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If you agree that . . .

Those packages that have been re-designed and modernized
are the ones showing the biggest gains today in Self-Service
Stores;

That Appetite and Sales Appeal can make a powerful asset
of Impulse Buying;

That your packige can become your best and most profitable
Advertising Medium;

But if you think . .,

RE-DESIGNING and MODERNIZING an out-dated pack-
age might mean loss of Package 1dentity,

Then Read This:
We are leaders in resdesigning and modernizing packages thit

Your Problem Is Our Business

are making Sales History in Self-Service Stores through Ap-
petite and Sales Appeal.

In modernizing a package we retain and usually incredse the
memory value of the Brand Name,

It must be instantly recognizable.

When you come to us for help in solving your packaging
problems, you are coming to Headquarters, We have lived,
prospered and made our reputation through secking out and
finding the answers to many and varied Packaging and Mer-
chandising problems,

We think we have worked out and proved many of the an-
swers to these problems, in actual practice. Will you give
us the opportunity to aid you with your packaging problems?

Will you make this
simple test? Cut out
this Pictorial and
place it on your
present package.
Doesn't it whet your
appetite for a good,
appetizing Macarom
Jish? It will have the
same effect on shop-
pers in Sclf-Service
stores.

st

There is a yualified Russotti representative near you, He has many helpful facts
and figures at his fingertips. Just call or write us for an appointment. It could
be the beginning of a very profitable increase in your sales,

oS soffy

“First in Macaroni Packaging"

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

ROSSOTT!| CALIFORNIA LITHOGRAPH CORPORATION
5700 Third Street, San Francisco 24, California

SALES OFFICES: New Yark ® Rochester ® Boston ® Philadelphia ® Chicogo ® Orlande ® Houston ® Los Angeles ® Fresmo ® Seottle

of the Fineot

Whether you order Amber's No.1 Semolina or
Amber's Durum-Hard Wheat Blends, you always get

Superior Quality
Uniform Color

o

Uniform Granulation

> w

Prompt Shipment

More and more Quality Macaroni Manufacturers
depend regularly upon Amber Milling for their
choice of the finest. Why not you, too.

4

AMBER MILLING DIVISION

farmers Unlon Grain Terminal Assoclation

MILLS AT RUSH CITY, MINNESOTA GENERAL OFFICES, ST, PAUL |, MINNESOTA
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Braibanti..

MILANO—Via Borgogna No. | (ltaly)

TWO NEW ADDITIONS TO
THE IAMBONI LINE OF SPECIALIZED EQUIPMENT

Noodle Cutter with an output of 1,000 Ibs,
using a doughsheet 23.6" \:Ide? : S par haw

For further particulars write to:

Bologna Stamping Machine for Bow-ties with a maxi-

mum output of t 900 fbs,
o lhup:“ of about 900 Ibs, per hour depending on

Eastern Zone: Lehara Corporation, 16 East 42nd. Street, New York 17, N. Y.

Western Zone: Permasco Division of Winter, Wolff & Co., Inc,,

.2036 East 27th Street, Los Angeles 58, California
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HE Macaroni Industry had 10 fight

to hold its own In 1955 in the face
of raw material problems and increasing
competition  from imported macaroni
and plentiful domestic foods, but manu-
facturers are optimistic for prospects in
1956,

While the final figures are not yet u,
it appears that 1955 macaroni-noodle
production will total just about the same
as a vear ago-—around 1,040,000,000
pounds, With the nation's population at
166,000,000, this means a slight drop in
per capita consumption to a level of
about 6.25 pounds [rom the 64 figure of
1954-1958,

These figures do not take into consid-
cration imports and exports for which
final figures are not available, Based on
the first six months of the year exports
should just about equal imports at
5-6,000,000 pounds. Imports were run-
ning over 700,000 pounds a month in the
last three months of 1954 but dropped
steadily in 1955 to a low in August of
227,000 pounds. There is usually a pick-
up in the fall months but the reports
from the U.S. Department of Commerce
are not yet available.

‘I'le disastrous durum crop of 1954,
when only 5,124,000 bushels were sal-
vaged from the devastation of 158 rust,
forced the macaroni industry on to a
standand ingredient mix of 259, durum
and 759, hard wheat, Manufacturers are
virtmally unanimous in agreement that
more durum is necessary to make better
macaroni  products, and undoubtedly
sorce pessimism crept into the sales talk
of macaroni representatives during the
period of shortage, Many manufacturers
abandoned durum altogether because
that which was available was of poor
tuality, Some felt that a better product
could be made from carefully selected
virieties of other wheat, Price became an
important consideration too, The blends
ol 25% durum with 759, hard wheat
were as costly as the 50-50 blends had
been and the competition of even greater
mixtures of hard wheat with a little
durum or none at all, as weil as the
declining level of whnlesale food prices,
kept the pressure on manufacturers.

Durum Comes Back

The durum crop in 1955 was spared
miraculously from a serious rust damage
threat in late June and early July by a
prolanged period of unusual hot weather
that pushed the crop to maturity and
saved it from destruction, Final figures
released by the government in  mid-
December placed the durum crop at
20,599,000 bushels, North Dakota pro-
duced 18,770,000 of this total. Montana,
not even in the plcture two years ago,
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produced 5,691,000 bushels, South Da-
kota had 735,000 and Minnesota 405,000
hushels respectively,

Undoubtedly the legislative action in
carly January promoted by the National
Macaroni Manufacturers Association and
others to exempt durum from acreage
restrictions under the wheat allotment
program helped the supply picture. But
*he improvement in supply incvitably
forced dutum prices down. From a high
of $4.40 at the start of 1955, durum prices
slid steadily to a range of $2.57-$2.72 at
the end of the year. Durum growers,
some of whom had received prices as
high as $4.65 a bushel in 1954 and cx-
pected that prices might go even higher,
were asking, “Why the kick in the pants?”
(Pages 20 and 23 in the Macaroni Jour-
nal, November 1955.)

Plant breeding in winter increase pro-
grams cnabled the North Dakota Agri-
cultural College and Extension Service
to announce four new varieties of rust
resistant durum at the North Dakota
State Durum Show during November. In
1957 there should be cnough sced from
the new strains for a complete crop of
durum resistant 10 158 rust. Combined
industry and governmental action on
this problem hus produced amazingly fast
results through cfforts that should be
malntained as insurance against similar
catastrophes.

Eggs More Expensive

Eggs commanded higher prices in 1955
than in 1954, Shell eggs hit a low in July
of 245c on the Chicago market and
reached a high of 49¢ during the last
weck of the year, Processed eggs reflected
the trend of current receipts with 45%
yolks reaching a low in mid-July of 46c
and a high at year's end of 55c.

Other foods were in plentiful supply.
A flood of pork broke prices to a 14-year
low and beef production equalled 193’
heavy output, More rice, more potatoes
and ‘more of everything that competes
with macaroni for a place on the dinner
table stepped up competitive pressure
and the need for increased promotion.

Macaroni Promotions

Macaronl was a partner in several out-
standing promotions in 1955, During
Lent, Pet Milk Company, Jones & Laugh-
lin Steel Company, the Can Manufactur-
crs Institute, the Tuna Research Founda-
tion, and the Natlonal Macaroni Insti-
tute all combined to make Tuna Maca-
roni Bake the top recipe promotion of
the year, according to a survey of food
retailers made by the Topics Publishing
Company. Close on the heels of this
Lenten drive came C. A. Swanson's
Chicken a la Queen promotion jn May
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with national advertising and a coupon
redemption deal, In the summertime,
from mid-June to the end of July, canned
meat packers combined with macaroni
and noodles to merchandise an “Easy
Summer Se-ving” collection of salads and
top-of-thestove dishes, During National
Macaroni Week in late October, millions
of lines of publicity hit magazines and
newspapers. Macaroni and noodle prod.
ucts received frequent mention from
radio and television placements, Under-
wood Devildd Ham featured a Noodle
Ring ir. its Tall quarter advertising and
merchundizing across the country.

Prospects for 1956

Macaroni manufacturers are cautiously
optimistic about the prospects in 1936,
About half of the correspondents to a
recent  questionnaire sent out by the
National Macaroni Manufacturers Asso-
ciation look for business to hold its own
while the other half expects improvemem

in sales. // ,‘

This optimism ties in with general

agreement that durum makes a better
product than straight hard wheat or
blends, and better supply has enabled the
industry already to wrn out a better

quality product than was possible a year
ago. But while there Is a greater degree
of agreement this year than last tha
durum makes a better macaroni product
the amount of premium that will be pai

for durum has narrowed, due undoubf-
cdly to the pressures of competition.

There has been a substantial amount
of modernization of machinery and in-
stallation of new machines in 1953, Three
out of every five respondents to the
Association survey expected to make im-
provements in 1956,

The baking industry has gone heavily
into bulk fAour handling, and many maca-
roni manufacturers are making similar
setups or are actively planning for it.
Vacuum presses and improved equipment
for cutting macaroni made strides In
1955. i

More macaroni products were enriched
in 1955, and the trend seems upward,

The Hard Sell

To meet the challenge of tougher com-
petition calling for harder selling and
better promotion in 1956, two out of
three manufacturers replying to the sur-
vey said they expect to increase their
sales forces in the coming year. Some
commented they had already done so
and were laylng out campaigns. Three
out of four respondents expect to increase
their advertising in 1956. More than hall
of the group contemplate packaging
changes or revisions to improve thelr
“salesmen on the shelf”

February, 1956 THE MACARONI JOURNAL

us before they start!

Woodman §

Your Woodman
Engineer is a
trained specialist

Continuous service...inspections every 90 days
offered Manufacturers at no cost!

Consider all that's at stake, and
you'll coll, wrile or wire Woodmun
now. YOUR WOODMAN MAN 1S
A GOOD MAN TO KNOW.

line-check. Your Woodman man will

HERE'S service you can’t buy — )
even instruct operators, if needed.

offered users of Woodman machines.
1t's o Woodman Company policy, and

If you wish, he'll prepure o plont
costs you absolutely nothing!

analysis, including flow charts that can
help you develop new profits from F

your present production methods. He'll W ? i

point out production technigues that
WOODMAN

will increase your production in your
HOME OFFICE: DICATUR, GEORGIA —Direct Solus & Servics Officen In Partland, Fort Worih, New York, Boalon, Clevelond, &

present plant area. All—at no cost to
Los Angsles, Chicogo, Kanioa Cily, Detroil, Son Francisco, Philodelphia, Buffalo, 51, Lovis, Mantreal . . . soen In Toronlo

Woodman's famed “Service Patrol”
offers you machinery check-ups every
90 days. This includes complete check-
ing and adjustment of packaging
machinery mechanisms, It's NOT a
wsurface check,” rather it's a complete  you.
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THE SALESMAN STORY

A review of the booklet prepared by E. 1. DuPont De Nemours & Co.

LREADY rith in past gains, the

people of the United States look
ahead o o bright future of greater abun-
tlance, but to make it a reality an enor-
mous  creative  selling  cflort will e
required,

This is the job of the modern sales
man who, backed by scientific service,
creates the sales volume that miakes pos-
sible the largescale, low-cost production
which is the broad base of national well-
being.

How the modern salesman works, what
he does amd why, is portrayed in a book-
let entitled “The Salesman Story” pub-
lished by the DuPont Company. It
illustrates the vital function performed
by the nation's five million salesmen and
the vast sales effort that employs, directly
or indirectly, perhaps 15 million men
and women,

It relates how the old-time drummer
passed out of the scene to make way for
men who, by their selling, create new
industries and new products that raise
the standard of living for all.

falesmen Create a Mass Market

Americn’s material  abundanc: s @
triumph of creative salesmanship, The
productive genius  that developed  the
nation's resources gained meaning only
because its fruits were distributed widely,
It was salesmen who spurred develop-
ment of the mass market 1o support mass
production. By creating the sales volume
that made largescale, Jow-tost  output
feasible, salesmen established the broad
base of our national well-being, Other
mations are rich in resources, bt none
has equaled the U.S. in s ability to
organire production and distribution o
benefit all, In Europe, for instance, indus-
trialists long held that success lay in
restricting production, and making a high
profit on each item sold,

Early in U.S. history, American husi-
ness  ploneers adopted  another  philos-
ophy, ‘They reasoned that mass produce
tion, with a small profiv on each uni,
held far brighter prospects for them and
for everyone ebe, The success of the idea
hinged upon their wnility w0 create new
warkets and expand old ones enough to
justify volume production,

It was here that salesmen made eheir
principal contribution, "They popularized
the products of science and invention,
andd  foresaw_ the  day  when  luxuries
would become commonplace. To Elias
Howe's conception of the sewing  ma-
chine, for example, Isaac Singer brought
the idea of putting them in homes all
over the world, To the work of earlier
motor car builders, Henry Ford added

the idea of building cars at a price all
could afford. Such contributions are es-
sential, for, without them, an invention
might remain a laboratory curiosity, or,
at best, its price would be high, its mar-
ket narrow, New products can be mass
produced only as sales develop a market
for them. Prices can [all only when g
Ywoming demand makes possible efficient
mass production,

Impact of a Sale

By photos and text, the booklet illus-
trates how many commonplace things
have been brought [rom laboratory to
retail counter by creative sales, Among
other storles, it tells how sales develop-
ment of a refrigerant resulted in hun-
dreds of milllons of acrosols, the push-
button containers dispensing almost ev-
erything from  insecticides to perfumes.
Largely as a result of this stimulus, an
industry which did not exist in 1945 sold
about 200 million aerosols in 1955 in
100 differemt lines, grossed $220 million,
brought consumers new conveniences.

A two-page feature shows how the sales
program brought the new wash-and-wear
fabrics to milllons of customers. Each
step in developing  wash-and-wear  re-
yuired the Invention, disovery, or crea-
tion of something new —a new dye, a new
sewing thread, a new advertising and pro-
motion campaign, Another story tells of
the ses o tales involved in getting a $13
nylon ress to the retail customer —a
dress that might have cost three times
as much il made by a seamstress or any
single company, “This is but one of count-
levs examples of products involving a
ciinin of sales, but the principles applied
to one apply to all. In a competitive
cconomy, tach company focuses its effort
on those jobs at which it i excel,
Whether this means a total of two sales
or twenty, ulthmately cach sale serves the
finul consumer, Only highwvolume pro-
duction, spurred by a multi-faced  sales
clfort, makes possible the elaborate ward-
robe of widay's women,

All Kinds of Sales

There are “all kinds of sales” which the
shopper does not see preceding his pur
chise, A pair of nylons can involve 10
fntermediate sales  before reaching  the
store; u nan's suit, 18 sales. “To most
shoppens in the Amerdcan marketplace,
the sales world is covered by the retail
trade, ‘The nation’s 42 million  families

_currently are spending $260 billion a year

for goods and services and over 70%, of
whit they buy comes through stores,
door-toddoor sales, mailorder houses, or
other retail channels. Overall, there are
more than nine million in the retail

trade, and they ring up more than $170
billion sales annually,

Compounding  these  sales, manufac
turers buy technical assistance, machine
shop supplies, telephone and ather sery-
ies, Ench Is esential 10 the primary job
—ceflicient production, Each represents o
different kind of sale, "The manufacturer,
in turn, sells to other industries, to whole
salers and jobbers or to rewil outler
Again, cach sale is a different ype,

As there are innumerable types of
sales, so there are all kinds of salespeople.
The drug store clerk, the locomotive
salesman, the travel agent —diverse as
their jobs may be, they are all engaged
in a vast sales effort that employs directly
or indirectly, perhaps 15 million men and
women,

One thing all havs in common: ulti-
mately, their efforts contribute something
to the production and distribution process
so that the comsumer gets a better buy
for his dollar, Their cumulative success
is written in the U, S, living standard,

A New Sales Era

The technical age has caused a revolu:
tiun_in sales methods, “Selling a new
product today often meuns selling a new
technology, Convinelng customers of o
proc.ct’s excellence is only part of the
job; the salesman must also help cus-
tomers adapt the product and market

-.conditions. Sometimes a salesman must

be part scientist, sometimes part econo-
mist, sometimes part market- or product-
development specialist. At times his work
alls for all four skills. Many salesmen
have scientific or technical degrees, Others
hold degrees in business administration,
marketing, or cconomics. Sull others ac
quired their knowledge through experi-
ence and sell-education,

Whatever tite route Into selling, 1w suc-
ceed wday a saleman must know not
only his own products, but also his cus-
tomers’ products, and the technigues of
making and selling them.

Explaining this revolution, the hookler
points out that in earlier times the funda-
mental materials used by man were few
and their uses Tollowed raditional lines.
While there were variations, diferences
were more in degree than in kind, Com-
peting salesmen olfered the same prod-
uets to the same customers for wibstin-
tially the same end uses, “The salesman®s
“personal following” was his chief asser,
firmly cultivated.

A New Kind of Salesman
Time has not dimmed the importance
of personal relationships in selling, but
it has drastically altered the functions of
the salesman. It has presented him with

e A R T T A T
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INSURE THE PERFECT COLOR

IN YOUR PRODUCT
wiTH MIRROR - FINISHED BUSHINGS /N YOUR DIES

#50 MUCH DEPENDS ON SO LITTLE"

RESULTS FOR MANY PROGRESSIVE USERS
. . . prove the unequalled performance

E TU YOU "
LT e T‘T?vthnt | can produce the qualities in your products

@ PERFECT COLOR

® UNRIVALLED SMOOTHNESS
@ RINGLESS PRODUCT

e IDEAL COOKING QUALITIES

.54 W. 5th Ave., Chicago 24, Ill.
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a new range ol markets and with respon-
sibilitles his predecessors never anticl-
pated.

Research and technology have blurred
the boundary lines that once separated
nature's materials and the uses to which
they were put. Coal's prominence as a
fuel was challenged by oil; oil's by gas,
Coal is no longer merely a fuel; it has
hecome a raw material for the synthesis
of hundreds of products which have no
counterpart in nature, Furniture can he
made of plastic or metal, as well as of
woud. \tuod, in wurn, has become an
ingredient of rayon and cellophane,

Interchasgeability has become the dis-
tinguishing sales characteristic of the cen-
tury. Where once a salesman with an ex-
clusive "key ingredient” was in an in-
vincible position, today he is just another
competitor, DuPont cellophane salesmen
not only face stifll competition from two
other cellophane makers, but they must
sell against glassine, wax paper, metal
foil, kraft paper, and a host of other
wiapping materials, Similarly, a building
materials salesman can take lictle comfort
from the fact that his price on brick
hetters  competition’s. The buyer may
well forget brick entirely, and sheathe his
building in aluminum, glass, wood, com-
position shingles, or plasticcoated stecl
panels,

This new competition fs the driving
force for new product research and in-
creased production efficiency, To hold his
own in a market of interchangeable prod-
ucts, a salesman must produce better wiys
1o help his customers.

