics, radio, television are com-
ing up. Improvements in methods ore
few and far between, and sometimes the
improvements are not felt at all in the
industry itself. Too often the phase of
accounting development in old indus-
tries is distressing,

Accounting is often called the lan.
guage of business. In the broad sense,
one might divide accounting into three
whases: (1) Financial accounting, that
is the form and contents of general pur.
pose financial statements used for re-
porting to owners particularly outside
ones, credil grantors, your bank, Dun
& Bradstreet, and the public. (2) Tax
accounting. While this phase is very
closely akin to the first, naturally it is
necessary to lake into account the laws
and regulations relaling to income tax,
which in too many areas are not con-
sistent with what is considered the best
accounting practices, It is an extremely
important phase of accounting since it
means dollars and cents saved in in.
come taxes, (3) This phase is some-
times referred lo ns management ac-
counting, and embraces in it cost ac.
counting, statislical dota insofar as it
relates to financial matiers, budgets,
and the like. It is with this last phase,
management accounting, that we will
deal with mosily today,

If accounting is the language of busi-
ness, let's make it talk to us; tell us
ever}rliling it can about our business.
You've got to know your costs,

August, 1955

WALTER M. BAIRD

The same thing is happening in your
industry that is happening in all others.
More and more manpower is being re-
placed by machinery, and this is re-
quiring tremendous investment of capi-
tal. While this should have the effect
of culting your cosls, it creates the
need for engineers and scientific men
on your board.

Cost accounting can be made to be
an effective tool to point up trouble
spots in the factory. Further, you, the
owner or manager of the business,
shouldn"t be spending all your time
observing operations ﬁown in the fac-
tory if you have proper managing as-
sistance. How are you going to take
advantage of these opportunities if you
dont Inﬁe time out to think? Let your
cost accountant help ferret out your
costs, Let him point out the areas
where there is trouble, and then you
can concentrate on them, Cost account-
ing can help you keep your depart.
ments straight,

Remember, all big businesses were
little ones once. Accounting has been
one of the tools that aided management
1o ably run their businesses so that they
grew into the giants some of them are
today. There is no question that in-
dustrial development and accounting
development have gone along hand in
hand, but without accounting develop-
ment, industrial development could not
have done what it has. Take a page
from the book of the big companies,
and make use of one of the tools they
consider essentinl, and undoubtedly so
considered during the Pcr]ud of their
growth. However, don’t think for a
moment that [ am proposing to each of
you who do not have adequate cost ac-
counting syslems lo hire trained cost
accountants o solve your problems,

If yours is a small organization, your
systein should be simple. You don't
need a complex system as large organi-
zations do. What kind of cost informa-
tion should you get? What kind of data
do you expecl a cost accounling system
to l{lmish you?

I'd like 10 deal with production costs
first, then general distribution costs,
general administrative costs and taxes.

p———
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REMEMBER THIS. ..

.« «» when you're ready to buy duram products!

Milling of durum products requires contant supervision lo assure
uniformity and quality of product—terms that have long been syn- :
onymous with the name King Midas, i

The King Midas durum mill pictured here specializes in producing
macaroni and spaghetti flour. This mill is iﬂ‘lcnlly Ipculm! for its pur.
pose in the “air conditioned oity” of Superior, Wisconsin, The cool
summers and the low humidity are ideal from a mlllmr standpoint, |7
and are further assurance that quality and uniformity of product are & !

maintained.

While it is fitting that the growing movement of bulk semolina !
shinments should have started at this modern mill on the shores of : A
Loke Superior, the facilities for bag shipments are also m_ll!:&l'l.'lll:d.
Both bulk shipments and bag shipments are loaded in the mill's com- 1137 e
pletely enclosed warehouse, where they receive every protection from e ,{_ﬁ
the weather. b

All these advantagce are in !:eepin? with our long standing policy

dy

of progress and service, and our pledge to the mucaroni industry lo
consistently deliver the finest quality durum products and the hest in

service,
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I'll take them up in that order.

Production costs are those which are
usually associated with a cost account-
ing system, They are also the costs that
are usually most diflicult to analyze and
thus are more complex and require
formal accounting procedure for con-
trol.

Production costs are usually broken
down into three general categories—di-
rect materinl, material in process of
manufacture, and the product itself.
Direct labor costs are the cost of wages
and salaries of employees who are fac-
tory workers, Overhead costs are indi-
rect expenses with all other costs of
operaling the factory, supervision, re.
pairs and maintenance, accident insur-
ance, depreciation, supplies and all oth-
er various costs, This is somelimes
called the natural classification of ex-
]:emes. Then one's costs, if we are to

ave cost data that is useful, must be
broken down _into a different classifica.
tion, sometimes called the functional
classification of costs. This may be
done by departmenis or by cost cen-
ters; a cost cenler can be a machine, or
can be a phase of process, or such other
section of the operation as appears ap-
propriate, Depending on the nature of
the operation, it might be necessary to
further control the expenses by product
control.

Direct material control these days is
developed in the factory through mate-
rial requisition and time cards. As lo
most overhead expenses, the accounting
departient will undoubtedly determine
where the ilems are to be charged, The
main thing here is 1o make allocations
on a rational hasis. These cost data are
declared to be natural and functional
product controls, Together with quan-
tity production and usage dala, these
data represent the raw material from
which reports to management can be
prevrcd. Now the form of content in
itsell should be determined as coopera-
tive effort of manogement and the
accountant.

What do we do wilh these reports
and the cost data once they've heen
prepared? How can they be used
eflectively to aid profits?- First, moke
the reports in a comparative form,
Comparative of what? ® Appropriately,
comparisons would be of the preceding
period, , month, . quarler, year; com-
parison ‘of the budget figures; com-
parison with standard theoretical costs;
comparison with industry averages, for
example,

That brings up a point I would par-
ticularly like to mention. 1 should like
to recommend to you the use of ac-
cumulation of industry’s natural data
in the macaroni industry. 1 understand
that ahout in 1930 a suggested account-
ing classification was developed, but
that further interest in development of
that data and the use to be made of it
as an industry-wide matter has been
somewhat limited. Many other indus-
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tries have found this kind of data most
useflul. In some cases, the data is ac-
cumlated and made available to the in-
dustry through a firm of public ac-
countants, In other cases, the data is
accumulated by the industry's trade
association,

Not all cost control can be done
through the dollars and cents financial
records. Sometimes the most useful
cost control data would be that ex-
pressed in other than dollars and cents;
for example, pounds, packages, hours
and wages, or machine time, etc. I can
conceive that in your business this kind
of cost data would be very useful. For
example, if I were a manufacturer and
wanted to make a batch of noodles,
flour and egg yolk are the principal in-
gredients, From a given quantity of
flour and egg yolk should come a cer-
tain quantity of product. If this is a
modern factory, the product is manu.
factured in a machine, which takes a
cerlain labor gauge to run.

Generally,  throughout the process
from the raw materials to the packag-
ing, would it not be useful if the plant
manager's report showed the aclual
quantities of flour and egg yolk used to
produce the quantily of preduct, com-
pared with the quantity of flour and
egg yolk that should have been used to
prepare that quantity of product based
on the capacity of that equipment; the
hours of lahor expended compared with
what it should have been; an estima.
tion of why there are variations in what
was produced in comparison with what
shnuld have been produced? I dont
know enough about your business to
know if the report | described would be
very useful; 1 merely cite it as an ex.
ample of possibilities,

I mentioned a moment ago of giving
a copy of my theoretical machine pro-
duction report to the foreman or super-
visor. This is an important factor in
the use of cost control data. As you
know well, the best control of produc.
tion costs on a day to day basis is the
foreman or supervisor, and if he is a
good foreman or supervisor, he'll want
to do the best job he can. He can do a
better job if he has cost control data
covering the job for which he is re-
upunsihl;e. How much belter if you as
his superior can say, “John, why is ma.
chine #2 only turning out 4000 pack-
ages a day while 1 turns out 5000
packages a day?"” How much more use-
ful that kind of comment is than it
would be to say, “Joe, something must
be wrong; we don't seem to be gelling
enough out of our machines any more.”
Don't keep the costs secret {from those
directly responsible for controlling the
cosls,

| imagine there are about 150 differ-
ent macaroni products. 1 am sure no
manufacturer produces all 150. How
have you decided what selection of the
150 will be produced by you? Has the
decision been determined on the basis
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of the factual information of the profit
you will realize on its manufacture, or
was the decision arrived at in a hit or
miss fashion—perhaps long ago? Has
each products possibilities been recon.
sidered lately?

I am aware, of course, that it is not
possible 1o manufacture a profit line
onl{. Manufacturers must somelimes
make products that do not carry their
own weight, but it is necessary to fill
out a line. But the manufacturer should
be aware of that fact and get rid of
them when they are in a position to do
s0. The situation may change some day
when it will no longer be necessary to
make these loss leaders in order 1o sell
the more profitable ones.

Distribution costs are just as much
a part of a company's expenses as the
materials and labor that enter into the
product itself. Cost accounting prin-
ciples can be applied to considerable
extent in this area. Too often we lose
control of selling and distribution. This
subject can be approached in the same
manner as we approached factory ex-

rience. Here again expenses can be
E:ukcn down into their natural subdi-
visions which will furnish the raw data
from which intelligent reports to man-
agement can be produced. It may be
the results by salesmen; it may be by
districts; it may be by products, par-
ticularly if you're going to get into the
product possibility phase.

There is a great deal of salesman edu.
cation that can be done in this regard.
Most salesmen think in terms of gross
profit, not in terms of net. Several
companies that 1 am familiar with are
giving training to their salesmen along
the lines of teaching them the facts of
business life.

When a salesman sells 81,000 worth
of merchandise to a customer and in-
curs a selling expense of, say, $100, too
often he thinks the returns to his em-
ployer are 8900, However, a good sales-
man is usually a man of intelligence.
He can be enlightened 10 the fact that
his employer's cost of the merchandise
he just sold is $600—that inasmuch as
the customer may reside in a very re-
mote spot, delivery expense is 8100,
and at best his returns to the company
are a net of 8200—and that only if the
customer pays in accordance with the
company's usual credit lerms.

Are you sure that your dcllver{ ex.
penses are kept at a minimum? Many
of our clients, particularly the smaller
ones, hire any kind of people to check
their common carrier freight bills, 1
am always amazed at how much these
independent agents recover for their
clients, even those concerns who hire
traffic experts. | am somelimes amazed
al errors in routing merchandise. And
in many instances, trucks have been
sent long distances to make small de-
liveries that could have been made by
common carriers ut considerably less

(Continued on page 28)
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put your produets in the money... N

Callophane
Roll Slock

Saichel Botlom FETHU N ) H .
Cellophane Bog [ EMENEME \ ; 11' k hﬂ i Ewows
‘o s

with fast-}qoving

MILPRINT

packages!

Cellophane
Wropper

Palyathylene
Bag

One look of supermarkels the couniry
over . ., and you'll see that Milprint
packages lead the way o bigger sales
volume and profifs.

Bright and colorful Milprint packages move
merchandise fast . . . with crisp, fresh
designs . . . brilllant color . . . unexcelled
printing . . . and effective pralection that
give your product sell on sight appeall

s . \
e L
p A
PN
- PACRALING MATERIALS

So put your products In the money — with
the widest varlety of packaging materials
and printing procestes available anywhere
—¢ind call your Milprint man — firstl

General Offices, Milwovkes, Wistonsin
Solas Offices in Princlpal Cliles

Printad Cellophane, Pliofilm, Palystiylene, Soran,
Acelols, Glasiine, Foils, Mylar, Folding Carlons, Bags,

Lithogrophad Displays, Prinled Promotional Material
*Rag, U. 8, Pat. O,
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Write Congress —
(Continued from page I7)

brands will become established in our
domestic market and permanently in-
jure our domestic macaroni businese to
the ultimate detriment of the Durum
wheat fasmer in North Dakota because
of a declining market for his product,
46,500 hundredweight of macaroni

roducts is roughly the equivalent of
?lS,OOO bushels of )l’)urum wheat. Basis
1954 average yield on Durum of 4.2
bushels per acre, this is the equivalent
of over 27,000 acres,

The Durum Mills and the Macaroni
Industry are. joined together in request-
ing your prompt and earnest consider-
ation of this problem and will appreci.

ate your advice as to what steps can be |

taken to remedy the situation,

Crop Prospects Good

The North Dakota crop report of
June 1 places the prospective wheat
crop at 104,812,000 bushels. Included
in this total is an estimate of 13,182,000
bushels for durum and 91,630,000 bu-
shels for other spring wheat. March
intentions indicated only 1,014,000
acres of durum and 6,545,000 acres of
other spring wheat would be sown,
Growing conditions on June 1 indicated
a prnlsa‘i\le yield of 13 bushels per acre
planted for durum.

