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Our History Is The History Of . . .
THE MACARONI INDUSTRY

We are now entering our Fifty-Eighth year as Lithog:
raphers. Over the years we have grown from small begin-
nings to our present position as the only truly National,
self-contained firm of Packaging Consultants, Designers and
Manufacturers of fine Food Packages.

Today we have our own Board Mill which produces uni-
form, fine white patent coated hoard to our exacting
standards.

We mike our own inks, to insure the best reproduction on
that board.

Our parent plant in North Bergen, N.J., possesscs the most
modern Carton and Label manufacturing equipment of any-
one in our field, This building also houses our Creative
Packaging, Rescarch and Art Departments, our own Pho-
tographic Studios and Diet Kitchen,

Our San Francisco, California plant is equally up-to-date,

In addition to all these facilitivs, our Warchousing and Serv:
ice Depots located in principal citics throughout the country
insure our many customers of constant and superlative
service.

The hst of the many firms we serve reads like Who's Who
in the Macaroni Ficld, Many of these leading brands hav:
been our customers for one of more generations. They have
survived many turns of the business cycle over these years,
and today their leadership is increasing.

With our help, their packages have evolved as changing
marketing conditions have required. That is one reason we
have retained their business and their good-will for sa long
a time.

We invite you to call us in for consultation on your pack-
aging problems. You may discover in our techniques a new
approach to a profitable increase in sales. No obligation.
Just call or write us.

Will you cut out this Pic
torial and place it on your
present Macaroni package?
Doesn’t it whet your appe-
tite? It will have the same
effect on many women shop-
pers in Self-Service Stores.

There is a qualified Rossotti representative near you. He has many
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AMBER ... ALWAYS

You could buy Amber's Venezia No. 1
Semolina blindfolded!

Uniformly amber in coler, Amber's
Venezia No. 1 Semolina provides the
constant uniformity you want for better
control of the quality of your top

macaroni products.

You'll find the same uniformity in

Amber's Imperia Durum Granular.

It pays to buy Amber . .. Always.
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helpful facts and figures at his fingertips. A meeting with him might
mean opening new ways to a profitable increase in your Macaroni sales. 4.

oS Soffi

“FIRST IN MACARONI PACKAGING"”

~AMBER MILLING DIVISION

Farmers Union Graln Termina! Assoclation

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

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

MILLS AT RUSH CITY, MINNESOTA . GENERAL OFFICES, ST. PAUL 8, MINNESOTA

SALES OFFICES: New York ® Rochester ® Boston © Philodalphia ® Chicago ® Orlando ® Houston © Los Angeles ® Fresno ® Seattle
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Greetings from the President

Remarks of Lloyd E. Skinner, president,
National Macaroni Manufacturers Asso-
cintion at the Winter Workshop.

NE of the best things that happened

in looking back on 1936 is the 39,
000,000 pound increase in production over
1955. This staris a new cra for us for it
marks the first time in three years that
we have shown an increase in per capita
consumption. Tn fact 1956 had the biggest
autput record of any year since 1948, when
there was considerable export business.

Consumption Upturn

What are the reasons for this upturn?

1 think it is primarily due to two things:
(1) the return of durum wheat as the
basic ingredient in macaroni products
]:mdu:cd by the large majority of the
ndustry, and (2) the increased cflective-
ness of the National Macaroni Institute
publicity program together with more el
fective merchandising and selling cfforts
by individual macaroni manufacturers,

‘The importance of durum cannot be
averemphasized. Durum wheat definitely
gives a superior tasting macaroni product.
Gone is the starchy taste that you get
from ordinary wheats and instead there
is a nutty Mavor that is much more appe-
tizing.

There is another important attribute
to durem wheat. Because of its high
gluten content it is much more casily
digested than ordinary wheat products.
In fact macaroni products made from
durum are probably one of the most
casily digested foods there is, and in the
future with stomach problems and geri-
atric feeding on the rise, this can be an
important factor in the sale of macarnni
products,

When you eat a good macaroni product
made from 1009, durum you don't feel
full and surfeited, Durum has helped
macaroni resume its upward trend in
consumption because it isn't heavy. It
gelatinizes and digests very quickly, It
makes for more empty plates and second
helpings.