To Meet Competition

‘To give sales forces the best possible
tools for creative selling, more and more
companies have diversified their products
across a broad spectrum, In a vigorously
competitive climate, new products often
make old ones obsolete at astonishing
speed; to stifle research is to invite dis-
aster. With history likely to repeat iself,
many modern manufacturers choose 1o
keep many eggs in many baskets, and de-
pend upon their agile sales forces o stav
at least one step ahead of customers’
swilt-growing needs,

Even in specific ficlds, the competition
is heavy, In plastics, as an example, cus-
tomers can buy from DuPont or any of
I8 major competitors, the booklet com-
ments,

Customers base their decisions on qual-
ity, service, and price, and buy [rom the
salesman who offers the best combination
of all three. The job of selection is o
difficult one, for the products and sery-
ices offered are many and varied, and the
competition among those secking orders
is today greater than ever before, Cus.
tomers, old or new, large or small, pre-

sent the sune challenge to the salesman.

e must help them produce a product
that will earn greater rewards, and win
them new customers,

Those who speak glibly of indusiry's
“power” often fail to see that the real
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power in the American economy lies in
the customers' hands, Their voice governs
the rescarch programs, production, sched-
ules, and sales of industry.

Hlustrating the research and develop-
ment behind the products, the booklet
shows some of the work that goes on so
a DuPont salesman can offer his *wares”
with confidence that they will meet the
demands placed on them. It also pictures
same of the company's sales-service labora-
tories which provide “a place to bring
customers’ problems for technical study.
Customers look to the salesman for ideas
—far a new product, a way to cut waste,
a faster manufacturing process, The lab.
«yatories help him generate them,

Birth of u Salesman

The salesman  himsell = how  he s
trainedd, how he works with customers and
his own service staffs, and the progress
he develops for better living —is graphi-
cally portrayed. Contrary to the old maxim
about a person being “a born salesman,”
salesmen are made, not born, Personal
attributes are as important in selling as
in any carcer, but today special knowl-
edge and training are essential as well.

The mndern industrial salesman is a
professional,  Glad-handing and  back-
slapping are not his basic attributes. Glib-
ness cannot compensate for lack of knowl-
edge, training and experience, The new-
comer to sales is not given a sample kit
a list of prospects and a quota, and sent
on his way the day he starts to work,
Rather, the industrinl salesman s the
product of a long and thorough sales
education. He is mature, in experience
and know-how, hefore he tries to sell,

DuPlont's 10 industrial depariments vse
a broad specirum of sales training tech-
nlques. Some  employ forma!  courses;
athers use on-the-job trainirg. Recruits
for sales training may come from rescarch
or production. Sometimes they come di-
rectly from college, and such candidates
wsually have substantial knowledge before
they call on a single customer.

Building Markets for a Customer

A series of case histories is portrayed
showing some of DuPont's 2,000 salesmen
who call on 75,000 customers across the
country.

One of these is the case of the “bug
hambs which led to today's common
push-button containers, These containers

“are products of DuPont enstomers. Most

of them include only a few cents worth
of DuPont chemicals, *Freon” Nuorinated
hydrocarhons, the family ol maierials
usedl a3 coolants in refrigerators,
Following the wartime development of
the “bug bombs,” scientists saw possibill-
ties of an entirely new market for*'Freon®
as a propellant. To develop it, the com-
pany provided not only the testing and
research necessary but also provided po-
tential acrosol packagers with a major
advertising, market research, and sales
service support. :
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Another case tells of a new chemical
that guve wet-strength to paper bags, thus
increasing the business of the bag manu.
facturer and providing greater conveni-
ence for ultimate customers.

In anather, safety sells a product; safety
of customers’ employees in handling and
using tewraethyl lead, the anti-knock
compound for gasoline, Still another re-
lates the testing and development that
produced the “wash-and-wear” clothing
now amade by the textile industry from
Dulont's synthetic fibers,

Selling 1s Hard But Rewarding

These and other histories all portray
the function of the salesman making the
most of technology to raise the nation's
standard of living.

Selling s hard work, But inherent in i
are the many satisfactions that come from
doing a uselul, creative job, The orders
written by salesmen motivate the nation's
cconomy and satisly its nceds.

For all the intricacies of sclling today,
the ancient art of persuasion has not lost
its meaning. All other things being equal,
one salesman brings in an order; another
toes not, The difference often is in per-
suasiveness,

The elements of successful persuasion
are as old as recorded philosophy, Whils:
the application of principles ol success-
ful persuasion Is always an individual
matter, most salesmen will agree that
without them the best planned sales ef-
forts may soon come to nought.

There are good and bad wechnigues of
persuasion, The bad may represent the
salesman’s effort to compensate for short-
comings in his products, or for his own
ignorance of their merits, Whatever the
reason, his behavior antagonizes custom-
ers, and orders are lost,

Beneficiary: The Ultimate Consumer

The ultimate consuner Is everybody —
the chemical operator in a DuPont plant,
the salesman making his calls, the family
carrying home its purchases. All enjoy
the blessings of a fruitful and dynamic
cconomic order.

America's history has been marked by a
growing sales effort to keep that economy
progressing. The challenge of the future,
though, and the potential gains it holds
for consumers, far exceed those of the
past.

Ry 107G, assuming only a straightlor-
ward projection of present trends, with
no economic daydreams added, a typical
worker's annual income, now about $1000,
is expected to jump to $5000 per year,
with a shorter work week. Americans may
be buying two million new houses a year
instead of one milllon, ten million cars
instead of seven million, and twice as
many home furnishings and appliances.
Overall, individual living standards are
expected to climb 46%.

The future is bright, but to make it a
fact an enormous creative selling eflort
will be required.
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HOW TO SELL QUALITY

Dartnell Corporation’s film shown at the Winter Mesting

ons  CAMERON  ASPLEY {runeded  the

Dartnell - Corporation in 1917 and
since that time his name has been directly
linked with many of the foremost innova.
tions in the sales training, promation and
manag=ment  fields, Sales  Managemen!
magazine, which he founded in 1918 and
edited antil 1928, was the starl of a long
line of successful pubihhr‘ug wentures in
the business field, which inchdes the [re-
quently quoled American Dusiness maga-
sine. In addition to Sales Promotior
Handbook and  Sales Manager's Havul-
book. Mr. dspley iv the author of surh
well-known sales helps as “NManaging the
Interview?  “Intensive Sales  Manage-
ment “Managing o Sales Territory,”
“Steps to the Order,” “Stralegy in Sell-
ing”" and his widely read and quoted
uNews Lelter” for soles execulives,, As
founder and first president of the Sales
Exrcutives Club of Chicago and subse-
quently president of National Sales Ex-
ecutives, Ine., Mr. dAspley has earned
further recognilion as one of the rmu‘_nlu'.:
leading business and sales authorities,
His book “How to Sell Quality®* suims ufr
in simple, direct and usable terms the
basic technique of meeting price oppost:
tion in taday's highly compelitive marhet.

Quality Means Repeat Orders

Quality means repeat orders to a sales
man, because satisfied customers tell their
triends and their friends tell their friends,
It means longlasting business relation-
ships. It means a successful career in scll-
ing without the headaches and the an-
guish that go with a praduct or service
that has to be sold as “something almost
as good as the best” Cheap things are
made for people who cannot pay more
and st get along with somedhing
almost as good. Such goods are built
down to a price mather than up to a
sandard.  Lacking  quality, sooner or
later they will  canse dissatisfaction.
Therefore, quality is synonymous with
satisfied customers, and the product which
gives the most satisfaction in the long
run is the casiest to sell,

As every salesman knows, there are two
avenues of appeal that may be wiliced
in making a sale. One appeals to a man's
feelings, while the other appeals to his
reason. ‘The emotions which govern llu-‘
feeling mind are love of self, love of
family, love of friends, desire for power,
pride, comlort, and convenience.  No
quality sale was ever consummated with-
out appealing to onc or more of these
cmotions,

Price, the only objection a man has to
quality merchanelise, exists only in his
sense of reasoning. You cannot sense or
feel price, but you can sense and feel

the othier emotions enunerated. “There:
fore, the desire for quality can hest be
created in the mind of a buyer by an
appeal to the emotions whidh he senses
or feels ,As a rule our emotions dominate
our reason, and it follows that il we ap-
peal first to these emotions h.' selling
high-priced product, it is possible for us
1 create =uch a strong desire for quality
that we can impel fnvestigation and de-
sire without mising the question of price.

Company Reputatiom Sells Quality

Qualiiy is judged by the company hes
hind it, and the wise salesman never tses
the word “quality,” but makes the qual-
ity apparent by inference, 'I'lu..- maost im-
portant dominant quality point 10w
is the reputation of the house, \Vllill‘l i
one quality point that no competitor
could use. The most successful safesmen
know the effectiveness of “fustitutional
salessnanship,” or selling the company.
The way to suceeed is to find a good
o 1||.1u§: and tie up to it. A smart sales:
man never sells his employer short,

Finally, to successfully sell quality you
must thoroughly know your line, The
WKillful salesman makes what the custom-
or might consider a big price seem small
hy adding up the plus values of his prod-
uct, The well-posted salesman not only
understands that these linle points of
superiority put his merchandie into the
quality class, but he is carcful 1o use
descriptive phases that jmpart a quality
atmosphere,

Before you can make it quality sale you
have to make the buyer want the henehits
of quality more than he wants the maney
hese combined benefits cost, In nearly
every case the want has o be created.
“This requires imagination as well as en
thusiasm. In selling @ |:rm|m.| for we
by institutions, where a commitiee ar i
board must approve the purchise, the
order frequently goes to the low bidder
simply because the price seemed Jower,
when actually over i period of time the
real cost woulll be higher.

Customers Are Emotional

Most peaple have clostd minds with
leep-rooted prejudices and convictions.
We think with our emotions instead ol
our heads and are reluctant 1o e
our minds, Opening the mind of a prov
peetive buyer calls for comsiderable tact
amd sales skill. You have to unsell him
on what he is using, or on his present
way of doing business, or remove e
neous ideas he might have about the
merchandise he s presently handling.
Here then is the real test of selling skill.
You dare not antagonize the prospeet by
letting him suspect that you think you

know more than he does, You cannot
criticize his methods or argue with i
You might win the argument, but you
would certainly lose the sale, You have
to open his mind without his realiving
what you are doing and you must always
give him a chinee o save face, Let him
he the one o discover the money-making,
friend-building values of quality.

An atmosphere of quality will help
to =" a product which might be quite
commonplace, This can he achieved hy
ellective advertising as well as the right
approadh 1o the custonier., To he succes:
ful in selling guality you must live up
1w the standards of excellence set hy your
company. Tt is important to see that the
assockation of your goods and vour ap
pearance in the customer’s mind s that
of quality. .

By itself, an anicle is neither grownl
nor bad, long nor short, warm nor colil,
hard nor sft. Quality can anly ‘l‘l' shown
by comparing it with something clse
called standard, an average, or some
other similar thing

Everything is Relutive

Everything is relative so that the qual-
ity asigned by a huyer to any [act or
thing or condition will be determined by
what has gone hefore and especially In‘\'
what has just gone before, 'l'hvr_c[nn- i
is necessary for you to take quality from
its isolation amd surround it with other
Tacts that will serve as a basis for meas
urement. ‘Then, a price which ntherwise
might seem |nmhihiii\'£" fmmediaely
dwindles until it seems unimparant con-
pared 10 the value you offer. ‘There i.‘
no such thing as a customer who won't
pay the price if the salesman knows how
o sell quality.

In “easing” a high price 10 2 close-
fisted buyer it is often well to use per
centages. Another commonly wed plao
is 0 keep the price in the hn(k;,rm!u.ul
until after e value-miaking  qualitics
have heen theroughly explained 1o the
buyer, Other salesmen present the price
at the very ouset of the sales l:llk'.'n
though it were the hest wlking point.
I'hey then proceed to list the qualities
and advantages of the product o the
point where the high price abjection iy
completely removed. Whichever method
is hest dcp:'ml\ on your |wmm;|lil_\'. yOuy
customer's outlonk and mam other «on-
ditions. .

10 disposing of price olijections, it must
be bore in omind that there are (wo
Kinds — the real objection and the exeuse.
“The last-mentioned variety is very likely
w0 show itsell at the beginuing ol the
ale, 1t is the outward expression af the

(Continued on page 12)
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Cg CONTINUOUS NOODLE DRYER
| W Long Goods Stick Remover and Cutter

%f Dramatically New in Appearance

o Simplified Mechanism
¥ e High Operating Efficiency D
® Automatically removes a stick and discharges it to a magazine rack.
§ ° :E:.ui:r::u c\:liil.: ;I:i:? blades which cut the heads and ends of the product and simultaneously cut
® The three blades are adjustable and any one or two of the three can be removed Y i
: . ide vi le finish dryer taken at plant of Tharinger
® The blades are adjustable to cut product in length range from nine fo ten inches. o .A‘A'u::::n‘i c:':‘”':;" hﬁw:':.k“?v;‘iseomin

® Equipped with conveyor with capacity to hold 52 sticks of product, the average number of sticks

| contained ;
8 o If (Y :“ ; ’P‘gh;?i h’"'-‘-:- Clermont realizes that the basic goodness o(fia dryer is |Iurge do?r; permi_nllng rleady t?ct:essif ‘tcil: cleu?lng;dla:ge
3 operated in conjunction with an automatic jon i i represented by the sum total of the care and attention ucite windows giving clear view of the various drying
i (o] I I H Ion-g eocs dryer e Speredion; s, coutinuous Ihzr goes lntoythe design and development of each in. stoges: all are incorporated in the Clermont Noodle '
il ® Operator can accomplish adjustments. No special mechanical skill required. dividual part. Performance, de endability and quality Dryer. |
. : you naturally expect from @ Clermont machine — in  Thg only Noodle Dryer available that affords free ac- '
super-abundance. But there are also many lesser cess to the screens from both the fan chamber and the
points about @ machine that can make it a joy to own air chamber sides.
and a pleasure to operate. In the Clermont Noodle
Please consult us fo: full information. i Dryer many of these features—such as electronic con- The unlt Noodle Dryer that has conveyor screens that
trols, controlling the intake of fresh oir and exhaust interlock with stainless steel side guides. Many other
of excess humidity; control of temperature; extra features are incorporated that are solely Clermont’s.

But no motter what Clermont dryer you buy, yeu may be sure that when you get it,
it will be in every detail the finest dryer you hove ever owned,

Pl Please consult us for full information.
Wallabout Street )
Ne o ; ( 266-276 Wallabout Street,
w York, N. Y., LZ— % /
U.S. A, ewnor, e p()lézaflz foe. Srooklyn 6, New York, N. Y., US.A,
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12 IDEAS SALESMEN USE
~ TO SELL QUALITY

from the Dartnell Corporation Film: “‘How to Sell Quality”

OTHING succeeds like success and

successful salesmen are always on
the lookout for the ideas and methods
which others have used in reaching the
top, Tao the illustrations that follow add
some of your own to illustrate that to
sell quality is to get the “cream” of the
husiness — it distinguishes everyone and
everything concerned: The product or
service, the brand, the company, and es
pecially the salesman. Did you ever watch
people’s eyes light up with interest when
a person says, “Joc? Yes, he sells Cadil.
lacs,” “Franki Why yes, we know him,
he represents Steinway,” Quality means
distinction! Use these examples to empha-
size the many different ways successful
salesmen sell:

1. Create an atmosphere of quality — A
shoe salesman carries a lighted stand for
displaying his highest priced numbers,
which he arapes with silk and sets under
a spot light in the sample room. He re-
ports that as a result of this bit of show-
manship his sales (and commissions) on
his quality numbers have more  than
doubled.  Similarly an  Addressograph
salesman uses a gold plated address plate
to explain the advantages of metal ad-
dress plates in his addressing system,

2, Establish a basis of comparison —
‘The price of a quality product hecomes
less of a hurdle if the salesman quickly
cstablishes a basis of comparison — like
the farmer who placed a large foothall in
his chicken house to inspire his hens to
lay larger eggs. When they compared their
eggs with the foothall, even the best they
could do seemed inadequate,

3. Dramatize the benefits—Several sales
men selling gas relrigerators dramatize the
silent feature of Servel refrigerators, as
contrasted with the hum of some eleciric
refrigerators, by lighting a match and
then holding it before the prospect while
it silently burns itsell out, This simple
demonstration of quality makes a lasting
impression  on the prospect, and has
caused thousands of homemakers to de-
cide in favor of gas refrigerators.,

4, The “best by test” technique — Re-
vere salesinen, selling a quality line of
kitchenware that commands a  higher
price than most women have heen used
to paying, drop the pot or bowl on the
floor as if by accident, and then prove its
sturdiness by showing her it is not even
dented, A pot or kitchen bowl that will
stand that kind of punishment obviously

will outlast ordinary kitchenware, so the

small extra first cost is unimportant.

5. Making the buyer want quality -
Gening engineers to specily o quality
part il it costs a little more than what
they originally specified is a tough joh,
A roller-bearing  salesman does it by
checking with companies that use his
prospect’s machines to find out how the
machines performed.  Usually at some
point the babbit bearings burned out.
With that information in his pocket con-
vincing the engincers proves an casy mat-
ter for the salesman,

6. Using the five senses—A salesman
for a wholesale grocery company built up
a hig business on preserved strawberries
by bringing an open jar into the store
and having his customer taste the pre-
serves, The delicious flavor sold it So
did the large fruit which the grocer could
sce through the glass, While the. aste
was still fresh in his mouth he heard and
was impressed hy what the salesman said.
And to touch all the bases, the salesman
focused attention on the product by hav-
ing the grocer hold the jar while he
wrote up the order.