Last year durum production totalled
only 4,976,000 bushels, and the 10-year
(1944-43) average was 29,759,000 bu-
shels, The 1954 crop of other spring
wheat was estimated a1 64,920, bu-
shels and the 10-year average produc-
tion was 101,948,000 bushels,

Trade sources indicale ideal growin
conditions during the second and thir
weeks of June for growing crops, There
were scatlered rains during this period,
and while a few spols report good rains
would be welcomed, durum territor
has had good moisture. Prospecis loo
good, umf if the favorable weather con-
tinues, a bumper crop is in the making.

The Weekly Report for the period
ending July 5 says: “Only 129 of
North Dakota's hard wheat acreage has
not reached the heading stage compared
with 159 a year ago and 83% 2 years
ago, Appmximntefy 45% is in the
heading stage, 30% is flowering, 12%
in the milk stage and 1¢5 in the soft
dough stage, Counties along the Can-
adian border continue to be the latest.

“Durum is also much ahead of the
past two years, About 199, of the
acreage is still in the boot 1o shot blade
or lesser slage of development as against
50% last year and 85% in 1953. Ap-
proximately 5195 of the durum acreage
is heading, 269 is flowering and 4%
is in the milk stage.”

Durum Production
The July 1 estimate of durum pro-
duction by the Galvin Report was 20,-
012,000 bushels: 512,000 in Minnesota,
12,870,000 in Nzith Dakota, 660,000 in
South Dakotla and 6,000.000 in Mon-
tana.

A

Glossary of Crop

Reporting Terms

By W. P. Mac Donald, Head of the

Agricultural Department of the F. H.
Peavey Co,
1. &rcal—:\ grass cultivated for its

10.

11

12,

13.

14,

15.

edible seed or grains.

. Seeded, also, planted, or sown—
The seed has been placed in the
soil and covered.

. Sprouted—The seed has put forth
a shoot and root in the soil.

. Emerged—The new shoot has ap-

g::rcd above the soil surface.
dling—The juvenile stage of a

lant grown from seed,

. Tiller—An erect shoot arising from
the crown (base) of a grass, .

. Stool—A clump of young shoots
or tillers urls,:n; from a single
Plunl. (The terms “tiller” and
‘stool” are commonly used syn-
onomously.)

, Jointing—Developing joints
(nodes) and inlernodes in a grass
culm (stem).

. Shooting or shot blade—A rapid

elongation of the stem, pushing up

the leading leaf,

Boot, also sheath—The lower part

of the leaf that encloses the stem

and growing head,

Heading—Emergence of the first

heads from the boots,

Flowering—The stage  after {ull

head formation when fertilization

takes place. Evident to the casual
observer by the appearance of

Ra!leu.
filk stage—K e rn el development

has progressed to a point where a

milky liquid can be squeezed out

with light pressure of the thumb
and finger,

Dough stage—Kernel development

is such that tk> milk has stiffened

into a doughy consistency. (Also
further refined to early dough and
late, or stiff dough.)

Ripe—The plant is mature and

seed formation is complete,

Rust Appears in Dakota

Donald G. Fletcher of the Rust Pre-
vention Association shows the correla.
tion of weather conditions in the Missi.
ssippi Valley with stem rust development
in North Dakota in a special report
dated June 30.

In a review of the movements of air
masses over Texas and Oklahoma where
rust was known to exist from May 25
to June 5, Mr. Kenneth Nagler of the
U. S. Weather Bureau in Washington
found that air masses moved across
central Texas May 30 to June 3 and

roceeded north to a cold front met

in southeastern North Dakota, Vari-
able rains occurred June 1 to 4 from
extreme northeastern South Dakota to
the general region of Grand Forks,
North Dakota.

However, preliminary information in-
dicales that rust appeared over on area
at least 50 miles wide and 100 miles
long in concentrated amounts. This area
reached from Milbank, South Dakota, to
Forman 1o Finley to Hillshoro, North
Dakota, and back to Milbank, Only
traces of stem rust could be found in
any durum or bread wheal fields south
of this area on June 14. The prevalence
of slem rust of oots was higher than
stem rust of wheat, and this corres-
ponded with the relative amounts of
these rusts found in the far south.

Traces of rust were found on from
25 to 100% of the Mindum and Stewart
plants, and from 1 to 10% of the Ver-
num plants were infected. Mida bread
wheat had a 29 prevalence of stem rust
in a ficld just west of Fargo. The durum
ficlds observed. were some distance
aparl, but the degree of rust infectio
was quite uniform over the whole area
described,

The air-borne rust spores travelled
from central Texas to North Dakota
in 36 hours with little or no rain during
the movement. The spores seitled slowly
over South Dakota which accounts for
the lower prevalence of infection there
as compared with the rain area.
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BECAUSE DON KNUDSEN HAS THE FACTS—

You get better Durum Products from General Mills

Durum Sales rum Sales

L1 W. Olss D. W, Kaahas]
Durum Sales Durum Sales
Weatern Mgr., Central

(AN ML 0. Marrielt
Il;umm Q«:um'lul'ln Purum Sales
Mgr., Eastern Eantern Weatern

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

. ¥ |

In macaroni manufacturing prob-
lems, a Scandinavian like Don
Knudsen could easily be as lost as a
fish out of water.

But Don has training. He'sat home
with customers because he's learned
the facts. He's gained practical ex-
perience by working—and observing
—in a macaroni plant,

And like all General Mills durum
salesmen, Don's had intensive train-
ing at our “school” in Minneapolis,
including work in grain department,
mill, and Products Control labora-
tory. There he's absorbed facts from
oldtimers who know durum from the
ground up.

So if you'd like suggestions about
durum products to meet your pro-
duction methods—or ideas about
merchandising and advertising—ask
Don or any General Mills salesman.

In cooperation with others in our
General Mills Durum family, Don
welcomes the chance to bring you the
best Gold Medal and Premium
Semoblends possible—to help you
manufacture the finest macaroni
products.

DURUM SALES

General Mills

Minneapelis

SEMOBLEND |\quii=

“Pross-tastod’e e ™"
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51st CONVENTION REGISTRANTS

Macaroni Manufacturers

.

Mr. and Mrs. Ralph Sarli

Mr. and Mrs. P. F. Vagnino, Jr

American Beauty Macaroni Co Kansas City, Mo.

American Deauty Macaroni Co Los Angeles, Calif,

Mr. and Mrs. L. S. Vagnino, Steve and Thomas........... American Beauty Macaroni Co St, Louis, Mo,
Mr. Frank J. Firrante. Angelus Macaroni Company. Los Angeles, Calif,
Mr., Roy Lessa Angelus Macaroni Company.......csiiemcssnssnsd Los Angeles, Calif.

Mr. Angelo L. Guido.

Mr. Edward A. Minni

Anthony Macaroni Co Los Angeles, Calif,

Anthony Macaroni Co Los Angeles, Calif.

Mr. and Mrs, Biago Arena

V. Arena & Sons Norristown, Pa.

Mr, and Mrs, Saverio Arena, Catherine and Bobby......V. Arena & Sons, Inc Norristown, Pa.

Mr. John Costa Costa Macaroni Manufacturing Co....cuuuecunccees. Los Angeles, Calif.

~Mr. A. Borrelli Fresno Macaroni Company Fresno, Calif.

Ir. Camillo DeRocco Florence Macaroni Company. Los Angeles, Calif.

It Mr. Horace P. Gioia Alfonso Gioia & Sons. Rochester, N, Y.
t Mr. and Mrs. Vincent DeDomenico Golden Grain Macaroni San Leandro, Calif.
Mr. Paskey DeDomenico. Golden Grain Macaroni Seattle, Wash.

il Mr. and Mrs. Erich Cohn A. Goodman & Sors Long Island City, N. Y.
i Mr. and Mrs, Jack Reining Inn Maid Products Millershurg, Ohio

Mr. and Mrs, Peter LaRosa

V. LaRosa & Stns.

Misses Josephine, Eleanor, and Madeline LaRosa........... V. LaRosa & Sons.

Mr. and Mrs, Vincent F, LaRosa

Brooklyn, N. Y.
Brooklyn, N. Y.

V. LaRosa & Sons

¢ Brooklyn, N. Y.
{ Mr. Joseph Giordano V. Laltosa & Sons Brooklyn, N. Y.
f Mr, and Mrs. Vincent P, LaRosa....ooerveriemeecnnrccrienes V. LaRosa & Sons. Hatboro, Pa.
b __Mr. and Mrs. Stephen Lumpp Kraft Foods Company. Chicago, 11l
i ~ Mr. and Mrs. C. W. Wolfe Megs Macaroni Company. Harrisburg, Pa.

Mrs. Dorothy Bingham and Elsie. Megs Macaroni Co&pnny Harrisburg, Pa.
| Mr, Guido Merlino Mission Macaroni Company. Seattle, E’nah.

Mr. Joseph Merlino Mission Macaroni Company. Seattle, Wash.
| Mr. John Madonna Mission Macaroni Company. Seattle, Wash.,

Mr. and Mrs. J. L. Tujague, Jennifer and Jerome.....
; Mr. and Mrs. Louis Roncace.

...National Foods.

New Orleans, La.

Philadelphia Macaroni Co Philadelphia, Pa.

Iy Mr. and Mrs. Ernest Scarpelli

Porter Scarpelli Macaroni Portland, Ore.

Mr. and Mrs. Anthony Cantella
Mr. and Mrs. Albert fln\rnrinn

Prince Macaroni Company.......veewssessssss s New York City, N. Y.

Mr, Frank Cafferata

Ravarino & Freschi St. Louis, Mo.
Roma Macaroni Factory San Francisco, Calif.

" Mr. George Paolini

Mr, and Mrs. Thomas A. Cuneo.

Roma Macaroni Factory. San Francisco, Calif.
Ronco Foods Memphis, Tenn,

Mr, Henry D. Rossi.......

Peter Rossi & Sons........ Braidwood, Ill.

Mr, Ed DeRocco.

Mr. and Mrs, Jos, Santoro and Angelina.........ccrneeee.
Mr, and Mrs. Theodore Schmidt

San Diego Macaroni Company.....ccocvssresmseienenn.San  Diego, Calif,
.Santoro Macaroni Brooklyn, N. Y.
Schmidt Noodle Manufacturing Cou..eoe.vcvecrnsserioenenes Detroit, Mich.

Mr. and Mrs, Lloyd E. Skinner.

Skinner Manufacturing Company.... «eedOmaha, Nebr,

Mr. H, Geddes Stanway.

Skinner Manufacturing Company.... «......Omaha, Nebr.

Mr. and Mrs. Clete Haney

Skinner Manufacturing Company.........cccs ccvceviemnvseeee..Omaha, Nebr.

Mr. and Mrs. A. Spadafora

Superior Macaroni Company ~Los Angeles, Calif.

Mr. and Mrs. E. Spadafora

I _Mr. and Mrs. R. C. DeNubila

Superior Macaroni Company.. Los Angeles, Calif.

Mrs. F. L. Sherwood

Superior Macaroni Company Los Angeles, Calif.

Mr. and Mrs. John A. Viviano, John E. and Michael.

Superior Macaroni Company. Los Angeles, Calif.
.Vivison Company. Detroit, Mich.

Mr. and Mrs. Harry Saidiner.
Mr. and Mrs, lvan Saidiner......

Weber Noodle Company Bell Gardens, Calif.

Weber Noodle Company Bell Gardens, Calif.

Mr. and Mrs. Stanley Malin
Mr, Trifan Distarce. :

Weber Noodle Company Bell Gardens, Calif.

Mr. Julio DiDonato.

. Weber Noodle Company

Bell Gardens, Calif.

Mr. Robert William

West Coast Macaroni Manufacturing Co..................0akland, Calif.

Mr. and Mrs. R. M. Green

Robert William Foods. Los Angeles, Calif.

Mr. and Mrs. B, R. Jacobs

National Macaroni Manufacturers Ass'n.......ccocveueceuend Palatine, Il
National Macaroni Manufacturers Ass'n.......................Orlando, Fla.

Mr. Jamey J. Winston

National Macaroni Manufacturers Ass'n......New York City, N, Y.