In My Own Home

1 have had an experience as to what
durum ean do right in my own home.
As you know, | have four children —all
good macaroni and spagheud eaters, 1 had
it pointed out to me when we were on
a 25.75 blend that they were not cating
it all, and my wife kidded me. When 1
explained there wasn't enough durum in
the product, she laughed. But now she
is agrecing with me, When we went back
to 1009 durum, the plates are cleaned.

The supply of durum is important to
all of us, and there is some possibility that
this year's crop may be jeopardized. While
we had a good crop last year it was pri-
marily due to the fact that growers were
allowed to plant two extra acres of durum
for every acre of durum planted in their
regular wheat allotment, About 2,000,000

LLOYD E. SKINNER

acres were  planted, from an original
allotment of perhaps 800,000 acres, There
would not have been a very big crop
from allotted acres. We feel that it is
important for the government to give
some sort of incentive to durum growers
again this year,

We are suggesting that they allow one
extra acre for every one in the allotment
planted to durum, We want some pro-
tection from shortage caused by drouth,
another rust attack, or a new kind of
rust. With a shortage we would be faced
with 50-50 blends or 25:75 and we would
be right hack where we started from.

Legislation Needed

The directors recommend the passage
of a resolution supporting the one-for-one
prosram, and il such legislation is nat
entted that the subsidy on durum cxports
cease immediately.  Maurice Ryan will
represent the macaroni manufacturers at
the Senate Agriculure Commitiee hear-
ing on January 25.

The Department of Agriculture is ap-
parently worried because we have a 39,
(00,000 bushel crop, produced under the
wo-for-one program which they supported,
and the macaroni industry isn't taking it
fast enough. Well, things don't work that
way, You don't lose a market and get it
back over night, It's not like turning on
water — it takes time. Some manufactur.
ers perhaps rationalire against going back
to a higher priced raw material. They
figure il my competitor doesn't do i,
1 won't do it, and they are fearful to take
the first step. 1 understand that the mill
grind will run about 16 to 18,000,000 bush.
vls during the crop year. We used to grind
24 to 25,000,000 bushels, so obviously there
are quite a few who have not returned
to 100% durum,

We are hopeful of persuading the De-
partment of Agriculture to endome the

one-for-one program. If they do, 1 am
sure we will get it. 1 they don't, we
may be in for something of a crisis.

Ethical Selling

We have other concerns besides raw
materials. At this meeting we will dis
cuss relationships with the Federal Trade
Commission and things that will foster
ethical sale and promation of our prod-
ucts, We hope that the Industry Trade
Rules Commitice can make progress in
simplifying the rules and making them
more eflective so that all of our customers
will be treated alike. There is a terrific
temptation not to ueat them alike, This
is not only true of the macaroni industry
but hardly a day goes by that there isn't
a picce in the paper about the Federal
Trade Commission suing some one in the
food ficld for not following the Golden
Rule. We all know that there is a great
amount of selling and giving of deals to
special customers that are not available to
all. This fact so concerned the Grocery
Manufacturers of America that they de.
voted about half of the time of their
annual meeting to it.

About Nutrition

Here is another matter of importance.
The Board of Dircctors were given some
enlightenment on the subject yesterday by
Jim Winston, our director of rescarch.
There is a great deal of discussion among
nutritionists about improving various
foods and there is no doubt that macaroni,
spaghe:s and cgg noodles can be im-
proved. It is true that our products are
sold on the basis that they will be mixed
with products that do have nutritionally
more favorable proteins, Most macaroni
and spaghetti are caten with milk, meat,
cheese or fish which may supplement the
missing amino acid or building blocks
in grain,

1 believe we must look to the future,
We must remember that we sell our prod:
uct without milk, without meat. Al Ra-
varino has suggested that perhaps we
should concennate on talking about the
total food value of a macaroni dish in
combination with meat and milk prod-
ucts and other mixtures. ‘That is a good
jdea, but 1 feel that the significance of
proteins is becoming so important that
we must consider improving our products
when we sell them alone, 1 nutritionists
and consumers get the idea that our prod-
ucts are not as nutritionally good as some
others we have something difficult to
overcome. It is for that reason I think
we should be open-minded in considering
additives and even contemplating changes
in our standards of identity if really bene-
ficial contributions can be made to maca-
roni products from a nuritional stand-
point.