7. The challenge of quality — Some
merchants are afraid to stock a quality
product. They think it is too high priced
for their trade. A women's ware salesman
gets over this hurdle by asking cearly in
the interview if the merchant can sell a
quality product, and evidencing some
doubt as to his ability 10 do so, The mer-
chant, if he respects the salesman, usually
says that he can, thus paving the way for
a sale,

& A block-chart to show turnover —
Once of the advantages of most quality
products is that they are good repeaters.
To drive home the henefits of fast turn-
over to buyers a toothpaste salesman
carries a sct of wooden blocks, shaped
like disks, in his sample case. When it
comes time o talk about the benefits he
will get by handling a fast-moving line
of tooth paste, and really pushing it, he
brings out his blocks and makes one litle
pile to show the profit the druggist makes
on run-of-the-counter toothpaste, and an-
other, much higher pile, to show how
much more he could make on his adver-
tised toothpaste.

9, Relation to tolal expenditure —The
cost of a quality product may scem large
when the additional amount is set off

by itsell, but when compared with the
total expenditure the buyer will make, it
appears unimportant, A paper salerm. n
found that out. He stopped talking abow
the paper, and started talking about the
complete printing job, He stressed the
investment the buyer was making and
how important it was not to undermine
it by trying to save a few penndes on each
catalog.

10. The reputation of the company —
Some salesmen overlook a valuable sales
point by not making more use of the
reputation of the company behind the
product. Selling quality is largely a mat-
ter of establishing confidence. A Marshall
Ficld salesman says, ""Most of my custom-
ers never heard of the brands we ofler,
hut over the years they have come to
regard any product offered by Marshall
Field & Company as a quality product,
So all we do is hammer home that point
and sales follow.”

11, Using price to prove quality —"The
usual procedure in selling a quality prod-
uct, when price is higher than usual, is
to wait until the demonstration is com-
plete before mentioning the price, But a
floor covering salesman selling institu-
tions takes the opposite tack, He prepares
the buyer for the higher price by using
it as a peg for his quality arguments. He
contends that this gives the buyer confi-
dence, as the higher price and the impres-
sive list_of bhuyers he shows is in itsell
the best proof of quality,

12, Get the buyer into the acd =Tt is
good sales strategy to paint your picture
with the buyer in the foreground doing
something, It Is the audience participa-
tion idea, A salesman for industrial cloth-
ing gets the buyer into the act by asking
him to take hold of one leg of a pair
of overalls, while he holds ihe ather leg,
and pull just as hard as he can. The tug
of war dramatizes the great sirength of
the doublestitched seams, and the result-
ing customer satisfaction,

In the same way a salesman selling
“nonbreakable” chimneys for kerosene
lamps (yes, they still sell them) hands a
chimney 1o the storckeeper and gets him
ta roll it down the counter. Then he sug-
gosts the storckeeper take a chimney off
the shell and make the same test, which
of course, he never does, The storekeeper
is impressed because he, rather than the
salesman, made the test,

ALK

Buhler Press
ond
e
Shar! Goods Dryer
Insiallatlon

BUHLER SHORT GOODS DRYER, rvre v

PRINCIPLE

Goods extruded from the press pass through an oscillat-
ing preliminary screen dryer, where they are slightly sur-
face dried to prevent deformation. Therealter, they are
conveyed to the preliminary drying section of the dry[er
and spread evenly over the top conveyor by means of a

istributor. .
d“;rfltl::t passing through the controlled pre-drying stage,
the goods enter the finishing dryer where they are a sub-
jected to a contralled drying process, They leave the dryerat
normal room temperature and may he_puckcd immedintely.

To obtain optimum dryinF. two independent cllrpalml
in the dryev are automatically pre-determined by contro
instruments.

DESIGN CHARACTERISTICS

inum housing over light-weight insulnlir_tg_panc[s
o ‘iAah:!ne;igned asa hgnt and vapor barrier, permuun‘i; Lhe
dryer to be operaled at higher temperatures and hu-
midities without increased heat losses, thus producing a
belter looking product in a uhorlt;: d‘rlymg m;:. y
ully-automatic operation of the short goods manu-
2 '{al::‘:u'rinyg line requir(-f!(‘mly periodical supervision, Any
deviations from the normal operuting temperatures arc
quickly observed on external recording instruments an
can be corrected in time to prevent golrdsds]mllnge. .
- ery of blowers on each side of the dryer provides
o a:!):;tlﬁc ent air throughout all stages. The air is guic e(d
through ducts into the drying chamber to the desire I
location and then is forced through the conveyors ane
the goods. Heaters between the conveyor bands mm“lr
the drying capacity of the air after the passage through
each layer, Tlu- heat input of each heater is simply ad-
justed zy two valves according to a heat re uuun?t-nf
chart, 10 obtain optimum drying capacily lor every
Ll oo be dried simul ly under con
cts may be dried simultaneously n-
3 'l[i‘::o[:smg;:ﬂnlion’: The press shut-down time for die
changing permils enough time between the two opera-
tions 1o mlnpl the climate 1o the following prosduct.

: : fally
5) The conventional screens are replaced by specia
: shaped, corrosion resistant channels forming the con-

iph

veyor clements, thus climinating repairs and break-
i i ini lubrication
7} The slow moving parls require minimum i 2
! Lubricants cannot come in contact with the prud:ct. 4
iti i limale adaple
8) The positive control of heat input and ¢ aple
t Iullhl; drying characteristics of the ghapcs ‘ul'lnv.s dil-
ferent drying times. These are obtained with a 2. or
3.speed conveyor drive, et
i inet i ols
9) The clectric control cabinet incorporates oll controts,
) pilot-lights, starlers and overload relays. It is located
for convenient observation by the operator. )
Respective pilot lights ficker il a motor should [ail to

operate,

CAPACITY

Goods Dryer TTM is huil in three sizes, wilh
cn;r:::l;tisgu;:m:%ﬁsﬂ Ib:. to 1400 Ibs./hour, determined by
the specific density of the product to be dried.
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PEOPLE PRODUCTS AND PROGRESS —1975

Reprinted with permission of Nation's Business
From the U. S. Chamber of Commerce film shown at Winter Meeting

N 20 years America will have 221,000,

000 people. Today's industry shows
what Is in store for you:

More food.

Better sheleer,

Greater  comfort,

More leisure and more ways to enjoy it

And 20,000,000 more jobs — hetter jobs,

That is how industry sces America in
1975,

It is a practical view. When industries
amd trade associations were asked by the
Chamber of Commerce of the United
States to contribute opinions to a com-
posite picture, they were careful 1o avoid
any type of daydreaming.

Their predictions anticipate logical ap-
plications of rescarch already under way,
or improvements in products now avail-
able. The changes they see in our future
standard of living are the natural incre-
ment of a free, competitive enterprise
system, Without such a system the Mal-
thusian theory and other doctrines of
pessimism would hold some tervors for a
country which, 20 years from now, will
need to house and feed 221,000,000
people with no increase in land area.
With it, such a population provides new
joh opportunities, a spur to technologi-
cal advancement and a multitude of new
cusiomers, ‘

Among the things which indusiry ex-
pects to offer these new customers are:

A Variety of Nutritious Foods at
Lower Cost

Although the arable land is limiied,
new, commercially produced plant foods
and new methods of bringing water to
the land will increase production per
acre. Cost-saving advances are coming in
distribution —among them moving belts,
automatic loaders and electronic count-
ing machines that will simplify handling
in warchouwses and moving goods on o
the retail store,

There the food shopper's task will be
simplified by a check-out counter where
an electric eye and an automatic com-
puter will tote up her bill without wait-
ing,

As she leaves, she will have no doors
to open. The whole store front may be
closed only by a curtain of air—cool in
summer, warm in winter — flowing from
a vent in the ceiling to a vent in the
floor. "The items she will take home will
include more prepackaged foods than are
available today — some of them equipped
with chemical heating or cooling units
which will permit her to cook ar chill
the product right in the package.

Shoppers will find store fronts entirely open, with warm alr curtaln in winter, cold in summer,

More Luxurious Living

New materfals, steel among them, may
or may not change the appearance of to-
morrow's house, but the trend toward
indoor-outdoor living certainly will. The
lawn, the patio, probably the swimming
pool, will be integral parts of the house
design, Privacy assured by this armange-
ment mity make possible outside  wally
of glass —even in bedrooms,

Inside, the most obvious change may
be the absence of walls, Lighter steel,
thin shelled concrete, and trussed ralters
of timber will eliminate the need for
propping up the roof and ceiling. Walls
can thus be movable, either manually or
by use of power, Some of them also will
he of the storage type.

In this home, 100 mechanical servants
will do the owner's bidding, Automatic
controls will close doors and windows in
case of rain or temperature changes, Ul-
trasonic  waves will wash clishes and
clothes  without mechanical  agitation —
and sterilize them, A twist of a dial and
clothes will move on to automatic iron-
er, Electronic walls and ceiling panels
or gas heat pumps will savisly every tem-
perature whim, In clectric kitchens, pan-
¢ls of tiny thermo-junctions will provide
cooling in the refrigerator and deep
frecze. Similar panels, with current re-
vened, will warm other foods,

In gas kitchens, all cquipment may he
prefabricated into a single wall unit. Dial
controlled hot water faucets will serve
water at any desired temperature, Incin-
erators will appear and disappear at the
touch of a button, So will the refrigera-

tor and the hidden cooking units,

Insteid of switches, contral pancls will
regulite fmerfor lighting, A hand waved
hefore such n panel will raise or lower
lights, even change their colors to blemd
or contrast with draperies and upholstery,

New in home cotertainment will be
the television wpe recorder and the elec
tronic music synthesizer. Both will operate
with paper tape, Using the recorder amd
a portable TV camera, the home owner
can record pictures on tape, play them
back on the family's picture frame TV.
With the synthesizer, hi-fi will reach new
petfection, including, for those who wish,
production of music sounds never hieard
hefore.

Lities ~vith Fewer Problems

Light-weight cuiicrete of great strength
permitting cencrete buildings 40 stories
tall and office buildings sheathed in stain.
less and  purcelain-enameled sieels will
change sky\ines in 1975, Grouping munic
ipal hufidings and related siructures in
civic conters will change city geography.
Included in many such centers will be
the avdit rium., Topped with a thinshell
concrete mwl, this building will provide
clear lloor space the size of two football
ficlds = with a mammoth parking lot un-
derneath,

Different, ton, will be  tomorrow's
schools. "They will be on larger sites, with
maore outdoor work and play arcas. Com-
mon_practice will be 1o separate various
activities in specialized buildings; large
buildings for group activities such as
assembly sessions and - sports;  smaller
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BECAUSE DON KNUDSEN HAS THE FACTS— '
You get better Durum Products from General Mills

HMr Pes .\Tl:f:’r Ty

Durum Sales

urum Sakes Puram Sales Western

En| W. Okon
l.')‘uhm. Purum Sales
Western Western

0. W, Keshsn
Yurum Sales
Mar., Central

P M, Spidsy
Durum Sales Durum Sakes
Mgr., Eastern Fasern

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

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

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

And like all General Mills durum
salesmen, Don's hud intensive train-
ing at our “school™ in Minneapolis,
including work in grain department,
mill, and Products Control luboru-
tory. There he's ubsorbed fucts rom
oldtimers who know durum [rom the
ground up.

So if you'd like suggeslions ubout
durum products 10 meel your pro-
duction methods—or ideas ubout
merchandising and advertising—usk
Don or uny General Mills sulesmun.

7w ST g ATt P Lol et

In cooperation with others in our
General Mills Durum family, Don
welcomes the chance to bring you the
best Durum Products possible—to
help you manufacture the Tinest
macaroni products.

DURUM SALES

General Mills
Minneapolis
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buildings for class rooms, each equipped
for use of films, television recordings, and
with a stage for classroom dramatizations,

The rooms will be larger, yet serve
smaller classes. They will have windowless
alcoves for quict study. Furniture will be
flexible, healthful and comfortable. Goad
lighting, acoustics, air conditioning and
ample storage space will be standard
equipment,

Where climate permits, outside as well
as inside space will be used as part of
each room,

But perhaps the greatest change in to-
morrow's city will be improved traffic
conditions, According to one solution,
drivers will leave their cars at [ringe
parking lots, siep onto a conveyor belt
that will carry them underground to con-
tinuously moving conveyor carriages that
will transport them to the city,

Once on the road, the car's electronic
devices will warn of obstacles ahead, may
even climinate the need for a driver alto-
gether.

Faster Public Transportation

Railroads will speed service not only
on the main lines but in triple decked
classification yards where cars will be
switched electronically and TV cameras
will make possible Jong-range inspection
and recording,

Several new type light-weight, articu-
Inted trains are promised for passengers.
Long distance travelers will find Roating
chairs, hideaway tables and adjustable
partitions 1o create semiprivate compart-
ments for their own parties, Hidden con-
veyor tubes will bring food and bever-
ages and conveyor aisles will serve those
who want to go from car to car, For com-
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the first practical flying saucer, capable
of carrying 100 passengers at GO0 miles
an hour, while 30-passenger helicopters
will be used between suburbs and down-
town areas.

For freight that moves by highway, the
trucking industry predicts atomic powered
tractors with electric drive motors on each
axle and, in the cab, small TV screens
which will give the driver and his reliel
man a view of everything on both sides
and behind, Operating in special truck
lanes, these tractors will pull several
trailers, each with a clear plastic top al-
mitting light to simplify freight han-
dling,

Comfort Everywhere

Those who leave their comfortable
homes to enjoy the new comfortable
means of travel will find even more com-
fort waiting at the end of the trip.

Tomorrow's hotel, says the hotel in-
dustry, will [eature a drive-in entrance
for guests who arrive by automobile, a
moftop landing field for helicopters.

Elevators will carry the guest, his bag-
gage. and his car if he has one, to a room
on the building'’s outer ring. The interior
will be reserved for parking.
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CRITERION SEMO-RINA | |
ASemolinaFarinaProduct " "
MILLED FROM A MIXTURE OF

In his bedroam the guest will find a
control panel from which he can regulate
the firmness of his mattress, order fool,
beverages, and newspapers delivered by

There’ll be less waiting In food centers in
all Items,

Beneath the main shopping district a
network of conveyors will move shoppers
from store to store. Alter business hours,
this same system  will deliver [reight.
Similar conveyors will aid pedestrians 0
airports, railroad and bus terminals.

-

Specialized Personal Transportation

For those who must use city streets in
1975, one automotive engineer suggests
use of an in-town car. About the same
sire a5 todday's car although much lower,
it will carry four people in fixed seats,
Its power plant, in the rear, will give
medium cruising speed and an automatle
brain may handle the parking problems.

For long distance travel, the car of
tomorrow  will be a highway cruiser,
longer — perhaps  measuring 20 feet —
lower and wider than wday's, A gas tur-
bine — perhaps atomic power — will drive
it. It will provide fast, safe travel over
heavy duty superhighways. Prestressed
concrete  bridges capable of spanning
great distances will permit building these
highways with many levels, eliminating
grade crossings, segregating traffic of dif-
ferent types.

1975. Electronic eye will compute prices on

muters, double decked cars will provide
more space and comfort.

Both freight and passenger wrains will
move on roadbeds kept in condition by a
machine which, in onc operation, will
take up old track and lay new, widen and
grade the roadbed, ditch for proper
drainage, replace the tamp rock ballast,
Some of the trains using this wrack may
be pulled by atomic-powered locomotives.
The Atomic Encrgy Commission already
has approved proposals to explore this
possibility. But, whatever the power, Ta-
dar impulses will transmit signals to the
locomotive and to trackside switch con-
trols, contributing to safer train move-
ment,

The aviation industry promises jet-
propelled freight planes capable of carry-
ing 100 ton payloads at 600 miles an
hour, For the long distance air traveler,
200 pawsenger airlines will make the
Washington-to-Paris light in less than
three hours, at 1,200 miles an hour and
50,000 feet up. 3

For. shorter Mights — Washington-Chi-
cago, for eaample — passengers may ride

pneumatic tube, Telephone calls will be
accompanied by a TV picture of the
party at the other end —unless the an-
swerer has just stepped out of the shower.
In that case, he can stop picture trans
mission.

By pressing a button, the guest can
sanitize his bathroom and its fixtures with
an odorless and harmless gas, Under the
sink will be an automatic washing ma-
chine, dryer and small refrigerator for
producing ice cubes. Towels will be
stored in heated cabinets.

In hotel kitchens, individual packages
of precooked foods, preserved by radia-
tion, will be heated in electronic heaters
hefore moving on conveyorts to  the
waiters' pick-up spot —and management
can supervisg all this from television
monitor screens in the central office.

This sampling of what a few industrics
plan for the future demonstrates how a
dynamic  economy continually looks
ahead to new products, new services, new
developments, It shows, too, where this
country will find the 1,000,000 new jobs
that must be found each year because our
papulation growth makes it necessary,
We must nuke 20,000,000 such jobs by
1975,

Many of these jobs will be in-industrics
not even anticipated today. Some"will be
new techniques in old industries, Some
will be better ways of doing what s
already being done,

In any case, they will be better jobs
leading to even further technological ad-
vancement because, even in 1975, our
free market economy will still be looking
toward the fulure,

DIYISION OF
‘GENERAL OFFICES: MINNEAPOLIS 2, MINNESOTA

50% DURUM — 50% HARD WHEATS

EE MILLING CoMPANY

LLLAT 1M

MiNNTAPOLIS, M)

Put Criterion Semo-Rina on your

Commander-Larabee

MILLING COMPANY

ARCHER-DANIELS-

Count on Criterion Semo-Rina, day after day, to
measure right up to YOUR QUALITY STANDARDS.

NEXT order.

MIDLAND COMPANY




20 THE MACARONI JOURNAL

February, 1956

BUSINESS FILMS

The National Macaroni Institute contemplates industry movies

USINESS films have become big busi-
ness, With around 500,000 sixtcen
millimeter sound projectors now available
in the United States (this is one for every
320 people) films are important,

The National Macaroni Institute has
heen investigating the possibility of devel-
oping industry films for macaroni, spa-
ghetti and egg noodles. In mid-November
the Board of Directors met at the of-
fices of Theodore R. Sills, National Maca-
roni Institute public relations counsel,
in New York to hear presentations by
several film producers. A Film Festival
was a part of the convention program for
the Winter meeting to demonstrate what
various food industries are doing in the
way of educational films. On the program
were “The Magic Shelf” produced for
Campbell Soup Company, “Barbecue
Party” put out by the U, S. Brewers Foun-
dation, and “Fiesta,”” a pictorial party
proposal prepared by the Evaporated
Milk Association.

