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Is Your Package Almost Perfect?

If you were standing in water 6" over your head, just step
ping up onto a §” block wouldn’t help you very much.

If your package is almost, but not quite as good as your com-
petitor's, you probably are losing sales every day in Self-
Service stores,

In these stores where 70% of all food is so'd today your pack-

age must compete, not only with other Macaroni packages,
but with many other varieties of foods.

A Macaroni package that will cause a shopper to sclect a
Macaroni Product in preference to some other possible food,
will broaden your market to an amazing degree.

How can this be done?

We recently did this for a well-known food packer. We re-
designed his package and by illustrating on the Front Panels
of his packages a variety of tempting dishes, cach prepared

with his own product, many new customers found themselves
wanting to cat at least one of them.,

Shoppers, secing the mouth-watering ready-toserve dishes,
shown in full color on the cartons, began planning meals
around them.

They may have entered the store with a totally different kind
of meal in mind.

The new packages broadened the market for this basic food
product, and made his packages a powerful new asset in Im-
pulse Buying.

Result: His cales nearly doubled.

Isn't it time to study your Macaroni packages for their com-
petitive sales impact on shoppers in Self-Service stores? To
see if your package can be uced to broaden your market for
Macaroni Products, becoming First Choice of a larger num-
ber of potential customers?

Will you cut out this
Pictorial and place it on
your present Macaroni
package? Doesn't it
whet your appetite? It
will have the same ef-
fect on many women
shappers in Self-Service
stores.

We will be happy to consult with you on your packaging problems. There
is a qualificd Rossotti representative near you. He has many helpful facts
and figures at his fingertips. Just call or write us for an appointment. It
could mean a very profitable increase in your Macaroni sales.

oS soffy

“FIRST IN MACARONI PACKAGING"

ROSSOTT! LITHOGRAPH CORPORATION
8511 Tonnelle Ave., North Bergen, New Jersey

ROSSOTT! CALIFORNIA LITHOGRAPH CORPORATION

5700 Third Street, San Francisco 24, California

SALES OFFICES: Naw York ® Rochester ® Boston ® Philodelphla ® Chicego ® Orlondo © Houston ® Los Angeles ® Fresno @ Seattle
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Your Ten Days

Baginning Thursday, October 18 ... and through
Saturday, October 27 ... the Grocers of America will

tell Housewives of America about your products.

Amber Mill will help you KEEP the customers you
win during National Macaroni Week. With Amber's
Venezia No. 1 Semolina or Imperia Durum granular,
your products will have the color, texture and flavor
that can make life-long customers for YOUR brands.
As always, Amber Mill promises prompt shipment.
Right now...order your requirements for the National

Macaroni Week Sales Drive from Amber Mill.

PN

AMBER MILLING DIVISION

Farmers Unlon Grain Terminal Assoclation

MILLS AT RUSH CITY, MINNISOTA @ GENERAL OFFICES, ST. PAUL 8, MINNISOTA
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No doubt about it — National Macaroni Week will

be celebrated October 18-27,
(National Macaroni Institute photo)

The Macaron! Journal is registered with U, 8, Patent Office.
Publlshed monthly by the National Macaronl Marufacturers
Assoclation as its official publication since Jay, 1819,
Entered as second-clase matter at Palatine, I, additlonal
entry at Darrington, Ill,, pending, under Act of Mar, 8, 1879,
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NMI Promotes National Macaroni Week

« O THING happens until someone:

sells  something”  says | Arthur
“Recd” Matley, president ol Paride Pub-
lications.

Special Weeks Are Magic

Special days, weeks, and months do sell
merchandise. The Chamber of Commerce
of the United States puts out a book eadh
year listing these special selling drives,
They say: “We don't do this just w keep
the printer busy, or beciuse it is & hohby.
There is magic in the special observinces!
They mean more sales, more profits, more
advertising readenship when you tie in
your promotion with them.

“Tuke the case of the Pennsylvania
Assacdation of Milk Dealers. They hire
somehody to count every column inch of
newspaper space during the year and
appraise it as favorable, unfavorable or
impartial. A recent report of theirs shows
that Jume Dairy Momth got the milk
industry in Pennsylvania more favorable
publicity in one month than all the un-
favorable publicity which appeared from
January first to September finst (milk
dealers did come under fire during this
period in Pennsylvania).

*The point is, that when @ special day,
week or month is established, it provides
a focal point for a lut of publicity; gives
editors a reason for editorials on the
subject; provides a theme for civic ob-
servimces; sometimes it supplies school
weachers with a vehicle for interesting the
kids in am historical event or a beneficial
practice, such as conservation,  All this
public awareness which special events
create gives you a real peg on which o
hang your promotion clforts. Doubt it?
Well, just check store sales figures around
Mother's Day and sce.

“Of course, not all events have the
strength of Mother's Day, but most ol
them can give some extri power. “That
is why we put this booklet out every year.
Because these events can help you in your
business, And that is something the
Chamber of Commerce thinks is very i
portant,”

An Annual Event

‘The National Macaroni Institute has
been promoting National Macaro ni
Weeks as an annual event in Oco
ber since 1950, The Week is actually o
tendlay selling  period beginning  on
“Thursilay, when food advertising is heay-
itst I newspapers, and running through
the following weekend, This heavy -
vertising means there is plenty of editorial
space to bring the atention of National
Macironi Week w0 millions of readers.
Friday and Saturday are the two biggest
shopping days of the week, By starting
on Thursday the industry gains the hene:
fit of two Thursdays' advertising sched-
ules and two weekend shopping periods.

October is a period of related-item fol
promotions;  for example, the annual

Helen Olson, a Macaroni Week Queen in 1950, offers a choice of spaghetti or macaroni.

Cheese Festival is held au that time, as
well as National Wine Week, National
Macironi Week Dis coincided Trequently
to the advantage of all,

Back in 1950 reled food advertisers
dimbed onto National Macaroni Week
as it vehide that would generate mutwal
benefits.  National advertisers indluded:

Westpate Sun-Harbor Co. (tuna), Cali-
fornia Packing Co. (DelMonte canned
goods), Mcllhenny Co. (tabiseo siuee),
Crmphell Soup Co. (Gimned soups), Swilt
& Co, (meat produes), Hunt Fouds, Inc,
(tomata products), The Borden Co., Kralt
Foods Co, (dairy products), Taylor Wine
Co., Cresta Blanci and Roma Wines,
Wine Advisory Board, Carnation Milk
Co., et Milk Sales Corp.

Cooperative publicity cune from such
industry groups as:

Calitornia Figg Instite, Wine Institute,
American Meat Tnstiie, Nitional Crane
herry Assaciation, Nutional Dairy Coundil,
National Live Stock and  Mear Board,
Evaporated Milk Association.

Publicity releases lom Theadme R,
Sills & Co. for the Natiowal Macooni
Tnstitute saturated the newspapers, sydi-
cites and supplements serving them, as
well as magazines, Speeial vadio el wele
vision material wits prepared lor such out
standing personalities as Arthur Godliey,
Jaek Benny, Wing Croshy, Groudho Mars,
Bol Hope and other headlinens. The
“Queen for o Day™ program featured o
Macaroni Week Queen,

The Institute prepared  posters ead
lining National Macaroni Week and illus-
taing 4 dish for macironi, one for
spagheni, and ane for egg nondles, Spee
cial gummed stickers were abo wllered
w publiciee the Week on letterheads,
billings. amd ather communications going

Regional wieetings were held aronnnl
the wountry 1o explain e plins for the
Week and o stimulate enthusiastic supe
port by National Maroni Institute mene
hers.
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All DEMACO PRESSES of which
two are shown have quality parts
and products,. The DEMACO
Automatic Long Goods Spread-

MACARONI
MANUFACTURERS
RECEIVE AN

er Gives a Uniform Extrusion
Pattern and Less Trimming
Returns,. The DEMACO
Vacuum over the entire
Mixer Produces the Most
Uniform Macaroni

Product.

WITH A

DEMACO

OODLE |

_ |

SHEET sy |
i 4

F o R M E R AUTOMATIC COMBINATION SHEET .

FORMER & NOODLE CUTTER

The DeMaco Sheet Former and Noodle Cutter that is revolutionizing the entire

noodle industry. A new type of bronze die is used that produces a single sheet

of unusual smoothness, color and cooking qualities, DeMaco offers you EXTRA
 performance, EXTRA dependability and EXTRA operating conveniences,
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CORPORATION
46-45 METROPOLITAN AVE. © ‘thons Eargaen 410012 * BROOKLYN 37, N.Y.
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More Sales Dollars

In 1951 a portfolio “Macaroni Weck
Mcans More Sales Dollars” described the
success of the first campaign in running
up more than 1,500,000 lines of news.
paper copy from publicity releases, scores
of related-item advertisements, and scads
of features in national magazines, plus
fine radio and television pickups,

The Food Editors' Conference met in
Chicago just prior to National Macarani
Week, 1951, A model Bubler mill and
macaroni press were set up in a hotel
stite to show food editors what semolina
is and ! w macaroni produdts are made,
It was an engincering feat to bring the
water and power lines necessary to run
this equipment to the hotel room, and
the eflort impressed and pleased the food
editors. A fload of lztters of appreciation
came in from all over the country,

The Macaroni-ol-the-Month Club was
started 1o send food cditors a gift pack-
age monthly of various macaroni products
with related food items and accompany.
ing recipe releases explaining their use.
This device won immediste approval and
brought further increased cooperation and
many useful suggestions.

A new feature was added 1o National
Macaroni Week in 1951 with the railroads
and airlines featring the Week and
macaroni products on their menus in the
period October 18-27,

Publicity, advertising and merchandis-
ing support fallowed the patern set in
the first year, with a few new names being
added. Among the newcomers were C, A.
Swanson & Sons amd Fairmont Foods,
poultry processors,  Wilson & Company
featured  National Macaroni Week in
their George Rector column.  Another
meat packer joining the ranks of coopera-
tors was Libby, McNeill & Litby, The
United States Brewers' Foundation par-

' ticipated with cooperative publicity,

To help macaroni manufacturers mer-
chandise, shelfl talkers were developed
which said, “Stretch Your Food Dollar
with Egg Noodles”; “Economical — Spa-
ghetti Goes Well with Everything”; “Relax
= Macaroni Saves Time and Effort.”

Around The World

“Macaroni Around the World” was
the clip sheet theme sent to every daily
newspaper editor in 1952, Suggestions
included: Mexican Macaroni, Portuguese,
French, and Chinese variations, as well
as the American and Italian standbys,

Proclamations of National Macaroni
Week were made by several governors
anl many mayors of citics across the
country,

Cooperative publicity came from addi-
tional industries and included the follow-
ing assaciations:

American Meat Institute, Pimiento As-
sociation, National Cranberry Association,
National Dairy Council, Pan American
Coffee Bureau, Spice Trade Assoclation,
Fisheries  Council, Shrimp  Association,
Tea Bureau, National Apple Institute,

Local follow-up was obtained by mac.
aroni manufacturers, Example; Ronco
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Wally Cox, Reynolds Metals’ “Mr, Peepers," prepared o macaroni casserole on nationwide

telecast,

Foods of Memphis had a fine write-up on
their operation and history that appeared
in the Commercial Appeal and Memphis
Press-Scimitar, The feature was repeatesd
in an jssue of Memphis Market News that
went to the grocery trade,

The Skinner Manufacturing Company
of Omaha sponsored a spaghetti dinner
at Boys' Ranch, Bedford, Texas, Besides
being atiended by the 75 boy residents of
the ranch and 100 members of the Dallas
Variety Club and guests (sponsors of the
ranch), there were many wholesale gro-
cers, buyers and store managers in the
group. The Skinner Company crowned
Jeanne Ball, star of “Guys and Dolls,”
as Macaroni Queen and Emmett Herod,
16-year-old citizen of the ranch, as Mac-
aroni King.

Atomic 1953

Macaroni Week in 1953 runhed in with
the power of an atomic explosion. Two
mailings went to supermarkets and chain
buyers around the country, The first sairl;
“Chain Reaction at Work? Surel Iv's

+ Macaronil" Nucdlear fission in the rro-
cery store was illustrated by showing
what happens when the grocer sells a
package ol macaroni products — profit
dollars flow in from every department in
related-item sales. The grocers were urged

1o give macaroni a big shell frontage be- -

cause; (1) it's a branded item with a
high mark-up; (2) it's in the upper third
of high mark-up items; (3) it turns vver
faster; (1) macaroni sales are climbing
steadily. Samples of publicity being ob-
tained by the National Macasoni Institute
were fllustrated as the catalyst “exploding
high profit dollars into the cash register
with macaroni and its always accompany-
ing tie-in sales,”

The second mailing plece was an ac
cordion pleated job that showed the
atomic explosivencss of macaroni spread
to ather products in other departments
as related-item sales.

Syndicated columnists and Sunday sup-
plement writers were notified of National

Macaroni Week with an announcement
accompanying a “calorie” dishiowel as well
as exclusive photographs, copy and rec
ipes, The dishtowel showed various foods
in separate squares with their calorie
value printed neatly below them, A
plateful of spaghett was listed at 100.

Drop-in mats were developed for retail
advertising, and said: “The Swing is to
Macaroni”; “Noodles are Body Builders™;
“Serve and Enjoy —They're All Body
Builders,”

New cooperative advertising support
came from the Olive Advisory Board plug-
ging Ripe Olive-Macaroni Surprise. The
Can Manulacturers Institute started the
Tomato Council off on their publicity
efforts with macaroni, spaghetti and cgg
noodles during National Macaroni Week.