Mr. M. J. Donna

Mrs, Esther King, Esther Lee and Mary Donna

National Macaioni Manufacturers Ass'n.....................Braidwood, Ill.
: Chh‘.lgﬂ. 1.
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Allies
F LaHabra, Calif
iBord Haskell......ocmsrimnsssosssssaransarmussrassssssassassesasseses Alpha Beta Food Markets..... L s Calif,
i Elclﬁorl‘zullf:s““ ................................ A:ﬂber Milling Division, G.T. ...St, Paul, Mm_n.
Mr. h nen,!u- W S Amber Milling Division, G.T.A.... una DBeach, C'u‘l[.
B}r. Cl:,n ad Ambrette i Ambrette Machinery Curporalian..... .Brooklyn, i\: Y.
l]tilr-. l:'uﬁlr AMDICILE. .. e voeecreasrssmssmssssssensssssssseamssassasssssasssassass Ambrelle}clnchinery Corporation..... .....E:::l&il!cr; IE.H!;([.
. Ri B e vaveavsr s amemmi b SoRR R posnonsS Bank of AMErica.....couimierrnnaniss -San Francisco, if,
g}r' R:;l}ﬁ:lﬂni':.nﬁcildm ................. Bianchi's Machine Shop.....cociinsinininiinrss Sun Francisce, Cnl!;.
1r. Larry Bortoli Bianchi's Machine Shop........ San Francisco, CuI!{.
]]tlr' Al P‘;rrish ... Braibanti-Winter, Wolfl Counvereciccniccnininssnaenrans Los Angeles, (illlll A
M:. C. S. Crusizio e S Bn;lilbnnll:.....l .......... I ................................................... I-‘ ;:;\lml.lvlu
T T N T I - U Buhler Brothers, Inc.. : NI
gllr. Bl::‘ AA!:&C:‘O rlll Schmalzer. California Milling Corpu.cmisismmsssienssneess Lon)Apgclcs, C'nh}.
M:. and Mrs. Louis A. Viviono Capital Flour Mills R— Ialnl'ulelld. \l}. :
Mr, Pierce WHealley.....cmmmurrisssmersin (AT 0]  FVL ) H [ ————s — Minneapolis, Minn,

New York, N. Y,

Mills....

e Capital Flour .
llt}:. ?ndLi\IlrJ:pé:g:;Ic Hackbush Ea:mlnll lfl'llgzlr‘ Q{:“s bunl-mnt.:l:;lc:m;inll”
im LOURRIMBN ... coorrasnesnesssssssmsamsminsassnssassassassanssnsansnsans apila .1 1| [ T p— .. y i
Qir }Imhl}:ruBth?;’imr ....Cc]rliﬁed Grocers of California Lid -Los t-\n;:.l:h‘s, Snl;[.
i\!:‘ e Mn). Charles Chinski........ Chinski Trading Corpeeecceevivnnes i\lci“ ‘k(;['k, \ ¥
Mr. John Amato Clermont Machine Company. l rAm )1||. iC.I'['
ir. D. D. Brodie. Codie-Kay Company, Inc..... .Los Angeles, CnI![.
%i:. Don .Mucauiy ..... Codie-Kay Company, Inc......... voenL0s Angeles, Calil,

Mr. and Mrs. CHff W. Kutz

....Commander-Larabee Milling Co.. .-Minneapolis, Minn.

Mr.
Mr.

isci . isci i oration...
Tgnatius DeFrancisch e mmmmmicssssmsmssisissess DeFrancisci Machine Corporal

....... Brooklyn, N. Y.

DeFrancisci Machine Corporation... ...Brooklyn, N. Y.

Nat Bontempi
Mr.

...Brooklyn, N. Y,

William Canepa......ccoeveeusneens

DeFrancisei Machine Corporation..
Dobeckmun Company...

....Cleveland, Ohio

g}r. Eﬂ:;c'npélﬁ:‘:s:y ..................................... Dobeckmun Company... ..Los ?mgclcs.’ C\:{}if.
M:. and Mrs, Ray Wentzel Doughbo 1=|1|tlulslrieu \et\;l:f‘l::lel:ll;;?i:. \V;:.

. S ) B iaseiiensmnismsssisssasssstsnssansasatopsnanssd General Mills, Inc..... - is, Wis,
k:h ﬂd l]:};:r e C:-:‘lernl Mills, Inc Minncapolis, Wis.
Mr' L e11 Bur,l‘(:m General Mills, Ine ...Los Anpeles, Cnl|!{.
M, Peter Pence Ceneral Mills, Inc e Oukland, Cali
|r. R. P. Bail General Mills, Inc.... ....San hnm'wlw,w |I 5
.M:. l-] .Hr dell.. ....General MI"IT! Irln'....c “slc::ltn(:; Nus;.

g i : Hoffmann-LaRoche Cou.evrenrs cevniininnimsensseniannisninniand clair, N. 1.
kir' nllg R}Tr: g'rlll:urSIlg?:\;r‘ ............................................... Hoffmann-LaRoche Co......... .....Sqn Jo‘se_. Cn“ll'.
M]r-. w G. Hoskins Glenn G. Hosking Compuiny....ciesmnimvssisersnsensssss Libertyville, 111

..Los Angeles, Calif,

inelti i issioner... 5

Mr. Viﬂori% S!;ritﬁ:nnelu ....................................................... ﬁlﬁu’gﬁd\ﬁeﬁmﬂfé i Su"'me.iu:U' C;_:'lil‘.
Q}r. c.dAil lu A:thur [T ————— H. H. King Flour Mills...... ....\l!nlmnpol{s. M!nu.
:“r. md Mrs. Lester Sw King Midas Flour Miﬂs.. \hmwﬂEnl_ss. .\hlm.
‘M:- :::d M:a. George L. Faber.... King Midas Flour Mills.. \'.....l..Ylning%. >
Mr, and Mrs. David Wilson, Dav Eimf' ﬂi(ll‘cncnﬂflll:::;li\hlls. = :\J\A ug?'lrcs' JC.“ 2
1 e LAWTY 8 NCBLAUTUNNS...00. PO PLYE 'y 30
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:\h- Bruce Rl;n ITIT| POETO, Market Baskel....ooooeee. .m;:r n%e s, ¢ ”.
Mr. i L L s Merck & Company, Inc.. an Francisco, Calif,
Mrol: %’ Fga;‘ui;n .......................... Merck & Compuny, Inc.. Sun Francisco, Cn!!l"
R}: .Il’i.tk Ma:ig: ...... Milprint, InCoocrermcionss e Milwaukee, Wis.

. and Mrs. M. E. Krigeloccimmmssmsrisien

Monarch Egg Company...... ...Kansas City, Mo,

3 .N Dakota Mill & Elevator. . Chicago, 11,

;\Ar. nng ]l\\‘i". %J.I;Ir]u!;‘fhﬁmad“h ‘l\"'?nl}i. Ofidﬂu.lil Cllil ....... ....Philadelphia, Pa,
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%}; wr:ﬁ:r M [;l;i';.l ,,,,,,,,,,,,,,,, Price Waterhouse San Francisco, Calil.

...... Rossotti Lithograph Cor: North Bergen, N. J.

Mr. Charles Rossotti

Rossotti Lithograph Corpuemiccissinnnen, San Francisco, Calif,

e s i ills & A Chicago, 1l
Mo wnd Mo Theotors 1 o T Y " Low Angeles, Calif.
S Lec F S ‘:I‘:rh ...... Sterwin Chemical Company.....veeesisisnnsnsienaes Los Angeles, (:uh!.
—'%}h kee fi 'lr" :l Aurelio Tanzi Corporation.. l}rook_lyn. N, )‘,
Mr. Hurebo :‘F Tosi Tosi Trading Company......rnis .S‘un P‘runc!sm, Qu:!{.
b[r. Rum e’?ﬂn'l- ... Tosi Trnding Cnmpmy.. San I“I'Illll.'!li(.'(], Lni!f,
M * e}'nqu Higgi Tosi Trading Company.......... .San I‘I'!IIIC'IM.'D. (;a if.
Lilr. l.lo I)t B e 35::'1; e e s U. S. Navy Food Service Team............................l..Snn Dnelg_u. (én=,i;.
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Mr. and Mrs, Donald Meeder, Claudia and Roger....... Woodman Couecmnremssssssssnunsanens San Mateo, Calif,
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SEMI-FINISH LONG GOODS DRYER.......... NOW

an ESTABLISHED PERFORMER in the AMBRETTE FAMILY of DRYERS ... OPERAT-
ING in MANY PLANTS in the UNITED STATES and CANADA . . . THIS UNIT ADDED
to YOUR PRELIMINARY with 4 of our EFFICIENT SELF-CONTROLLED 16 TRUCK ROOMS

_ HANDLES A 24 HOUR DAILY CAPACITY of | AUTOMATIC SPREADER .
CUTS LONG GOODS DRYING TIME and SPACE to LESS THAN HALF . GIVES
BACK to YOU PART of YOUR BUILDING for OTHER PRODUCTIVE USES + « « IN-
STALLATION FLEXIBILITY to SUIT ANY BUILDING.

STRAIGHT
LINE

Semi-Finlsh Dryer
attached to front of
Prellminary Dryer.

FLOOR
ABOVE

Three Semi-Finlsh
Dryers connected by
Positive Automatic
Transter Mechanlim
to three Preliminary
Dryers on floor below.
Finish Drylng Rooms
adjacest Seml-Finish
Dryers, eliminating
slevater wse for
long goods trucks,

TO SUIT
YOUR
BUILDING

MACHINERY CORP.

156 SIXTH STREET, BROOKLYN 15, N.Y.,US.A.

|y ot T A e s ) SR A
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Our HIGH YACUUM 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

August, 1955

WITH

THE
PROPER

VACUUM

SPATENT PENDING

of other makes—has been most gratifying to us ..... CUSTO-
MERS' RECOGNITION that high vacuum gives a more complete
deaeration of dough before extrusion—creating a superior quality
product, better conditioned for drying—has put us in the LEADER-
SHIP in vacuumizing presses in the United States.

CREATIVE
ENGINEERING
for the
MACARONI
NOODLE
INDUSTRY

® Automatic Short Cut Press @ Automatic Combination Press for
“Quick Change'" Noodle Cutter ® Bologna Machine @
Automatic Long Goods Preliminary Dryer @

Automatic Press with Long Goods Spreader
Long and Short Goods @ Automatic Sheet Former @

Hydraulic Dry Long Goods Cutter @ Prossure Die Cleaner @
Automatic Self-Conirolled Long Goods Finish Drying Rooms @ Automatic Short Cut Preliminary Dryers @ Automatic
Complete Short Cut Finish Dryers @ Automatic Complete Noodle Finish Dryers @ Automatic Complete Bologna

Finish Dryers

____.,..______I

;i
|
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Costs —

(Continued from page 20

cost. While customary cost accounting .

routine cannot be expected to catch this
kind of thing, it is a source of cost that
must not escape your attenlion,

This is not the time to consider at
any great length the very broad prob-
lem of whether it is beiter lo market
through ones own salesmen or through
broker organizations, I is a situation,
however, that should have every com-
pany's atlention from time to time. For
example, if doing business through a
broker—collection expenses, accounting
expenses, customer relalion expenses
ghould be given full consideration, Per-
haps more important than the foregoing
is the time that management has to
spend on the sales end of the business.

General administrative expenses are
probably not a major problem to most
of you.” However, office expenses may
seem to mount and mount and mount.
Cost accounting applied to the office is
usually meant for large concerns with
larger personnel,

The fourth aspect of cost and ex-
penses is taxes, Taxes are as sure as
death, they say, but they can be kept
to a minimum with proper planning.
Here is a case where-you really need
your outside specialist, of course, There
are many arcas in income toxes where
savings canbe realized if the person
making uE the tax return is aware of
the possibilities open to him, How
many of you-took .advantage this year
of the'new procedure of the 1954 tax
act that permilled you to accrue vacg-
tion pay and other expenses that in the
past llmw: not been accruals? Well, if
you did, 1 am sorry for you because
they are going to amend the law retro-
active, so you're not going to get it.
How many of you are using the new
accelerated depreciation method today
wherein you use -the declining balance

of depreciation and pay for that plant? -

Make available o “yourseli some de-
preciation dollars 1o guy off the bank
or the fellow that holds the conditional
sales contract on that new press.

Are you getting your inventory at a
minimum in an area where your tax is
assessed on o particular doy? There
are all kinds of savings in that regard
which your tax consultant should give
considerable thought.

1'd like to talk a bit about budgeting.
The major refinements in cost account
ing 1 believe accrued in the 20’ and
40's—to be sure in the 40's and 50'
there have been further refinements,
but not like those in the 20's and 30's.
Prior 1o that, budgets were for the
housewife so she wouldn't overspend
her husband’s income and' for the gov-
ernment for somewhat the same reason.

Basically, the terms of budgeting is
cooperative control. Now at the very
core of cost reduction is budgetary
control. In the years immediately ahead
budgeting — intelligent, well-conceived
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budgeting—must be the cornerstone of
any really effective program of cost re-
duction and cost control, There are a
lot_of misconceived ideas about this
business of budgeting. Too often it is
handled on a hit and run basis. The
businessman gels all excited about it.
Maybe he talked to some competitor at
lunch. Perhaps he has relurned from a
convention: where he heard a convine-
ing 1alk on budgeting, and he decides
that budgeting is the order of the day.
Unfortunately he usually doesn’t ap-
precinte the job that is involved. lle
probably thinks thot if he calls on the
accountant al 9 o'clock in the morning,
he ought 1o have a budget set up by
noon, That is the wrong ap) |rom:l:: it
is not any good. You and I know that,
One of our jobs is to convince that
businessman that such an attitude is
not the right approach, as it is mot
budgeting.