In the Index and Guide te Free Educa-
tional Films from Industry, distributed
by Modern Talking Picture Service, “The

. Magic Shel[” Is described as showing re-

freshingly new appetizing recipes based
on condensed soups, These recipe Ideas
are demonstrated in the film by Anne
Marshall, Campbell's home economist.
She creates casseroles and stews, salads
and dressings, and tasty lunch and supper
dishes, Photographed in beautiful full
color, this film of recipe tricks shows how
to provide menu variety for all meals.
“There is emphasis an nutrition and econ-
omy, 1oo — it is possible to have all these
qualities. Miss Marshall carefully shows
how to prepare each recipe. The recipes
shown in the film are also put out in a
colorful recipe booklet that is made avail-
able to viewers by the Campbell Soup
Company when a booking of the film is
mace.

“Barbecue Party” is a bright little short
designed primarily to show beer's place
in the average American family’s scheme
of things, It is brought in very casually
in the plans and presentation of an out-
door barbecue party, This film short pic-
tures the preparation of shish-kabobs,
barbecued hamburgers and other grilled
delicacies. Outdoor cating and the serv-
ing of beer are presented together as a
part of modern living.

“Fiesta" is about two tecn-agers, Judy
and Pat, and their plans for giving a
party. Of course, their mother gives them
lots of good suggestions and "food"” guid-
ance to assure them a successful fiesta.
Audiences enjoy the decorative ideas as
well as the recipes for the food part of
the party. They are all demonstrated and
cxplained in the film,

“Fiesta" runs exactly 8 minutes, 30 sec-
onds, including titles, with narration and
music background.

Recently the Films Steering Commitice
of the Association of National Advertis-
ers made a study of 157 business flms
to determine production and distribu-
tion costs of representative advertising
and public relations motion plctures.

The list of sponsoring companies reads
like a who's who in American business
and includes food features such as the
American Can Company's “Alaska’s Sil-
ver Millions” and “Vitamin Rivers"; Ar-
mour & Company's “ABC's of Beef Cook-
ery” and “Festival of Cheese Recipes™;
Campbell Soup Company's “Magic Shelf”;
J. 1. Case Company's “Harvesting Seeds
of Plenty”; General Foods Corporation’s
“Treasures for the Making” and “Cali-
fornia Gold"; General Mills' “Food As
Children See It" and “The School That
Learned to Eat"; General Motors Frigid-
aire Division's “Froien Freshness”; the
Green Giant Company's “The Good
Euarth to Good Tables"; Standard Brands’
“American Heritage of Hospitality” and
“Mealtime Is Variety Time"; Swilt R
Company's “Meat Buying Customs” and
“Nation's Meat"; United Food Company’s
“Journey to Bananaland”; Western Beet
Sugar Producers' “Sugar, USA."”

To the important question “What will
the movie cost ws?” the survey determined
that producing a film is pretty much like
building a house. It depends upon what
sire vehicle you are talking about. In
the group of 157 surveyed, the cheapest
film was §1,782, while the most expensive
cost $426,600 to produce. The average
running time of business-sponsored films
is about 26 minutes, 35% of the 157 in
the survey run 20 minutes or less. 549,
run between 20 and 30 minutes, or 2 to
3 reels, while the balance run from 3
reels to feature length — 55 to 72 minutes,

The life span of a business film seems
to be between 2 and 5 years, The lon-
gevity of a picture can be predetermined
to some extent by the skill of the sponsor
in making his message timeless. In the
turvey conducted by the Association of
National Advertisers, 199, of the films
consiclered had been in use less than a
year, 24% of the pictures were between
1 and 2 years old, 419, between 2 and 5
years old. 169, were really living it out
between 5 and 16 years in circulation.

99.4%, of the films in the survey were
in sound and 74% were in color, Color
films are favored nearly 4 to 1, and with
color television now materializing this
ratio can be expected to swing even [ur-
ther in this direction.

A typical sponsor spends 55%, of his
budget for the production itsell, 26% of

the budget for release prints, and the
final 199 is allocated to distribution.
Distribution invalves promotional picces
to get bookings and to maintain the film
in good shape for each showing plus
transportation to the viewer and back
to the distributor,

In The Story of Film Distribution,
a brochure prepared by Modern Talking
Picture Secrvice, the statement is made
that audience potential for the release of
sponsored films is practically unlimited.
Millions of group-minded Americans, or-
ganized in lodges, unions, churches, asso-
ciations, societies, granges, veterans' or-
ganizations, employee groups, and so on,
meet cach week for discussion and
fellowship. Businesssponsored motion
pictures are in great demand as popular
program material and to stimulate attend.
ance, More than 100,000 audiences have
heen classified by type and general group
interest by this one business film distrib-
uting organization, They state that a con-
tinuing program of audience rescarch is
discovering more than 25,000 new film
using groups annually,

More than 969, of all high schools in
the United States numbering about
24,000, use businesssponsored films as
teaching tools, The average usc was
found to be 168 motion pictures per year.
But in examining detailed surveys it was
determined that schools using more than
a thousand films per year, less than 39
of the schools surveyed accounted for
about 259, of all the films used. As these
volume users had a marked influence on
the average, a median was determined
and that amounted to a use of films at
the rate of £0 per year; 77% of which
are businesssponsored free films. The
subjects best served in the teaching field
were science, soclal sclence, and home
cconomics, in that order,

During the summer months more than
a milllon people assemble weekly in
theaterless towns of rural America to en-
joy free entertainment programs which
include sponsored films,

Mast of the nation's 20,000 motion plc-
ture theaters will exhibit acceptable spon-
sored films,

Television stations, like theaters, will
run sponsored subjects on a frecsustain:
ing basis to reach a vast new audience.
There are more than 400 television sta-
tions broadcasting in the country today
with audiences that range into the mil-
lions depending on the territory and time
of day.

Truly the United States is peopled
with picture watchers, and the potential
for product promotion and public rela-
tions through this medium is most impor-
tant,

et TSR
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fWhen a company sticks to quality day after day and
F— '
year after year without compromise, the customers know it. There is no
greater reward than to have the respect of your customers

and a growing business.
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LENTEN PROMOTIONS
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Here's macaroni and cheese made a new, modern
way—with cheese sauce plus cheese chunks. Simply
mix cooked macaroni and a hearty cheese sauce
in a casserole. Top it with a cupful of chunks
of sharp cheddar plug a generous eprinkling of
grated Parmesan.® Then pop casserole into a 850
degree preheated oven for thirty minutes.' This

way, macaroni is more than good, it's good plus!
¥ 2 % Add pimienia and green {optional,
h-c-n-lgtm i e MeBed wenl ron W h--muhl—-m-'-n_m:h:,‘-l
AMERICAN DAIRY ASSOCIATION
Volge of the dairy tarmar « 20 N, Wachker Drivs, Chicage 8, .
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e
You nevar sutgrew,

Walch *Dissertahe d
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Macaroni & Cheese is being advertised by the American Dairy Association in this full-colored advertisement appearing in the March

issue of Ladies Home Journal, circulation 4,817,000, COUH“‘V Kitchen macaroni & cheese will also be advertised on their Disneyland Show
Y g

time,

ABC-TV, i i
to an audience of 45,000,000, Three mentions in March on the Lone Ranger television show will reach 25,000,000 people each
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STRESS MACARONI & CHEESE

HREE tremendons avertising il

merchandising drives will he
launched Tor the six weeks of Lent 1o
promote mataroni and cheese,

The advertisement 1o be placed by the
American Dairy Association in the March
issue of Ladivs Home Journal s i
wr.d on the adjoining page. In ackdition
(o their magazine advertising, they will
support the nicaroni and cheese combi-
pation on their Disneyland Show seen on
wome 10 ARG television network sti-
dons. The Lone Ranger, another Ameri
can Dairy  Association elevision  show,
will plug macaroni amel cheese on three
separate occasions during March on
other 73 television stations.

The long list of advertising planned
by the Carnation Company for their
Lenten drive on macaroni and  cheese
was given on page B of the January iwue
of the Macaroni Jourmal. In addition 10
wide coverage in the consumer magazine
field, Sunday supplements, farm publica-
tions and grocery storeadistributed maga-
zines, Carnation will have welevision sup-
port with the Burns & AMlen Show aml
the Bob Crisby Show over the IS net
work. Radio support will he fortheom:

(Continued o page 26)

. if
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. Five woys to fix grand macaroni ond cheese
tion to this mogozine advertising, Kralt Foods
tAerchandising support will be given jointly by macaronl manulacturers tieing up with some 90

the Kiaft Television Theater on March 7.

HEADQUARTERS FOR
YOUR FAVORITE

:;f '-!aumni and choosel

-

Here's your Lenten volume builder. It's a macaroni ond cheese Lenten dish pro-
motion, Colorful point-of-purchase sales aids exhibited here by Vivian Devine have
been mode available to retailers by members of the Nationol Macaroni Institute and
the Carnation Company. The merchondising aids include recipe sheets, window bon-
ners, display cards, shelf talkers, and drop-in advertising mats.

stofix grand Macaroni-and-Ch

AR Ejoy o diffferent one each week | . 4§
AP during lent . EART

L

b
4
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The Worlds Favorita Cheeses
are made or Imported by

+ KRAFT . *

will be a double page spread in full color in the March § issue of Life Mogozine. In addi-

Company will promole macaroni and cheese recipes on the 72 television stations corrying

Kraft Foods Company sales branches. The caimpaign is being advertised by Kralt in February issues of Progtessive Grocer, NARGUS Bulletin,
Meal ond Food Merchondising, Chain Store Age, Food Topies, and IGA Grocergram.
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SEMI-FINISH LONG GOODS DRYER... ... .... NOW
an ESTABLISHED PERFORMER in the AMBRETTE FAMILY of DRYERS . .. OPERAT. P R E E WITH
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 THE

.. . HANDLES A 24 HOUR DAILY CAPACITY of | AUTOMATIC SPREADER ...

i By 3 AT e g 0 ]
e e e Sl S il

CUTS LONG GOODS DRYING TIME and SPACE to LESS THAN HALF . . . GIVES *1
BACK to YOU PART of YOUR BUILDING for OTHER PRODUCTIVE USES . . . IN. PROPER YACUUM® 1
STALLATION FLEXIBILITY to SUIT ANY BUILDING. S j
Our HIGH VACUUM SYSTEM is now operating on all POPULAR j;

MAKE PRESSES in the United States . . . . . CUSTOMER ACCEPT. §

ANCE of our vacuum system—not only on our prosses but on presses §

- of other makes—has been most gratifying to us .. ... CUsTO. 1
lIKE MERS' RECOGNITION that high vacuum gives a more complete 'i{
srRllAhllgHT deaeration of dough before extrusion—creating a superior quality 1

product, better conditioned for drying—has put us in tho LEADER.
SHIP in vacuumizing presses in the United States,
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P >
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Semi-Finlsh Dryer
attached to front of
Preliminary Dryer.

e st T S M b VY 21500 B BT A R,

FLOOR
THIS B
Three Seml-Fiaith
Dryers connected b
2= 'r':m:" :ulua:lc’ J CREATIVE
to thr re I:I'- G
on Dr:‘l:l :‘I :locIL lhl:vw. ENGINEE}‘RlN
Finish Drylng Rooms
To su" adjacent 'SI:lI-IHlllh Eal +RZ)N]
Dryers, eliminatin
voun -u'.v:u.-“...l- ::I-r' L
BUILDING l989, 90sds truci. NOODLE

INDUSTRY

Automatic Press with Long Goods Spreader @  Automatic Short Cut Press @ Automatic Combination Press for
I Long and Short Goods @ Automatic Sheet Former ® "Quick Change" Noodle Cutier ® Bologna Machine @
m ze Hydraulic Dry Long Goods Cutter @  Pressure Die Cleaner ®  Automatic Long Goods Preliminary Dryer @
Automatic Self-Controlled Long Goods Finish Drying Rooms @ Automatic Short Cut Preliminary Dryers @ Automatic
MAC H l “ E RY c on P Complete Short Cut Finish Dryers ®  Automatic Complete Nocdle Finish Dryers @  Automatic Complete Balogna
4 Finish Dryers
156 SIXTH STREET, BROOKLYN 15, N.Y., US.A.
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Lenten Promotions —
(Continued from page 23)

ing over Carnation's Keystone network.

Kraft Foods Company will be the third
national advertiser using the macaroni
am cheese theme during Lent, A double
page spread In the March 6 issue of Life
Magazine is illustrated in the picture
below. These recipes will also be pro-
moted over the 72 stations carrying the
Kralt Television Theater. Some 90 Kralt
Foods Company branch sales offices in
the United States and Canada will have
their representatives merchandising mac-
aroni and cheese during Lent.

Photographs and recipes from the Na-
tional Macaroni Institute cover a wide
range of suggestions for Lent including
combinations for spaghetti and egg
noodles as well as macaroni. Some of the
Institute’s recipes for macarani  and
cheese follow.
Quick Saucepan Macaroni and Cheese

Ingredienus: (Makes 16 servings)

1 tablespoon salt

3 quarts boiling water

2 cups clbow macaroni (8 ounces)

V4 cup butter or margarine

2 cups grated processed American
cheese (about 14 pound)

Y% cup finely chopped onion ’

Salt and pepper 10 taste

Pimientostulled green olives
Procedure:

Add 1 tablespoon salt to rapidly boiling
water. Gradually add macaroni so that
water continues to boil. Cook uncovered,
stirring occasionally, until tender, Drain
in colander.

Combine macaroni, butter or marga-
rine, cheese, onion and salt and pepper
to taste. Cook over low heat until cheese
is melted. Serve immediately, garnished
with olives, as desired.

When your school-age youngster comes
home from school, he needs a hearty,
appetizing meal with plenty of energy-
giving foods. Macaroni and cheese need
litle preparation and provide the nour-
ishment so necessary for keeping growing
children healthy and active. Here is a
recipe that has patural appeal for the
grace school set:

Country-Style Macaroni and Cheese
Ingredients: (Makes 4 to 6 servings)

I tablespoon salt

3 quarts boiling water

2 cups elbow macaroni (about 8 ounces)

2 cups grated Cheddar cheese(l4 pound)
2 tablespoons butter or margarine
14 cup light cream
10 slices crisp cooked bacon, crumbled
I'rocedure:

Add 1 tablespoon salt to rapidly boil-
ing witer, Gradually add macaroni so
that water continues to boil, Cook un-
covered, stirring occasionally, uniil ten-
der, Drain in colander.

Combine macaroni and remaining in-
gredients and mix well. Turn into
greased 114 quart casserole, Top with
additional grated Cheddar cheese, if de-
sired, Bake in hot oven (400°) 20 to 30
minutes, or until browned,

After a day of school-work, a growing
boy has a hearty appetite, so an indi-
vidual casserole of macaronl and cheese
makes a satisfying main-course dish, Chil-
dren enjoy having their own individual
casseroles, and when macaroni and cheese
are served this way, no encouragement is
needed to get them to eat the last litle
bit. ‘This can be accompanied by celery
and carrot curls whose crispy texture are
often more popular with children than
cooked vegetables, Fruit and chocolate
milk are a good choice to round out this
simple but well-balanced meal,

Family's Favorite Macaroni and Cheese
Ingredients: (Makes 4 servings)

I tablespoon salt

3 quarts bolling water

2 ¢ups clbow macaroni (8 ounces)

2 tablespoons butter or margarine
Y4 cup onion, chopped

2 tablespoons all-purpose flour
114 cups milk

2 ¢ups grated Cheddar cheese (about

Vs pound)

14 teaspoon salt
Vi teaspoon Worcestershire sauce

2 slices bacon, cut in half
Procedure:

Add | tablespoon salt to rapidly beil-
ing water. Gradually add macaroni so
that water continues to boil. Cook  un-
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covered, stirring occasionally, until ten-
der, Drain in colander,

Melt butter - or margarine over low
heat and add onion; saute 5 minutes. Add
flour and blend. Gradually add milk and
cook, stirring constantly, until thickencd
and smooth, Stir in cheese, 14 teaspoon
salt and Worcestenshire sauce, Cook over
low heat until cheese is melted, stirring
constantly, Add macaroni; mix lightly but
thoroughly, Turn into 4 greased Individ-
ual casseroles. Top with bacon. Brofl 34
inches from source of heat 5 minutes, or
until lightly browned.

Grandma's Macaroni and Cheese
Ingredients: (Makes 4-6 servings)
8 ounces elbow macaroni (2 cups)
uncooked
I pound grated Cheddar cheese
1 teaspoon salt

Freshly ground pepper

14 teaspoon onion salt
3 cups milk
Procedure:

In a Iyg-quart casserole, combine maca-
roni, cheese, salt, pepper, onion salt and
milk. Stir to mix thoroughly, Bake in
moderate oven (375°) about 2 hours, or
until macaroni is tender, Stir occasion-
ally during cooking time so macaroni

docsn't stick,
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large modern plant of Mission Macaroni
Company, Inc., lototed in Seollle, Wath,

One of two {ully outomatic Simplex-0-Malic
Pockoging Machinas forming, walghi-filling,
ond sealing cellophone bogs of mocarenl
produchs.

PACKAGING 24,000 BAGS OF MISSION MACARONI
PER SHIFT WITH SAVINGS UP TO 50%

Savings up to 50% ore realized over monval

Accurale nel.welght fllling cuts down producl
packaging mathods,

Materlol savings up 1o 25% ore made In form.
“'give-away."

ing bags from prinled roll stack,

“We've boosted sales too, with attractive cellophane bags which display the
superior quality of our products.”

Says Guido P. Merlino, President

Mission Macaroni Company, Inc., Scatile, Wash.