In Dayton, Ohio, the Community Chest
Fund Drive centered around the sale of
tickets to families for a Red Feather Day
Dinner, These were sold a1 $2.50 each,
and redeemed at grocery stores, for a
menu ol soup, spaghetti and sauce, and
a gelatin dessert. The grocer got 70c and
the Community Chest netted $1.80, The
drive was so successful that jt was at
tempted in several other cities the fol
lowing year, :

Good Housekeeping Feature

Publicity during National Macaroni
Week in 1954 hit hard. It was almost im-
possible to pick up a magazine subscribed
to by women and not find some mention
ol macaroni, spaghetti, or cgg noodles.
Good Housckeeping ran a 12-page Cook-
book Supplement with 31 recipes; 7 full
page colored pictures with instructions
for cooking illustrated; various methods of
eating spaghetti; and a resume of nu-
trition,

Colorful features also  appeared in
Woman's Day, Family Cirde, Every-
woman's, Better Homes and  Gardens,
Charm, Ladies' Home Journal, Farm and
Ranch, and Forecast, the publication for
home economists and teachers,

Direct mailings to editors included a
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i t pick-up for macaroni, spaghetti and
#ggc,ﬂ:sr:m:?a?"ﬁ:n‘:lep fp’):ﬂur sales per ormance and put
your products on the move with Milprint packages! .

ilpri ination of crisp, eye-catching design, brilliant
ﬁaﬁ;rhgﬁﬁ’:ﬁ.ﬁﬁf::% ':::erin‘an printing makes every package its
1 salesman . . . with an ability te attract and sell custopers

l#nt wor relaxes! For the widest tlarql'fl\.( of packaging i
malerials and printing processes available anywhere, ca
your Milprint inan — first!

printed plialilm, p L} n, h ne, vilalilm, foity, Jaminas
1] olllm, yathyl saron, ocetole, glanine, vilalilm, '
tlens, felding cortens, bags, llthegraphed diiplays, piinted premelional molerlal

1

GEMERAL OFFICES, MILWAUKEE, WISCONSIN « SALES OFFICLS IN PRINCIPAL CITIES
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dip sheet procdaiming macaroni as “A
Food That is Fine lor Every Age” Pic-
tures were offered to editors on an ex-
clusive use basis,

Some 85 papers making up the Negro
press, G600 newspapers going to union
members, and all caitegories of the Tood
tracle  press received material for Na-
tional Macaroni Week.

On television such stars as Jackie Glea-
son, Herb Shriner, and Steve Allen gave
fine plugs to the promotion, while 300
disc  jockeys on radio were playing
“Spaghetti Rag" and "Oodles of Noodles,”

Neel was plentiful in 1954 and the meat
industry, faced with the higgest cattle
run in history, launched a wids cale cam-
paign to boost sales. As the iwo drives
coincided, the National Macaroni Insti-
tute capitalized on the opportunity and
put out a folder “It's a Double-Barreled
Promotion” showing recipes featuring
macaroni products with ground beel,
Glossy print photos or two-column mats
were available for the recipes for Beel
Croquettes on Macaroni, Spagheuti-Beel
Casserole, aed Chili-Beef Noodles,

Spagheti in Top Ten

In 1955 National Macaroni Week was
preceded by the announcement in Look
magazine that Spaghetti and Meat Balls
rated in the top ten of America's favorite
foods,

The wide varicty of macaroni products
and uses for budget menus was pro-
claimed in newspapers and magazines
throughout the country.

Underwood's Deviled Ham set up a
campaign of national advertising and
merchandising around a recipe for Be-
Deviled Noodles,

The Poultry and Egg National Board
worked cooperatively on recipe releases
of macaroni products, as did a long list
of other related food advertisers and

T industry organizations.

\ Sophia Loren, Italian maovie star named
National Macaroni Week Queen, received

f a good press and brought considerable

{ attention publicity-wise.

Low Calories in 1956

In 1956 the Low Calorie Quickic Din-
ner appears certain to strike a receptive
chord with food editors, related-item ad-
vertisers, and the food field generally.
The [act that America is diet conscious
and the somewhat startling revelation to
many that a complete spaghewi dinner
cm be prepared with less than 550 cal-
ories, gives Natlonal Macaroni Week —
1956 a vehicle with which 1o attaln if
not surpass the heights of previous years,

Vote for Macaroni

HE National Macaroni Institute has

sent mailings 1o chain stores and su-
permarket operators all over the country.
"The attractive announcements of National
Macaroni Week, October 1827, took the
form of a ballot popping out of an clec-
tion box. An attractive damsel with stars
on her bathing suit has a background of
red and white stripes on the Iront cover,

r-
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Here is the Low Calorie Quickie Dinner—a complete ond satisfying meal with less thon
550 colories per serving. Spoghettl Is gornished with a rich tomato and meat souce. A
tossed green salad has a vinegar and oll dressing. A conned peach half serves as dessert
along with a cup of block coffee.

On the bottom it says: “Vote For" —and
an arrow points to the inside where it
reads: “Macaroni —a winner by a land-
slide in cach of the 48 states,”

“Elect macaroni during National Mac.
aroni Week, October 18-27."

“Platform: For the first time a low
aiorie macaroni dinner.”

“Support: Coast to coast publicity and
merchandising drive will* show millions
of consumers the way to a low calorie
quickic macaroni dinner with only 550
calories.”

Here s the press macaroni received in
the last year:

77 breaks in national magazines. Cir-
culation — 128,639,490,

3,192 breaks in major daily newspapers
with circulation over 456,000,000,

8 full color photos appeared in news-
papers with a circulation of 4,228,022,

51 storics in syndicated columns reached
536,500,000 readers,

18 stories in Sunday supplements were
seen by 96,835,617,

12,600 breaks on radio reached an
audicnce of 945,000,000,

98,000,000 viewers saw and heard 750
breaks on television,

5 radio-y network shows gave macaroni
a break to 30,774,000 viewers,

206 breaks in labor, Negro, and farm
press reached 27,500,000,

Now, with an estimated 40,000,000
Americans dieting every year, a tremen-
dous market of macaroni-hungry con-
sumers who count calories is open to you.

Related items in the Low Calorie Mac-
aroni Dinner promotion include elbow
macaroni, cgg noodles, sphageti, cannedd
tomatoes and tomato sauce, ground beel,
lettuce, salad oil, vinegar, canned peaches,
and spices.

Contact your macaroni supplier for
additional informnation and help. Mem-
bers of the National Macaroni Institute
have been supplied with the menu,
recipe, nutritional analysis, and photo-
graphs from which to work out their
promational material,

A SPECIAL PROMOTION SERVICE
‘rOM  Gener~l Mills

VAT Ll r‘."‘:;ﬁ.‘hﬁ- I 4 il W PR .
AVAILABLE ON REQUEST...an 8x10 inch color transparency or black and white print of thia photo to use in your own advertising.

An Italian treat to spice your sales

housewives, has home-tested these recipes among all types
of families . . . and all won an enthusiastic reception. Oﬂ'c_sr
homemakers this attractive Handbook on your puckggc. in
your advertisements, and in your sales literature. It will help
you sell consumers and grocers alike.

ITALIAN SPAGHETTI WITH MEAT BALLS, a savory dish spiced with
I zesty Italian tomaio sauce, was created by Betty Crocker of
i General Mills to help you sell more of your products. Just
feature this appetizing dish (and the other tasty recipes
included in the Macaroni Spaghetti Noodle Handbook shown
at right) as service to your customers. Show them unusual,
delicious ways to serve your spaghctti, noodles and macaroni
products . . . and thuy'll reward you by purchasing more of
them! . )
Betty Crocker, the symbol of good eating to millions of

COPIES OF THIS 12-PAGE RECIPE HANDBOOK are
available now with space on the cover to imprint
your name and address, For a sample folder n‘nd
price information, conlact your General Milla
salesman or write to:

purum saLes o General Mills

MINNEAPOLIS 1, MINNESOTA
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Macatem and cheese tor weight watchers The recipe tor Slim Jane Macarom and Chogw

aben served with buttered green beans fewnt cocktail, and black cotlee totals less than 5°
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KEEPING COMPETITION FREE

RECENT rish of cases against major

suppliers and two supermarket
chains and an announcement by Federal
Trade Commission Chairman John W,
Gwynne of a drive against unlawful ad-
vertising and promotional allowances in
the food ficld, has done much to create
the impression that FTG is singling out
the food industry [or special attention,
But spokesmen for the Conunission said
the pattern of recent activity is more acci-
dental than intentional.

Explaining some of the events that led
him to announce the new drive Mr
Gwynne said, “We have heen getting a lot
ol complaimts for some time about unfair
allowances that some of the suppliers
were giving the big chains. A certain
amount of these complaints also showed
up in recent Congressional hearings and
they'd send those people down here to
see us.”

Reasons for Announcements

"The great build-up of the reports from
the food field of supplicrs who were giv-
ing big chains a free month's supply of
bread and special display cases and sums
of money out of all proportion to pur-
chases led hin to jssue his announcement,

The first big group of cases was brought
lust November. At that time FTG accused
Giant Food Shopping Center of Washing:
ton, 1, C. and Food Fair Stores of Phila-
delphia, of inducing special advertising
allowances in connection with anniversary
sales they knew were nat available on
comparable terms to their competitors.
A total of cleven suppliers of the two
chains were charged, at the same time,
with granting special allowances to fa-
vored customers that were not available
to competition on propertionally cqual
terms,

The sccond group of cases was brought
in July against nine major suppliers of
soft drinks, paper napkins, citrus fruit,
beer and other grocery items charging
them with taking part in advertising
allowance schemes that result in certain
favored chains gening radio and television
time unavailable to smaller competitors.
The nine complaints cited; Groveton Pa-
per Co, and Hudson Pulp & Paper Corp.,
mikers of paper napkins ancd plates;
Pepsi-Coln Co. and Coca Cola Bottling
Co,, bottlers: Piel Bros., Inc, a brewer;
Sunkist Growers, Ine., producer of froren
citrus juice; Sunshine Discuits, Inc., maker
of cookies and crackers; General Foods
Corp., producer of collee, cake mixes and
cereal; and P, Lorillard Co., maker of Old
Gold cigareties.

According to the complaints, the pro-
motional program works this way: A net-
work obtains a grocery chain’s agreement
to give in-store promotion to a concern's
products, In return, the grocery chain gets

free spot announcements on network sta-
tions in its arca, Then the network con-
tacts the maker of the products being
promoted. Using this promotion, the net-
work gets the manufacturer to buy radio
or television advertising time at regular
rales,

The networks don't lose money under
this arrangement. They give the chain
stores spot announcements which don’t
cost too much while selling major adver-
tising campaigns for the sponsorship of
network shows to the big companices for
a great deal of revenue,

The FI'C charged the stores are com-
pensated by the [ree radio time (or setting
up in-store promotions. Cost of the free
time is hidden in the advertising rates
charged the big companies by the net-
works, with the result that the big com-
panies, in cffect, pay for the in-store

ion. The « ies violated the
law by not making the promotional allow-
ances available to competitors of the
favored chains “on proportionally equal
terms.”

According to the complaint, CBS and
NHC introduced the radio merchandising
plan in the New York City area in 1951,
ANC started its plan the following year.
However, the networks were merely listed
as intermediaries and there were no
charges made against them; nor were any
charges made against any chain stores,

FTC Attorncys Agreed

FTG attorneys are agreed, in surveying
all the cases, that the complaints against
Giant and Food Fair will probably make
the most important ruling. The com-
plaims against the suppliers charge them
with violating’ Section 2 (1) of the Robin-
son-Patman Act. But the cases against
Giant and Food Fair were brought under
Section 5 of the FTC Act and they are
test cases,

This is the first time FTG has gone
after big retailers wha it feels have used
their purchasing power as a dub for ob.
taining advertising payments and promo-
tional allowances,

‘There was some question as to whether
these complaints could not have been
brought under Section 2 () of the Robin-
son-Patman Act. That section  declares
that no person engaged in commerce shall
“knowlngly induce or receive a discrimi-
nation in price,” The Commission feels
an unfair advertising allowance is not a
discrimination; in price although it may

be converted Jinto one, For that reason

they turned 1o Section 5 of the FTC At
which gives FT'C bropd powers to procecd
against unfair methods of competition.

If the Commission wins its cases it will
have a new weapon for moving against
big retailers in all ficlds who it has reason
to believe are exacting special considera-
tion from their supplicrs.

A report on recent Federal Trade Commission. activities

Already two initial decisions against
suppliers in the Giant-Food Fair group
of cases have shed some Jight on the sub-
jeet. In a recent ruling Mr. Frank Hicer,
one of the FTC's hearing examiners, said
that, "A supplier cannot ‘pick and dhoose’
among his customers when he offers an
advertising allowance, He has to offer it
to all of them, even o the corner grocer
who he is sure is 100 small a purchaser to
be interested in an allowance of a dime
a case on the dozen or so cases he
may buy. The supplicr has 1o make the
offer to everyone, ridiculous though it
may be, and let the custoiner decide
whether to take it or leave it”

Ten Principles

The other decision was the one made
against the Atalanta Trading Corpora.
tion, New York, in which Mr, Hier listed
the following ten principles that sellers
should follow in granting advertising
allowances:

(1) A scller has the free choice whether
or not 1o make advertising or other pro-
maotional allowances,

(2) He is free to choose the base on
which to make them — dollar volume of
purchases, unit volume of purchases, cus-
tomer count, display space area, etc,

(3) The base selected must be measur-
able and capable of being proportioned
to payments or vice versa,

(1) The base selected must be one
within reach of, and capable of use by,
all customers competitively reselling the
product,

(5) The base selected and all erms of
payment must be definitely and under-
standably stated to all customers com-
petitively reselling the product and must
be aflirmatively offered to them. The
seller canntot subjectively determine in
advance that any particular customer
cannot or will not accept the ollzr, or dovs
not desire it. Nor can he subjectively con-
clude that the amoun whicy would be
available i too small 10 bother with,

(6) He must require the <ame prool
of the services contracted and paid for
from all,

(7) Payments avale must be in the
same proportion ‘o the hase selected o
all customers competitively rescelling the
product,

(8) "The selier may have more than one
plan or batks for payments, hut cach must
comply witl the abave conditions.

(9) In the event a seller, without such
a plan or basis of payments of his own,
or with one or more of his own, never-
theless enters into a cooperative promo-
tional allowance plan devised by and
olfered to him by one of his customers as
the lutter's own, he therehy adopts such
plin as his own. It must fit his specific
«peration so as o comply with the above

(Contintied on page J6)
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You'll make extra dollars in the production
of macaroni products every fime with high
quality Comet No. 1 Semolina,

Season affer season, you can rely on Comet
No. 1 Semolina to give you the best results
and increase your consumer acceptance when

you use this consistently high quality product.

Year after year, Comet No. 1 Semolina is
judged the standard of quality and uniformily

in the macaroni industry.

MILLING

ARCHER -DANIELS

GENERAL OFFICES: MINNEAPOLIS 2,

MUST on your next order!