Now everyone budgets to a certain
extent. What 1 am speaking of is an in.
tegrated budget for the entire operation
of the company. Sounds like quite an
order, doesn’t it? Yet budgeting is
noihinﬁr more than coordinated plan-
ning. You ask your sales manager what
he can eell, and for what and when, and
you ask your production man how he
can most economically produce the
products when they are nceded. You
ask the purchasing department, how in
the light of production requirements he
can get the required material. And you
ask the financial man how he is going
to finance it. This can be expressed in
terms of five budgets, The sales fore-
cast which must be done by the sales
manager, ‘The operating forecast that
must be done by the factory manager.
The inventory purchasing forecast
which - mist be done by the purchasing
manager. The profit and loss forecast
will have to be done by the accountant.
And the working capital forecast that
will have 1o be done by the financial
manager,

What are some of the advantages of
budgeting that companies have discov-
ered? It prevents wasle and regulates
the spending of money for a_definite
purpose and in accordance with appro-
priations established by the executives
of the business. It places definitely,
just where it belongs, responsibility for
each function of the business. It makes
for coordination; it compels all depast-
ments of business to cooperate in ob-
taining results fixed by the president.
It presents in cold figures the best
judgment of executives committed to
definite business objectives, thus guard:
ing against undue optimism which often
results in overexpansion. It acts as a
safety signal for management since it

indicates the variance between the esti- .

mates and the actual results obtained.
Thus it shows when lo proceed cauti-
ously as well as when manufacturing
and merchandising expansion may be
safely undertaken.

It is an automatic check on the judg-
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ment of the executives. It is the most
potent force in business for conserva-
tion of resources and to regulate the
spending of money within the confines
of income. It is invaluable to manage-
ment in determining the effect of sales,
production, financial policy. It compels
management to study its markels, prod-
ucts, methods. and services to show
them ways and means of strengthening
and enlarging the business. It compels
management to study and to plan the
most economical use of labor, material
and expense, It sets them a target to
shoot at and provides o gauge for meas-
uring the accuracy of the shot, It'is
the test of the ability of management to
make things happen from a well con-
sidered plan. It compels management to
fortify itself with adequate cost account-
ing and financial records.

Budgeling is a real chore, but you
should hearken to the signs of the times.
In my experience, I've never seen a
system of budgeting once started on a
proper basis abandoned. And eve
year I've seen more of my clients, small,
medium and large, adopting formal bud-
geting procedure.

Baird, you may say, you are very
convincing, but I am a production man
or | am a salesman. 1 have an account-
ant, but I doubt if he has had time to
keep up with all these budgets you've
been speaking about. But even if he
has, he hasn't the time to install all this
fancy stuff you've advocated. And
when he does produce all this account-
ing information whereof you speak,
when am [ going to have a chance to
look at it? If you get the right kind of
information, you can upens more of
your time taking heed of the trouble
spots disclosed by this information and
less of your time in trying to find out
about things that are going all right in
the first place. You will even have more
time to spend thinking, and that kind of
time will probably bring you more than
anything else. Time to think of where
you are going, how you can take ad-
vantage of the opportunities that you've
been told are available.

Now, how are you going to get the
information in the first place? It may
well be_ that you'll need professional
assistance. Management engineers and
registered public accounts stand ready
to help you in your cost control and
budgeting problems. First of all, these
professionals are qualified by training
and broad experience to bring to your
problem & vast knowledge. ondly,
and equally important from the stand-
ﬁoint of physical operating technique,

e can spend full time and devote his
entire energies to your problem. This
ofttimes is a litile hard for an organiza-
tion to swallow.

Let me give you an example of what
your independent consultant can do for
you. We prevailed upon a large eastern
client—their sales are several million
dollars a year—that we thought we
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And Huron's gum gluten makes sure he gets it that way

lighter color, greater elasticity, and minimum
droppage on racks.

What's more, Huron's gum gluten gives you
a guaranteed minimum of 75% protein on a
moisture-free basis, Write for gum pluten same
ple and technical data. (WEL

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

Huron's new drying method results in more
“yital” gum gluten — which in turn means

MILLING COMPANY

® PARK PLACE, NEW YORK 7, NEW YORK

THE
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could do them some good. We'd heen
auditing for many years and could see
areas where we thought that we could
do some good in their accounting or-
ﬁunlmlion. Fnally the president said,
0.K.—go ahead—spend 83 or $4,000
looking over our organization.”

Since we made that first review, we
found so much polential savings that
the president said, “You stay here until
your fees are more than you can appar-
ently save”” In other words, you just
keep going as long as you can find ways
and means of saving money for us, It
took us four years with five men in that
organization to keep that assignment.

I'd like to close this talk‘with a brief
case study of what one company did
with eflective cost control. This com-
vany has been run by what is now go-
ng into the third generation. But in
the second generation, one man oper-
ated in 1914 until he finally gave it
over to his son last year, &/hen we
were first called in there to make an
audit of the books about 1954, I had
several discussions with the old gentle-
man. 1 said, “Your accounting depart-
ment stinks, I think you've got very
oor records; they do not give you any
ind of management information.”

He said, “Wally, I've been running
this business for 30 years. I don’t un-
derstand  accounting. 1 only went
through the fourth grade, and I don't
want any of your accounting informa-
tion.” The company has been vcrr suc-
cessful, indeed. It has made a lot of
money,

Last year he turned the management
over to his son. The son has a college
education in Business Administration.
He came in there and said, “Let’s see
the budget.” No budget, “Let me see a
department’s financial stalement,” “We
don’t make up financial statements by
departments, Here is our profit and
loss statement for the whole company.”
“Well, what is it for this quarter?”
“We don't make it up by quarters; we
only make it up once a year."

This kid was preity upset, He had all
his training in school and wanted to see
if it worked. So he had a couple of
I;eopl: from the accounting staff, and

e said, “Now you go down to Dept. A
and see what you can find." They went
down to Dept. A and they found Dept.
A had no kind of cost data. They de-
veloped some cost data and they found
that five salesmen were nol carrying
their own weight., Those five salesmen
are now off the payroll. They're not
only saving their salaries, but they're
saving the loss the company incurred
on the merchandise they sold at a loss,
regardless of their salary,

We went over to Dept, B, He said,
“How are you going to decide when
you're going to ship me merchandise
from Dept. C that I'm going to-manu-
facture in the next product?” “Well,
we'll send it to you as it comes off the
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production line.”” “But it is in various
grodes and qualities. How do I know
that next week I'm poing to receive
from you X pounds of quality B. 1 may
need quality A next week, or I may
need quality C.” “Well, you'll just
have to take what comes along.” etc.
. So now we have developed a series of
statistical information so that Dept. C
knows in advance what its going to get
from Dept. B, If they need another
kind of material to work with, they can
o out into the market and get it
hey're in a position now where they
havent been in the past—of keeping
their customers happy.

I think it is safe 1o say for that com-
pany that the future is not only going
to continue the very successful experi-
ence they've had in the past, but with
these new cost data they are going far,
far ohead.

I want to leave you with just this
thought. 1f your geal is increased
q}raﬁtu. you've got two alternatives:

ou've got to increase your volume
without increasing your expenses in the
same proportion or you've go! to de-
crease your expenses without the same
decrease in sales, Or preferrably do
both. Truly the opportunities are un-
limited, but you've got to know your
costs,

La Rosa Announces Ad Plans

V. La Rosa & Sons, Inc. announce
their plans for deep-penetraiion selling
of the Boston area, Starting July 17th,
the La Rosa line-up will include spon.
sorship of the top-rated TV family ad-
venture “Waterfront”, starring Preston
Foster, on Channel 7, WNAC-EFV (Bos-
ton), Sundays at 7:00 PM. In addition,
special La Rosa announcements will ap-
pear every week on WNAC.TV, as well
as Boston newspaper and magazine ads.
Starting July 10th, La Rosa will begin
a maximum saturation radio schedule of
70 announcements each week on WNAC,

Mr, Vincent S. La Rosa, Vice Presi-
dent in charge of Advertising, noted
that Boston plans are a natural follow-
up of La Rosa's sponsorship of “Water-
front” in New York and Philadelphia,
“And”, says Mr. La Rosa, “ths peak-
rated time of 7 P.M. Sundays in Boston
will pguarantee the greatest possible
family listening audience”,

Mr. La Rosa also pointed out that
this advertising schedule would be used
to introduce various new La Rosa
canned and prepared products, as well
as for Ln Rosa macaroni, spaghelti and
egg noodles.

Faber Anniversary

George and Naomi Faber celebrated
their thirty-third wedding anniversary
on June 22, On that day King Midns
Flour Mills was host to the ladies of
,the Macaroni Convention at a reception
and luncheon. Mr. Faber represents
King Midas in Chicago.
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Pillsbury Sells
Globe Al Macaroni

Sale of its Los Angeles macaroni
plant to two Los Angeles food men was
announced in mid-June by Pillsbury
Mills. William Kuehn, head of Food
Associates, Inc., and Robert William,
Erﬁident of the macaroni company that
ears his name, have together pur.
chased the plant located at 8985 Venice
Boulevard from Pillsbury for an undis-
closed sum. J. L. Beatty, Pillsbury vice-
president from Minneapolis, represented
the seller, The new company will oper-
ate under the name “A-1 Foods, Inc.”

Terms of the agreement include a li-
censing plan under which Kuehn and
William will continue the use of the
Pillsbury-owned “Globe A1” label and
brand on macaroni products. They an-
nounced that operations at the plant,
one of the best equipped on the west
coast, will continue “without interrup-
tion" and all of the approximately 50
emrlo'yes will be continued on the pay-
roll of the new owners. The transaction
becomes effective July 1.

The macaroni plant was originally
the property of the Globe Grain and
Milling Company of Los Angeles and
was included in the transaction when
Pillsbury Mills acquired all the assels
of Globe in 1940. It has been operated
by Pillsbury since that date, and con-
siderable new equipment was installed
in '1951. The macaroni and spaghetti
products have always been marketed
under the Globe Al label. Globe Al
Family Flour and Globe Al Pancoke
Mix will continue to be manufactured
and distributed by Pillsbury,

Faber Alumni President

George L. Faber, manager of the Chi-
cago office of the King Midas Flour
Mﬁlu, has been elected to the national
board of the Minnesota Alumni Assn,
Mr. Faber's term starts July 1, 1955,
and expires June 30, 1958, He las
served as president of the Chicago
chapter of the association from 1952-
1954, and currently is a member of the
board of directors of the Chicngo
group.

Mr, and Mrs. George Faber
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HwSﬁmEnﬁchmn Gives Your Macaroni

A SALES ALK

Easily and Iy. o

e

macaroni

ethod
E"mx??-‘;.";h. original food

:‘:rlchmonl tablel

o

an overwhelming majority of today's shoppers
asx-:J lg?rition conscious thit enriched foods just natura].l'y
gell better, And that’s as true in macaroni products as it
is in bread, milk and other foods. Customers know enrich-
ment means better health . . . alert manufacturers know
it means better business.

And this profitable sales plus can be added to your
macaroni products at nominal cost _through Sterwin’s
Enrichment Service. For Sterwin, originators of standard

enrichment agents for both batch and continuous; process
macaroni production, are long-experienced specinlists in
easy, accurate and economical enrichment.

s maca- . -
Enrich m';.l‘n:t:cul:\nr‘:: originel Sterwin Enrichment provides a strong selling point well
perl w“nu: enrichment mix- worth stressing in your advertising and on your package.
‘m::nd usethe Sterwin Feeder. You'll be agreeably surprised at its low cost.
ture

Sew your Sterwin Technically Trainad Repretantalive or
write dirsct for prices and defalls, No ebligation of course.

£/, -]
Subsldicry of Sterling Drug Inc.
1430 BROADWAY, NEW YORK 18, N. Y.

PIONEERS IN MACARONI PRODUCTS ENRICHMENT
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COMPARE tHesE prOVEN t

ECONOMY FEATURES IN THIS

BUHLER i
CONTINUOUS SHORT GOODS DRYENIE i8r)
Type TTM

In successful operation for the past six years, deliv-

ering these advantages:

— Great space saving through compact, efficient
design (note dimensions below).

— Continuous automaltic operation.

— Absence of any frames, wire netting or transport
cars — no screens to repair or replace.

— Uniform drying with path-controlled air flow.

— Integral alr and humidity controls assure drying
independent of exierior atmospheric conditions.

— Hygienlc operating conditions. Easy accessibility
for cleaning.

— Improved cppearance and texture of goods.

AROUND THE TABLE: Yincent DeDomanico, Ed DaRocco, Mrs. Spadafora, Fred Spadafora, Horace P, Glola, Mrs. LaRosa, Peter LaRosa, Charles
Rossotti, Bob Willlam, Mes, Overholtzer, Mrs. Skinner, Lloyd Skinner, Mrs. DeDomenico.