“Not only have we cut our packnging costs by putting in two Simplex auto-
matic lines but we've stopped product giveaway with the accurate net \yelght
fillers on these units. We can average 1000 cases of 12's on cacl:n machine in
a shift, including change-overs, handling shells, clbow macaroni, and elbow
spaghetti. We've found that we get a better looking seplcd package l.hnt scls
off the true quality of Mission Products. Each machine keeps a girl busy
casing while one operator easily handles both of these machines along with
other equipment.”

Neaoter,

more allroclive pockoges vivibly disploy
preducl quality for greatereys ond buy“oppeal.

Welle loday for full detolls on Simplex-O-Mallc,
fully autematic patkoging.
Request Bullalin SOM-1,

B

e

"”-”é” SIMPLEX PACKAGING MACHINERY, INC.

8534 13rd AVENUEL, OAKLAND &, CALITORNIA
Feralgn Salest FMC Export Dept,, P, O, Bax 760, Son Jasa 6, Calil,
(Coble Addressi FOODMACHINI

SURSIDIARY OF FOOD MACHINERY AND CHLMICAL CORPORATION

o
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Egg Prices In 1955

Eggs in.the Chicago market command-
ed better prices during 1955 than the
year before,

Shell eggs in carly January brought 27¢
a dozen as current receipts in the Chi.
cagn market and went steadily upward
to 41c in mid-February, Prices began to
slide in mid-March with heaviur spring
production and dropped from 34.5¢ 0
81.5c in mid-April. A late April rally to
36.5c was shortlived and a descent set
in which carried the price to the year's
low in mid-July of 24.5¢c a dozen, By the
first of August prices were back up 10 30c
and fluctuated within a cent or two until
mid-September when they shot up a dime
from 2Bc to 38c, There was an easing in
October to 34c, but the rise started in
early November carried through to the
end of the year, December marked the
steepest rise and the highest prices of the
year with current receipts selling atv 88¢
a dozen on December 2, 40c on Decein-
ber 9, 42c on December 16, 45¢ on De-
cember 28, and 49¢ on December 30,

Processed eggs followed the general ups
and down of shell eggs but without as
many fuctuations, Frozen whole eggs,
freight-on-board Chicago in lots or cars of
1,000 30-pound cans or more, started the
year in a range of 23c to 24c. They ad-
vanced to a high of 31-33%c in mid-
February and then dropped to a low of
23-24c in mid-July. Their ascent from
that time on was relatively steady with
minor peaks and valleys until the end
of the year when they reached their high
of 34 - 35c.

Frozen cgg whites In quantity could be
had at 13- 14c in the first week of 1955.
They rose to a peak of 19-20c in the first
week of March and then held fairly
steady between a range of 17-20c uniil
the end of September. At that time the
price edged up another penny, December
saw a price rise of a cent each week from
2]1-22¢ to 23-24c the final week.

Large lows of frozen yolks, 45% solids,
were priced at 50 - 51c until mid-February
when they took a nickel rise, By March 1,
the range was 55-57¢ a pound, but this
started sliding off until April when the
pattern became consistent at 48 - 50c. This
range held until mid-July when it went
down to 46-47c. 47-49¢ was the range
until midSeptember when it climbed
again to 50-52c. By the end of October
another penny was added and the 53¢
price held until mid-November. Decem-
ber 16 the price was 51c and during the
last week in the year the mange was
5 - 5bc.

Dried yolk solids started the year at
51.03 a pound for Jess than carload sales,
They rose quickly to a range of $1.20 10
$1.30 in mid-February and then slid off
to $1.05 to §1.08 in mid-July, This price
held firm until the first of September
when the range dropped 2c. A 6 to 8¢
boost came at the end of September but
went back to the $1.06 to §1.08 range in
mid-October. This was constant until
mid-December when a 2c rise occurred.

The final week had a sharp rise to §1.16
to SL.18,

Good returns to egg producers in 1935
may attract more ¢gg production in 1936,
which in turn will put pressure on prices.

Processed Egg Production

The U,S, Department of Agriculture
reports  liquid egg production  during
November for immediate consumption,
freezing and drying totaled 5,255,000
pounds, compared with 8,608,000 in No-
vember last year and the 194953 average
ol 6492000 pounds. The quantity used
for drylng and [Ireezing were much
smaller.

Dried egg (cgg solids) production dur-
ing November totaled 739,000 pounds,
compared with 900,000 pounds during
November last year and the average of
1,102,000 pounds. November production
consisted of 64,000 pounds of dried
whole cgg, 237,000 pounds of dried albu-
men and 438,000 pounds of dried yolk.
Production during November last year
consisted of 209,000 pounds of dried
whole egg, 452,000 pounds of dried albu-
men and 149,000 pounds of dried yolk.

Frozen cgg production during Novem-
ber totaled 3,750,000 pounds, compared
with 5,799,000 in November last year and
the 1949:53 average of 3,637,000 pounds.
Frozen cggg stocks decreased 26,000,000
pounds in November, compared with
23,000,000 pounds last year and the aver-
age decrease of 25,000,000 pounds.

Macaroni Imports and Exports

Macaroni imports during the month of
September, 1955 totalled 306,816 pounds
valued at §50,224, 246,268 pounds of the
total came from Italy compared with
191,965 pounds in August. Imports for
nine months of 1955 total 3,254,690
pounds.

Macaroni exports in October totalled
503,213 pounds, Cuba was the best cus-
tomer with 108,770 pounds. Exports for
ten months of 1955 total 4,459,853
pounds.

Official Figures

The U.S. Department of Agriculiure
reports durum production In 1956 was
20,599,000 bushels, compared with 5,124,
000 in 1954, and an average of 33,432,000
in the ten years 1944-1933.

Acreage in 1955 was 1,387,000 com-
parcd with 1,841,000 in 1954, and a ten-
year average of 2,564,000,

Eating Habits Change

From the Southern California Forum

That Americans are cating better,
which rellects in their living longer, can
be shown in the following trends gleaned
from recent government surveys,

Each American (using average figures)
eats 19% more megt, 1297, more poultry,
15% more eggs, and 7% more dairy prod-
ucts than he did 30 years ago.

Decreases in cating habits have shown
up largely in potatoes, 829, less eaten,
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and in flour and cereal products, 389
less caten, Americans also eat 119 less
sugar, and despite the 7%, dairy product
increase, the average American cats 509
Jess butter,

Coffee, tea and cocoa drinking have
risen 239, Per capita cating of lettuce,
tomatoces, and other salad vegetables has
risen about 259, with a like percentage
increase in the use of salad and cooking
oil.

Here are two specific examples of our
dictary changes in the recent years: The
per capita candy consumption in 1934
was 16.7 pounds. In 194, it was 20
pounds per person. The per capita con.
sumption of table salt has skidded down
from. 6.2 pounds in 1*41 to an estimated
5 pounds for 1955. Reasons advanced for
this fall: the impact of frozen foods, pre-
mixes and salt-free diets, Even so, 3.8
million tons of sale is the 1955 expected
sale,

It is interesting 10 note that despite
the better diet of Americans, the portion
of income spent for food has constantly
dlecreased.

In 1850, half the average family hudget
was spent for eating: in 1900, one-third:
and today about onc-fourth.

Macaroni Movers

Macaroni sales pick up mapidly when
displayed with related jtems, Winn &
Lovett markets in the Jacksonville, Flori-
da area have used a variety of successful
methods to capitalize on this fact, says an
item in Super Market Merchandising.
Combination displays have been made
with macaroni and cheese, with tomaio
sauce, with tuna, anchovies, and many
other [liems, Spaghetti and sauces are
nawural partners. One group of Winn &
Lovett markets found that when it ar-
ranged all brands and sizes of macaroni
together, all brands and sizes of spagheui
together, all brands and sizes of noadles
together, it sold more than when these
items were arranged en masse, Another
stunt was arranging all cellophaned items
together for eye appeal.

Creamette Tests
Pancake Batter

Whipette, a division of the Creameite
Company of Mi polis, Minn,, is mar-
ket testing its Whiz Cakes — ready to use
pancake and waffle batter — in the Minne-
apolis-St. 'aul arca,

The batter, packed in 22-ounce Ameri-
can Can Company non<lrip cans with full
lithography, is made up of water, wheat
llour, corn flour, dry buttermilk, vegetable
shortening, leavening, dricd whole cggs,
dextrose, salt and sodium benzoate, and
makes up to 20 four-inch cakes.

Whiz Cakes may be stored for a long
time in freczers. When ready to use, the
package should be removed from the
freezer and placed in the refrigerator for
eight to ten hours before using.

The Whiz Cake package retails [rom 45
to 49 cents,
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DURUM DATA

Durum Legislation

President  Eisenhower, in his special
Farm Message tn Congress, January 1,
said, "I recommend extension for one
year of legislation which exempts durum
wheat from acreage and marketing con-
trols. This type of wheat is in short sup-
ply and production should not be re-
stricted.”

Anticipating this request, Senator Fran-
cis Case from South Dakota had already
introduced a bill extending last year's
legislation into 1956, His bill §. 2764
would permit the growing of durum on
farms in counties designatgd by the Sec-
retary of Agriculture in the states of
Minnesota, Montana, Norith Dakota and
South Dakota. These counties must be
capable of producing Class 1T durum
wheat and must have produced such
wheat for commercial foad products dur-
ing one or more of the ten years 1916
through 1955, In presenting the hill Sen.
ator Case urged prompt passage in order
to inform growers who hegin sceding
shortly after March 1.

The eight Senators wha sponsored legis-
lation last year to perwit free planting of
durum in the four states submitted a simi-
lar proposal for 1956 in bill S, 2884, This
hill co-sponsored by Senatars Young and
Langer of North Dakota, Mundt and Gase
of South Dakota, Thye and Humphrey
of Minnesota, Murray and Mansficld of
Montana, Is essentially the same as the
one passed in 1955 permitting any farmer
to seed as much durum as he pleases in
addition to his regular wheat quota, Tt
applies 10 any county in the Dakotas,
Montana and Minnesota with a history
of durum production in the past ten
yl.‘:lr!.

A sccond bill, S, 2885, known as the
Thompson Plan, has heen sponsored hy
the same group of Senators. This plan
provides for an increase in durum acre-
age on a 2-for-1 hasis, Farmers conld plam
two extra acres of durum for every acre
of their wheat allotment  planted  to
durum. The plan would apply to the
Dakotas, Minnesota, Montana, and Cali-
fornia.

An important provision in this second
hill is the exclusion of Golden Ball and
Peliss durum varieties because of their
poor quality,

Durum Prices In 1955

Cash grain prices reported by the De-
partment of Agriculture in the Minne-
apolis market for No. 2 Hard Amber
Durum in 1955 showed a steady decline
throughout the year after a peak in the
third week in January.

§440 a bushel was the high point
reached during the week of January 20.
A month later the price was $4, which
held steady until the first week of April.
Then it was down another dime until
the end of June.

With crop reports coming in at the end
of June, prices dropped a quarter from
$3.90 10 $8.65 and took another 40c drop
in the first week in August when the rust
scare started to subside. From $3.25 to
58,20 in mid-August the price was down
to $3.05 at the end of the month and
ranged hetween thar and $3.00 until the
first of November, Prices [ell another 15¢
in November from $3.00 10 $2.85 and an-
other nickel in December to wind up the
sear at S2.80,

Dark Northern Spring Wheat started
out the year at $255 a bushel and rose
to a high of 5262 in mid-March. It
dipped during the following month -t
5247 at the end of April but rose back
up to $2.60 in mid-May. A steady descent
set in then until a low of $2.28 was hit
in the week of August 11,

The price went as high as $247 in the
week of September 22, but fluctnated
steadily downwird 1o a close of $2,82 a
vear's end.

World Durum Shortage

An article written by M, Alex Feunot,
appearing in the French publication
“ates Alimentaire” presents a survey of
durum crops throughout the world. Ac-
cording to this article, 1955 durum pro-
duction may not be large eiough to sup-
ply the world demand, The author ex-
pects that we go into the year 1956 with
a small carryover of durum wheat.  He
mentioned that most of the countries bor-
dering  the Mediterranean have  expe-
rienced drought or locust, which has cut
down production. Turkey is the excep-
tion, but quality is not considered to be
very good in that country, Italy, too, has
a relatively gomd crop of durum, but duc
to_her large consumption of macaroni
products is never  self-sufficient. The
United States crop was relatively small,
while Canada aned Argentina have an ex-
portable surplus. Russia was not taken
into account in the survey since informa.
tion is not available,

Rust Resistant Durum Seed
in North Dakota

The Neorth Dakota State Agriculiural
College now has approximately 100,000
bushels of their four new rust resistant
Durum  varieties. These four varietics
Nos. 278, 370, 369 and 364 are almost
completely resistant to race 158 and all
have been approved by the mills as suit-
able for Semolina production. The col-
lege will distribute this seed at a set
price to individual farmers in North
Dakota for planting in spring of 1956,
When this crop is harvested, the farmers
will retain ownership of the entire aop
and the state college will then be out
of the Durum seed business.

In addition to this stock of Durum seed
now held by the state college, private
producers either individually or collec-
tively through local farm organizations

have already purchased seed from the
college and have sent it south for in-
crease this winter, It is estimated that
there are about 200 acres planted in
Mexico and probably an additional 400
acres in Arieona which together should
yield about IB0K) to 20,000 bushels of
seed,

To this 118,000 bushels of the new
variety, must be added an  estimated
125,000 bushels of Sentry held by the
North Dakota farmers. Although Sentry
is not completely resistant o race 1518
it has shown a very high tlerance w0 this
rust and should be incuded with the
resistant varieties, Consequently, it should
be safe to estimate that North Dakota
will have at least 245,000 bushels of rust
resistant. Durum  for  planting in  the
spring of 1956, If the 1956 harvest yiclds
only 10 bushels per acre on Durum, there
would still be almost 214 million bushels
available for seed in 1957, and s
amount should casily satisfy all demands.

Durum Research in Canada

C. L. Sibbald, Dircctor of the Catelli
Durum Institute, reports final tests on the
rust-resistant varicties DT 136 and DT
137 have shown that they are below the
quality as set for Mindum. This means
that, il they were o be licensed, they
could not grade higher than Extra 4 C,
W. Amber Durum, “The Canadian maca-
roni industey has litle interest in this
lower quality durum. Naturally it is a
great disappointment to sce these hopelul
looking varicties being down-graded alter
performing  reasonably well in carlier
tests, However, the scientists who did the
job of testing and evaluating them are to
be commended for their stand.,

For a number of years now durum pro-
duction in Canada has been in a state of
chaos, Race 1613 of wheat stem rust wiped
out large acrcages of it, amd a general
wastward movement of the crop was there-
fore made necessary. Adding to this prol-
lem has been the long and relatively weak
siraw of present durum varicties, and the
late maturity of them. Quality of some
durum varicties on the prairies is low.
But durum production came back in 1955
due o high prices and removal of the
crop from the normal rust arca, We an-
ticipate that the emergency through which
the'durum farmers and the macaroni in-
dustry have been passing these last few
years is almost behind us. Is this not the
time then, with pressure easing, when our
plant scientists in the Canada Depart-
ment of Agriculiure can and should sit
down to map out a long term breeding
program for durum wheat? We think it
is. We think too that considerable stress
should be placed on the fundamental as-
pects of the problem, And finally we think
that it is the duty of every agriculiurist,
farmer and businessman concerned, to
see that such a program does go into effect
very soon,
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Sell Quality —
(Continued from page 11)

natural perversity in human nature which
makes us instinctively oppose everything,
no matter how helpiul or valuable it may
really be. Businessmen are secretly afraid
of being “done," and self-preservation has
created this habit just as nature makes
us close our eyes unconsciously when
danger threatens, It is best in such cases
to disregard the excuse and play on the
prospective buyer's curiosity, It is the one
faculty that is more powerful in its oper-
ation than individual's natural perver-
sity. It is a simple matter to classily these
stock excuses and prepare replies for each
of them which will arouse a man's curios-
ity.

The sincere objection to price is usually
encountered alter the buyer has been car-
ried through the stages of attention amd
desire. This objection can be used to help
the sale, but it must be done without an-
tagonizing or boring the customer.

Nobody Likes a Price Cutter

Nobody likes a price cutter, and even
those who give him business do so re-
luctantly. There is always a question in
the buyer's mind whether he could not
have purchased for less if he had held
out longer, and the lingering suspicion
that perhaps somcone clse is getting a
beer price,

There is a temptation for a salesman
representing an old established house to
depend 100 much on the prestige of the
house and not enough on his own cllort.
The same is true of a salesman selling
an article whose superior qualities are
undisputed, He leans on the quality too
much, He expects it to do his selling for
him, which of course it won't. In cases
where the prospect’s decision is influ-
enced largely by matching one product
against another, the salesman who knows
his line so thoroughly that he can visual-
ire quality in a spectacular and impres-
sive way will invariably get the business,
whereas the man who depends on word
pictures will go orderless

One more important point to bring out
in sclling quality is the quality of your
salesmanship, Your company is building
up a large business mainly because it pins
its colors to quality. You are going right
along with the business so long as you
keep working and progressing, I you
want to achieve big things, think big.
‘Think big orders, Visualize them. Then
go and get them. When the buyer brings
up petty excuses and trivial objections,
show him the bigger side of the prob-
lem, Dare to presume that the customer
is a big buyer and a hig-visioned business-
man, even though he may not look the
part.