Commander-l..arabee

COMPANY
MIDLAND COMPANY

MINNESOTA

Make Comet No. 1 . . . one of the largest sell-
ing brands of semolina in America . . . a
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SQINCE its appointment on May 31,

1956, the Cabinet Committee on Small
Business has been engaged in investigat-
ing the economic condition of small busi-
ness enterprise, in reviewing Federal
policies and programs that affect small
business, in silting suggestions for gov-
ernmental action received by the Come
mittee, and in formulating a constructive
progrim, both legislative and administra.
tive, for expanding the opportunities of
small business to prosper and grow. On
August 7, 1956, the Committee submitted
its first progress report, The following is
a condensation of this report.

The Problems of Small Business

‘The fortunes of small businesses have
ordinarily varied with the fortunes of
the cconomy at large, When production,
cmployment, and the flow of incomes have
risen, as has been the case in recent years,
the majority of smaller enterprises have
shared in the economic expansion. When
business activity has been dull, many
small businesses have suffered a setback,
The most important contribution that the
Federal Government can make to the eco-
nomic health of small businesses is to
pursue monetary, fiscal, and housekeeping
policies that foster sustained expansion
of aggregate cconomic activity and that
avoid the illusions of well-being that are
sometimes produced by price inflation,

The following basic changes have oc.
curred during the past generation:
(1) An enormous increase has occurred
in the burden of Federal taxation,
This burden reduces the ability of small
enterprises to plow profits back into their
businesses, (2) The Federal Government
has become the largest single purchaser
of goods and services produced by private
economy, substantially consisting of intri-
cate and expensive military items which
cannot be cfficiently produced by small
firms, except for parts or components on
a subcontracting basis. (8) The pace of
technological change has been accelerat
ing. Small business cnterprises cannot
normally undertake costly rescarch and
development programs enabling them to
meet industrial innovation, as can the
well-financed, large firms, (1) The scope of
advertising has greatly increased with the
growth of radio, television, and other mass
media of communication, These develop:
ments  favor concerns with  nationally
known brand names, and complicate
marketing problems of small enterprises.
(5) The progress of mechanization in in-
dustry, increasing investment by con-
sumers in durable goods, expansion of
home ownership, and the growth of sub-
urban life have opposed the tendencies
just described by opening up new oppor-
tunities for small businesses — but they
have not stemmed the difficultics faced
by small manufaciuring establishments,
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The Government Looks at Small Business

Federal Policies and Programs

Recognizing these changes, the Federal
Government has acted on many fronts.
Our tax laws help the smaller firm in
carrying the risks of enterprise. Govern-
ment agencies make or insure loans, The
Securities and Exchange Commission pro-
vides a simplified method for registering
small public issues of sccurlties. The
Department of Commerce and the Small
Business Administration offer  services
such as: supplying scientific information,
arranging free use of Government-owned
patents, aiding in developing new prod-
ucts, counseling on how to expand mar-
kets, advising on efficient methods of man-
agement, and keeping firms informed
about Federal procurement and surplus
disposal plans, The Department of De-
fense assures them a goad share of Gov-
ernment contracts; the Department of
Justice enforces the antitrust laws.

Since 1952 Federal aids 1o small busi-
ness have been very extensive, The Small

Business Administration established July .

30, 1953, makes loans solcly to smaller
firms. The procuring agencies adopted
policies assuring small firms an equitable
opportunity to participate in all Govern-
ment contracts, The excess profits tax
was permitted to expire. Individual in-
come taxes were reduced, The Depart-
ment of Justice has intensified the effort
to curb monopolies,

Committee Recommendations

The importance of maintining a vig-
orous system of free and competitive
enterprise requires constructive steps to
aid smaller businesses.

A sound program must be mindful of
the Government's responsibility to raise
the taxes needed to pay its own bills. It
must avoid arbitrary restrictions on large
concerns that have come to the top
through honest competition, ‘The proper
way of aiding small businesses is to im-
prove their opportunities to thrive. The
recommendations that follow embody
these precepts.

With regard 10 Federal taxes the Com-
mittee recognizes the recent improvement
in the budgetary outlook and, in the event
that the outlook remains  [favorable,
recommends:

1. That the taxes imposed on business
corporations be modified by reducing the
tax rate from 30% to 209, on incomes
up to $25,000.

2. That businesses be given the right to
utilize, for purchases of used property
not exceeding $50,000 in any one year,
the formulas of accelerated depreciation
that were made available to purchasers
of new property by the Internal Revenue
Cade of 1954,

8. That corporations with, say, ten or
fewer stockholders be given the option
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of being taxed as if they were partner
ships.

4. That the taxpayer be given the op-
tion of paying the estate 1ax over a period
of up to ten years in cases where the
estate consists largely of investments in
closely held business concerns.

5. That the President arrange for a
comprehensive  review of procurement
policies and procedures of all departments
and agencies, including the legislation
pertaining thereto, with a view to facili-
tating and extending the participation of
small businesses in work on Government
contracts,

6. That the President direct depart-
ments and agencies engaged in extensive
procurement to adopt procedures which
would insure that a need for advance or
progress payments by a bidder will not
be treated as a handicap in awarding a
contract, and which would facilitate and
accelerate the making of such progress
payments as may be requested by small
suppliers under Government contracts,

7. That the Renegotiation Board clarify
the fact that, although a contractor who
subcontracts work may not reasonably
expect to be allowed as large a profit
thereon as il he had done the work him-
self, the practice of subcontracting — espe-
cially the extent to which subcontracts are
placed with small businesses — is encour-
aged by giving it [avorable consideration
in determining allowable profits,

With respect to financing and technical
aids to small businesses the Committee
recommends:

8. That the life of the Small Business
Administration, which is now scheduled
1o expire in mid-1957, be extended at the
earliest opportunity,

9, ‘That the maximum amount of an
issue of corporate securities which the
Securities and Exchange Commission miay
cxempt [rom registration be  Increased
from $300,000 to $500,000.

10, That the President call a conference
on technical rescarch, development and
distribution, for the benefit of small busi-
ness,

In the interest of maintaining and ex-
tending [ree competitive enterprise, the
Committee recommends:

11, That legislation be enacted to en-
able closer Federal scrutiny of mergers.

12, That procedural changes be made
in the antitrust laws to facilitate their
enforcement.

With regard to the burdens of paper-
work the Committee recommends:

18, That wage reporting by employers
for purposes of social security records anid
income tax withholding be simplified,

14. That the Office of Statistical Stand-
ards of the Bureau of the Budget under-
take a comprehensive review of the reports
and statistics required of small businesses.

(Continued on page 36)
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MILANO—Via Borgogna No. 1 (ltaly)
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Dott. Ingg. M. G.

Cable: Braibanti-Milano
Bentley's Code Used.

THE VERSATILE PLURIMAT MACHINE FOR THE
CONTINUOUS PRODUCTION OF COILED NOODLES
AND VERMICELLI IN LARGE OR SMALL SKEINS.
IT IS SHOWN HERE WITH THE NEW ADAPTATION
FOR MAKING EGG NOODLE NESTS.

Plurimat colling machine

Adoptation for egg noodle nests. Shapes of egg noodle nests,

Write for full particulars to:

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

Western Zone: PERMASCO, Division of Winter, Wolff & Co,, Inc.
2036 East 27th Street, Los Angeles 58, Californio
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A REMARKABLE ACHIEVEMENT

The Southwestern Miller had the following editorial In its August 28 lssue

NE of the most phenomenal achieve-

ments in the ficld of wheat breeding
and research is bearing fruit this year, Itis
the development of varieties of durum
wheat resistant to stem rust 15-B, resulting
in a prospective crop for 1956 almost
equal 10 normal ylelds prior to the deva-
station that followed from infestations of
this highly virulent rust strain in the early
1950°s, Within a period of six years, or
less than hall the time normally required
for the development of a new wheat, varie-
ties of durum were bred with rust resist-
ance that has brought an indicated crop
(3[ 34,798,000 bushels in the United
States this year, Such an outturn contrasts
with the crop of only 20,070,000 bushels
in 1955 and the record low yield of 5,
158,000 in 1954, when rust inroads were
heaviest, In 194554 durum  production
averaged 30,963,000,

Based on the latest crop data and
tentative estimates of the carryover, pros-
pective supplics of durum wheat for 1956-
57 will be adequate for milling for the
first time since 1951-52.

The phenomenal development of new
wheats with resistance 10 rust damage
was a joint international project of gov-
ernment agencies of the United States and
Canada, state agricultural experiment sta-
tions and college breeders, millers of
durum wheat, the macaroni industry and
farmers. These groups united in an inten-
sive breeding and rescarch program that
started in the fall of 1951, By the fall of
1953, five to ten pounds of seed from five
Jl!‘ﬂll‘lhlll[.{ varieties had been  selected,
Ihrough an extensive winter and summer
seed increase program that required win-
ter plantings in Arizona, New Mexico
and Mexico, sufficient seed became avail-
able this spring to permit plaming of
almost 125,000 acres with new seed in
T\'l’)ﬂ]l Dakota, the major durum produc-
ing state,

In addition to the breeding program
with its rather remarkable achievements
of two durum crops a year, Congress
authorized the Department of Agriculture
to offer special incentives to farmers to
plant durum wheat, The major incentive
was exemption from acreage allotments
for durum, This program proved highly
successful, especially in Montana, where
the 1956 crop is expected to reach 14,1238,
000 bushels, with an expansion in that
state’s durum acreage from only 14,000
in 1954 to an aggregate of 974,000 acres
this year,

Many destructive  crop  emergencics
have arisen in recent years, but none has
been resolved with the alacrity and suc-
cess of the durum program.

Large Durum Crop
in Prospect
‘The Government's Semi-Annual Durum
Report issued from Minneapolis says a
crop of 518 million bushels was indicated
by conditions at the first of August. If
realized, this would be 13.8 million bush-
cls more than the 1955 crop and the
largest crop since 1951, Complete infor-
mation on carryover stocks is not avail-
able, However, based on incomplete data,
it appears that carryover of durum wheat
may approximate 5 million hushels. At
Minneapolis, No. 2 Hard Amber Durum
averaged $2.61 per bushel this July, com-
pared with $3.60 for July, 1955,
Production of durum wheat averaged

around 38 million bushels during the
10-year period ending with 1951, The
1951 crop totaled 35.5 million bushels.
Starting in 1951, severe rust infections
resulted in sharply lower production each
successive crop year and in 1954 total pro-
duction was only 5.1 million bushels, This
constannt threat of rust caused deep con-
cern to both producers and those in the
industry and funds were provided for an
intensified breeding program. Through
concentrated efforts of the industry, pro-
ducers, agricultural research agencies and
others, new durum wheat varicties were
developed that are resistant to race 15-B
of stem rust, the type that has plagued
the durum crop in recent years, Through
the efforts of those various agencies, pro-
duction of seed stacks of the rust resistant
varieties was greatly facilitated by winter
seed increases in southwest United: States
and in Mexico. From a few head selec
tions, which were made in 1952, seed was
increased o a point where there was
available a supply of 150,000 bushels of
these new seed stocks for planting in the
durum producing areas by the spring of

1956, ‘This was a remarkable achievement,
since normal breeding procedures have in
the past required 8 to 12 years for devel-
opment of a variety with desirable char-
acteristics. The four new durum wheat
varieties, showing resistance to race 153,
are Langdon, Yuma, Ramsey and Towner.

Production of durum wheat prior to
1950 was confined largely to North Da-
koti, South Dakota and Minnesota. Mon-
tana, which has grown relatively small
quantities of durum in the past, has
sharply increased its acreage from 14,
000 acres in 19534 1o 271,000 acres in 1955,
when it produced more than one-fourth of
the 21 million bushel crop. The 1956
acreage for Montana is estimeied at 974,
000 acres.

The 1956 planted acreage of durum for
all states, estimated at 2,634,000, is nearly
double that planted in 1955, A [uctor in
the increased acrcage s the liberalized
allotments for durum wheat. With 5.7%
of the planted acreage abandoned, the
estimated acreage for harvest is placed at
2484,000, The heaviest abandonment was
in South Dakota where severe drought
conditions resulted in poor stands.

The threat of rust was reported minor
by state and federal agencies in carly
August. On the basis of August 1 condi-
tions, the Crop Reporting Board esti-
mated the U, 8, yield per acre at 1
bushels, whith compares with 119 last
year and 11.9 the 10-year average. Assum-
ing a carryover of 5 million bushels, sup-
plies of durum wheat for 1956-57 will
total 41 million bushels. This compares
with 22 million for 195556, 10 million
for 1954-55 and 52 million the 10-year
(1943-52) average.

Merchant mill holdings of durum to-
taled 1,262,000 bushels on July | com-
pared with 726,000 a ycar earlier and
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1,899,000 two years ago. Terminal stocks
(otaled 707,000 bushels which included a
cargo at a port clevator which was ex-
ported carly in July, Terminal stocks
totaled only 83,000 bushels a year ago as
compared with 344,000 two years ago.
Estimates of stocks in other positions are
not available. However, stocks are be
lieved to be substantially above the estl-
mated 903,000 bushels on farms and
country clevators a year ago.

Mill grindings of durum wheat during
the 195556 season amounted to 8,176,000
bushels, ‘This is substantially above the
5,861,000 bushels ground during the 1954-
5% scason but less than hall the 10-year
(1943:52) average of 23408000 bushels,
Production of semolina and flour totaled
7.315,108 cwt,, of which 1,683,920 cwt
were stralght durum and 681,179 owt,
were of blended products. "This compires
with the output of 7,838,576 cwt. for the
195455 season of which 285,752 cwt, were
straight durum and 7052821 cwt. were
blended products, The output of straight
hard wheat granulars, other than durum,
is not included in these  production
figures,

Reflecting the larger supplivs last sea-
san, prices dropped sharply. No. 2 Hard
Amber Durim averaged $2.86 last season
at Minneapolis compared with $106 per
bushel for the 195155 season. In July,
at the same market, this wheat averaged
$2.61 —nearly §1 below a year carlier,
The premium for Hard Amber Durum
over No, 1 Dark Northern Spring, ordi-
nary protein, ar Mim apolis, averaged
5lc lust season as against $1.57 for the
1954-55 season, In July, the premium was
fic per bushel.