AT THE ROSSOTTI BUFFET

509"
; i EOTAN (AL ao'.ln'} FOR CAPACITIES UP TO 1400 L8S./HOUR

HERE was plenty of fun and festivi- SIZE 10 na”

ties al the 51st Annual Meeting of

the National Macaroni Manufacturers
Association.

The traditional event opening the so-
ciol schedule is the Rossoiti Spaghetti
Buffer. At Del Coronado this famous
aflair reached a new high with as sump-
tuons a spread as has ever graced a
table. Ntalian delucies from antipasto to
the spaghenti ala Compte were in beau-
tiful array. Host Charles Rossotti and
his competent compatriot on the West
Coast, Joe Personeni, held forth in gra-
cious hospitality,

Following the fabulous feast, dancing
was the order of the evening.

There was something doing at virtu-
ally every meal starting with registra-
tion at the opening breakfast until the
climax on the final evening ot the As-
sociation Dinner Party.

To start the second day breakfast
was served by the Durum Millers to the
“Early Birds", Lucky ticket holders re-
ceived door prizes including a lovely
case of cards, suitable in a double pur-
wse as a compacl, won by Esther King,

Ir. Donna’s doughter from Berwyn,
Hlinois.  Don MeCauley of Codie-kay
was the lucky man winning a heautiful
sport shirt,

A trip to the San Diego Zoo, a
luncheon at poolside, and a sight-see.
ing boat trip around Sun Diego harbor
were other events that found favor,

There wus duncing every evening on
the Ocean Terruce and the San Diego
Chamber of Commerce did  yeoman
service in keeping lemperatures in o
cool range.

The day before the Convention offi-

SEE DETAIL ChiR AT
RYING CONVEYORS L |STRIBUTO
g P Tt Tt e et st el sl e B P 15 T o a Ll AT AR, ¢ — —
4“ O
3 AL : N
X WX kL
" o)
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THE FESTIVE BOARD presided at by Albert Ravarino, Charles Rossott, Chef Compte,
and Joe Perioneni,

1860

Since

BUHLER BROTHERS, INC. (U.5.A.) i

7021 STATL HIGHWAY ! FORT LHE NEW JERSEY i #

BUHLER BROTHERS (CANADA) Ltd.

. 24 KING STREET wEST - TORONIO (.}NM‘RIO

cially opened a group of sight-seers ook COMING DOWN THE LINE: Bill Arana, Catherine Arena, Mrs. Louls Roncace, Mrs
a tour of Tijuanu to see a bit of old David Wilion, Esther Les King, Mrs. Cantella, Antheny Cantella, Mary Donna King, Joha
Mexico, Amato and M. J. Donna over John Amato's shoulder,

L5t b et dpd a0 3
Fras . R T
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DEEP COLOR EGG YOLK

DISTRIBUTED N,

MA1. ORDAC

PHILADELPHIA

Phone: Garfleld 5-1700 American & Berks Sts.

FRANK LAZZARO DRYING MACHINES

9101-09 THIRD AVENUE . UNION 7-0597 . NORTH BERGEN, N. J.

Dryers for
GRATED CHEESE
LONG PASTE - SHORT PASTE
and
CAVATELLI

A DRYER FOR EVERYONE REGARDLESS OF SIZE

A Complete Line of
REBUILT FULLY GUARANTEED
VERTICAL HYDRAULIC PRESSES
KNEADERS - MIXERS
DOUGH BREAKS
Efe.
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AROUND THE TABLE: Joe Marlino, 1. J. Brodell, R, P. Ball, Guido
Merlino, John Madonna, Frank Catferata, George Paclini, Ennls
Whitley, Lae Merry.

AROUND THE TABLE: John Amato, Edward Minnl, Angelo Guldo,
Theodore Schmidt, Mrs. Schmidi, Anthony Pasquale, John Caste.

AROUND THE TABLE: Michas! Viviano, John A. Viviano, Mrs,
Viviano, Charles Chinskl, John E. Viviano, Mrs. Kus, Mrs. Chinskl,
Cliff Kut
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ABOVE: Evans Thomas, Bill Hoskins, Aljean Thomas, Mrs, Thomas.
Rear: Ralph Sarli, Mrs, Sarli, Mes, Yagnine, Paskey DeDomanico, Peler

Vagnine, Jr.

AROUND THE TABLE: Harry Bailey, Mrs, Bailay, Louls Vagnino,
Stephan Yagnino, Thomas Vagnine, Mrs. L. S. Vagnino, Mrs. T. A,

Cuneo, Tom Cuneo,

AROUND THE TABLE: Bobby Arena, Mri. Sam Arena, Mrs. Bill
Arena, Bill Arena, Sam Arena, Catherine Arena, Mrs. Roncace, Louis

Roncace.
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LEFT TO RIGHT: Bill Canepa, Jim Winston, Angelina Santoro,

Mrs. Sanloro, Joe Santoro.

LEFT TO RIGHT: Mrs. Scarpelli, Mrs. Reining, Jack Reining, Ernest
Scarpelli,

LEFT TO RIGHT: Conrad Ambrette, Julio DiDonate, A, Borelli,

Joe Personeni, Pierce Whaatley.

AROUND THE TABLE: Mrs, V. P. LaRosa, Eleanor LaR Made-
Ii.n. LaRosa, Vincent F, LaRosa, Mrs. Y. F. LoReu.mlqn.-lizlllll?-F.l;':-
citel, Josephine LaRosa, Vincent P, LaRosa.

AROUND THE TABLE: Albert Ravarino, Mrs.
Geddes Stanway, Mrs, Hluri:;. L i

AT THE PIZZA PARTY. Left fo right: Mr. Rey Waentual
Schmidt, Henry Rowsl, Theodore Schmi[dgl. AR S s
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CONSOLIDATED
PRESSES
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THE BALOMATl SERIES
REDUCE OPERATING COSTS

e Eliminate expensive handling of bulky waste

® Save valuable floor space
e Lower waste disposal costs with fewer pickups

S, CARTONS andOTHER WASTE PAPER, in a modern high speed
and lower operating costs are assured.

By baling SEMOLINA BAG

baling press, maximum plant efficiency is realized
Successful operation in all types of manufacturingplants has proved the
MAT the outstanding machine for low-cost handlingof waste materials.

CONSOLIDATED BAL-O-

WRITE FOR FULL DETAILS AND CATALOG

CONSOLIDATED BAILING MACHINE COMPANY

'i
i Sales Division of

4 N. J. Cavagnaro & Sons Machine Corp.

! 400-408 Third Avenue

Brooklyn 15, New York

i ——
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Braibanti.. ...

Bentley's Code Used MILANO—Via Borgogna |, (ltaly)

THE NEW SUPER MACRON PRESS

WITH THE NEW MOTORIZED

DIEHOLDER

FOR QUICK CHANGE OF DIES

Dett. Ingg, M., G.

Disholder In Closed Position Disholder in Open Position
Equipped with the Braibanti Vacuum System!

Send your inquiries to: .
Eastern Zone: Lehara Corporation, |6 East 42nd St., New York 17, N.Y.
Western Zone: Permasco Division of Winter, Wolff Co., Inc.,
1206 S. Maple Avenue, Los Angeles |5, Calif.
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g Braibanti.. ..

Bentley's Code Used. MILANO—VYia Borgogna 1, [ltaly)

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

Dott. Ingg. M. G.
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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 speed 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:

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

Western Zone: PERMASCO, Division of Winter, Wolff & Co., Inc.
1206 S. Maple Ave,, Los Angeles 15, California
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Opportunities —

(Continued from poge 12) .
of 87,000 per worker. They raised this
to $12,000 in 1952, at the same time
that they cut payroll from 47% of
sales to 365 of sales. In the electrical
products industry, chemicals, drugs, and
a lot of others, half or more of the sales
this year will be based on products that
were unknown five or ten years ago. °

What does this mean? One thing.
In the words of a great salesman, Red
Motley, “When you're green, you're
growing; when you're ripe, you rot".

How do you stay green? How do you
grow? I will give the formula in Iusl
three words, “Modernize Your Man-
agement'’’,

The American Institute of Manage-
ment devotes its time and energy to a
study of those things that represent the
best in business management. Some of
their comments are very well put:

“, s . it becomes obvious that the
new managerial methods, and the new
:’ypﬂ of managerial personnel intro.

uced into corporations by the finest
mannﬁemems in the land, present the
immediate yardstick whereby all other
managements can be judged.

*, s the evaluation process must be
comparitive. No matter how well-re.
garded the company we start with, we
must’ inquire into exactlly what this
management has done in solving the
ordinary and extraordinary problems
which it has faced and, once this is
done, to compare it with the manage-
ment of its competitors, both great and
small, In this way it Lecomes clear, in
the early stages of our analysis, whe-
ther the best known company in an in-
dustry is actually the best managed or
is simplﬁ being carried forward, with
measurable slowing down, on the mo-
mentum of its past performance.”

Here are ten areas the Institute ex-
amines and their percentage values:

Economic Function .. . 4
Corporate Structure .. . 5
Health of Earnings Gr e . 6
Fairness to Stockholders ...... L |
Research & Development .. 25Ty
Board of Directors ........ . 9
Fiscal Policies .........coovevervsemsesenmsenne 1
Production Efficiency ......coocouervevuecees 13
Sales Vigor 14
Executive Evaluation ... 24

Tolalls it sy 100

Whether your business is a corpora.
tiun, a partnership or a pro :riclnrshil\.
there should be some food }or thought
in these ten areas of management, and
the ratings assigned to them.

Just so you will not feel too discour-
aged, a raling of 75% is not just the
passing grade—it is “excellent”.

There are many ways of rating a
company. Business text books and such
magazines as Dun's Review and Mod.
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ern Indusiry, Business Week, For-
tune, etc, describe them periodically.

The American Management Association, -

the Research Corporation of America,
the Association of Consulting Engi-
neers, are only a few of the organiza-
tions continuously working in this field.

For a quick check on vour operations,
you might apnly the 7 M Test:
—Money—sufficient operating canital?
—Management—sound leadership? effi-

cient methods? s
—Merchandise—a saleable nroduct?
—Men—a cooperative workforce?
—Market—good dintribution?
—Machinery——adequate facilities?
—Margin—a normal or better profit?

In the long run, every company and
its nroducts, rises or falls in accordance
with the verdict of the customers and
the market place. But the prudent
manager anticipates this judgement by
a conlinuous study and improvement of
his company's plans. nolicies, proced.
ures and products. He believes in Mod-
ern Management,

The records of American business
show that today, as never before, there
is a premium on good business inanage.
ment. Management is the factor that
enables some firms to survive while
others sink, Mismanagement is the
most frequent cause of business failures.

Modern management is never a lux.
ury, reserved for a privileged few,

Modern management is never an ex-
pense if it gets results,

Modern management is something to
discuss with your banker, your CPA,
and your lawyer. If they feel it might
help you, they might recommend a
management consultanl—a business doc-
lor—to come in and give you a good
checl-up and then oulline a course of
action for you.

What would this check-up cover?
What is good, modern management?
Five things: organization, delegation,
planning, execution, and review.

How do you modernize your man.
agement, if you want to do it yourself?

Organize—divide up the various areas
of business activity such as sales, pro.
duction, promotion, finances, personnel.
and get a top man 1o head each divis +
—oOr as many lop men as you can use.

Delegate—give each of these men the
authority he needs to do his part of
the job, making him accountable to
you for results, not details,

Plan—sit down around the table with
your lop men, and work out a plan that
will cover your business goals and the
way you hope to rcach them,

Execute—blow the whistle and start
the gang working.

Review—constantly check on results,
and analyze any new features that may
develop.

These are the basic essentials of
modern management, and 1 have seen
them successfully ‘at work in small firms
employing as few as thirty people.

Of course there is more to manage-
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ment than these brief comments—people
write new books on the subject ever
day, But these are the tools to wo
with, particularly as you prepaie for
the future,

Right now, three thousand miles east
of us, at White Sulphur Springs, West
Virginia, the Grocery Manufacturers of
America are having their convention.
The theme of their meeting— *“The Gro-
cery Business in 1960",

Those men are discussing the chang-
ing problems of the present 1o prepare
themselves for the even greater clanges
that the future always brings. They are
going to be able to take advantaye of
opportunity at the same time that they
will avoid being too surprised by any
unexpected developments,

Some time ago, Bob Green sent out
one of his usug! newsletters, and along
with it came an extra sheet. It was
called “The Challenge of Charge”, and
dealt with subjects discusseil at the
Spring meeling of the Superraarket In-
stitute, I like that title because it scems
to put change in the right perspective
so that instead of being something to
fear, it becomes something to adjust
to, and that can be adjusted to, so long
as we are prepared.