Above all, hold fast to your faith in
quality, It is the rock upon which most
businesses that have endured over the
years are built. It is the rock upon which
the successful careers of thousands of
topflight salesmen have been founded.
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The Chicago Tribune
Advertises

The Chicago Tribune, which bills it
sell as the world's greatest newspaper,
has been advertising to sell advertising
space,

“What did the bath:roon; baritone tell
the mezosoprana in Chicagol” is the
headline used in a recent ad. Copy says,
“"Alessandro  Enrico  Umberto  Jones
loved grand opera, good food and fine
wines —and had the figure to prove it
And the only music that thrilled him
more than the Sextette from Lucin was
the Anvil Ghorus as played on his com-
pany's cash register,

“Alessandro Enrico (etc.) was macstro
af the Mezro-Soprano Macaroni and Spa-
ghetti Co., which was harely ahead of 80
other competing brands in the Chicago
market, M-S had only 109, of the total
husiness, but Signor Jones figured that
no matter how good a mezzo-soprano was
or how loud she sang, she could not he
a standout in a chorus of 80,

“But one day Joe, a bathroom baritone
from the Chicage Tribune advertising
chorus, strode onto the stage. ‘How would
you like to star as a real virtuoso in the
spaghetti business, Signor Jones? Listen
to me and I'll tell you how you can get
into the big do-di-o-<o.’ This sounded like
an intriguing theme, so Signor Jones put
down his pitch-pipe and took a break,

*'Complete dominance is entirely pos-
sible In a food field, despite heavy com-
petition,’ expounded Joe. He went on to
point out 15 different [ood classifications
where one brand had taken a command-
ing lead over its many rivals. For exam-
ple, one comparatively small meat packer
has turned Chicago into one-type
wiener market, despite the competition
from 3 leading meat packers with 60
different types of wiener products, In the
eanmed  spaghetti ficld, onc brand has
walked away from 20 others with 429
of the business. And one brand of tea has
capturedd 39% of the market from 27
competitors,

"Joe pointed out that the best way to
score a sensation in Chicago is to con-
centrate all your singing in one medium.
So, following Toc's suggestion, M-S Maca.
roni amd Spagheuti appeared solely on the
Tribune stage and scored a smash hit
with the Chicago audience.

“Nohady knows Chicago like the Trib-
ure,”

The advertisement winds up  telling
how nothing sclls the Chicago market
like the Tribune and why advertisers
should use the medium,

General Mills’ Net Down

General Mills announced, in a mid-
year report to stockholders, that jts net
income for the six months between June
1 and November 30, 1955, totaled $5,044,-
000, as compared with $5,613,000 for the
same period last year,

Board Chairman Harry A. Bullis and
President C. H. Bell emphasized that
interim results are not necessarily indica-
tive of the full year's expectancy for
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General Mills, “Certain elements in the
business,” they said, “create considerable
lluctuation  between the periods when
earnings accrue, In addition, u six weeks'
shut-down of all flour and package foods
plants at Bullalo, N. Y,, due to a strike
in the grain clevators, had an adverse
effect on the six months' results. At pres-
ent, we believe that the results for the
year will compare favorably with the
progress we have made in past years,"

Sales for the first six months of the
company's current  fiscal  year  totaled
255,641,300, Net income per share of
common stock was $1.98 as compared with
$2.26 during the first six months of
1951-53,

Sprout-Waldron Takes Over
Richmond Sifters

The many hundreds of users of Rich-
mond Super Sifters, Gyro-Whip Silters,
Gyro-Lab Sifters, and Gyro-Pedestal Sifi-
ers will welcome the news that this equip-
ment is now being manufactured and
further developed by Sprout, Waldron &
Company, Inc, Muncy, Pennsylvania,
known throughout industry as manufac-
turers of the most modern and complete
line of milling and processing equipment.

New literature just jssued and avail-
able on request includes:

Bulletin No, 135-A=Gyro-Whip Siflers,
A complete line of foor mounted sifters
of high capacity and small floor space
requirements that meet the most rigid
sanitary standards, Capable of producing
from 2 to 12 separations.

Bulletin No, 136=Super Sifters. A ceil-
ing suspended type with self-balancing
drive for extremely high capacity amd
capable of making up 10 8 distinct sepa-
rations, Made in two, four, or six sec
tions, with sieve stacks containing up 10
30 sicves.

Bulletin No. 138—Gyro-Lab Sifters. A
high speed, dustless and noiscless silter
for experimental and research laborato-
ries and for light production in process
ing plants. Makes 2 to 5 distinct sepa-

* rations with time limit or continuous

flow aperation. Can be mounted on a
bench, table, or auractive cabinet with
time limit switch and room for sieve
storage.

Bulletin No, 139=Gyro-Pedestal Sifters.
A single sieve, two separation unit for
handling cither batches or streams of ree
flowing materials containing small per.
centages of oversizes, Furnished with cast-
ers for portability or with column for floor,
ceiling, or cabinet mounting, and may be
installed in a chute or spout when desired.

In an interview with the management
of Sprout, Waldron & Company, particu-
lar emphasis was given to the fact that
they desire to assure all present owners
and operators of Richmond Sifters that a
special engineering and advisory depart
ment is now maintained at their offices
at Muncy, Pennsylvania, for furnishing
necessary parts of any existing machines
and to recommend and furnish needed
additional equipment to improve efli-
clency or increase capacity,
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IIuSét/m'v Enrichment Gives Your Macaroni

ASALES ALUS

Easily and Economically. ..
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SUCH an overwhelming majority of today's shoppers
are nutrition conscious that enriched foods just natuml.l'y
sell 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, originato.rs of standard
enrichment agents for both batch and contmuom’l process
macaroni production, are long-exp'erienced specialists in
easy, accurate and economical enrichment.

s macat —
Enrich cor;',"‘:::x.'ﬁ. original Sterwin Enrichment provides a strong selling point well
ront wl'l:“: enrichment mix- worth stressing in your advertising and on your package,
:N:‘:nd usethe Syarwin Feeder. You'll be agreeably surprised at its low cost.
ur

$es your Starwin Tachnically Tralned Rep tative or
wiite d‘;rul for prices and detalls, Ne obilgation of course.
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Subsidiary of Sterling Drug lnc.

1430 BROADWAY, NEW YORK 13, N. Y,
PIONEERS IN MACARONI PRODUCTS ENRICHMENT
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POINTS FOR PACKAGING

New “Simultaneous” Stapler

A new stapling machine has recently
been introduced by the Container Sta-
pling  Corporation of Herrin, [Hinois,
Designed by customers’ demands,  this
machine, Model CSC-2, staples tops and
hottoms simultancously ol center slotted
corrugated and fibre hoard boxes alwer
they have been packed.

Equipped with two stapling heads, air
operated with Tully pncumatic controls,
Model CS5C-2 has no clecrical connees
tions—no relays, no solenoids, no micro-
switches, no omplicated  elearical wir-
img, and no fuses, The air valves are
operated by completely  medimical
means, “The machine is fully cquipped
with air fAlters, lubricators, regulators,
and gauges, [t wis designed by Werner
Schafroth and manufactured  exclusively
by Container Stapling Corporation,

The range of carton sives which may
be dosed with Model CSC2 s equalled
ly no other machine of this type presently
on the market, and it is designed with
four safety features which insure rapidity
of operation without danger of damage
10 cartons or machine, as follows:

(1) Upper head is hinged 1o prevent
dumage to cartons or machine when a
higher carton has not cleared the upper
magazine of the machine when a smaller
ciarton is to he stapled.

(2) Foor valve always returns upper
head o top position, keeping it there
until foot treadle is depressed, preventing
accidental descent of head.

(3) Separate manually operated valve
controls the centering and  compression
tevice at the operator's option. This al-
lows independent compression whenever
required — important on - cartons - with
“hulging” contents,

(1) Alter stapling, head may be lilied
as linde as one inch o permit movement
of box hefore driving the next staple,
insuring speed of operation.

Model CSC-2 s 707 long, 377 wide and
867 high, Telescoping legs permit adjust-

ment of conveyor top from 2114" 1o 337
in height. It weighs 190 pounds, and up-
per head has 250 staple aipacity, lower
head 350 staple capacity (cquipped with
automatic airoperated whistle reloading
indicator), It has a ball bearing roller
conveyor 2934* in width and 70" in
length, and will handle carton sives of
any length, width 2% 10 23*, height 27
o 6",

Two-Strip Sealing

Easier to open, less costly 10 seal —yet
it insures safer shipments with less possi-
hility of damage.

That's what many companies find when
they revise their method of sealing car-
wns by using the “twostrip” method
with paper tape reinforced  with  glass
fiber yarn, Just glue one picce of tape

on the top, one on the bottom, and the
carton is ready to ship,

Don W. Lyon, Manager of Textile
Sales of the L.O.F. Glass Fibers Company,
which makes the yarn, says his company's
shipping department reports a net saving
of six cents for cach ten cartons sealed.
He poims out that the twastrip method
cuts labor costs over other types ol clo-
sures presemly on the market,

“The twostrip method contributes to
materially  strengthening the carton
vital closure points because the  glass
fiber yarn gives added sirength where it
is most needed,” Mr, Lyon explains.

L.OF. Glass Fibers' adoption ol the
new method was made possible by a
change in the Uniform Freight Classifi-
cation Rule 41, he adds. ‘This means that
products  packed in corrugated  boxes,
staled by the two-strip method using tape
reinforced with glass fiber yarn, can be
shipped by rail,

New Tape Sealer

A new single strip tape sealer for con:
tainers cuts costs under newly amended
rule 11, The machine is engineered and
manufactured by General - Corruganedd
Machinery Company, Palisades Park, New
Jersey.

G D Keely, company vice president,
states: “This new machine automatically
tapes 25 or more casts per minute, single:
strip, top and/or bottom faps only, plus
end-panels, as required. Tape sealing as
sures safe delivery, Tt is also dust il
pilfer-prool and allows convenient open-
ing without injury to container, contents
or person, Machine s minimum lengh
of 7 feet, Full information iv available
on request,”

Folding Boxes Have Big Year

The growing importance of the super-
market with its rise in demand for car-
tons and packages with strong sales im-
pact was the biggest factor in giving its
highest volume in history in 1955, So
says Leonard Dalsemer, executive vice
president of the Lord Baltimore Press,
Baltimore, Maryland. He said even big
ger prospects are In store for the coming
year,

Reviewing the industry and his com-
pany's progress, Mr. Dalsemer reported
Lord Baltimore’s foremost  development
was a die standardization process which
it will soon release to all users of paper
boxes, It standardizes respective dimen-
sions for flaps and wcks of all sire car-
tons, simplilying packaging by modern,
high-speed machinery.

He predicted thae pictorial effects on
packages will be in greater demand in
1956, Citing the quadrupled volume of
the paper box industry in the past decade,
Mr. Dalsemer said “packaging has hecome
one of the top industries.”

Paperboard Output Record

Paperboard  output in 1955 totaled
14,018,251 tons, the largest for any year
on record, the National Paperboard As-
soclation reports. And both orders and
backlogs are currently running ahead of
a year ago.
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" NEW GROCERY RECORD IN PROSPECT

by Paul S. Willls, President, Grocery Manufacturers of America

Food and grocery consumption in 14955
set a new high record, and even further
increases are in prospect for 1950 -
ing 1o aul S, Willis, president, Grocery
Manufacturers of Americi, “Tatal ton-
sumer food expenditures in 1955 have
apparently  established a new  all-time
record of about $G8 billion, compared
with $6414 hillion in 1954 and S16 bil-
lion in 1939, he said, “and with popula-
tion continuing 1o grow, and with con-
sumer income on  the increase, food
spending can readily top $71 billion next
year."

Taking a longer ook ahead, Mr. Willis
foresaw the distinet possibility of a SI00
billion annual food expenditure by 1965
— provided grocery  manufacturers and
distributors would work even “harder and
smarter” to meet the increasingly eflec
tive competition of other industries which
are hidding so vigorowsly for a larger
share of the consumer’s dollar, *\ sire-
able share of food and grocery expendi-
res is already in the  discretionary
category, and there is no automatic factor
which will keep grocery purchases climb-
ing” he stated, “The grocery industry
will grow only if the people in it make
it grow. Rising Income and a prowing
population provide a wonderfulpoten-
tial. Tt is up 1o us in the indwstry o
convert that market potential into a siales
reality.”

“American consumers, alreudy the best
and most conveniently Ted in the world,
can look forward to @ continuing abun-
dant supply of well-known food  and
grocery products, plus a continuing llow
af new and improved products from the
Iaboratories and test kitchens of the na-
tion's grocery manufactarers,” said M.
Willis. He noted that grocery manufic-
turers are spending about $100 million a
vear on product and markee research o
bring the homemaker new amd bener
groceries. “About one-thind of  today's
grocery department sales are on ftenw
that did not exist ten years ago. or were
there only in woken quantities. s com-
pared with 1929, about hall the sales of
presentalay grocery departments are on
items introdduced  since that date, New
grocery  products with  their huilt-in
kitchen services' are leading the sales
paraele,”

Ax it applies to brands, Mr. Willis
consumers are showing steadily inor
ing preference for the well-known adver-
tised brands of grocery products, Inoa
sty made for presentation to the recem
GMA  Annual Convention, the A, C.
Nielsen Company found that for 11 com-
madity groups surveyed, major adver-
tised brands accounted for 76 per cent
of the market as compared with 74 per
cent in 1951, Because of their popularity
with consumers, these brands have a dis
tinct sales and Inventory advantage 1o

prowery distributors, As i group they have
i G per cent greater mrnover n uther
bramds, and stores stocking a wide as
sortment of these leading brands veap
a real sales benefit. ‘The Nielen study
showed that stores stocking seven brants
of u given dassification have sales rang-
ing from AR per cent o 375 per oent

greater than stores stocking only one
il

Faking o Coser look at the food suppl
situation for the year ahead, Mr, Willis
noted that our cop harvest this yea
cyualed the all-time yecord of 1918 amd

PAUL S. WILLIS

livestoek  production s abo at an all:
time peak. Meat consumption, for e
anple, i 1955 was at a 47 yoar high of
161 pounds per person, and supplies are
expected to be adequate to maintain this
high level in i On an overall basis,
frosen and canned Truits are expeced o
be in record supply. Processed vepetable
supplies will be close 10 the 1954 level,
with declines in some commaoditics heing
alfset by increases in others. A good sup-
Py sitmation exists generally throughout
the Tomd and grocery incustey, and no
shortages of any major commadity appea
to be in prospect.

Mr. Willis reported that vetail fomd
prices in 1535 ave aged abow 2 per cemt
below 1954 and nearly 5 per cent helow
the all-time peak in the lae summer ol
1952, Barring any Turther sharp inaeise
in wige mates, taxes or trmsportation
cost, which today are major factors in the
retail price of groceries, he foresaw lintle
change in the retail food price level in

He called particular atention 1o the
relatiomship  between retail fomd prices
and the prices of raw farm products, The
question has heen raised as to the extent
to which declines in the prices of farm
procducts in recent s hinve been re
Hected in reduced prices ol {ood to oo
sumers. On the lasis of o proper compari:
son, about twoethirds of the dedline in
farm product prices has been: passed on
10 comumers since the petail price peak
in 1452,

Mr. Willis saidd, “In 1952 Lomers e
ceived a price of SI82 for the yuantiny
of raw farm products entering into the
family market basket of farm foords. Tn
1935, farmers received S100 for this same
quantity of raw farm producs —a decline
of S82.The price which consumers paid
for this bisket ddeclined Tiom S105 in
19532 1o SR Tor 1955 —a decdine of 550
Thus, slightly more than 273 of the farm
decline was passedd along 1o consumers.
The fact thiat more was not ]m\wd along
was due 1o the increase in the marketing
margin (spreid) (o cover tosts of proces
ine and  distribution which rose from
¥ in 1952 to SHRO in MBS —an in
trease of S27."

This increase in spread is explained by
hree main facors, Mree Willis - said:
higher costs of wages, tases and traspor
tation — the Lter heing made up Lirgeh
of wages and taxes. “Our studies show
that these three have accowmed for het
ter than 80 per cent of the ingrease in
dollar spread since 1946, Wage amd sal
ary costs alone epresent more than /5
of the increase amed Dave hren ingreasing
more rapidly than the other two [l s
in the past two or three vears. Wage
rates of foad industry employees
increasedd abow 20 per cent sinee the he
ginning of 1952, Employee ringe bene-
fits' have generally increased more rge
idly thian wages.”

Mr. Willis concluded with the com
ment that net profits of grocery proces:
sors and distributors reprosent a declin
ing portion of the consumer Tound dlollar.
therehy partially cushioning the effect of
higher costs an farmers and  consmers.
‘The net profits of a representative group
of B grocery manufaciarers hive eclined
from L6 cents of the sales dolliar in 10054
w200 cents in 1L Full data
are not available for | he sadd, "l
aur  esting based on the fist nine
months of available companics wepinting
i 2 andd 4710 cents, This s ol coune,
caleulated on the manmlacurer’s sales
dollar, On the consumer’s  dollar the
pe net profie mte s

=

manubaciurer’s ave
about 2 centy; the disuibutor’s aboat |
cent, for i combined average net prof
wial of not much over 3 cents of the
consumer’s fond  dollar.”
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DEMACO

SPREADER

FULLY AUTOMATIC
MECHANICAL SPREADER

The Spreader Attachment with:

¢ No Elecirical Timers

® No Limit Swiiches

No Brake Motors

No Complicated Electrical Wiring

® Rune on a standard 1 HP Motor
® Equipped with DEMACO VACUUM

Capacity 1,000 lbe, and 1,500 Ibs, per hour.

DEMACO

SHEET FORMER

The “‘secret” of the perfect extruded sheel
nomdle. New type die that extrudes a single

sheet with perfect texture.

Production, 600 lbs., 1,000 lbs., 1,300 lbs.,
and 1,500 Ibs., per hour,

Sheet Former can also be attached to any
existing Short Cut Press, thus making a
combination Short Cul Press and Sheet
Former.

February, 1956

February, 1956

DEMACO

DUAL PRELIMINARY

Newly designed Dual Preliminary Dryer
that performs as a Preliminary Dryer and
a 2nd Stage “Tempering” Dryer. Fully
controlled with Taylor Temperature and
Humidity Controls, The one dryer that will
bring the humidity of vacuumized long
goods to the optimum low, thus no white
spots or marbleized effects on your long

goods, Dryer is offered on an exchange

hasis with a minimum of down time,

THE MACARONI
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DEMACO

FINISH ROOM

A completely new concept for long goods
finish rooms. Fully automatie with con-
trols and with new air circulation system.
The drying room that is independent of
weather conditions and with the DeMaco
Dual Preliminary Dryer we guarantee that
spughettl of 075" dismeter can be dricd

in 24 hours or less,

For the best in macaroni muking equipment und dryers consult DeMaco-

DeFrancisei Machine Corporation. At your service is our staff of graduate

engineers with complete research, planning and development fucilities,

Detzanceell/lacnive

46-45 METROPOLITAN AVE. ® ‘thm torgeen 4000012 * BROOKLYN 37, N.Y.
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IN THE GROCERY FIELD

Independent Gricers
Make Big Plans

Members of the National Association
of Retail Grocers of the United States
will sct a record in mew store construc-
tion in 1956, building at least 10,000 new
stores during the coming year, which is
approximately 2700 more than construct-
cd in 1955, according to Mrs, Marie Kie:
fer, secretary-manager of the country’s
largest trade association.