During the 1955:56 season, there were
2,008 cars of durum wheat inspected at
Minncapolis, about 45%, of which graded
Hard Amber, 409, Amber, 109, Durum
and 5% Amber Mixed Durum or Mixed
Durum, Approximately 62% of the in-
spected receipts were assigned No, 2 Grade
or betier, compared with only 1% of the
1954 inspections grading No, 2 or hetter.
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Hail Damages Durum
Seed Supply

A devastating hail storm swept across
Cavalier and Pembina Counties in north-
eastern North Dakota and southern Mani-
oba in Canada on August 23, An esti-
mated 500 to 600 square miles of cropland
was hit affecting about 800 farmers, ac
cording to the Cavalier County Republi-
can,

J+ Marvin Skadberg, county agent, esti-
mated that about 50 per cent of the po-
tentinl seed supply of Langdon and Ram-
sey varetivs was destroyed by the storm,

Last spring 20,000 bushels of the two
new rustaesistant durums were released
in the county. My, Skadberg estimates that
the crop this year would casily have
averaged 20 bushels per acre, ‘The loss
of an estimated 200,000 bushels of Lang:
don and Ramsey durum will put the two
in very short supply for next spring.

“Ihe stor set us back at least a year
skadbely
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saidd, “By next spring there would lave
been just about enough Langdon and
Ramsey to plant all the durum acreage
in the county, Now we will have to plant
Sentry and other varicties, and work on
the increase for another year."

Durum in Canada

1t is evident that there will he a much
Jarger crop on the Canadian prairics this
year than there was in 1955, The Do-
minion Burean of Statistics estimates that
1,650,000 acres were seeded to durum in
wostern Canada, This should produce a
crop of some 35 million bushels, as com-
pared with the estimated 17 million pro-
duced a year ago.

A survey of the crop in late August
showed that it was generally well-filled,
its maturity similar to that ol one year
ago, and yields should come dlose to the
21 hushels per acre estimated to have been
harvested in 1955, However, the cop
this year is not as uniform as last year,
and it s expeeted that a certain amount
of green second growth, as well as some
ladging, will make harvesting diflicult.

Disease has been of minor importanee
o this durum crop, although Tust miy
cause some slight losses in yield in cen-
wral Saskatchewan,  Some carly durum
fields in southern Alberta are showing
signs of kernel smudge, @ fungus discase
which blackens the germ end of the
kernel, but it is too carly as yet to esti-
mite whether this will be serious.

o c o kR

World Durum Outlook

Monsicur A, Feunot writing in the
French publication “Pates Alimentafre”
noted recently that Moroco would have
a durum crop of 22,000,000 bushels, about
the same as last year, Algeria is expeeted
to have a much larger crop than usual,
at $7,000,000 bushels, Ttaly has siepped up
her production to some (6,000,000 bush-
¢ls; Greece up 1o 29,000,000 bushels; and
Spain is growing more durum. These
countries include most of the main areas
in the world where durum is produced.

Both Canada and the Unitéd States
expect to produce about 35,000,000 bush-
¢ls, cach, this year = almost double Tast
year's praduction.

H. H. King Co.
Suspends Milling

‘The H. H. King Flour Mills Company
is suspending milling operations at its
plant in Faribault, Minnesotin

The mill hadd a spring wheat unit with
a daily capacity of 2,100 cwt. and a durum
wnit with a capacity of 200 cwt.

L. G, ‘Truesdell, Jr., president of the
company, said plans have heen macde for
dismantling aned selling the milling mi-
hinery, The firm's clevator cpacity of
500,000 bushels will be devoted o the
storage of government-owned grain.

The BL 11 King business was founded
mare than 70 years ago, starting as 2
spring  wheat mill, and adding durum
capadity in 1929, Since 1916, its milling
operations have heen confined to durim,
“afr, Truesdell said the company will

i L e i e e g ey e

ontinue o operite as the 1L 11 King
Flour Mills Company with Arthur W,
Quiggle continuing as vice prosident. Mr.
Truesdell became president of the firm
in 1042, succeeding H. 11, King, who be.
came dirman of the board, Mr. King
died in 1918,

Thick or Thin?
Kroger Runs Survey

The Kroger Food Foundation recently
made 1 consumer survey to determine
preference between two siees of clbow
macron. ‘The first product was, on the
average, 0RO i outside dimerer, 01277
in inside dimmeter, and 1125 in length,
The second sample was a thinner product
with an outside dimmeter of 018" il
087" in inside diameter, Average length
wits the same,

The guestionnaire sought to abtain the
Nomemakers reictions o the products as
they appearcd in packages andd alter wook-
ing them 9 minues and 12 minutes.

One tandred ninety-three homemakers
responded in the survey amd they pres
ferteed the thicker product by far. To the
cquestion: Al things comsidered (dry ton-
dition and s woked) whids sample nore
nearly meets with your idea ol what mic-
aroni should be liker” Homemakers give
preference 1o the thicker  product in
3049, of the aises; the thin produet was
preferred by o 0 and 1129, expressed
na preference.

In the package, the thicker product was
preferred by 46.6%: the thinner product
hy 27%: and no preference cxprum:d by
26.4Y4.

After couking the macond 9 minutes
156 saidd the thicker product wis beter;
27.5%, said the thinner produce wis bt
ter; and 2697, siw no diflerence. After
$ more minutes, or @ wtal of 12 minnes’
cooking time, 1399, still preferred  the

thicker product: ag6v, chose the thin
product; 27.5% indicated no preference.

Preferences as o eating gquality showed
preferring the  thicker product;
aw no difference between the two;
and 26,49}, liked the thin product best.
Those that preferred the thinner product
thought the thicker product wis tough:
whereas those with thick product pref-
ence regarded  the thinner product as
labby tender.

I eviluating the products for comddition
for further cooking in a redpe such s
macioni Damd cheese, there wis slight
difference: about one- thind of the pamel
those the thin product: another one-thind
the thick produce amd the list one-thind
i no preference,

The thicker produc got shightly
higher return when the use wis b e in
aaluls, with 3807 prefenving iv against
o130 liking the thin product: 3680
again lind no preference.

In simming up, the liger siee got the
preatest  preference hecse it looked
more like necaroni and was more e
tive for casserole and salid dishes. The
samie preference hield after cooking buth
samples for Sfinutes sod 12 minates,
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® QUICK POSITIVE DRYING

® REDUCES DRYING SPACE

® STRAIGHT FIRM DRYING

® LESS PACKING WASTE

® SANITARY CONSTRUCTION

® EASY TO KEEP CLEAN

DRIES SPAGHETTI

N Less THAN 20 HOURS
AFTER LEAVING AUTOMATIC

PRELIMINARY DRYER
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PROPER VACUUM'
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Our HICH VACUUM SYSTEM is now operating on all POPULAR
MAKE PRESSES th United 51 tes CUSTOMER AC
CEPTANCE of o um system — n t Iy
4. on pre fth mk — has bee rntgHygt

“ T CUSTOMERS RECOGNITION 1h t hlgh
: more complete dea of do ghbef trusion — ¢ t g
as peI qua 1typod tbft ondition df dyg has
put us in the LEADERSHIP in vucuumlzing pre n the United
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MACHINERY CORP.

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




AI"I'P.N'I'ION has been focused re-
cently on the big business of super-
markets, Jean Libman Block's article in
American Business, “Why the Supermar-
kets Are Booming,"” was condensed in
Readers’ Digest, and almost as an answer
Harold Mehling had a story in the Sat-
urday Evening Post, “They're Putting
Glamour in the Groceries” Highlights
of the articles are presented here.

Big DBusiness

Last year the U, S. food trade, No, 1
retail business, grossed $44,(00,000,000 —
$6,000,000,000 more than the auto indus-
try. More than hall of these billions
went through the cash registers of Amer-
ica's 20,000 giant sclf-service food palaces,
the supermarkets.

In addition to taking in 59.7 cents of
each food dollar, supermarkets last year
rang up $2,000,000,000 for non-food items
ranging from porch [urniture to power
mowers,

A novelty as recently as 1939 these
supermarkets have achieved their phe-
nomenal success through ingenious sales
psychology and low prices. Competition
among the big chains — led by the Atlantic
& Padific Tea Co,, Safeway, and Kroger,
which rank in this order in number of
stores —often  forces  prices down  so
sharply on basic commodities like collec,
soap and bread that If the store sold these
items alone it would not make cnough
profit to stay in the black.

Narrow Margins

An efficient supermarket operates at a
net profit of only about 1% of sales.
When a super fails to make money on
the bargains that pull you into the store,
' it must sce to it that you also buy some
high-profit merchandise like candy, jellics,
spices, gourmet items — and all non-foods.
How is that done? You sell these things
to yoursell.” You drift around the self-
service super in a kind of trance, Touch-
ing, fecling, picking up the merchandise,
you buy on impuls¢ —and you buy more
than you would in a clerk-manned store.
The average supermarket customer makes
seven unplanned, impulse purchases for
every three planned purchases, a study
of shopping habits has shown,

Sales Stratagem

Going into a supermarket for a pound

of coffee and coming out with two jars

of olives, 0 new andhovy spread and a

gadget can-opener as well is normal be-

havior in a market astutely designed to

turn your visit into a buying spree, For

example; Bend down at the dairy case

! for eggs. Suddenly your eyes come level
: with jars of fresh [ruit salad, or cello-
phane-wrapped, imported Swiss cheese.
You can't resist sliding these high markup
dllicacies into your basket, Supermarkets
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THE FABULOUS RISE OF SUPERS

rarcly make you stoop for impulse items;
only for staples.

Mass displays in strategic locations are
another sales stimulant. Supers have
found that any item erected into a slld
display will sell perhaps ten times [aster
than the same item set out on regular
shelves,

Another stratagem is to spot big markup
items in several places, Some markets hait
the lowest shelves with cereals, cookies
and candies advertised on children's tele-
vision programs, When toddlers help
themselves, harassed mothers often buy
rather than risk tears.

Aisles are sometimes arranged to direct
you into sections you didn't intend to
visit, tempting you to go on buying. A
new First National market in Yonkers,
New York has a bank ol short diagonal
aisles  between  the  long  [ront-to-rear
shelves and the checkouts. You hit the
diagonals and are dellected back into the
main, food-packed corridors,

Trend to Friendliness

There is a marked trend 1o make super-
markets attractive and friendly on the
very sound principle that people spend
more in pleasant surroundings. As the
store size grew and operations became
more mechanized the complaint developed
that shoppers fele they were in a factory
~ that romance had been taken out of
shopping.  Stark, white walls aimed at
giving the Impression of cleanliness were
too antiseptically sterile,

Some stores are brightening tradition-
ally bare walls with such modern colors as
chocolate, canary and flame. One store
in Boston has painted its walls in lemon
and pumpkin — shades which suggest per-
petual springtime.  Another in Texas
uses turquoise, yellow and pink.

Even the lighting has become more
pleasant,  One designer has found that
shoppers like strong, eflicient lighting
among the canned foods — no frills, But
when they reach the nonfood department,
those things call for browsing. So he
subdued the lighting there to make the
area more intimate and unhurried, Most
markets use soft music as a background
1o buying.

Some markets serve midmorning coffee,
courtesy of the house, to make customers
feel “glowing and neighborly.” Parcel
pickups help housewives avoid that long
trek to the car, weighted down with
groceries and children,

Startling Architecture

Sometimes the effects of the new archi-
tectural trends and innovations are star-
tling, as in the case of a Penn Fruit store
in Philadelphia. They created a sunken
market that boasted a shoppers' lounge
with uphalstered seats. Out front are a
shrubbed parking lot and terraced steps.
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‘This touch of elegance, however, was at
first misunderstood. Not used to having
patios with their markets people drove
i3to the pedestrian entrance and bumped
down the steps into the parking area, The
witlk had to be blocked off with chains,
A showplace among smartly styled shop-
ping centers is Detroit’s Northland, home
of u gaily decorated Kroger supermarket,
It has parking [acilitles [or 9000 cars, and
draws 50,000 people on bustling Satur.
days, Northland's open spaces contain
terraced areas resplendent with redbud,
cherry, wlips and vines, Pink marble
stairwells lead to malls where the works of
prominent sculptors are on view.

To the Spectacular

Equally spectacular will be a shopping
center opening this fall in Massapequa
Park, Long Island, Here patrons will
skate on artificial jce, rest at a sidewalk
cafe, watch fashion shows and hear gay
music. :

Meanwhile, supermarkets are growing
bigger. John A, Logan, president of the
National Association of Food Chains, says
the average store today is twenty times
larger than its predecessor. Henry J.
Eavey's supermarket in Fort Wayne, Indi-
ana, opened this summer with a whop-
ping BO,000 feet, claims 1o be the biggest
in the world, At the same time jt will be
a spectacle, For the children, there are
tropicalfish tanks and a bird house, If
that doesn't hold them, diversions will
be found in a Kiddie Corner,

In sheer size, though, this giant will be
eclipsed, John Schwegmann is preparing
a 189,000 square foot store in New Or-
lIeans, but his inclusion of such unusual
departments as beauty and shoe stores
causes some food men to qualify it as a
shopping center by itsell,

Things 10 Come

Markets abroad are frankly modeled on
the American  pattern,  But American
supers have made at least one import; the
invisible air curtain, borrowed from a
store in Zurich, Switzerlund, Here the
front doors are wide open, but a blanket
of air jets, hot in winter, cold in summer,
separates indoors from out, People pass
through freely; drafts, inseets and dogs
are barred by the mysterious air wall,

There will be more mechanization than
ever in the new stores being planned, The
day may come when motorized carts and
traffic lights will be necessitivs, Auto-
matic checkouts are even now in the plan-
ning stage, with prices, stamped in irra-
diated ink, to be read and recorded by an
clectronic eye as articles move on @
conveyor past a special register, Howard
Ketcham, New York designer, cnvisions
tomorrow's super as a winding ramp

(Continued on page 42)
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Short Goods Dryer
Installation

BUHLER SHORT GOODS DRYER, ez 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 arc
conveyed to the preliminary drying seclion of the dryer
and spread evenly over the top conveyor by means of a
distributor,

After passing through the controlled Ere-dryln stage,
the goods enter the finishing dryer where they are also sub-
jected 10 a controlled drying process. They leave the dryer
at a little higher than room temperature and may be packed
immediately. -

To oblarn optimum drylnF. two independent climates
in the dryer are automatically pre-determined by control
instruments.

DESIGN CHARACTERISTICS

1) The TTM offers the smallest space requircment for a
dryer of this capacity, plus small power consumption
compared with capacity. ) ‘

2) Aluminum housing over light-weight insulating panels
is designed as a heat and vapor barricr, permitting the
dryer to be operated at higher temperatures and hu-
midities without increased heat losses, thus producing a
better looking product in a shorter drying lime.