As we know, change brings opporiun-
ity to some and disaster to others,

I want to state that we face a future
filled with opportunities unlimited in
every industry, and particularly in
yours, because you have the human
appetite working for you three times
a day.

But there is a door between you and
the rich, unlimited opportunities of the
future, There is a key to this door—
a key that each of you is free to use
or not to use, as you decide.

That key is called MODERN MAN-
AGEMENT.

Bob Green and Vincent P, LaRosa show
" he langths one can go to publiche lpub-“ﬂl.

A ting ¢ que end
uv.l':::cal?ll .f;-",lm page of the San Diego
Tribune,
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GREETINGS

WE WISH TO THANK all our friends in the Macaroni Industry

for making possible our continued success.

Your continued demand for No. 5 color yolks has urged us on

to further expand our production facilities.

We close this season with a record pack of No. 5 color yolks;

which helps make possible the greater sale of your product,

year after year after year.

Your Success Is Our Success.

BALLAS EGG PRODUCTS COMPANY, INC.

NEW YORK, N. Y.
Worth 40114
Max Ballas

ZANESYILLE, OHIO
2-3478
Y. J. Benincasa
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HERE is @ box score of National Macaroni Institute publicity results for the
furst 100 days of 1955:

Mediu Breaks Circulation
Nat iun;ll Mugnzines 22 60,[)00.000
Syndicates 20 229,000,000
Sunday Supplements 5 217,100,000
General Newspaper Mailings 6 144,000,000
Farm and Negro Newspapers 2 2,250,000
TV Homemaker Programs 2 25,000,000
Radio Homemoker Programs 7 664,000,000

Two editions of the Ladies Home
Journal, January and February, fea-
tured full-color photographs and recipes
for noodle dishes. Each issue goes to

{ a total circulation of 4,876,551, One
ke tzcipe was for green and white noodles

with red clam sauce; the other was
! for Swedish meat balls with buttered
noodles,

Woman's Home Companion, one of

1 the top women's magazines, used two
| !)Ig color nﬁreads in January and March
issues, highlighting macaroni products
‘ with tomato and meat sauce, Circula-
! tion of each issue: 4,162,500,
Two issues of Family Circle spot-
- W lighted macaroni and noodles in “one
1 dish" meals spreads in two issues of

i this store-distributed book. This mag-
i azine hits 4,000,000 families with each

f issue,

Two more store:hook breaks to a
total circulation of 4,500,000 appeared
1 in Better Living for January and March.
Two recipes and one large full-color
photograph of macaroni and wieners ap-
|l€ul'!c(| in these slories on “quicky"”
meals,

Good Nousekeeping in February and

March issues gave good play 1o a Lenten

I combination with tuna and eggs and
another for barbecued kabobs. Thesc
two breaks reached a total circulation
of 6,885,586.

January, February and March issues
of Everywoman's told the macaroni
story in a powerful manner. The three
issues going to a total circulation of
4,884,000 carried a total of 8 recipes
and 4 big full-color photos.

McCall's used four recipes for spag-
hetli, egg noodles, and lasaena with
sausages, seafood, and chicken in the

Januory issue which was read by a
circulation of 4,528,181,

A huge full-color pliviagroph and
recipe for veal roll-ups was presented
to a circulation of 4,044,000 in the
January issue of Beiter lomes und
Gardens.

.

Redbook, popular consumer maga:
zine, lcalur:rrﬁ full-color photographs
and recipes for budget dinners to serve
a large crowd, reaching 2,048,000

In a story headed “Macaroni and
Chicese,” [Western Family magazine,
with a circulation of 1,104,000, used 6
recipes and 3 photographs in the March
issue,

House and Carden, January issue,
displayed 6 recipes for a variely of
macaroni producis in a “‘cheese cook:
book™ article,

A total of 6,000,000 circulation was
reached with the macaroni slory in
five specialized market medin. These
were covered by Tan, in the Negro mar-
ket; Household, in the home service
markel; and Canadian National Maga-
zine, which is a railway publication.

Better Farming, which of course hits
the farm and rural groups, featured
six pages of color photos and recipes,
Seventeen, the teen-nge magazine, gave
recipes for savory sauces to be used
with macaroni products.

We now move to another medium
, + « national syndicates, Food column.
ista for these syndicates used recipes
and pholos 1o reach a combined circula-
tion of 229,000,000,

In three breaks during the 100-day
period, Associated Press reached a tolal
circulation of 84 million with recipes
and photographs for Old-Fashioned
Macaroni and Cheese, Tuna and Spag-
hetti Casserole, and Macaroni and
Cheese with Bacon,

The Newspaper Enterprise Associa-
tion gave us four separate slories by
two of its food columnists which fea-
tured macaroni with tuna and other
Lenten items. Total circulation . . .
52,000,000,

King Features, Bell Syndicate and
the Chicago Tribune Syndicate, gave us
a total of cight breaks and reached a
total circulation of 38,000,000, Souffles,
casseroles and a variety of other dishes
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THE HUNDRED DAYS

Report on National Macaronl Institute Activities
by Theodore R. Sills, Public Relations Counsel,
at the 57st N.M.M.A. Annual Meeting

THEODORE R. SILLS

with macaroni products were treated in
these articles and pholographs.

General Features used two articles
by its food columnists, one aimed at
the women's pages and the other by
General's Frank Kohler, which is di-
rected at male cooking enthusiasts.
These two stories reached a total cir-
culation of 8,000,000, The big wire
service syndicate, United Press, brought
in a 1all stack of clippings on an article
giving the correct manner in which to
cook macaroni. UP goes to a 45,000,000
circulation.

Zola Vincent's Jood column, which
oes 1o dailies up and down the West
oast with a 1o01al circulation of 1,000,
000, combined macaroni products with
fish for Lenten treats. llurnl newspa-
pers, with o combined circulation of
1,000,000, were covered with recipes
and photos by the National Weekly
Newspaper Service.

A total of four big Sunday supple-
ments gave us five breaks which hit a
combined circulation of 27,100,000,
They- were: American Weekly (twice),
This Week. Parade and Rural Gravure.

Each issue of American Weekly op-
pears in 29 metropolitan daoilies with a
tatal circulation of 9,500,000, This sup-
plement used four recipes ard a photo
of spaghelli with marinara sauce in lwo
separale issues, This Week, circulation
1,250,000, used Spaghetti with Chicken
Livers in a casual party story by its
food editor, lsabel McGovern, whose
material is syndicated in other papers,
A Decp Sea Casserole with Egg Noodles
recipe and photo was carried by Parade,
which goes to 47 metropolitan dailies
with a lotal circulation of 6,350,000,
Country lowns are covered by Rural
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Gravure with a total circulation of 500,
000.

Six general mailings of recipes and
hotographs to newspaper [ood editors
rom coast to coast covered a combined

circulation of 141,000,000, Special
mailings to Negro newspapers and farm
publications resulted in clippings which
reached a total circulation of 2,250,000

Six radio scripts and 1wo television
scripts with special matte-finish photos
received wide coverage during the first
100 'days, using macaroni products in
a variety of dishes, The TV releases
went to an estimated oudience of 25,
000,000, while the radio scripts reached
spproximalely 614,000,000, The gro-
cers, related item producers and others
read about macaroni products and pro-
motional aclivities in the trade maga-
zines,

Tie-ins with related item foods gar-
nered a flock of clippings in which

macaroni producls were utilized in re.
cipes an g:hotas. These included:
Norwegian Sardines, Paper Cup and

Container [nstitute, Fisheries Council
of America, Reynolds Aluminum. Tay-
lor Wine Co., Swift & Co., Starla:, and
Maine Sardines.

This should indicate very clearly that
day afier day, week after weck, month

after month, during these 100 days,
your macaroni publicity program has
been hitting Mrs. Consumer with mil-
lions of impressions through recipes,
photos and stories.
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A total combined circulation reached
for the year of more than 3 billion or
3,008,350,000 10 be exact.

On the MACARONI and CANNED
MEAT drive, we have in the past len
weeks distributed all of the point-of-sale
material that was printed, On your col-
orful 177 x 22" poster, a total of 208,
000 were distributed. 18,000 of the
“Beat the Heat” brochures have been
used up and 5,000 of the drop-in ad
mals were sent oul.

Every major meat packer in the coun-
try and a number of smaller ones as
well are actively cooperating on “Muca-
roni and Canned Meats for Ensy Sum-
mer Serving”. Such big ones us Swifl,
Hormel, Armour, Libby, Wilson and
Oscar Mayer are providing us with
footpower on this summer sales drive.

Here is the latest Macaroni and
Canned Meat publicity round-up:

NEA — Caynor Maddox, picture and
recipe on May 18, two recipes on June 4,
NEA — Derothy Maddox, picture and
recipe on May 27.

General Features — Frank Kohler, two
recipes.

King Features — dlice Denhof], three
recipes,

King Features—Alice Denhoff, three
recipes,

King Features — Joan O'Sullivan, mod-
el shot with recipe.

Pacific Coast Dailies — Zola Vincent,
picture and recipe.

Bell Syndicate, picture and recipe.

Now . . . a boxscore for the entire year, June 1954 to June 1955 . . .

Medium

National Magazines
Syndicates =
Supplements

General News Mailing
Farm Publications

Negro Newspapers

Labor Newspapers

TV Homemaker Programs
Dise Jockeys

Radio Homemaker Programs

Creamattes and Spam fle-up,

Breaks Circulation
55 146,500,000
42 414,500,000

5 35,350,000
20 480,000,000
2 1,500,000
3 4,500,000
1 1,000,000
(1] 150,000,000
1 75,000,000
20 1,700,000,000

NEA Feature Service, recipe for Oul-
door Living supplement,

Three pictures, each um-muruniutl by
two recipes, are heing released through-
out the country during six weeks of
the promotion, for pencral newspuper
mailings. A TV mailing has just been
relensed and the first of four radio
scripts has just been released lo home-
making programs throughout the coun-
try.
In June, macaroni recipes, mostly
with color photos appeared in: Ladics
Home Journal, American Home, Every-
woman's, Better Living, IWoman’s Home
Companion, Our World, Secrels and
Woman's Day. American Iome had
color photo and recipe, Everywoman's
had a recipe and Secrets had photo with
recipe. In July True Confessions ure
using our color photo taken especially
for them, with recipe.

In the trade press, grocers have been
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Skinner ditplay with canned meais.

alerted to our promotion through pic-
wre and story. California Grocers Ad-
vocale used u good cover picture in
their June issue. Other trades include:
Supermarket News, Pacific Coast _Ru--
view, Crocer Graphic and American
Grocer.

IN THINGS TO COME, we have al-
ready scheduled two big hreaks for our
Fall campaign, National Macaroni
Week, Octaber 20 to 29,

Family Circle mugazine has told us
that they are planning on a story on
macaroni shapes for the Fall period,

Cecily Brownstone, AP columnist,
with o 28,000,000 circulation, is using
a macaroni ond cheese casserole in
kickoff in advance of the Week.

Other national magozines were con-
tacted some time ago and photos are
already being tuken for placement with
these magazines. .

As for Lent, 1956, we are working
toward an even greater promotional per-
jod thun the very successful Lent 1955.
Plans for the Lenten period are now
heing solidified and a part of the pro-
gram will inchule cooperation with re-
lated items such as our last macaroni-
tuna tie-in,
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“One Shift” Automatic Short Cut Dryi %
_ i W Long Goods Stick Remover and Cutter

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

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

. e The three blades are adjustable and any one or two of the three can be removed.
Repeating typs finlsh dryer showing slechronic control panel board, taken @t plant of U. S. Macaronl Co., Spakans, Wath, ® The blades are adjustable to cut product in length range from nine to ten inches.

CLERMONT'S AUTOMATIC SHORT CUT DRYER OF REPEATING TYPE was designed 4o e Equipped with conveyor with capacity to hold 52 sticks of product, the average number of sticks

meet the needs of medium-sized and smaller macaroni manufacturers confronted with the prob- contained on. = sp?ghet-h iru'cl(. 3 . .
lem of enlarging their short-cut production to meet their increased demands meanwhile main- e If operated in conjunction with an automatic long goods dryer the operation is continuous.

taining their one shift operations and without enlargement of existing quarters. e Operator can accomplish adjustments. No special mechanical skill required.

The dryer consists of two units: a preliminary dryer and a finish dryer of repeating type. It can
be had in capacities ranging from 8,000 to 12,000 pounds per day.