“Since the importance of building ac
tivity is universally recognized as a po-
tent ingredient of prosperity for the na-
tion as a whole, the building plans of
independent grocers may he an insight
into. what's ahead for all Americans in
1956," she said,

Capital Investment in food store equip-
ment and machinery in 1956 will be very
lieavy, nearly doubling 1955 purchases
In several catégories, Mrs, Kiefer de-
clared.

The National Association of Retail
Grocers of the United States, with head-
quarters in Chicago, IIl, is spokesman
for the nation’s independent food mer-
chants who handle 4% of the country's
total retail food business,

According to Mrs. Kiefer, Independ-
ent grocers expect increased sales volume
in 1956, due to increased population and
present strong domestic demand for more
expensive and highly processed loods,

Pointing out that fead prices in retail
stores during 1955 were slightly lower
than the previous year, Mrs. Kiefer said
retailers expect them to average about
the same in 1936 as in 1955,

“While retailers expeet food prices to
remain relatively stable in 1956, she
said, “the future of food prices depends
to a great extent on what happens to
wage rates. Through increased efficiency
and profit cuts, the food industry so far
has been able to offsee rising wages and
Veep prices from spiraling.”

She continued:

“Increase in wages, taxes and transpor-
tation are responsible for about B0 per
cent of all increases in the food price
spread since 1939, Retailers cannot re-
duce profits beyond the present 19, and
1149, of sales and stay in operation. In
1956 retailers expect Jarge volume sales
and increased store cfficicncies to offset
increased costs”

Among the special problems independ.
ent food retailers face in 1956 is the pres-
ervation of a national policy against price
discriminations that are harmlul to com-
petition in the distribution of food and
grocery products to the consumer, Mrs,
Ricfer stated.

“We have no argument with manufac
turers passing on to large buyers cost
savings reflected in their purchases,” she
sald, “These price differentials are justi-
fied, but price discriminations occur

where a favored buyer receives o lower
price he does not deserve by reason of
cost savings, A policy of preventing such
discriminations gives to cvery merchant,
regardless of size, equality of opportunity
to succeed and grow larger, depending on
his own ingenuity and efficiency. In that
way true competition s preserved and
the consumer is benefied,”

Mrs. Kiefer said that another problem
of concern is the growing number of
mergers in the retail food distribution in-
dustry and that Nargus is making a stucy
1o determine whether this trend Is harm-
ful 1o competition,

Mrs, Kiefer said that independent re-
tailers, especially Nargus members, are
sciting their sights higher and higher, try-
ing not to underestimate their sales po-
tential or be too conservative in their
planning,

"Their faith in their industry, in their
country, and in their form of govern-
ment is steady and practical,” she said.

Safeway’s Policies
WIGHT COCHRAN, vice yrusident
of Safeway Stores, Inc,, third largest
retailing organization in the country, ex-
plained company policies to  Grocery
Manulacturers of America at a brezkfast
meeting at their 47th Annual Meeting.

(1) As long as we in Safeway are in the
business of operating retail food stores to
serve the consuming public, we know we
must be able to efficiently and courteously
provide merchandise in those stores that
consumers want, The food manufacturing
industry has had great success in creating
those consumer wants through the con-
struction of their strong brand franchises.
It is foolish for anyone to believe that a
food store can operate successfully and ig-
nore thase [ranchises.

(2) We want to sell as much merchan-
dise, as we possibly can of cvery brand
that is stocked in our stores, It is not goo!
business for a retailer to buy a product
and hide it. We also want our customers
to get all brands bought in our stores in
the finest and freshest condition possible.
A damaged, or stale product, is as great a
reflection on the retailer as it is on the
awner of the brand under which it is sold,

(3) We believe that food manufacturers
should regard retailers’ private labels no
differently than they regard the competi-
tion of another manufacturer's brand.
Private labels have been in existence long
before Safeway was in existence, I think
that private brands are here to stay, In
fact, they are encouraged by many of the
successful food manufacturers, who own
well-established - advertised brands, by

their active solicitation for sales of un-
branded or private-label products to
wholesalers and retailers, Retailers should
not seek to give unfair prelerred treat-

ment to their own brands. Likewise, man.
ufacturers should not, through their pro-
motional activities, attempt to force re-
tailers to give unfair preferred treatmem
to their advertised brands. No retailer
objects to any amount of advertising or
promotion employed by a manulacturer

-to build up his brand, but many do not

like efforts by manufacturers to require
the retailer 10 incur expense, or loss in
profits, to further that hrand's success,

(1) To serve the public best, we believe
that all segments of the food industry
should constantly seek  more  cefficient
means of food distribution from the pri-
mary producer to the consuiner. Not to
tlo so, subjects the whole industry to crit-
icism from farmers, legislators, anc con-
sumers who attempt to blame the middle.
men for high prices to the consumer and
low prices to the producer, We believe,
therefore, that where a means is available
to help accomplish more cconomy in fool
distribution, unrealistic or traditional
sales policics that prevent its use are det.
rimental to the entire industry,

(5) We believe this food industry of
ours will serve the public best if all of us
have the proper regard for the other fel-
low's position. You may be sure that we
will not try to run anyone clse's business
but our own. Similarly, we reserve the
right to oppose activities of others that
we believe constitute interference with
our own management prerogatives,

We hope and believe that in this era ol
prosperity, and under our cherished sys-
tem of free competition, that all of us can
Ko on to even greater heights of growth
and accomplishment, in friendship and
with a unity of purpose,

Wholesale Food Prices Fall

The Wholesale Food Price Index com-
piled weekly by Dun & Bradstreet, Inc.,
started 1955 at a figure of $6.78. It rose
the first month to a high of $6.88 in the
week of January 25 and then began a
steady descent with some peaks and val-
leys until a 5lg.year low was reached
December 13 with an index of $5.96.

There was a 2.week rally in June that
brought the index from $6.35 back up to
$6.51, but the decline set in again uniil
the end of August when there was a briel
rally, There was a steady falling from
October to the end of the year.

‘The Index represents the sum total of
the price per pound of 81 raw foodstulfs
and meats In gencral use. It is not a cost-
ol-living index. Its chief function is to
show the general trend of food prices
at the wholesale level, The high point
of 1954 was $7.46 on May 25 while the
low was $6.59 on October 19, In 1958,
December 29 marked the high of $6.81
coming up from a low carly in the year
of $6.13 on_ February 8.
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LOVELY LUREX

Dobeckmun product given in door prizes at Winter Meeting

0 HEAR someone say o sweater iy

strictly from corn sounds like a sar-
castic dig, but the fact is that the state-
ment is a downright truth. You can buy
sweaters today made of protein corn fiber.

In fact, nowadays apparel and furnish-
ings fabrics are made from a variety of
strange bedfellows like wood, milk, gliss,
whale fat, rubber, coal, salt ol lime-
stone.

S0, it really shouldn't surprise anyone
1o hear of doths being made from metal,
especially since uxurious metallic fabrics
have been in production for over 3,000
years,

Down through the ages, mankimd has
been entranced by the beauty of Tabrics
shot through with precious metals like
gold and silver,

There is reference 1o them even in the
carliest books of the Old Testvment. For
example, Psalms  15:-13:  “The  king's
dauphter is all glorious withing her doth-
ing is of wrought goll.”

Cloth of gold was made by weaving
gold thread usually into velver, The
threads were of almost solid metal, un-
alloyed, skillfully woven on a core of silk

Silver Highlights. The subtle shimmer of
Lurex, the non-tarnishing metallic yarn, and
sterling silver accessories combine in o buffet
setting focused on simplicity and elegance.
A new Interpretation of silver Lurex in o
toblecloth of cotton and royon boucle. Bands
of silver Lurex In the cloth and nopkins echo
the glimmering flecks in the rich boucle
weave,

“Mountaln Spun’’ tablecloth by Felix Tou-
send and Sons loomed by Fleldcrest. Avail-
oble in @ varlety of sizes, including ploce-
mats, matching nopkins and round table
cloths, White clath with silver, gold, blue,
green Lurex, Also pink with silver Lurex,

Flatwars: "1B10" pattern by Interna-
tional ‘Sliver Co,

Silver Accesserles; Georg Jensen,

or cotton o produce a thread which was
possible o weave,

Since the time of Alexander the Great,
runming through all the great cultures,
historiams have traced the thread of gold
from which were woven dloths which re-
Nected, in their metallic Justre, man's
artistry and skill,

Roman armies first brought odoth ol
gold back with them, along with other
gorgeous Fabrics, from their conguests in
the Near East. This gold ¢doah beoane
so popular with the upper dasses and
led to such extravaginees that in 216 BG
the Roman Seniate hanned the wearing
of colored togas aned limited the amount
of gold that could be wsed on any ooy
e,

Nevertheless, it remained  the Eshion
rage. A Romin Empress wis buried
around 400 AD in doth of gold: when
the doth was dug up o thousad - yeirs
later and meled  down, Gt yviclded 36
pounds of gold, In Medieval times, old
hangings and dothing were often burned
to recover the gold in them,

After arade with the Orient was re-
sumed, following the Crusades, doth ol
gold was one of the most sought-after
imports. Marco Polo brought bk daz-
Aing tales of Kubla Khan dlothing 12,000
of his barans in gold doeth, ormmented
with jewels and covering 5000 elephants
with figured silk and gold,

In the time ol the Revaisance, doth
of gold spread its glivering surface over
all of Europe, It was mostly used  for
church decoration and regal pageantry.
At events of state, the clothes worn by
kings and queens were so sull with gold
and jewels, they could stand alone, At a
coronation, the English King would  be
enveloped in 10 yards of ihe gold doth,
his horse covered by another 10 yards,

Once the Spanish mines in the New
World began o send o steady supply of
gold to Ewrope, doth woven with gold
thread becime ever more popular, [t was
wed to cover the tombs of kings, lor vidh
clerical vestments and altar picees, for
banners, palace and church draperies and
magnificent tapestries. [ beaue the Esh-
jon for the young ladies of the nobility
1o wear so much of this rich, heavy gold
cloth, their moving around was acally
impeded,

‘Thus, those who were Tortunate enough
o possess such treasures willingly woler
ated their attendimt disadvantages, such
as the discomfort of their heavy, harsh
textures, their tendency to tarnish and 1w
acquire an objectionable odor,

Today, metillic Tabrics glow even more
importamly as a symbol of luxury. Bul
today's needs diller from those of carlivr

times, for ours is an age of Lirgescle
demand  where millions want beawiful
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“Tiora' (left). The most regal swimsuit
ot the beach is this model in shimmering
golden Lurex fabric. The rounded neckline
with curving halter strap is encrusted with
topoz, jewel trim, and the long, slim torso
ond tailored skirt, cutlined in tailored culfs,
are designed to maoke you look like o queen.
Lurex is the non-tarnishing yorn that stays
beautiful in water as well as sun. By Rose
Marie Reid.

“Spellbound” (right]. Molded into lines
of purest flattery, this swimsuit in rose-pink
Lurex fabric will make yours the prettiest
figure on the beach. Wide tucking forms o
curving bustline above a jewel-studded mid-
riff In perfect balonce with the slim but
rounded skirt, Lurex is the non-tarnishing
melallic yarn that stavs beautiful in water
os well as sun. By Rose Marie Reid.

things amd without sicrifice of comfort
or convenience,

About eight years ago, @ manulacture
of Liminated packaging firms and foily,
The Dobeckmun Company ol Clevekand,
Ohio, met this challenge with the devel-
opment amdintroduction of  Lurex, a
non-tarnishing,  odorless metallic  yarn,
produced by sindwiching aluminum {oil
beveen two plies of dear plastic filim,

Soft e vielding, yet strong enough
o run on o loom o produce Tusurious
[abries with performance properties never
before dreamed of, in cight shore yeans
it has become an important ol lor the
weinvers and designerns in o neverending
procession of rich new doths,

In its original watral sty Lurex is
silvers but a whaole range of opague and
ransparent metallic colors s heen de
veloped by a unique prosess of adding
pigments 1o the adhesive.

I all cases, the wolor i prowoed In
the orystal dear il ane canat flake
ol or tarnish. Also, there s no odor, ol
Lurex Gabries can be drycleaned ol
Bavnclervd miny, many times,

] (Continied on page 16)
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An Amazing New Money-Maker

for Any Plant Packaging
3000 or More Bags Per Day!

THE TRIANGLE AUTOMATIC

S f : s > rac i al and
First and only machine ol it 1ype p
ones

profitable tor small plants as well as alge
pro - —

%
MAKES FILLS '
THE BAG! |_L_ THE BAGI/E3SF THE BAG! |

Amazingly Low Priced!—Priced at about one-half that
of any machine for the same purpose .. .an invest-
ment so attractive that if you are packaging as few

as 3000 bags per day, it will pay for itself in less
than one year!

Fastl—output is determined by number and speed of
the weighing scales — not by the number of bag
making tubes . .. fills and seals 30 to 50 perfect
bags per minute—every minute,

Fantastically Simple!—Never before was there a bag
making, filling and sealing machine so utterly
simple . . . with so few parts ... without difficult
adjustments . . . without complicated mechanisms.
Any of your operators can run it,

Flexible, Versatile! — Handles diverse range of
prqducts in all size bags up to 6" face by 12" long,
Quick, easy changeover.

A Tremendous Money-Maker! — Get full facts and
figures today. Return the coupon for new literature,
There is no obligation.

Sence 1923

v Foades Pgoaeny

Aoappeeyg #acboner Buyg Mase

TRIANGLE PACKAGE MACHINERY COMPANY
6631 West Diversey Avenue, Chicago 35, lllinois
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| Triongle Packoge Machinery Company
6631 W. Diversey Ave,
Chicago 35, Illinois

Plecse send bulletin on the new bog maoker-filler:

Company
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I Your name and posilion

L
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Ronzoni Makes Film

The creativeness and the atention 1o
detail, that has rabsed Fhe Children’s
Theater” o one of the top jusenile wle
visinn programs, lias brought about one
of the nist understandable - inter-
exting films on Tood processing e o
dane, Ray Forrest, genial host ol the pro-
prnn whith i sponsared Iy Ronsoni
Macaroni Co, Inc, on Siturday mornings
o WROATY  (channel 1), has o
pleted a twelveminute film o the mak-
ing ol micarond,

The Gl entitled  “Roneni, Sono
Buoni,” wis shown for the fint time on
Ray  Forrest's  program ol Janwary 7.
13k, e 9 A M. Repeat showings are
planned during the counse ol the spon-
sonhip by Ronsoni.

Forrest s ceated o geputation as
producer of his own films which have
done much to characterice his program
for ity believability, its suthemicity and
its audience interest, He has applicd this
formula in making the movie on mac-
i with his audience in mind. Ronsoni
xeeutives were so pleased with the film
Jhat they plan 1 we it for spedial dealer
showings after it has been shown by For-
rest on his program.

As with all his films that he prepares
for his program, Forrest employs o spe
il technigue that goes o the heart ol
lis subject in an informal, personal-cye:
view approadh i omits all staging,
props and make-helivve, Bease e war-
rates Tiis own stors, the combination ol
sound and Gl results ine e news story
it Das in it ey ol the docnmentary
and much ol the current events. por
tavedl.

Too omake the picture, Forrest spent
several sessions with the Renzoni nin-
agement in their Long Il Gity plant
w undenstand the tone ol their enthu
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IN THE INDUSTRY

STORY CONFERENCE. Host of
Co., Ray Forrest (center) stops to discuss point

il

“The Children’s Theater" spansored by Ronzoni Macaroni

in the story outline of the movie on Ronzoni

macaronis. In the picture taken at the Ronzoni plant in Long Island City with Farrest are,

left to right: Emanuele Ronzoni, Jr., president;

Rino Megri and Milton Guttenplan, account

execulives of Ronzoni’s advertising ogency, Emil Mogul Company, Inc., ond Gerry Benedict,

Ronzoni odvertising and sales manager.

sis Tor their products and thein pride
in the modern machinery and Lacilities
wed o make them. aving canghe this
fecling, Fonest prepaed s own story
outling and set abaut o shoot hiv pic
ture,

e weeks ol listenimg, looking amd
planming made shone work of the actual
swoting.  Forrest has - lowd that 1o
achieve mauralness none ol the youtine
ol his subject, whether it be seenis, o
commercial, should be intenupted. e
cordingly, though the film goes into even
torner of Ronzoni's huge plant and takes
in the many operations imvolved in the
peparation ol the  various  macaroni

i'lllt!lll s -I“d sees, not one llli'llllll' Wity
Tost i the manubacturing process durs
ing the hilming.

In commenting on the Gilm at a speeial
preview, Mr. Emanuele Ronsoni,  Jr.,
presiddent, sadds “Mr, Forrest has viaght
the spitit that dhanacterizes ow e
for our product and Tor the antomation
ol our manubacning processes. e wlls
o helievable story in i way that we would
like to el it ounselves, The il should
po i long way in ;||.||u.|i|lll'llj.; LEEITNTTITH &Y
ol our wonttibution o their daily well
heing. We e very happy with it aned
comgratubae Mr. Fonest onareally e
markable achicvement.”

La Rosa Introduces
Minestrone Soup

Newest addition w the Tine of Halian:
style foodds by Vo Lin Rosa X Sons, Ine. is
Ainestrone Sonp in a Dgon G o e
il at 250 to 2R To inesduee this new
sonpy, L Rosa is e hing it with a simsh-
g addvertising cmpaign i television,
palio saued wewspapers, ddvinee commme
samnpling of the wew soup indicates Loge
potential siles.

There b bood news i this new iten fo
e Bousewile, dor La Rosa Minestrone
ditlers lrom wost minestione \ericin
have tastead i that the favortul ot is
madde entitely ol segetables, cooked with
just cnough Tiguid s that i em e valled
a soup. Phis et I the unusial
andd delicioms Maver - and il makes
La Rosa Minestone o lively codidane
for Lemen amd other “mentless meal”
sales, It owill e promoted avendingly.