3) The fully-automatic operation of the short goods manu-
facturing line requires only periodical supervision. Any
deviations from the normal operating temperatures are
quickly observed on external recording instruments and
can be correcled in time to prevent goods spoilage.

4) A battery of blowers on each side of the dryer provides
for suMcient nir throughout all stages. The air is uided
through ducts Into the drying chamber to the desired
location and then is forced through the conveyors and
the goods. Heaters belween the conveyor bands recover
the drying copacity of the air after the passage through
cach layer. Tge heat input of cach heater is simply ad-
justed by two valves according to a heat requirement
chart, to obtain optimum drying capacity for every
class of goods.

5) Two products may be dried simultaneously under con-
tinuous operation. The press shul-down time for die
changing permits enough time between the two opera-
tions to adapt the climate to the following product.

6) The conventional screens are re laced by specially
shaped, corrosion resislant channels forming the con-

veyor clements, thus climinating repairs and break-
downs,

7) The slow moving parts require minimum lubrication.
Lubricants cannot come in contact with the product.

8) The positive control of heat lnFut and climate adapted
1o the drying characteristics of the shapes allows dif-
ferent drying times. These arc obtained with a 2- or
3.speed conveyor drive.

9) The clectric control cabinet incorporates all conlrols,
pilot-lights, starters and overlond relays. It is located
for convenient observation by the operator,

Respective pilot lights flicker if a motor should fail to
operale.

CAPACITY

The Short Goods Dryer TTM is built in three sizes, with
capacities from 650 Ibs. to 1400 Ibs./hour, determined by
the specific density of the product to be dried.

nied

TTM Short Goods Dryer in Light Metal Panelling

BUHLER BROTHERS, INC.

Engineers for Industry Sinve 1860

2121 STATE HIGHWAY #4, FORT LEE, NEW JERSEY
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From the Rossotti “'Self-Service Merchandiser"

EW things exert a stronger force on
human emotions than color, All over
the globe people are influenced and char-
acterized by their nationalistic color prel-
crences and prejudices, ‘Take blue, for
instance, It's a strong favorite in America,
But it has few adherents elsewhere, The
Greeks, who had a word for everything
clse, had no name for blue. Likewise
Latin, which is rich in names and syno-
nyms for red and yellow, is remarkably
deficient in terms for blue,  Likewlise
Japanese has no separate words for blue
and green but uses the terms which
mean “green tree” and “unclouded sky.”
On New Guinea and Australia only
one savage tribe had a name for blue,
but all wribes hud words for red, yellow,
black and white — their color preferences.
‘The great universal favorite is red, the
color of joyous emotions. From Morocco
to Madagascar red has been the robe of
nobility and royalty for centuries. The
Chinese have always had an insatiable
taste for red, along with gold and green.
The Moors, who left their imprint
throughout the Mediterranean countrics
of both Southern Europe and ‘North
Alrica, also left their taste for scarlet red,
gold, ebony and white. "Th= Moorish in-
lluence js also apparent in the color prel-
erences of most Spanish-speaking countries
— South America, Central America, Mex-
ico — where scarlets, flaming oranges, gold,
black, white and green are most popular.
However, in one far-flung area covering
almost a quarter of the entire earth’s
surface (the Malay Peninsula, Burma, and
parts of India and China) the majority
chaice is yellow, What happened to blue?
Well, blue Is a cool color so look for it in
the lands which lie in the colder regions:
Sweden and Norway, for exaniple. Here,
blue, yellow amld green are the heavy
favorites, And when you think of green
you think of Ircland, ol course. But you
should also think of Turkey, because the
green turbans and green flags of the
descendunts of Ali attest to the popularity
of this distinctive color of the Ottoman
nation,

What can color do for a package?

It can gain atiention, of course, It can
also distinguish and quickly identify a
product in the long rows of competing
prixlucts on the retail shell. It can add
the touch of quality, It can give em-
phasis to a sales point, a price, or any
other feature of the product, And, in the
case of full color, realistically reproduced,
it can make any product appear more de-
sirable, make any lood look more appetiz-
ing to the potential purchaser. Color can

alw be utilized, remember, to convey a
taste-suggestion, to stimulate a mood, or
indicate a characteristic of the product.

Red, and many of its offshoots, is a
warm color, therefore it bears a direct
connection to hot foods. Since it is also
an_exciting color, it is a stimulant to
direct action. Blue is cool, serene, and
lends itself well for cold [oods, notably
frozen [oods. Green, thanks to jts long
assoclation with springtime and young,
growing things, promotes a [eeling ol
freshness, Yellow s the light of the sun
and the color of gold, and it signifies
richness, gaicty, warmth and good cheer,
White, while not a color at all, does pro-
vide good visibility and implies purity,
integrity and generosity.

Oddly enough, with so many of the na-
tion's leaders in advertising and sales
pointing the way to the successful use of
additional color, there are sill otherwise
sagacious businessmen who seem reluctant
to follow the trend. Why? Cost, they
cdlaim. But modern, improved printing and
other reproductive facilities have brought
considerable cconomies into the picture,
Besides, the really important concern of
all alverising, including packaging, is
not the cost but the value of the returns.
A popular seed catalog some time ago
switched all its principal illustrations
over from black-and-white to full color —
and rang up 900 per cent in additional
sales! But look at it another way . ..

Most of the country's largest manufac-
turers have come to regard their packag-
ing as an integral part of their advertising
program. They recognize the importance
of impulse buying in modern merchandis-
ing and know that color, full color if you
please, is a prime motivating influence.
And they also know that a million pack-
ages, occupying about a hall-million or
so square [eet of store space, are remark-
ably inexpensive when you think in terms
of the millions of dollars the equivalent
amount of ad space costs in various other
media,

Heyond all question, the accent woday is
on «lor. Color movies, color TV, color
photography, color slides give a rainbow
hue to our entertainment, Women's fash-
ions are more colorful than ever, and
men’s are rapidly becoming more so.
Houschold gadgets and appliances, stoves,
relrigerators, clocks, typewriters, automo-
biles — the list is endless—all have taken
to brilliant color. Why? For the very plain
and obyvious reason that our average
citizens — the  great  American  buying
public—are more color-conscious than
they have ever been in the past,
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How to Win the Consumer

Poppy Cannon, food editor of a na-
tional magazine and food consultant 1o
advertising agencies, recently spoke be-
fore a meeting of the Northwest Can.
ners Assaciation, She took the consumer's
point of view and she had some pertinent
things to say.

The fTood processors, the canners,
freezers, and  dehydrators  have made
queens of the women of this country,
They have made time stand still, stopped
the march of the seasons and let the
housewife enjoy, whenever she wishes,
the delights of spring, summer, [all, and
winter.

Because of the food industry, women
have developed a new confidence in them-
selves, It has helped them to do the
kind of cooking they never dreamed pose
sible, By peeling their {ruit, shelling
their peas, pining their cherries as well
as providing all kinds of ready-to-serve
foods and mixes, the food industry has
given them the most precious gilt in
all the world, which is time.

All of this is deeply appreciated, but
like all pampered darlings, they arc
never satisfied. They always want more,
And one of the thiags they want most
does not concern them so much as jt
concerns the processor.

How About Flavor?

There was a time, and it's not so far,

back, when any woman who was proud
of sctiing a good table, couldn’t and
wouldn't admit that she would have any-
thing 10 do with a can opener, Today
the can opener has become respectable
and is even taking on considerable
glamor. But will it last? That depends
upon the processor. Is he being stan-
peded by price considerations — price and
a kind of mass madness? Is he getting so
concerned with figures and quantity pro-
duction that he is forgetting that he is
sclling food and that most important
factor in food — flavor?

Flavor is a subject very little discussed
except in thz most general terms in the
advertisements. Size is important. Free-
dom from blemishes is important. Looks
are very important. Fruits and vege
tables are being grown for size, for quick
maturity, for solidity, for resistance to
blemishes. Digger crops, quicker crops,
discase-resistant, mold-resistant — these
are the things that concern the industry.
Who cares about flavor or [ragrance or
catability?

Who cares? The answer is simple — the
consumer cares. It may take time for
her to realize that something is wrong.
It may take a longer time for her to
get vocal. Before expressing hersell in
words, she may express her discontent in
the most effective manner, by her pur-
chases.

Nowadays the gourmet gocs to the
supermarket, High standards are not
confined to high incomes. Nothing is too
good for the average family. Mass and

(Continued on page 32)
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SEMOLINA AND DURUM FLOUR ARE PRECISION MILLED BY NORTH DAKOTA

Chefs of Distinction Recognize Top
Quality Macaroni, Noodles & Spaghetti

. "spaghetti and macaroni products ore
featured items on our menus, because with
our own specially prepared meat sauce, we
are able to produce an appealing dish, low
enough In calorles for even the most
weight-consclous guest . . . the versatility
and general appeal of spaghetti and maca-
roni products assures them o constant place
on the menus in the Hotel Sherman’s fa-
mous dining rooms — the College Inn Por-
terhouse, the Well of the Sea, the Celtic
Cafe, The Colffee Shop and Our Snack Bar.”

William J. Gosy, Executive Chet
Hotel Sherman, Chicago, lllinais

MILL & ELEVATCR TO ASSURE TOP QUALITY

Qutstanding Chefs — like William J.
Gosy of the Hotel Sherman — insist
on the outstanding spaghetti and
macaroni products, The North Da-
kota MIIl and Elevator Is one of the
outstanding durum mills in the coun-
try, located In the heart of the durum
wheot area of the Red River Valley.
This Is the region that produces 80
per cent of the United States Durum
crop.
L] L] .

Working closely with the Dunm In-
dustry in North Dakota is the Cereal
Technology Department of the Narth
Dakota Agricultural College in For-
go, North Dakota, This newly mod-
ernized Durum laboratory has done
much to assist progress in the de-
velopment of good milling durum.

Ak Cerenl Technolol
A.rlc'u’l::ﬂ'l" C:I'hl::"hhurory, -o:lﬂu with sxperimental mocaronl

North Dakota Mill & Elevator

Philip R. Fossen, General Manager

Grand Forks, North Dakota
* * *

520 North Michigan Avenue
Chicago, lllinois

Ist, plctured In the North Delicte

Evans J. Thomas, Mgr. Durum Division
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Unmistakably The Finest

Clermont’s Brand New Vacuum Process Macaroni Press %monflﬂng Goods Stick Remover and Cutter
The VMP-4, the GIANT of all Short Cut Presses

IMPORTANT READING FOR THOSE WHO WANT TO CUT PROCESSING COSTS:

Check 9 Clormont
EXCLUSIVE Design Features

e Large stainless steel screw affording 1300 lbs. PLUS
per hour,

® Electronically controlled to automatically propor-
tion the correct amount of additional water needed
to maintain optimum viscosity in the mix,

Vacuum process is on the screw leaving free access
to the mixer.

Stainless steel duplex mixer.

One piece housing simplifics extraction of screw.
Screw extracted by removal of front cnr. No bolts or
nuts to remove. Easy, one man, handwheel operation,

Constant temperature control of water circulating in
the housing maintains uniformity of product size.

Built-in automatic cutoff attachment, No extension
arm, no pole, Invisible externally,

Variable speed on the cutoff attachment permits cut- SImpﬁfied Mechanism
lﬁng prodyct witl) a single blade ranging from the High Operaﬁng Efficiency
i Pa“"““. ) ; . Automatically removes a stick and discharges it to a magazine rack.
's'l'];cft’:'f!"ﬁgr"'::ioﬂ’n :i:l(ll‘:Tmm e erre i ey Equipped with three blades which cut the heads and ends of the preduct and simultaneously cut
the product in_half.
The three blades are adjustable and any one or two of the three can be ramcn\;‘ed.
7 19 diustable to cut product in length range from nine to ten inches.
Ulflﬂlﬂte I” AdaP tdbzlzt,y :::i::e?swiai: :or:veyor with cap}:cify to hold 52 sticks of product, the average number of sticks
contained on a spaghetti truck. o .
R e If operated in conjunction with an automatic long goods dryer the oper?hon is continuous.
OP”'D”"I Features ® Operator can accomplish adjustments. No special mechanical skill required.

To meet industry needs — designed to do more than one job.

By Jcmoving front handwheel and connecting a tube, press can be
used in conjunction with an automatic s or lon -
tion, 2 £ Spreaden far Jong Roocs praduc Please consult us for full Information.

Machine can be adapted for extruded noodle dough shcet.
Built for long life and constant performance.

Meets most exacting sanitary requirements, 266-276 (
Wallabout Street
; : ’ Brooklyn &, ZZ_ %c/ilzg /o[]]/l([ll[/ e,
WHEN LESS THAN THE BEST WON'T DO, fuy Clermont! New York, N. Y. /leds é’z@ﬂ_ﬁﬁ-—-—--m—-_—-.---i-p_-_J—4.__?
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The Continental Tour

The araveling Canadians, Paul Bien-
venu and Rene Samson of Catelli Food
Products, Montreal, and the Americans
John Curry and Fred Mucller of the
C. F. Mueller Company, Jeisey City, vis-
ited the Bubler Brothers research labora-
tories in Uzwil, Switzerland, while in
Europe this summer,

While traveling in northern Italy they
visited the factories of Fava, Zamboni and
Simbianca, At Bologna, their host Dr.
Ettore Berini, took them to the [amous
restaurant “Pappagallo” (parrot). Other
distinguished guests have their pictures
on the walls, The group enjoyed a menu
of tortellini alla Bolognese, wrkey a la
Margaret Rose, cassata alla  Siciliana,
caffe espresso, Lambrusco and Spuminte
wines.

R

John Curry ond Fred Mueller,

At the Poppogallo Iiutuurnnt in Bologna:

October, 1956

At Buhler Brothers research loboratory, Uzwil, Switzerlond: Mr, Caspers of Buhler, Mr,
Somson of Cotelli, Mr, Beguin of Buhler, Mr. Curry and Mr, Mueller of C, F. Mueller Com-
pany, Dr, Rene Buhler, Mr, Bienvenu of Catelll, and two representatives of Buhler Brothers,
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Paul Bienvenu, Rene Som:on, Ettore Berini,

Supermarket Stays In Rome

The "American Way" supermarket ex-
hibit, shown in Rome in June, reopens
in September under new management.