Please consult us for full information,

266-276 266-276

Wallabout Street ; Wallabout Street
Brooklyn &, Brooklyn &, IlZ- .
New York, N.Y., ! New York, N. Y., 1220. e {0/)2/&({/!1/ A_ffi:__-
e i — J -

U.S. A, U.S. A,




Nutritional Values

OU will recall that at our last meet-

ing at Miami Beach, the matter
of nutritional values of macaroni prod-
ucts was taken up for discussion. It
wus brought out at that time, that differ-
ent nutritional experts, in their publi-
cations, had ascribed nutritional values
to macaroni products which show a
variance, 1 have reference here to well-
known publications, such as *Food
Values in Shares and Weights” by Clara
Taylor, 1954; “Nutritional Data” by
H. J. Heinz Co., 1949; “Nutrition and
Physical Fitness” by L. Jean Bogert,
1949; and Bowes and Church, “Food
Values of Portions Commonly Used",
1946, Lastly, but of extreme importance
to us, is the U, S, Departmes! of Agri-
culture Handbook #8 publiched in
1950, In reviewing the various 1ables,
we find that the U.S, Handbook, which
is of very high repute, gives values for
cooked macaroni products which ave
different from the values shown in other
dictary tables, To be more specific,
this handbook gives' a value of 149
calories for a cooked portion consisting’
of 100 grams, or 3.6 ounces. The other
mentioned publications give a lower
value, varying anywhere ?rom 100 cal-
ories to 108 calories for an equivalent
amount of cooked macaroni, The need
was therefore quite evident for an at.
tempt 1o correct the discrepancy in food
values given to cooked macaroni prod-
ucts and revise the figures in accord-
ance with the actual values,

With the permission of the Board of
Directors and the active support of
Presidemt La Rosa and the gtnndards
Committee, my office undertook the
task of presenting pertinent dota to
Dr. Bernice K, Walt, Nutrition Analyst
of the Bureau of Home Economics and
Nutrition, and also senior outhor of
the U, S, Handbook #8. 1 visited with
Dr. Watt on several occusions, and
in each instance, [ presented 10 her
aclual data both on uncooked and
cooked macaroni products, The an.
ulyses were based on cooking macaroni
products in accordance with a standard
cooking dprocedure acceplable to the
Food and Drug Administration, This
cooking procedure was adopted as a
result of an investigation made into
home methods of cocking macaroni
products, both by our Association and
the Food and Drug Administration in
1915, Fortunately, we were able to
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REPORT OF THE DIRECTOR OF RESEARCH

On Nufritive Values, Egg Sollds Determination, and Law
Enforcement Activity by James J. Winston

at 51st N.M.M.A. Annual Meeting

assemble data from our files of cooking
tests made during the period of 1938-
954, The macaroni products involved
consisted of those made from 100%
semolina, from 100% hard wheat or
farina, 50.-50 blends and 75-25 blends.
The nutritional values including the
npgroximnle analysis, such as moisture,
ash, protein, fat, fiber, carbohydrates
and calories were tabulated. In addi-
tion, data was likewise submilted regard-
ing the vitamin content and minerals,
particularly, iron, calcium and phos-
phorous, Sodium, as you know, is the
component of table salt, and is begin.
ning to p!n{l a very important part in
dietaries. Therefore, it was deemed ad-
visable to include sodium data on mac-
aroni products. Fortunately, and I say
this with emphasis, macaroni products
are very low in sodium and can be used
very readily in all diets requiring low
salt content. Dr. Watt and I spent con-
siderable time reviewing the data, and
she expressed the opinion that their
orl inar caloric values might be on the
high side owing to the litile experimental
work they had done on macaroni pred-
ucts prior to publishing this hnnd!)ook.
In addition, she expressed the opinion
that the revision of this handbook, which
will take place some time next year,
the data supplied to her will be most
useful in helping her evaluate an accur-
ate picture of our products. If I may
quote from a recent letter of hers, she
says “Thank you for the analytical
data and your letter of April 22nd. They
have just now been received at this
office. These data, and the information
{ou supplied at the time of your visit
here, March 17th, will be most useful
to us in revising our composition values
for macaroni and spaghenti”.

In my discussion with Dr. Wan, 1
learned something which 1 feel should
be called to your attention. I have
reference here to cooking instructions
on cartons, A number of manulactur-
ers will generally give a specific cook-
ing time which they expect the consumer
to follow, Qccasionally, a manufactur-
er will tend to minimize the cooking.
time, and it is this particular factor
that was instrumental in having the
Department of Agriculture get experi-
mental data that showed a high calorie
piclure in macaroni products. As you
know, the moisture content of cooked
macaroni products will vary to a great
extent with the method of cooking and

JAMES J. WINSTON

the time consumed during cooking,
When the Department first experimented
with macareni products, they purchased
a brand in lLe market which gave
a cooking time of nine minutes. By
following faithfully the cooking instruc-
tions, they produced a cooked macaroni
froduct containing 60% moisture, This,

might add, is very al dente. In gen.
eral, it is still in a non-chewy form, and
Dr. Watt confessed to me that in her
present cooking tests, she realizes that
a cooking time of at least five minutes
longer is required. In our cooking
experiments, we find that generally o
cooked macaroni product has an ap-
yroximale moislure content of 75%.
ou can therelore realize that a differ-
ence of 15% in yoisture will have a
very significant effect on the caloric
piclure. In conclusion, 1 am very glad
1o report that the efforts of our Asso-
ciation have been instrumental in in-
fluencing the Department to revise their
figures so that in the future they will
be in accordance with actual experi-
mental data.

Egg Solids Determination
In Noodle Products

The Association of Official Agricul-
ture Chemists, which is under the direc-
tion of the Food and Drug Administra-
tion is constontly trying to improve
techniques of analysis and lo evolve new
chemical methods. At our last meeting,
I reported that a collaborative study
was tcing made on the development of
a new .and third procedure for eg
solid ‘analysis of noodles, If I mny.?
would like at:this moment, to review
briefly the two methods which are now
AOAC. (1) Lipoid P205-1, (2)

%
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Cholesterol (Bromination), The Lipoid
P205 is more adaptable 1o rouline
analysis and is less time consuming than
the Cholesterol. However, the Choles:
terol test, which is long and tedious, has
a cerlain advantage, particularly, when
analyzing old egg noodle products. After
a noodle product has been in the market
for six months or more, there tends to
occur a slight deterioration in the Li-
poid P205. Therefore, analysis by this
procedure will yield a low result. The
virtue of the Cholestero! test is that
no matter how old the noodle is, the
Cholesterol factor remains conslant,
Therefore, it is advantageous to analyze
an old noodle product by this long and
involved procedure. Now this third me-
thod, which has been adopted as official
in 1955, is called the Digitonin Choles-
terol. | have passed out to each one of
you the most recent collnborative re-
sults on egg solids analysis of noodles,
using this new procedure. This was
presented at the annual meeting of the
A.OALC, by Dr. V., E, Munsey in Wash-
inglon, in October, 1954, and will be
published in the Journal of the A.0.A.C.
in August, 1955, In this study, you will
nete that a comparison was made be-
tween the new Digitonin method, and
the older Bromination Cholesierol Bm-
cedure. Interestingly enough, the Dig-

itonin methed, among eleven different
analysts, gave belter agreement than
the Bromination Cholesterol. This is
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understandable since some of these
analysts are nol too acquainted with
the techniques of the older Cholesterol,
and frankly, this is one of the most
dificull anolyses to muke, However,
it is gratifying to note that this sample
of egg noodles, which was manufactured
to contoin 5565 yolk solids, in the
course of this study, yielded an average
of 53164 among the eleven different
analysts, The moximum found was
5.07%¢, the minimum was 5016, This
js considered o good agreement, inas-
much as some of these analysts have not
had much experience at all with the
analysis of egg noodles, The advantage
that “this Digitonin procedure has over
the older Cholesterol is that it is less
time consuming and just s nccurale,
At any rate, each one of the three
officinl “procedures, when performed by
an experienced unnl{st, should yield
comparable results, | am glad to say
that our laboratory has collaborated in
each one of these studies made to
improve techniques of analysis on noo-
dle products,

Law Enforcement Activity

In the past few months, a number of
different noodle products have been
submilted to us for analysis for compli-
ance with the Standards of ldentity.
Most of the products examined by our
luboratory have contained the required
amount of egg solids, and have shown
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no evidence of the presence of cither
adulterants, egg substitutes or artificial
color, In a few cases, intrastate ship-
ments showed low egg solids and these
were reported to the proper state offi.
vials, In the matter of imports, a thor
ough report will be rendered to you by
Joseph  Giordano, Chairman of the
Standurds  Committee, which will be
sell-explanatory,  However, [ would
merely like 1o add this. The Food and
Drug Administration in New York in
charge of imports, has informed me
that they are continuing 1o check maca-
roni products for e\"iﬁnm'e of infesia-
tion, In the lust fifteen shipments which
they analyzed, two of them were found
to be excessively high in foreign matter,
and therefore, were detained and re.
jected for admission to this country, In
addition, I have prevailed upon the New
York City Board of Health to examine
certain imported macaroni brands
which have on previous occasions
shown an excessive amount of foreign
matter, The Department of Health has
informed me that they have sompled
and analyzed the specific brands called
1o their attention, Those products ex-
cessive in foreign matter will be sub-
jected to the usual penaliies, In addi-
tion, The Board of Health will transmit
their data to the Food and Drug Ad-
ministration so that the latier can also
tuke the proper action,

_.lohn ). (avagnaro‘

&gt'neerd —_ macltim'dfd
Harrison, N. J. - - - U.S. A.’

Specialty of

Since 1881

—— -

Mixers
Cutters
Brakes
Mould Cleaners
Moulds

255.57 Center St,
New York City
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C. L. “BUD" MNORRIS, N.M.M.A, past presi-
dent, was made an honorary member cf the
arganization by resolution of the 515t Annual
Convention.

Macaroni Stack
Displays Pay Off

Golden Grain's new T nute: Macae
poni i= Dwing merchandished o the
vadio: with o satmation schedule, The
livels commercial begins when a Temale
vaoire with “come hither™  overtones
aings ontal ven, “Hev! ©0L Got g
minnte?™ This is follosed By oa bouney
tune that esplains

“Ioonly takes a0 minate from e

time that you begin it
Golden Grain 1-Minute Macaroni!
Yo boil it just a minute, el oot a
steomd more-—
Al von'll love EMinute Macaroni®
1-Minute Macaroni’s made by Golilen
Grain, And that's a goml reason
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International Names Ness

1", N, Ness, VieePresident, Divecton
and former Assistant Manager of the
Grain Department of Tnternational Mill-
ing Company, has leen named Viee
President in charge of all Grain Oper.
atiom= of the Company, Mr, Ness was
elevted 1o the post Tollowing the recent
death of 1% B Hicks, former Viee-
President in charge of Grain Oper-
ations,

Meo Ness started with Taternational
Milling Company as a Stenographer in
19240 entering the Grain Department in
1985, He  was appointed Assistant
Grain Manager in 1915, In 1951 Mr.
Ness became a VieePresident of Tnter.
wational Milling Company, aml in Janu-
ary of this year e wis elected o e a
Director of the Company.,

Phyllis Freschi Weds
Moe. and Mrs, William ). Fresohi ane
ponnee the mareiage of their danehies
Phsllis Joan 1o Mr. Richanl Eo Dillon
on June 18 at the Chureh of the An
nunziata in St Lonis, Missonrti.

P Minute Macaroni o tasty anid sn
tenden
The hoest macatoni that you can
[T}
1 omly tahes o minute from the time
that sou begin it
Al von’ll Tove Minate Mavanoni
Golden Grain 1-Mimue Macaronit™
Coolden Gaain Macaroni Company of
san Leanhio amd Seantle know that M-,
Ameriva i a sy woman with a sharp
determination to ind timeesaving =hort
cuts, S0 they decided o give thiese busy
women smacaroni every it as tender,
as Lasty and as nourishing as any mava-
ron |||m|ml amd one that would cook
i eactlh one minnte, Specially-con-
“tructed dies amd the Golden Grain es.
petimental Kitchen joimly solved the

W ...y
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C. FREUERICK MUELLER, execulive vice:
president of C. F. Mue'ler Co., Jersey City,
N.J.. was recently elected to the board of
Burry Biscuit Co.. Elinabelh, N.J.

problem and Golden Grain 1-Minute
Macaroni became a reality,

Women. who linve Teen <timulated )
by oewspaper, radio aml elevision ad-
vertising, have proved to themselves aml
their hunery Families it it tahes only
a minate Trom e time Ut von Degin
i Home econemists with stop watehes
are teporting that T Hmte Macaroni
dovs ook temler in just one minute!
Grocers are noting the gleam of dis
vovers in the eves of wonen who by
several packages at o times They lave
found that  Golden Grain - 1-Minute
Macironi. Nanked  with velated  pood-
Wwels, creates anirresistible attraction
for impulse buyers, Those special stark
display=. they =av, most certainly pay
ol

Angust. 1935 T
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JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, speclalizing
in all matters involving the examination, produc-
tion and labeling of Macaroni, Noodle and Egg
Products.

1—Vitamins and Minerals Enrichment Assays.

2—Eqq Solids and Col>r Score in Eggs, Yolks
and Egg Noodles,

3—Scmolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

5—Sanitary Plant Inspections.