Over 20 ingredients go into La Rosa

Minestione  (iCs a0 meal inasell, as
watter of L), A the G iy so gener-
amh Wlled with segetables there's handls
voom fon the noth, Each segetable, T
thermote, iy cooked 10 ity owne particala
perlection: the Dby L bheans e wen
der, bt not solts the green beans are al
most crisp Like all Lin Rosa's recipes. the
minestrone recipe s raditionally Halian
and v i ludes ospeeial tops ol L Reea
Maanoni.

i New York, New England amd e
Philadelphia avea, L Roea Mincsiom
will b promoted on popular 50
minue TV show, “Warcihon™. with
Preston Foster, Tnaddivion. there will bn
o heny lanrage of TV spots adin spots.
aned LUOBTine pewspaper proniation on
e “Rin i i show. backed up with
an amstally ey mewspaper schedule,

AL indlications point o La Rosa M
srone ay a Letanoying, bigssling i,
and Lo Rosa s imvesting heavily i s
Prommotion o get it oll o Waing st
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L erck Enrichment | Preparations give your

i

i : '

" Macaroni | Products increased consumer appeal

:

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

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

2. Your enriched macaroni products can compete more
effectively with many other food products.

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

For Continueus Production
MERCK ENRICHMENT MIXTURE No, 32P—feeds readily,
flows casily, and can be distributed uniformly with the
usual mechanical equipment.
MERCK ENRICHMENT MIXTURE No. 34P—oflers ull the
advantages of No. 32P plus special formulation for use
in currently available flours and granulars.

For Batch-Type Operations
MERck ENRICHMENT WaAFERS—dissolve quickly, promote

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

|

e

R g A R ey

i
o MERCK VIJAMIN PRODUCTS F
1 l OR | ENRICHMENT OF MACARON
i B
: Research and Production MERCK & CO. INC.
{ | Manufacturing Chemists
| for the Nation’s Health A YN R W 3 RNAE
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R. M. Stangler Killed in Crash

Robert M. Stangler, 66, gencral man-
ager of the North Dakota Mill and Ele-
vator in Fargo, North Dakota, for the
past 16 years, was killed when the car
in which he was riding to Winnipeg
went out of control and was hit by a
truck five miles north of Morris, Manl-
toba, on the evening of Friday, Decem-
ber 30, 1955,

Morris is 40 miles sowth of Winnipeg
and 24 miles north of the North Dakota
horder.

Mrs, Stangler, who was driving the car,
was put in the hospital with an injured
hip and ankle and a cut over her right
eye. Her injuries were not considered
scrious,

According to Constable R. N. Brad-
ford of the Royal Canadian Mounted
Police, the car went out of control on
slippery ice on Highway 75 while travel-
ing north, It skidded broadside and was
struck on the right side by the truck
near where Mr. Stangler was sitting.
\lthough both the truck and the cr
were considerably damaged, neither ve-
hicle tipped over, The accident occurred
at 6:05 p.m,

The driver of the truck and a passen-
ger were hospitalized in Morris with cuts
and bruises, and another passenger was
treated for cuts and bruises,

Prominent throughout the state and
active in civic affairs in Grand Forks,
Mr, Stangler served as president of the
Chamber of Commerce in 1948 and as
chel de gare of the Grand Forks voiture
of 40 and 8 in 1952, He was a member
of Grand Forks Elks Lodge 255 and of
St. Mary's Catholic Charch.

Born in Fingal, North Dakota, April
17, 1889, Mr. Stangler attended grade
school at Lucca, North Dakota, near Fin-
gal, and high school in Minnesota.

Moving to Jamestown, he served as
cashier and trust officer of the National
Bank and Trust Company for four years.

In 1933, he went 1o Bismarck as man-
ager of the Bank of North Dakota, He
was appointed 1o the post by the State
Industrial Commission, headed by the
then Governor William Langer, Later
hie took over the credit department of
the bank.

When Owen T, Owen, North Dakota
Mill manager for only seven months,
was ousted by the Industrial Commission
in 1989, Stangler was appointed 10 the
post by Governor. John Moses. He as-
sumed his duties July 26, 1939. He had
served two terms on the North Dakota
public welfare board.

He is credited with managing the mill
on such a profitable and non-political
basis that no administration has tried
to remove him' from the post, although

PERSONALS

ROBERT M. STANGLIR

he had received Nonpartisan  League
support in his appointment.

The position will now be filled by the
present Industrial Commission made up
of Governor Norman Brunsdale, Attor-
ney General Leslic Burgum, and Com-
missioner ‘of Agriculture & Labor Math
Dahl,

Governor Brunsdale said, *“The news of
Mr. Stangler's death comes as a great
shack to me, I feel that the state has
lost a valuable public servant, a man
who has made a success of managing the
North Dakota Mill since 1939 and who
has had the confidence of every governor
and cvery Industridl Commission since
that time, He was always pleasant, capa-
ble and efficient.”

He was well known and respected by
his friends in the macaroni industry,

Whiteside Named Sterwin
President

Robert S, Whiteside has been elected
president of Sterwin Chemicals, Inc., to
succeed the late P, Val Kolb who died
in December. Announcement was made
by J. Mack Hicbert, president of Sterling
Drug, Inc., of which Sterwin is a sub-
sidiary, At the same time, Dr. Reginald
C, Sherwokl was named vice president
and technical director, and Willlam X.
Clark became vice president in charge of
sales,

Mr. Whiteside has been associated with
Sterwin Chemicals since 1941 when he
joined the company as technical director,
later becoming assistant to the president
and in 1952 heing elected vice president.

He was born in Washington Court
House, Ohio. He attended the University
of Cincinnati. Prior to joining Sterwin,
he was associated as chemist with Rodney
Milling Co., Kamsas City, the Kroger
Company, Cincinnati, and as chief chem-
ist with Schultz-Baujan - Mills, Beards-
town, Illinols.

He is the author of a number of tech-
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nieal papers and is a member ol the
American Association of Cereal Chemists,
American  Society of Bakery Engincers,
Bakers Club of New York, American
Pharmaceutical Manufacturers'  Associa-
tion, Drug, Chemical and Allied Section,
New York Board of Trade and other
groups,

Dr, Sherwood joined Sterwin Chemicals
in 1946 as technical dircctor, From 1920
to 1948, he was associated with General
Mills as divisional vice president and gen-
eral manager of rescarch laboratories,

He is author of more than 60 technical
articles in sclentific journals on cereal
chemistry and vitamin enrichment, He
reccived B.S., M.S, and PhG. degrees
from South Dakota Staie College and
holds a Ph.D. from the University of
Minnesota,

He is a past president of the American
Association of Gereal Chemists and s cur-
rently president of the New York Insti-
wte of Food Technologists.

William X, Clark joined the company
in 1941 and became assistant sales man-
ager of Sterwin the following year. He
became sales manager in 1948,

Mr. Clark graduated from Fordham
Unlversity School of Business Administra-
tion. He is a member of the American
Society of Bakery Engincers, Bakers Glub
of New York and many other trade or-
ganizations.

Marie Palaxzxzolo Wed

Mr, and Mrs, Peter J. Palazzolo hive
announced the marriage of their daugh-
ter, Marie Antoinette, to William J. Zim-
mer, Jr. The marriage took place at St
Mary Church of Cincinnati, Ohio, on
Saturday, the 28th of January.

Mr. Palarzolo is the head of A. Palar-
70lo & Company, food distributors, and
manufacturers ol macaroni  recently
merged with Delmonico Foads of Louds:
ville,

Adolfo Minni Dies

Adollo E, Minni, 60, died December 23
from a heart auack fn his plant, the
Phoenix Macaroni Manufacturing Com-
pany, Phoenlx, Arirona,

Mr, Minni left Los Angeles 214 years
ago to go to Phoenix and establish his
business. It was not casy. “His death
came just when the company's products
were beginning to catch on,” said a sales-
man for the firm. "We've had a tough
time introducing the products of the fac
tory. Now when we were beginning to
be successful, Mr, Minni was taken.”

Mr. Minni was born in Italy and came
to the United States 45 years ago. He was
a past president of the Italo American
Club of Phornis, He was also a veicran
of World War I,
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NOODLE MACHINERY

E SPECIALIZE IN EQUIPMENT FOR
V'II'HE MANUFACTURE OF CHINESE
TYPE NOODLES

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

Rebuilt Machinery for the Manufacture
of Spaghetti, Macaroni, Noodles, etc.

BALING PRESSES

Hydraulic Baling Presses for Baling
All Classes of Materials

HYDRAULIC
EXTRUSION PRESSES

Over Forty Years Experience in the Designing
and manufacture of All Types
of Hydraulic Equipment

N.J. CAVAGNARO & SONS
MACHINE CORP.

400 Third Avenue
Brooklyn 15, N. Y,, U. 5. A,

THE MACGCARONI JOURNAL

N-RICHMENT-A"

FOR PLUS
QUALITY

—in handy wafer
or powder form

—convenient
nationwide
stock locations

~write for
descriptive
literature
: i
WALLACE TIERNAN

INCORPORATED
25 MAIN STREET BELLEVILLE 9 N J

JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing
in all matters Invelving the examination, pro-
duction and labeling of Macaron, Noodle and

Egg Products.

1—Vitamins and Minerals Enrichment Assays.

2-Egg Solids and Color Score in Eggs, Yolks and
Egg Noodles.

3-Semolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations,
Microscople Analyses.

5-Sanitary Plant Inspections.

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

BIANCHI'S
Machine Shop

221 - 223 Bay St.
San Francisco 11, California

Western States
Macaroni Factory Suppliers
and

Repairing Specialists

40 Years Experience
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RETROSPECTIONS

35 Years Ago — February 1921

e Macaroni Window Display Week [or
macaroni products, February 27 10 March
5, planned as a pre-Lenfen move to popu-
larize this food.

o The big question, “How hard are you
working for higher macaroni tarill?"

e Number of work days a year accord-
ing to Bolsheviki plan: The year has 365
days. Allowing for 8 hours sleep daily
would account for 122 of the days leav-
ing 2438 days, 8 hours rest daily accounts
for another 122 days leaving 121 days,
Deducting 52 Sundays leaves GO days,
Hall holidays for Saturday account for
26 days leaving 43 days. Allowing 114
hours daily for lunch and sickness totals
28 days leaving 15 days. Two weeks vaca-
tion, 14 days, leaves ONE work day.

e Morgantown Macaroni & Supply Co.,
formed at Morgantown, W. Va,, with cap-
ital of $250,000,

o Manufacturers agrec to combine in
fight on weevils.

e The Executive Committee of the Na-
tional Macaroni Manufacturers Associu-
tion meeting in Chicago picked Detroit
as the site of the 1921 convention,

25 Years Ago — February 1931
o First Macaroni Week, March 2 10 7
for Lent,
o The dosely knit, smoothly working
NMMA held an enthusiastic meeting in
the Palmer House, Chicago, January 19,
1931, President Frank L, Zerega presided.
George Rector, renowned food authority,
and  Miss Jean Rich, counselor und
author of the Association's “Jean Rich
Cook Book,” were leading speakers.
e A new bulk macaroni plant  was
opened at 80 Hebbard Street, Rochester,
N. Y., by F, C. Pancpinto.
e I'. George Nicolari of New Haven
Macaroni Co,, New Haven, Conn,, con-
firmed reports that his firm has suffered
seriously from price competition that is
quite prevalent in Eastern markets.
e V. Viviano & Brothers Macaroni Mfg.
Co., St. Louis, Mo, wired President Her-
bert Hoover that it would manufaciure
frec any quantity of macaroni producis
up to 100,000 pounds for the relicf of the
needy in the drought stricken arca,
e John §. Tharinger, 52, secrelary-
wreasurer of the Tharinger Macaroni Co,,
Milwaukee, Wis., died February 2.
e Cost Knowledge vs, Guessing — Sure
Cure for Ruinous Price Cutting. The
need for a uniform cost system in the
industry was considered at midyear mect-
ing in 1951,

15 Years Ago — February 1941

o “Shall Ingredients Be Enriched?” was
first discussed officially ut the mid-year
mevting in Chicago, January 20, 1941,

o Another “hot” subject discussed at that
meeting was “Package Tolerance,”

e Two supply firms assumed NMMA
associate  memberships, namely: North
Dakota Mill & Elevator Co,, Grand Forks,
N. Dak., and Rossotti Lithograph Co.,
North Bergen, N. J.

e The 1939 Census of Macaroni Manu-
facturers reported 309 plants in opera-
tion, employing 805 cxecutives and 6,018
wage earners, producing products valued
at $85,977,221.

e The National Macaroni-Noodle Trade-
mark Bureau of the NMMA is reported
doing a lively business in trademark reg-
istrations. !

e Dircctor of Rescarch Ben Jacobs re-
ports law enforcement activities: 40% of
samples submitted deficient in egg solids;
320 samples examined for work on stand-
ards; 375 samples examined for deceptive
containers,

5 Years Ago — February 1951

e Minncapolis, Minn, semolina capital
of the U.S. A., was appropriately saluted
in the February Macaroni Journal with
semolina mills and macaroni plants illus-
trated,

e P, M. Peterson, chairman of Semolina
Millers Group, reported at the 1951 mid-
year mecting at Miaml Beach, Florida,
on the durum prospects. Peter La Rosa,
chalrman of the Macaroni Institute Com-
mittce of NMMA, reported on plans to
meet existing conditions. :

e Mrs. H. Constant, wile ol the owner
of Constant Macaroni Products, 5t. Boni-
face, Manitoba, passed away January 10,
1951,

o James T, Winston was named NMMA
Research Director, succeeding Benjamin
R. Jacobs who resigned after serving the
Association and the industry for 31 years.

e Colburn S. Foulds, well known manu-
facturer connected with Foulds Milling
Co., Libertyville, Illinols, since childhood,
died January 6, 1951.

o 1950 production of macaroni products
was placed at 955,426,000 pounds.

e Easy Threesome Lenten Promotion
announced by General Mills: Macaroni
Saute (requires no pre-cooking), Spa-
ghetti with Scallions, and Egg Noodle
Omelet.

. Ambrettea Machinery Corp.
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CLASSIFIEID
ADVERTISING RATES
Display Advertising.Rates on Application
Want Ads......ccoceeeee. 75 Cents per Line

WANTED: Second-hand Cecco Machine,
Write: Macaronl Journal, Box 121,
Palatine, 1llinols.

FOR SALE: Clermont short cut press in
fair condition. Write P, O. Box B40,
Teire Haute, Indiana.

A NOODLE MANUFACTURER is in-
texested in secking a spaghetti manu-
facturer who does not manufacture
noodles, but has a noodle wrade. The
noodle manufacturer would purchase
his spaghetti needs from the manufac-
turer. Address: Macaroni Journal, Box
122, Palatine, Illinois.

INDEX TO
ADVERTISERS

Amber Milling Divisien, G.T.A.

Bianchi's Mechina Shep

Bubler
e kel

vagnere, John J.
Cavegnare, N, J., & Soms

¥
Clarment Machinery Company........
Commandar-Larabos Milling Co. .......... 19
DeFranciscl Maching Corporstion.... 36, 37
Gn“o:ll Ml!ll,_lnt. 17

He Ine,
Jacobs-Winsten Laburateries, Inc........ 45
King Midas Flour Mills .......... o |

Malderi, D, & Sems........ ... 31
Marc & Company, Inc.. . 42, 83
s thevesd ri'é';""""u il
re rperation or
Simplex Packoging Mechinery, Inc. ....... 27
Sterwin Chamicels, Inc, .. . e 38
Tonsi, Guide ... A
Triangle Package Machinery Co. .......... 40
Wellece & Ti , Ime, 45
Weed Company, The 7

Lovely Lurex —
(Continued [rom page 39)

Where would one be likely to see to-
day's modern luxury metallics? The an-
swer is almost anywhere in men's aml
women’s clothing and home furnishings.
Lurex has become particularly important
in furniture and automobile upholstery,
draperies, tablecloths, women's evening
fashions, blouses, negligees, sportswear,
suits, coats, hats, shoes and accessories.
tics, waistcoats, sport shirts and even
jewelry,

So, the demand of 3,000 years for rich-
looking decorative metallics goes on, but
with one big difierence, The elegance s
no longer reserved for the ultra-wealthy
few, The Midas touch is now a vital touch
1o all modern living.

Again, as he has at the past several
conventions of the National Macaroni
Manufacturers Association, Ennis P.Whit-
ley, Dobeckmun's Vice-President for
Distribution, brought beautiful products
with Lurex to be distributed as door
prizes. The prizes Induded a stole, bag,
and jewelry, all containing luxurious
Lurex,

“The Most Important Single F actor”
To increase PASTINA sales. . .

o exactly what one of the leading advertising executives
cre s exaclly

serving the mucaroni industry states:

“We all know that the health appeal is tremendously important in the

sale of all food products,

esperinlly macaroni, Huwever, in the sale

ol pastina products mothers the fealth appeal is all-important.

For pastina, ! feel that enrichment is the most important single fictor,

from an advertising and

Mothers want the very best foods for their
children so they will grow strong and
healthy, What can make your pastina—and
all of your macaroni pro ucts—hetter? One
word gives the answer—enrichment. Why
ducs enrichment make them hetter? Because
entiched foods are nutritionally more valu-
able. Doctors and diet experts support
enrichment for its great health value,
When you enrich vour pastina you add

| selling point of view,”

hree essential “1V” vitamins—thinmine (1),
riboflayin (Bs) and niscin—plus iron. By
enriching, you restore those valuahle f«:ml
clements which are unavoidably lost during
milling and processing.

Make plans now to houst the sale of your
pasting Ly enriching ity nnd by featuring
enrichment’s powerful appeal to muthers in
all of vour advertising and on your pack-
nges, displays, posters,

RO CH E Vitanins for enrichment

VITAMIN DIVISION * HOFFMANN-LA ROCHE INC. + NUTLEY 10, N. L
In Conndo: Hoflmorn la Roche Lid., 284 S1. Paul Street, Waest; Montreal, Quebec
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More and more homemakers are fast learning macaroni products are a
perfect answer to the problem of rising food costs, For only a few pennies per
portion a countless variety of tempting macaroni product dishes can be served.
With no other food on grocery shelves today offering so much in nutritional value
for 8o small & cost, there is a steady swing toward macaroni products.

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