John A, Logan, president of the Na-
tional Association of Food Chains, said
that 95% of the equipment and fixtures
had been sold to an alian group, which
will set up a self-service store in a new
apartment development,

He said other groups which had bid
on the same equipment have indicated
they will start a chain of sell-scrvice mar-
kets within n few months, using American
equipment and methods,

“The exhibit was sponsored® jointly by
the Agriculiure  Department’s  Foreign
Agriculiure Service and NAFC, At a joint
NAFC-FAS press conference, FAS said
more than 100,000 persons visited the
exhibit and there have been a half dozen
requests for similar exhibits to be set up
in other European cities.

The FAS budget for the exhibit was
SIBB000, NAFC estimated the cost to
the industry for equipment, merchandise
and  technical skills was  more than
$200,000,

USDA officials termed the supermarket
exhibit a “triumph of government-indus-
try cooperation,”

NMMA Winter Mesting
Mlemi Beach, Florida
Jenvery 22-24, 1957

Eggs Stay on
Bargain Counter

Eggs are likely to stay on the grocer's
bargain counter until late fall or longer.

There is usually a steady rise in cgg
prices during the summer with the sea-
sonal peak occurring in September. But
this year, prices haven't conformed to
the normal pattern,

In the Chicago wholesale market, No, 2
extra lurge eggs hit a seasonal high of 13
a dozen in July, By the end of August
they were back down o 87¢. “This dil-
fered from the 1955 performance when
the seasonal upturn started in wid-June,
From mid-July to mid-August of Jast year,
prices advanced from 33 10 16, a 3¢ rise.
This year, over the similar period, they
dropped 4c.

The 1955 seasonal peak on cggs was
teached in late September when  they
climbed to 53¢ a dozen, Eggs were whole-
saling at about 12¢ less than o year ago at
the e of August and were expected to
stay well below the 1955 level for sev-
eral months,

Hot weather, which usually retards pro-
duction and saps quality, normally is re-
sponsible for the summer jump in cgg
prices. But this year the weather in most
parts of the country has been favorable
to production and quality also has not
suffered as much, In addition, improved
feeding methods have helped production,
Egg production this year is likely to

set a record, rising perhaps 29 above
1955's 59.5 billion. In July farm flocks
laid 4,752,000,000 eggs, a record for the
month and 3% more than July last year.
Two-thirds of the increase was due to the
larger number of layers on farms and a
third to the increased cegglaying rate,
which was 169 eggs per layer in July,
a record, In July, 1955, the rate was 16.7,

While egg production is going up, per
capita consumption is going down, The
U. S, per capita consumption of shell eggs
this year is expected to be no more than
last year's 342, This was the lowest in
at least ten years and the rate has been
on the decline for the last seven, Only
the increased population has been able
to take up the slack, and many in the
cgy business are concerned  about the
dwindling home use of eggs.

Current receipts of shell eggs in the
Chicago market fell from 32c a dozen at
the start of July to 26.5¢ at the end of
August, Frozen egg yolks of 459, solids
and an approximate No. 4 color ranged
downward in the period between a spread
of 49¢ 6 53¢. Froren whole eggs ranged
with a high of 8lc in carly July 10 a low
ol 27c at the end of August. Frozen whites
were in a narrow range of 225 1o 25
The spread for dried yolk solids was $1,02
on the low side at the end of August to
S1.10 on the high side at the start of July.

A-D-M Buys Interest in
Applied Radiation Corp.

Archer - Daniels- Midland Company,
Minneapolis, has purchased half-interest
in the Applicd Radiation Corporation,
a producer of linear electron accelerators
and other electronic equipment,

Radiation processing promlises 10 be-
come one of the most important phases
of atomic energy. Its use for the cold
sterilization of foods and pharmaceuticals
has attracted world-wide study, Also pre-
dicted are new developments in chemical
processing, radiography, and medical
therapy,  Linear  clectron  accelerators,
member of the “atom smasher” family,
are likely to be one of the principal
sources of such radiation,

ADM is one of the largest processors of
agricultural crops and marine oils, and
is a major producer of chemicals.
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THE MACARON

VaxteaM, the eriginal starch-base pre-mix,
enriches continuous process macaroni
products to Government standards casily,
accurately and economically. It is free-
flowing, uniformly fed and dispersed, assur-
ing uniform enrichment.

® For consistently uniform _enrichment,
use the new r:cii;lon Sterwin Feeder to
add VEXTRAM to your macaroni,

St

Subsidiary of Starling Drug Inc.
1430 BROADWAY, NEW YORK 18, N. Y.

ARON! PRODUCTS ENRICHMENT

——

SPECIALISTS IN MAC

st i ot i) e

| JOURNAL

peE-1.3,the original food enrichment ﬂ.b‘
let, entiches batch method macaroni with
minimum cost and maximum accuracy.
Speedy disintegration and uniform disper-
sion throughout the batch are your guar-
antees of uniform enrichment,

@ SEE YOUR STERWIN REPRESENTATIVE
OR WRITE OR PHONE DIRECT...

C:iz . gam iﬁ

K]




b

How to Win the Consumer—
{Continued from Jurge 26)

cliass are not a opposite poles. Mass s
simply class multiplied, not cheapened,
nat diluted, notdegraded, just muliiplivd,
This is probably the first time in the
history of the world that this is true,
There is a wealth of success stories 1o
prove that products thiat start ont with
class, quality, good taste, imagination,
interest, need not stay in the specialty
fieckd, but can be multiplied inta mass.
It is o mistake to segregate the wo in
our thinking amd be stampeded  imo
price battles and dumping. Mr. and Mrs,
America can allord the best. They will
buy the best, but they must be made
aware of what is the best,

To many exeoutives the wrm “educa-
tional program™ means press releases, food
photographs, recipes, because they have
been sold on the incontrovertible fact
that women love recipes, mwd 10 do an
vducational progriam on any fosd prod-
wet, requires i series of auractive recdpes,
‘There is no doubt that auractive recipes,
press releases amd pictures are helplul,
but in themselves they do not constitute
un adequate progrim,

Education is Dasic

Education must begin much further
back. Perhaps it begins with one's self,
Instead of hiring someone to do o survey
ar research job, one might start by
cducating himsell and his company. He
should look critically and carefully at his
own product; develop his own sense of
i 1esst hecome conscious of taste; he
as much concerned about {lavor as abont
bacterial count: be quality minded. And
then with a good product, educate him-
sell and those around him to have confi-
dence in it and to ke pride in it
Then and only then can he hope 1o edu-
cate the consumer,

Through the years there has been a
great deal of talk about educating the
consumer, and yet one of the most elfec-
tive means for education, one of the most
available and least expensive has been
neglected, It is the window space avail-
able on every package; it's the label,

The label should be packed with fucts,
practical down-to-carth, every-day facts,
and at the same time, it should indude
the most mouth watering  copy.  “The
label provides an opportunity 1o tell
the consumer what she is about 10 buy.
After she buys it there is further oppor-
tunity to tell her what a fine product she
has and how 1 use i

Informative  Tabeling is the way of
freedom as contrasted with grade labeling
where standands are imposed from with-
out, and often these standards have litle
il any relation 1o the most important
factor, flavor,

Informative labeling enables the proc-
essor to use to the best advantage the
small sizes, the less uniform picces. So
long as the product is good, tasty, the best
product of its kind, the informative label
can sell it and keep selling it.

e . e et e
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Ted and gang ;t Smg- Pn;lv.

Sprinter Sime
Savors Spaghetti

Diave , i red-headed track star [rom
Duke Univensity, appears certain to have
Olympic gold medals in his [uture, Sports
writers compare his running style to the
great Charlie Paddodk, and his sprinting
to that of Ralph Metcalle,

In January he sprang into prominence
by runming the 100-yard dash in 9.5 sec
onds, Lastest ever achieved indoors, In
June he made the Olympic sgquind picked
1o trvel 1o Melbourne, Australia in No-
vember, Twice he has matched the out.
dour record of .3 seconds for the 100-yard
dish, and he has been docked at 20 sec-
ands (it for the 220 yard dash, breaking
the world's record,

His coach, 1, M. (Red) Lewis says the
6 feet 8, 190 P athlete a diet that
would shack most trick coaches, "Dave
eats spaghend, steak, pizza pic amd things
like that in amounts you would expect
from any healthy 19-year old.”

Undoubtedly Dave's drive comes from
energy foods,

Stag Party

The new National Macaroni Institute
film on spaghetti is being distributed
tionally for free public service wse on
television by Sterling = Movies, U8\,
Inc.

In their descriptive literature they say
this about Stag Party, “lnteresting title
for a film?z Sure, itist And it's an inter-
esting film, o, Fred has o gang of the
boys over, but its Mrs, Fred who comes
up with the prime contribution 10 the
st pinty’s success— a0 satisfying  spa-
ghetti buller. ‘The proper way o ok
spaghetti is shown, and mouth-watering
redipes for clam sauce, low-calorie meat
sauce, and i butter-heese sauce are spelled
out. This delightful film also presents
some amusing imights on how 10 eat
spaghettit”

Stag Party is fun for the whole Lamily:
hest for cooking, home and women's pro-
grams. The film runs six and one-half
minutes. It was prgduced for the Na-
tional Macaroni Institute by Stanley Neal
Productions,

CAPITAL QUARTERS: Here you see International’s new, spaclous lobby in 1helnvasiors
Building, Marquette and Eighth Street, Minneapolis. International’s 30,000 square feet of
offices occupy the entire 12th floor of the Investors Building. Previously, the company had

occupled several floors of the McKnight Bullding, also In Minneopolis.
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New Skinner Packages

Skinner  Manufacturing Company - of
a has completely  redesigned i
onbspaghenii cirtan line o make
ity products easier 1o sell and easier 1
st

The new wax wrap packages feanure
meal  sugpestions and  appetite appeal
with full color illustrations, Heavy bramd
identification is on all six sides, Athough
Skinner also produces o complete line ol
macaroni products in cellophane,  they
find the carton line gains flavor with both
homemakers and grocers because the pack-
ages stack so easily,

All seven Skinner carton-packed prod-
nets were repackageds long macaroni, shell
macironi, short cut elbow macaroni, large
elbow macaroni, long spagheui, thin spa-
gheuti and ready cun spaghetti.

Each carton contains three meal sug-
gestions, indluding the redipe for the dish
pictured on the front.

“Necause the million and o hall -
riages smnually in the Us S, mean about
that many new  homemakers: eadh year,
each package carries complete cooking
instructions,” Lloyd Skinner, president ol
the company

The new s ab list enrichiment
ingredients and emphisize a money-hack
guarantee, “if for any reason this product
fuils 1o satisly you completely.”

A price ring occupies the upper left
corner.

The new packa
the Creative Dej
cobs advertising a
vision of ], K, Billi

pe line was designed by
rtment of Bozell & Ja-
oy under the super-

Macaroni is
Sales Stimulant

Probubly no department in a modern
supermarket produces the sale of more
related ftems than o wacaroni products
section, according to Joln T, Jelrey, vice
president in charge of sales and marketing
for the Skinner Manulicturing Co. lor
the past 30 years,

Mr. Jeffrey, writing in Food "Topics, a
grocery  publication, makes these  come
ments in his article:

“While the normal volume on dhy
macarond, spaghetd and epg noodles is
about 10, ol 1ol sore volume, the
dollar valume on related items used with
macaroni products can ensily total five or
six times this amount, Macroni products
always aall for additional ingredients in
the preparation of redpes,

“This fact, then, conpled with the very
sintislactory markup on macaroni products,
mitkes this deparament an extremely prof-
itahle part of store operation,

“As o grocer, 1 wonld know that unil
recently the average macaroni department
hits not been an casy one 1o intiin
anel service, However, w manulaciurer has
now developed macaroni merchandising
sections comsisting of shell dividers, Tl
funeatyle spagheui hins, product ideatificrs
amd departmental signs that sive the
grocer time and money.

*T'he various brands of macroni prod-
ucts inany store = wsally three hrands
are the  masimum — should be stocked
vertically in shell sections vather thian
horirontally,

“Ihe installition of sections in - this
manner and the wwe ol merchandising
material available will result in the (ol
lowing benefits o the retailer:

“(1)=N\ neat and anracive departiment:
(Dy=increased sales of all macironi prenl-
neiss (M—prealy reduced shell stocking
(hy—minimum  outolstock wondi:
tions: (5)—tisivr shopper selection: (6)-
uitker shopper selection: (7)=more mul-
tiple purchises,

“With a scientifically planned macironi
department, @ stochiin completely un-
familiar with micaroni produces g do i
fast, ellicient job of restocking shelves be:
canse the possibility of eror is practically
climinated,

*The space allotted cach item inoa line
of macaironi products G be arranged
according o the actal trnover of indi-
vidual items s that reondering s simpli-
fieed sl outolbstock comditions reduced
10 i minimum,

U1 were a grower, T owould have
available for free distribution manufac-
turers’ redipe hooks becse they illustrate

KR}

dosens of diflerent winvs ol serving ma-
toni products, which can this lewd
greatly increased store volume and prohin

“Finally, in addition to the vegulin
macaroni shell section, T would huild dis
plays of nacroni products w ith such very
profitable related iens s olive oil, b
roomns and tonato s,

“Ihe  macironi department —alten
neglected in the overall appraisal of sune
operation — when scientifically planned
amd properly mevdandised, gme delive
landsome returm.”

American Beauty
Rigatoni Package

Splendorous gold aceents et ol the
new  polyetlilene Americin Beanty
Rigatomi  bag.  Desiles upgrading  the
procluct, the Americin Beauty Macnoni
Company ol Ramas City, Missouri
pointed out that the adoption ol
polyethylene bag climinated shell break

age ol the packige.

The new  pobl accented  package s
primarily designed o spotlight the hrand
name, Americm Beanty, Americin Beanty
red graces the bickground of the logotype
andd two beautilul vose reproductions bal-
anee the design.

For good brand  idemification, even
when stacked on a0 crowded shell, the
pussets of the bag show brad and item
idemifiction, The revense side of ohe
Dag, carries preparation diteadoms and
redipe o introduce Mrs. Howsewile 1o
another e of the product, Another
feature of the package is the Lirge amount
of dear area allowing the tomsumer o
view the high quality produce. The Amer-
fean Doy Rigatoni bag was designed
and Tustia printed by Milping, Toc
Milwinker, Wisconsin,

Distribution of Americim Beanty Riga
oni is west of the Misisippi River,

Packaging Notes

Da Ponts Packages & Peaple, Volume
ai, Number 1, notes that A Goodima
Som, Long Bl Cin, N has il
seatremely scesstul pesuls” with celle
pline over-wraps on ity dliccur vartons.
Phis prominent manulacue ol maea
roni, soup mises and dehndrated potatocs
feels prowing demand fov it Luanily line
cm be largely atibuwed o ellective
prae kaaging.