James J. Winston, Director
156 Chambers Street
New York 7, N.Y.

LANZIT CORRUGATED BOX (0.

2445 South Rockwell Street
CHICAGO 8, ILLINOIS

CHICAGO'S OLDEST MANUFACTURER
OF
CORRUGATED BOXES

N-RICHMENT-A®

FOR PLUS
QUALITY

—in handy wafer
or powder form

TYPL B

"Ifl-HVI(iIM[ﬂT-A"

—convenient
nationwide
stock locations

—write for
descriptive
literature

WALLACE & TIERNAN
INCORPORATED
25 MAIN STREET, BELLEVILLE 8. N.J.

IT IS DIFFICULT

individually to do much about

e TRADE PRACTICES

e [MPORTED MACARONI
» DURUM RELATIONS

e CONSUMER EDUCATION

But collectively, we can do a lot. Sup-
port the National Macaroni Institute and

join « . .

i AP e ey

EARLF \m iy ;e;i,;a, % ,‘.".'u:.:”\;
pHi1 L L "f.“‘r L e 1okl ML, M, I

Lk
FOR DETAILS WRITE BOX 636, PALATINE ILLINOIS
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the V. La Rosa & Sons, Inc. organiza-
tion. Those advanced were: V. S. La.
Rosa, V. P. LaRosa, V. F. Lalosa, P, P,
LaRosa and J. S. LaRosa.

* How to go bankrupt in the macaroni
business, Make Macaroni at a cost of
80.135 and eell it for 80.125.

o The dates of the N.D. Durum Show
in Langdon, N.D. are November 9 and
10, 1950, as announced by Maurice L.
Ryan of the NMMA Durum Growers
Relations Committee and Victor Slur-

ROCHE BROCHURE AND
VERSATILITY CHART

Now ready for you in quantity

RETROSPECTIONS
by
M. J

Why you should make

The Rossotti Litho-
N’aph Corporation ol

orth Bergen, N. J.
and San Francisco,
Calif., in rooperation
with Hoflmann-La
Roche Inec., now

AUGUST Gleanings value of the production has increased laugson, perennial president of the makes it possible for
and Recollections from $31,012,787 in 1921 to 815,353, show. e it
Ny e e Meand Tivm, Ermaeale R d tal ¢ ke Micaront e
« OPPORTUNITY — COOPERA. * Mr. and Mra. Emanuale Ronzoni an a vita p r riched Macarani Hro-

' TION — ATTAINMENT. lelgre is o dn"gh:wf of Ln;lg Tsland Cil[y.l rﬁ.v.d re. CLASSIFIED _ (R a ; E:R’J;“L‘l‘i&';%";',ﬂ'is,’.
time to act, a time 1o wait. The time !urnc: ‘mmt_r 'a ter a tour ol Haly dur- ; 0 duction prices. ulm_

for action is here—NOW. ing which visits were made to the Ron- e . of you? sales story et om the insde front es of (i w100

{ull dotails, Plan now to make this mnierinl &

vital part of your own sales-building plan.

S i chi Display Advertising......Iates on Applicatlon
™, i fully Zoni childhood home. They sailed June P
:l‘mte !:;Jlll):::: (rl ::l:':?nmccs stlllr.;lcsesnb:e 31 14, 1930 and returned in geplemhcr. Want Ads.eocsicccrssnennne 3 Centa per Line

s0!+ed,—-The Hinde Dauch Paper Co, I5 Years Ago
Sandusky, 0. o Consumers expect full package. The

e The hig 1920 conllict was that of Government_rules that the responsibil-
“Mucaronlg vs, Paper” brought on the ity for lhe"[)egrte of Fill in Package of I"m 'o AnVE"'s‘ns
ever-decreasing weight of the macaroni Macaroni Products rest entirely on the

in cartons, '_““R;‘f““"'"'!o s e Amber Milling Divisian, G.T.A.
e e . iens employed in Macaroni-Noodle  ambrette Machinary Corp..
. : wire and you ; :

wo‘:"lhgizr slcl;;e; ml:.‘ell is the dcgd ,t’me lants must register under the Alien  pyllas Egg Products Co..
that is used as a doormat. ‘eﬁu-“mm" Act of 1940. ) Braibanti Co.,, M. & &,
: o From China to New York,—Egg Al- » Millers propose that the definitions  pubter Brothers, Inc.
i T vy Eng i Yalk, “:’Ilole EE“. of Durum Flour, Farina and Semolina Capital Flour Mills.
wht'l'u.m'e}: —chEh—Hand Corp. ad bo changed (1o make them more de:  Cavagnaro, John J........ -
New ank'Cily and Chicago e ::cr'lljlmve. ichi 1 Cavagraro, N. J. & Sons, Machinery Corp. 37

* The Convention decries the practice e E;c igan Macaroni Manufac-  glarmont Machine Company ...
of subsidizing Jobber Salesmen by giv- turing mpany 8 plnnl in Detroit, commander-Larabse Milling Co.
& y Eud Mich, was completely destroyed b fire Dy Franciscl Machine Corporation........ 10, 11

Enriched macaroni, spaghetti and noodle products are deluxe
grain foods, members of a sclect nutritional family. Not all cereal
products are enriched. Those which are have a positive advantage
in the market place because more homemakers buy products which
meet the high nutritional values recommended by doctors and
dietary experts, The Food & Drug Administration of the U.S.
Department of Health, Education and Welfare has established
standards for all enriched macaroni products. Your products,
enriched with vitamins and iron, qualify.

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

i ‘"Blwmm"’t'."’“’ and l‘°"u‘[“.’ i n‘h q July 29, 1940, Loss estimuted at $100,:  genaral Mills, Inc...... ] Here are some ideas to help you get the greatest benefit from
! trade practice . . . an unfair method 400,00, partly covered by insurance, Hoffmann-LaRochs, Inc. Cover Il erielchininht ‘
IT{[ ‘{01‘“1"-“:“0" and contrary to the pub- o ialian Dinners, 1928 in number, pueon Milllng Company 29 :
ic interest, $ el et e
e The popularity of Marquis Durum were seized July 26 by tl'ﬁ Federal  ),copiWiniton Laboratarie 49 « Show your retail customers, in big, bold type on your
Jopularity o q Department on the charge That the  King Midas Flour Mills "
Wheat is still growing. It was hardl H " "9 ks 3 packages that your foods are enriched.
s ; g Be hardly  cartons were large, the dinners small”. {43} Corrugated Box Co.. 49 d )
evident in the 1914 sowings, yet “”m“' » Macaroni products—a good soUTCE | ,p;up0, Frank, Drying Machines. 34 E o Use'a phrase like this to tell homemakers quickly and ADVERTISING AGENCY
tributed to the growing of 67.8% of of Energy. Ideal as the Main Dish in  pidari, D., & Sont... 1 { simply the advantages of enrichment: EXECUTIVES
| the spring wl!“l in Minnesota A lgl?; Summer meals. Milprint, Inc. ) . : : n P You will find many ideas for entire sales cam-
i 47.5% in North Dakola; G3.8% in . Quaker Maid, Inc. announces the QHP h 3 willi Enriched with vitamins By, l_;'.'.. Niacin pahms anel publicity articles for your maca:
i Suulrl Dakota and 714% in Montana completition of a new addition to its Ins::ﬂ; Llﬂ\n.ﬂTq;P: Corporation 1 and Iron for better nutrition i'q'ﬂlq‘.f.'f.:"nml lt'ourzlfﬂ‘lmy]tﬂl‘;krl:“l‘u::}:lit-“r;r‘::
that year. Terra Haute, Ind. |I|ﬂm. Cost—$100,- Sterwin Chemicals, Inc. " ) ! * Feature the enrichment story in all of your advertising: materinl well; it's a mine of valunble informa-
25 Years Ago 00D, T ok Bald i &y ' nowspaper, magazine, radio, television, car card, store Ve, [ you hove oL Yot coroiued Aret per
. 3 A =17 (- [ Jm— . ' s 3 N W, wrile m vision.
* Slogan for 9_" DFE““‘"" (G"?,d  Antoni D'Angelo, macaroni maker in “.,.“.“ & Tiorab: Ihe. e poster, displays.. Don't overlook your 'nvwapnpor s sonal vopy, write lo tho Vitamin b
evenx' year) : THH\‘ RI E;HT »  Aven, N. Y. died in July. i for cooperative advertising MORE HELP FOR YOU
“W .LI\ STRAIGHT” and TRADE 5 Years A9° A e ——— . ; Reprints of the famous Science Wriler article,
HONORABLY". _— « Have your sales force talk enrichment on all calls. Your “The Vital Story of Mncaroni Enrichment™
e “The 3.C io” b M. Mill In 1948 the US. exported 223,732, . are available (0 you on request —without
i ie 3.C's Trio” by James M. Mills, 04" 0inds of Macaroni Products with men can get the full story-from the new Roche Enriched charge. You will find this wost helpful in mal-
Macaroni Brochure. inkn anid for distribution by your salesmen. 1
large quantities are necded-for distribution

l’rcuitlem of Grocery Store Products,  “Uolo of $26,014,000, u‘lproximaleiy Highar Egg Prices by Fall

ne. .+ - . (1) Cooperation, (2) Confi- 1o conisa
2 . pound. The total products of ; .
dence, (3) Continuance, this food stuff in 1949 was 1,139,750, d;ﬁf“hﬁﬁ';':".";;"":ﬁief“ﬁ;““};‘{{° s

to vonsumers, for examplo—we sholl be happy

By producing and distributing the Roche Enriched Macareni to discuss areangements with you. Ask your
Toche salesman or write the Vidamin Division,

e A new mill built exclusively to mill g0 i Broch dVv ility Ch : i { thoso
| Sl pounds according to the Govern- eh Ty 2 rochure and Versatility Chart to important buyers and thos¢
?:';Efl“';f“:‘f: ;:::J:f‘"&':ﬂﬂﬂi’l; (‘;a‘“:: ment estimate of that year. ',l,:!::'ci.‘n,;: :l;ﬁvﬁ,: i{,ent:, ag,ﬁ' h:‘ul ’,1;:: who influence buying, Roche is doing a big job to help the sales

e Y o James T. Williame, president of The Production this fn?l may be below last of your enriched foods, Cash in on this effort by featuring enrich-

by Co., Minneapolis,
o A colorful center spread by “Eventu-
ally, Why Not Now Semolina” shows

ment and its benefits in ail of your sales promotion.

ROCHE v:tamins for enrichment

VITAMIN DIvision o HOFFMANN-LA ROCHE INC. ¢ NUTLEY 10, NEW JERSEY
NUtey 2.3000

Pocific Caast distributor: L. H, BUICHER COMPANY * San Franciico * Los Angeles * Seohle
Pastlend * Salt Loke Cily
In Conada: Heflmonn: La Recha Lid., 206 5t. Paul Streel, Wesl; Monirecl, Quabec

Creamelte Co., Minneapolis, and Ben-  year's level by 5%, and if demand holds
'nmin‘ R. ]ncoha, tlle_ Aunclnli.un'l ﬁih' pﬁce. may run a dime a dozen
durum wheats, semolina, durum flour Vashington Representative and Direc- higher than now. A possible brake on
and many types of the most popular tor of Research were paid due tribute riuinﬁ prices may be cold slorage stocks
shapes and sizes. for lons and 'fmlh{ul service to NMMA. which were 50% higher on May 31

The Industry’s appreciation was in the than the smaller than usual total a year

o Hal M. Ranck appointed Field Sec- 4 !
retary to promote the NMMA Macaroni form of plaques C“m“lm“ﬂ‘“ resolution  ago,

Products Publicity Campaign. unanimously adopted by the 1950 con- Average egglaying flock on hand
o The production of macaroni, spag- ventlon. during June was 326,155,000 compared
hetti and similar products have been *° Durum Wheat Stocks as of July 1950  with 317,022,000 in June, 1954. Hens
{ gteadily increasing in the U.S, for many are estimated at 19,717,000 bushels. and pullets of laying age on farms Jul{
| ears according to Felix T. Pope of the * The third generation of the La Rosas 1 tolaled 321,227,000 compared wit
{‘oodaluﬂ's Diviston of USDA. The were named to management positions in 310,164,000 the same date last year,
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You get Better
L
Durum Products
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Faster

from CAPITAL!

Two strategic mill locations plus representatives from
coast to coast assure you of the best possible service
on Capital top-quality durum products.

MILLS AT
St. Paul, Minnesota and Baldwinsville, New York

SALES OFFICES AT
New York—Jersey City, Boston, Philadelphia, Pitts- S N
burg, Detroit, Cleveland, Chicago, Cincinnati, Louis- bt
ville, Kansas City, New Orleans, Tampa, Los Angeles

and San Francisco.

CAPITAL FLOUR MILLS

Division of INTERNATIONAL MILLING COMPANY
General offices: MINNEAPOLIS 1, MINNESOTA