I the same issue mention is mace it
De Martini Macioni Company ol Biook:
Iy, N.Y. s now using "Ml o pack-
;igl- sharp edped Tasag.
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Merck Enrichment | Preparations give your
Macaroni | Products increased consumer appeal

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

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

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

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

For Continuous Production

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

Merck ENRICHMENT MixTure No. 34P—ofiers all the
advantages of No. 32P plus special formulation for use

in currently available flours and granulars, !slhl. 55018

For Bateh-T i b
MERCK ENRICHM];:T :\:Am::a—?il:::::l::‘quickly. promote VNI¥'A36IPN

uniform enrichment because they resist chipping and
{ MIXTURE

dusting, disperse uniformly as the batch is mixed.
0001 o pyarnas prodwet WP B

AT s, e, (76

MERCK VITAMIN PRODUCTS FOR | ENRICHMENT OF MACARONL

Research and Production

! Manufacturing Chemists
' for the Nation s Health

RAHWAY, NEW JERSEY
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Small Business —
(Continued from page 18)

Impact on Federal Budget

Apart from the tax proposals, the adop-
tion of the recommendations present in
this Report would have very little impact
on the Federal Budget,

The loss of revenue entailed by the ax
proposals is estimated at about $600,004),.
00} the first year; about $7:40,000,000 in
the second year; and at somewhat re.
duced figures in later years. It is doubtful,
however, whether there need be any loss
to the Treasury in the long run for; in
the first place, some of the 1wx proposals
involve merely a deferral of taxes and, in
the second place, the proposed measures
would tend 1o enlarge the national in.
come which is the ultimate source of all
tax revenues,

Future Activitles of the Committee

The Committee is continulng 1o in-
vestigate the economic problems of small
business and to examine additlonal pro-
posils for action by the Government,
They are studying a proposal to help
small cancerns attract capital by allowing
Investors to deduct from their ordinary
incomes a limited amount of losses, in the
event that losses are sustained from in-
vestments in small businesses,

The Committee has reached some firm
conclusions, The evidence does not reveal
any dedine in the overall economic
significance of small business in the Amer-
fcan economy. The four million small
business enterprises are serving as a dy-
namic influence in our system of free and
competitive enterprise. They are making
a vital contribution to the success of our
cconomy, The adoption of the Commit-
tee’s recommendations can be expected to
enlarge this contribution,

Keeping Competition Free —
(Continued from page 16)
conditions and it too must be affirmatively
offered by him to all his other customers

as set out above,

(10) In the event that the scller sets
up different plans for different products,
those products must be actually different
from a competitive standpoint, not merely
distinguishable by reason of size, weight,
or packaging.

The grocery trade, of course, is watch-
ing what FTC does with the Atalanta
decision with great interest.

The cases against the cleven supplicrs
are almost completed; and the FTC is
scheduled to begin to hear the big cases
against Giant and Food Fair soon,

How the FTC Handles a Case

The great majority of cases originate
in letters, phone calls, and visits from
outraged citizens or indignant competitors
who call the Commision’s attention to
what they consider deceptive practice or
unfair competition.

These messages are turned over to
FTC's Burcau of Investigation. There
they are sorted to determine which are

etimass et L L T T LTI
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important and which are trivial or are
outside the Commission's jurisdiction,

Then a petidon for complaint is as-
signed 10 one of the Bureau's project
attorneys who makes a preliminary report
on it. In simple cases the investigation
is handled by mail. In complex cases the
FTC fickl offices further investigate the
field.

1M the field investigations show a vio-
lation of some importance the case moves
to FT'C's Bureau of Litigation, These
attorneys assigned to a e study the
investigational files and applicable law
and recommend disposition of the case,

Il FTC finds the matter serious enough
it issues a complaint. The party charged
with a violation has 30 days to answer. If
it denies FTC's charges and refuses to
work out a scttlement of the charges the
case goes on trial,

A Commission examiner sits as trial
judge at the hearing and a Commission
attorney prosecutes the complaint against
the party FTC has named.

At thy conclusion of the hearings, the
examiner writes an initial decision sum-
marizing the facts in the case and recom-
mending suitable action: cither dismissal
of the FTC's complaint or issuance of an
order prohibiting practices that he finds
to be in violation of the laws FTC ad-
ministers,

Both attorneys for the company or per-
son named in the complaint and the Com-
mission’s own attorney have the right to
appeal from an initial decision, If there
is an appeal, the case is then argued be-
fore the five Commissioners who head
the agency. The Commissioners then issue
their own decision. They can sustain the
examiner, reverse him or modily his
ruling.

If the party named in the complaint is
still dissatisfied with FTC's ruling, he can
ask a U, S, Court of Appeals to review
the Commission's decision. And if he or
the Commission is dissatisfied with the
Appellate decision the case can be car-
ried one step further: to the U. S, Supreme
Court,

Record Can Output

Can production in the United States
hit an all-time record of 18,7 billion con-
tainers for the first hall of 1956, an in.
crease of approximately 1.6 billion over
production in the comparable period last
year, according to the American Can
Company,

Major factors in this overall industry
Increase of 9.1 per cent were rises in the
use of cans for [ruits, vegetables, fish and
seafood, beer, coffee, pet food and liquid
detergents, the company said,

Almost five billion cans for fruits, vege-
tables and juices were produced from
January through June, an increase of 16.5
per cent over the same 1955 period, ac-
cording to Canco. Deer can praduction
increased 8.4 per cent to more than 3.3
billion cans.

Other notable production  increases
were 27.8 per cent for meat cans and 19
per cent for coffee cans,
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DuPont Company
Not a Monopoly

United States Supreme Court has up-
held dismissal of the Government's nine-
yearold suit charging E. L. duPont de
Nemaours & Company with monopolizing
the cellophane industry, The court’s 4-10-3
decision affirmed U, S, District Court in
Delaware, which ruled ilat, even though
DuPant had a dominant position in the
cellophane industry, it did not dominawe
the entire “flexible packaging materials
market," of which cellophane sales consti-
tuted less than 209,

Crawford Greencwalt, president of Du.
Pont commented: “The nation's highest
tribunal has vindicated the Dul'ont Com-
pany's conduct of its cellophane business.
The Supreme Court's decision is most
gratilying, dispelling once and for all the
unfounded charge of monopoly which
has been a burden on the company for
the last cight years,”

Mylar To Be Coated

Facilities for coating “Mylar" polyester
film to permit wider application in pack-
aging and industrial ficlds will be in-
stallecd at the Du Pont Company's Cir-
cleville, Ohio, plant, the company has
announced,

Construction is to start in September,
and the coating equipment is to be ready
for operation in the late summer of
1957, Until then coated “Mylar” will be
available only in experimental quantities
for developmental purposes,

One of the advantages to be gained
from coating is to make "Mylar" heat-scal-
able on standard packaging machincery.
In addition to heat-scalability, improved
impermeability to moisture can be im-
parted by coatings, At present, uncoated
“Mylar" can be sealed by using a com-
bination of heat and a solvent, benzyl
alcohol, with minor  modifications of
standard packaging machines. It also can
be sealed with adhesives,

“Mylar" has an unusual combination
of properties which recommend it for
heavy duty packaging applications where
unusual protection is needed, highly dur-
able bags, and bundling and overwrap-
ping. The Blm has high tensile and
burst strength, durability, dimensional
stability, good impermeability to gases,
resistance to degradation, and brilliant
clarity. It retains its properties at both
high and low temperatures,

Rabbit Food

The Sonoma Index Tribune of Sonoma
County, Calilornia, had a picture on the
May 17 issue of a spaghetti-cating jack
rabbit. Caught on the Mancuso ranch
when only a few days old, the Mancusos’
grand-daughter, Claudia Clerici, named
the bunny Giovanni and fed him spa-
ghetti, macaroni, polenta and greens. But
the folks don’t like bunny hopping
around so back to freedom he goes, We
can see him now telling other bunnics
about the soft life in town, They'll be all
ears,
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WALK DOWN THIS AISLE WITH US

... ond see how American Beauty Macaroni Company of Kanses City has applicd
AUTOMATION to their long goods drying.

New Haskins Long Goods Rooms dry sofely—completely outomatically. An operator Iloa::l 1h:u ro::lm, :Ilck; !h:- sv:ic:’::::
i ired levels, changing step by step as
tion takes over. A molorized cam sels temperature and humidity at requ 3
;':1:1::;“ At the end of the scheduled time the complete system shuts down and goods are ready to pack—straight, strong,

free of check regardless of weather changes.
flexibility and sanitation. But most

un in spee v str cti n, 1

Soundly designed Hoskins drying systems are years ahead peed, constructio :
Important of oll, they are RELIABLE! You can count on them to produce a certain, definite omount of goods in a set period
)

of time.

i [
Hoskins services In the drying field now include—FABRICATION: Long Goods anl'ns, Short w; Cnn:lnuo‘us D?;':,'.:?
to ond over 2,000 Ib. per hour), Noodle Continuous Dryers, Conveyors and occessories—DESIGN: Control sys ems' s
ing rooms nné continuous dryers, better circulation systems for dryers, complete area intoke and exhaust systems

Use The Eoskins Service

GLENN G. HOSKINS COMPANY

Libertyville, lllinois

Industrial Consultants
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AT THE FOOD DISTRIBUTORS CONVENTION

A fother ond son combination, Richard (left) and Albert S,

Welss.

Mrs, Grass' Noodle Soups are represented bv Helen Edlund and

Gardner Morey.
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Another father and son duo: Donald (left) and lrving Grass.

Ronco representatives Col. Tom Cuneo (for right) ond Earl
B. Jones (back left) discuss business with Jack Sherwood and
Joe Paskert,

National Food
Distributors Meet

The 20 Annual Meeting of the Na-
tional Food Distributors Association was
held in Chicago August 6 to 9.

Executive vice president Emmet J. Mar-
tin ]nltnnul the program to  highlight
three important problems for wagon dis-
tributors, Congressman Wright Patman
of Texas, o-author of the Robinson-
Patman Act, spoke on [actors allecting
small businessmen today. Louis Cheskin,
head of the Color Research Institute ol

Chicage  discussed  maotivation  research,
An Institutional Selling Workshop ex-
plared opportunities in food selling for
awity-from-home meals,

Food processors aned distributors met o
discuss business at the more than 175
hooths at the threeday exhibit,

The Army Buys Macaroni
The Quartermaster Market Center in
Chicago purchased 1,516,000 pounds of
long spaghetti, 842,000 pounds of clbow
macaroni, and 790,000 pounds of cgg

nondles in August. Products are to be
made of 1009, semoling, packed for do-
mestic shipment, and delivered through
the fourth quarter of 1956,

Export requirements for the Army dur-
ing the fourth guarter will wtal 2,550,0H0
pounds  of long  spaghetti, 1,532,000
pounds of elbow macaroni and 1,170,000
pounds of cgg nondles,

Although purchasing has againbeen
centralised in Chicago, bids are let to
regional producers on an Lob, basis for
shipment to nearhy depots.,
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Phone: Garfield 5-1700 American & Berks Sts.

John J. Cavagnaro
&:gincm —_ mar/n'nidld

Harrison, N. J. - - - U.S. A.r
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Specialty of

Macaroni Machinery
Since 1881

————

Prosses
Kneaders
Mixers
Cutters
Brakes
Mould Cleaners
Moulds

ALL SIZES UP TO THE LARGEST IN USE

255.57 Center St.

N.Y. Office and Shop New York City
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Dobeckmun Promotions

1L E. Allen, formerly manager, indus
wial division ol the Dobeckmun Com-
pany, Cleveland, Ohio, has been ape
pointed o the newly oreated post of
assistant divector ol distribution.

W. WL Clark 11 formerly siles man-
ager, lamimated and estroded products,
will be nanager of the packaging division.
R. AL Hicknian, lonmerly sales manager of
the industrial division, has been named
lield sales miomager,

R. S Jones, who had been manager of
e packiging division, is now isaistinnt
peneral sales manager, Willian ], Bader,
former Chicige districe manager in the
packanging division, will hecome sales man:
ager Tov Lominaed sl extruded products,
John E. Powers will B0 Mr. Bader's for-
mer position,

Raaf Appointment

Robert Raal, lormerly head of the Mil-
winher Macnoni Company before it wis
sold, has been mamed account exeoative
in tharge of local aeative sales for the
Milwaukee oflice of Federal Sign & Signal
Corp.

Joan Swanson in Germany

Joan Swanson, daughter of L. S, Swan-
son, durum produces manager lor King
Midis Flour Mills, arrived in - Europe
Aug. 26, Miss Swamson will serve as 4
wacher in the UL 8. Army schonls at
Franklurt, Germany, lor i year,

Ray Wentzel Injured

Raymond - Wentzel, durum division
maniger ol Doughboy  Industries, New
Riclanond, Wisconsin, was seriously
burned inan explosion in his home on
July i,

While the ciuse ol the acddent is un-
known it is thought that an accamuliation
ol fumes from paint emoser e win
wsing on the bisoment Hoor dgnited to
create the blast, Windows were blown out
and Mr. Wenteel was burned all over his
body, Fortumaely,  his Lwe was only
singed and his glasses proteced his eyes.
He sullered thind degiee burns on his
arms which requined skin-gralting,

He is still hospitalized at the Holy
Family Hospital in New Richmend and
appreciates hearing from his Iriends,

RAY WENTZEL
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Emanuele Ronzoni Is Dead

Emanuele Rongoni, tounder amnd presi-
dent of the Romeoni Macaroni Company,
Ine. of Long Bland City, died August 24,
in his home, 3605 HiGth Street, Flushing,
N. Y. He was B years old,

Mr. Rowsoni, who learned o make
miacaroni in his mother's kitdhen in Italy,
e 1o this ountry at the age ol 11,
About o year later, he got o job as a
helper in a small macaroni factory on the
lower East Side of New York, His salary
for this fist job, in which the entire
operation was by land, wis $2 a week,
To supplement his income, e sold news.
papers in the shadow ol the Brooklyn
Bricge, then under construction,

Later, he moved on 1o a better job -
paying $12 o week —in a fagory in
Brooklyn. “T'o save carlare, he would walk
from his home in Chatham Square 1w the
Catherine St Ferry, take the ferry o
Brooklyn, and then walk for about five
miles 1 the [acory,

In 1892, Mr. Ronzoni started his own

factory with @ pariner, Speaking of i’

some years later, he recalled: "1 was in
just a loft near where the Holland “Tun-
nel now comes into Manhattan, Many
times we dido’t even go home an night,
We had i big stove 10 dry the macaroni,
e we Dad o witd e constantly 1o keep
itat the right temperature.”

In 1918, he stared the Ronzoni Mada-
toni Company, today one ol the leading
producers of macirond products in the
country, ‘Three years ago, the firm built
inew plant in Long Bland City, For the
past several sears, Mro Ronroni was in
sumi-retitement,  gradually  wirning  the
reiny of the Lamily business over to his
two soms, Angelo and Enanuele, Jr., both
ol whom are vice presidents of the com-
any.

The deceased s survived by his sons.
Angelo and Emanuele, Jr., his daughers,
Mrs. Katherine Biggio amd Mrs, Marie
Ciserto, o danghter-in-law, Mrs. Olga
Ronzoni, cight granddhilidren and  iwo
greatgrandchildren, Nr, Roneoni's wile,
Marie, passed away in 1917,

A Solemn Reguicm Mass was held at
St Andrew ol Avelling Church, av 158th
Street and Northern Boulevard, Flushing.
Mr. Romvzani was ot lonmdder ol this dhrdh,

Hoffmann-La Roche
Appoints Smith

Robert W, Smith has been appointed
1o suceeed the Tate Chester G, Robinson
s sales manager ol the bulk vitmin
division ol Holtmann:-La Rodie, Ing, it
wits annaunced by Paul ], Cardinal, vice
prosident in charge of the division,

Ralph G, Christiansen has been pro-
moted o spedial markets manager while
Richard D, Zucker will retain the title
of asistant o the vice president amd
will devote more attention to direction
ul sales comtrol,

Mr. Smith has been with the finn since
1910 when he joined as a medical repre-
sentative of the pharmacentical division
in Washington, 1), G, In April, 1950, he

October, 1956

EMANUELE RONZONI

was made division manager of the metro-
politan division in New York,

With the Hirm 25 years, Mro Christian-
sen joined the vigmin division in 1937
amd w s appointed manager of sales 1o
the margarine industry in 1912, Mr,
Zucker has heen with the vitomin division
sinee it wins formed in 1902, having joined
the firm three years belore,

Picnic For Kids
Foils Vandalism
Commemity relations can prevent une
ustial problems but they i be solved
when anew approadh is nade, acconding
to Harry Brill, president of the HL G, Brill
Compimy, Inc. ol Newanrk, N | foml
processors. He dited as an example the
smishing of more than filty windows in
a week at their subsidiary plant, New
England Canners, Inc., Tavnton, Mass.

“We are expanding the “Taunton opera-
tion,” Mr. Wil explained, "which mide
the window lrcaking a serious matter. 1t
wis brought to my attention by Chester
C. Scoficld, viee-president of our Grocery
Division, We decidid that an the 1oot of
the problem were the youngsiers that
lived in o nemby howsing development,
amd we decided w make an ollseason ap-
peal to them ona “Frick or Treat® basis.”

Mr. Scofield approached  the childien
while they were in school amd oflered @
special pienic — il they would stop break-
ing plant windows during e school
vitcation period, “The pionic wis 1w be
sponsared by the Brill Company amd Mr.
Scaficld was 1 be host,

When school dosed for the swmmer, it
was evident that the kids were doing their
part—mnot a single plant window  was
broken {or weeks. So, this month Brill
rewarded two hundred of them with the
promised pionic. Apparently the *Trick
or Treat” approach, believed o be @
new one as far as community relations
are coneerned, had proved out.

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

Egg Products.

1-Vitamins and Minerals Enrichment Assays.

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

3-5emolina and Flour Analysis.

4-Rodent and Insect Infestation Investigations.
Microscopic Analyses.

5-=Sanitary Plant Inspections,

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

! October, 14956 THE MACARONT JOURNAL 11
| JACOBS-WINSTON ,
" | LABORATORIES, Inc. BIANCHI'S

Machine Shop

221 - 223 Bay St.
San Francisco 11, California

Western States
Macaroni Factory Suppliers
and
Repairing Specialists

40 Years Experience

NOODLE MACHINERY

WE SPECIALIZE IN EQUIPMENT FOR
THE MANUFACTURE OF CHINESE
TYPE NOODLES

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

Rebuilt Machinery for the Manufacture
of Spaghetti, Macaroni, Noodles, 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
Bropklyn 15, N. Y., U. §. A,
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N-RICHMENT-A®

FOR PLUS

QUALITY

—in handy wafer
or powder form

—convenient
nationwide
stock locations

—write for

descriptive
literature

WALLACE & TIERNAN

INCORPORATED
25 MAIN STREET. BELLEVILLE 8. N J
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RETROSPECTIONS

35 Years Ago — October 1921

¢ “The power and color in your packages
makes Sales and Profits” — The United
States Printing and Lithograph Company,
Cincinnaui,

® H, & D. Corrugated Fibre Board Ship-
ping Boxes are recommended over Wood-
cn Boxes by The Hinde & Dauch Paper
Company, Sandusky, Ohio.

® The Standardization Committee of the
American Specialty Manufacturers rec-
ommends that packaged macaroni prod-
ucts should be packed two dozen to a case
and bulk goods in five, ten and wenty-five
pound cases,

e Uniform Cost Accounting declared le-
gal when not used for ulterior purposes
—U. 5, Chamber of Commerce,

® “Kill Weevil by Fumigation” suggests
the Insurance Underwriters Laboratories,
® New plant —Shreveport, Louisiana;
Samucl Gallo, President.

¢ Fontana Food Company opens new
factory in South San Francisco,

® V. Marrone & Company purchased
Utica Macaroni Company plant, in Ithaca,
New York,

25 Years Ago — October 1981

® Closer cooperation will help speed re-
covery from present business slump,

® Milwaukee, Wisconsin, regional meet-
ing a big success, September 10,

® President Gerard Swope of General
Electric Company recommends modified
cartels as a business cure,

® Postage rates to Canada increased from
two to three cents, :
® Directors and Advertising Trustces met
in Chicago, November 1814, on the eve
of the opening of the Industry's most
claborate advertising and publicity cam.
paign under direction of the Millis Ad.
vertising Company of Indianapolis, Ind.
® Misleading food labels condemned by
Government,

® "Quality Products and Upright Business
P'ractices” are sole kane for Industry’s
advancement — Joseph Fieschi of Mound
City Macaroni Company, 2t, Louis, Mo,

15 Years Ago — October 1941
® Hearing on government proposed
Standards of Identity for Macaroni Prod.
ucts finally set for November Ist in Wash.
ington, D. C. by the Federal Security
Agency.
e E. L, Rhodes of Soya Flour Association
discusses “Right Place for Soy Flour in
Macaroni,”
® Macaroni Consumption shows slight
increase, now cstimated at 5.1 pounds per
capita in U, S, A,

e William Culman, vice president of At-
lantic Macaroni Company, Long Island
City, New York and longtime director of
" NMMA, died September 80, 1941,
o Blair Foulds is named vice president of
Eastern Semolina Flour Company, as his
father, Colburn S. Foulds, retired. He is
the grandson of Frank §. Foulds, founder
of the Foulds Milling Company, Liberty-
ville, Illinois, now owned by Grocery
Store Products, Inc.

5 Years Ago - October 1951
® Third Pacific Coast Confercnce, manu-
facturers and {riendly allies Interested in
the welfare of the macaroni-noodle indus-
try west of the Rocky Mountains was held
in San Francisco, California, October 34,
® National Macaroni Weck, October 17-
28, marks united industry action toward
increasing consumer acceptance of maca-
ronj products.
® National Employ the Physically Handi-
capped Week, observed the week of Octo-
ber 7-18, received support from macaroni
manufacturing plants. Case histories were
recounted in the article “Macaroni In-
dustry Alert to NEPH Opportunity,”
e Chicago’s Spaghenti King and Queen
lauded in article reprinted from Food
Service News. Albert and Elizabeth Schnei-
der are owners of The Spaghetti King
restaurant and are noted for their spa-
ghetti and ravioli.
® A, Zerega's Sons, Inc. had formal open-
ing of their new macaroni manufacturing
plant in Fair Lawn, suburb of Paterson,
New Jersey, The new plant is a handsome
brick and glass one-story structure occu-
pylng more than 90,000 sq. ft.
e “Macaroni Makin's" describes General
Mills' methods -of milling durum flour,
and tests made in a custom-built minjature
macaroni manulacturing plant in their
laboratory, .
® Hert E. Groom, durum farmer and crop
observer, described the longest wet spell
in over forty years in the durum area of
Grand Forks, Ramsey, Cavalier, Pembina,
Nelson and Walsh counties,

Barbecue Macaroni Salad
Featured by Golden Grain

Golden Grain Macaroni Company of
San Leandro, California, is featuring a
barbecue macaroni salad in its advertising
on television, radio, billboards, newspa-
pers, Sunset Magazine and trade publi-
cations,

“They'll all be back for Seconds!” reads
the copy for “a salad macaroni that holds
its shape, retains its delicious flavor and
texture through cooking, refrigeration
and mixing."
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CLASSIFIED
ADVERTISING RATES
Display Advertising.Rates on Application
Want Ads......................75 Cents per Line

FOR SALE: 60 “Cavognaro Kneader; 3004
J. H. Day Mixer; both with motors. Write
Box 133, Macaroni Journal, Palatine, Il

MONEY MAKING LINE FOR
EXPERIENCED MAN OR
MANUFACTURERS AGENT

New, improved containers for all types food
packers either manufacturers or retailers,
Ful!}r accepted by trade nationally, Live
loods furnished. Commission basis, Give age,
experience, lines now carrled, territory cov-
ered and references, all in strict confidence.
Crouch Dalry Supply Co., Inc,, 321 5. Main,
Fort Warth, Texos.

IMDEX TO
ADVERTISERS
Amber Milling Divislen, G. T. A, ......... 3
Ambratte Machinery Carparation ... 22, 23
Bianchi’s Machine Shop 41
Brolbanti Co,, M. B G 19
Buhler Brothers, Inc... —— 1 ]
Capital Flour Milk.... — 1T |
Cevegnaroa N, J. & Soma ... ... 4]
cl t Machinary Comp 28, 29
c der Larabee Milling Co. 17
DeFrencisci Machinae Corporation......... 8,9
Ganeral Mills, Inc 13
Henning Inc. 5
Hotfman-LaRoche, Inc..............Cover Il

Glenn G. Hoskins Company..
Jacobs-Winston Laboratories
King Midas Flour Mills ..
Maldari, D, & Soms....
Merck & Company ........ccommeeramrnnes 34,35
Milprint, Inc,
North Dakota Mill & Elevetor...............

Oldach, Williem H........coee..

Ressotti Lithegraph Corporation .....Cover 11
Starwin Chamicals, Inc 31
Wallace & Tiernan, Inco.nneneee e 41

Rise of Supers —
(Continued from page 24)

which you mount by elevator or escalator.
Then, traveling downhill, you slip a
punch card into a slot each time you pass
something you wish to purchase. The
purchase slides down rollers to a bin
that corresponds with your car’s position
in the parking lot. At the exit, a tabula-
tor totals your punch card, automatically
bills your bank. You handle neither food
nor money,

I such electronic wizardry ever becomes
reality, John A. Logan, president of the
National Association of Food Chains, pre-
dicts that the day will follow when an
enterprising citizen will make a startling
move, Recalling the basic supermarket
appeal, he will place some oranges, melons
and meat out in [full view where cus
tomers can touch, squecze and snill to
their hearts' content. And he'll make a
fortune,
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CHECK AND FILE

THIS

IMPORTANT

INFORMATION

FACT FILE on ENRICHMENT

The minimum and maximum levels for enriched macaroni products as
required by Federal Standards of Identity are as follows:

ALL FIGURES ARE IN MILLIGRAMS PER POUND

Min. Max,
Thiamine Hydrochloride (By) ...... cvvvvivnve. 4.0 5.0
Riboflavin (By) ........ T T T TR (= ¢ 2.2
NiaEm vion vosnice s ev saswaiss e viee sodfld 340
Iron ..... sl vasaa 13l 16.5

NOTE: These levels allow for 30-50% losses in kitchen procedure.

Suggested labeling statements to meet F.D.A. requirements:

For macaroni, spaghetti, etc,, from
which cooking water s discarded—

Four ounces when cooked supply the
following of the minimum dally require-
ments:
Vitamin By +......50%
Vitamin By .......15%
Iron vvevevvess s d2.5%
Niacin .....4.0 milligrams

For short-cut goods from which cook-
Ing water is not usually discarded—
Two ounces when cookel supply the fol-
owing of the minimum dolily require-
menlis:
Yitamin 3| ..... . .50./0
Vitamin By .......10.5%
Iron ..vunn verers16.2%
Niacin .....3.4 miligrams

.l'.l.-.-...........lll.......ll:I...-..‘-lll.....'-..C‘....ﬂ...l

for batch mixing

é ]
ROCHE’ SQUARE
ENRICHMENT WAFERS

= st Each SQUARE wafer
e ekl contalns all the vita-
L mins and minerals
e e needed to enrich
Jarsi 100 Ibs, of semolina.
5 They disintegrate in
solution within sec-
onds . . . have finer, more buoyant par-
ticles . . . and break clean into halves
and quarters. Only ‘Roche’ makes
SQUARE Enrichment Wafers.

SRRSO RNSOE0SREERO0ARRRRRRRRRRRS

for mechanical feeding
with any continuous press.

enrichment PREMIX

contalning ‘ROCHE' VITAMINS

1 ounce of this pow-
dered concentrate
added to 100 lbs, of
semolina enriches to
the levels required
by the Federal
Standards of Iden-
tity. |f you use a con-
tinuous press, gel the
facls now on mechanical feeding of en-
richment premix with 'Roche’ vitamins.

VITAMINS ‘ROCHE’

For help on any problem Involving enrichment, write fo

Vitamin Division ¢

Hoffmann-La Roche Inc.

Nutley 10, N. J.

ENRICHMENT WAFERS AND PREMIX DISTRIBUTED AND SERVICED
BY WALLACE & TIERNAN CO., INC., NEWARK 1, NEW JERSEY
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CAPITAL FLOUR MILLS
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