Now abouwt our round table discussions:
the technique is described on the back

(Continued on page 41)

March, 1957 THE MACARONI JOURNAL 9

Maldari Dies are known for Quality, Workmanship, Precision—
and Maldari is known for Service, Reliability, and Guarantee
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The Durum Picture

GENE KUHN

Supply and Distribution

Gene Kuhn, manager of the Amber
Milling Division of the Farmers Union
Grain Terminal Association, presented
the following statistics on durum supply
and distribution for the 1956-57 crop year
to the Winter Workshop:

Stocks on July 1, 1956 on farms and at
interior mills and elevators are estimated
at 4,000,000 bushels. Commercial stocks
were 707,000 bushels, while merchant mills
held 1,262,000 making total July 1 stock
5,969,000,

Production in 1956:

MONEANA wreceveeessrmrmrerrerrmememeeeeee 18,093,000
North Dakota oo 19,600,000
South Dakota e . 1,040,000
Mi ta 874,000

j ' TE:1 A —. .| X i1 K1)

Total supply then was 45,576,000 bushels,

On the distribution of durum, mill
grind between July 1 and December 31,
1956 took 6,810,000, Mill grind until the
1957 crop comes in is estimated at 11,500,-
000, making the total grind 18,510,000
bushels. Seed requirements are estimated
at 8,000,000 bushels; feed, cereal manufac-
turing and other uses 4,000,000, Total
processedd, plus feed and seed amounts to
25,310,000  bushels, making 20,236,000
available for export and carryover. Up to
January 10, 1957, 10,650,000 bushels had
been exported (with another 3,000,000 sold
during that week), leoving as carryover
September 1, 1957 a maximum of 9,586,000
bushels,

Acreage

Lester S. Swanson, durum manager of
King Midas Flour Mills, analyzed the
statistics and made these comments on
acreage:

“Let's look at the Montana production
of 18,098,000 bushels. The approximate
harvested acreage in Montana was 980,000
Why did Monltana, a state that has raised
very litle durum in prior years, come
through with an 18,000,000 bushel crop?
With the wwofor-one plan in effect and
the loan premium as an additional incen-
tive, Montana growers saw the advantages
and planted durum. Early spring esti-
mates set indicated acreage sufficient to
produce 12 to 14,000,000 bushels. But a
large acreage of winter wheat was winter
killed and plowed under. This additional
acreage was planted to durum and as a
result brought the total harvest up to
18,000,000,

LESTER SWANSON

“Now, let's look at this 39,000,000
bushel total in refation to normal produc-
tion during those years prior to 1952 when
151 rust started taking its heavy toll, The
10 year average 1912 to 1951 was approx-
imately 38,000,000 bushels so you can sce
the 1956 crop on the two-for-one plan did
not produce a crop in excess of the 10
year average. As a matter of fact, the
average for the years 1947 to 1951 was
40000000 bushels. The average will
grind for this period was close to 24,000,
000 bushels and the average carry-over

Production and Distribution of Durum (1,000 bushels)

Mill

Crop Year Production  Grindings
19511952 35,492 25,533
1952-1953 25,007 28,667
1953-1954 13,883 11,014
1954-1935 5,148 5,862
1955-1956 19,580 BAT7
1956-1957 39,607 17,310*
*Estimated

Feed, Cereal
Seed & Other Uses  Exports Total
3218 2,071 13,280 44,102
2,940 1,744 2017 31,268
2,165 1,788 41 15908
1,858 579 0 8299
2,537 1,57 289 15,827
3,000° 4,000* 10,650* 34,990°

LEE MERRY

about 15,000,000 compared to the 9,000,
000 or less in prospect for this year.

“What are the prospects for next year?
Supposing the one-for-one plan is put into
effect. What total production can we ex-
pect, assuming of course growing condi-
tions are favorable such as they were in
19567 Suppose we use as a basls this year's
crop at 85,000,000 bushels, figuring Mon-
tana at 14,000,000 instead of 18,000,000
for reasons stated above. If growers par-
ticipate to the extent that they did in
1956, with a one-for-one plan production
would be curtailed at least one-third and
the most we could expect to raise would
possibly be around 23,100,000 bushels. We
must keep in mind also that Montana
has already planted a considerable amount
of that acreage to winter wheat on which
durum was harvested in 1956 and unless
another winter kill takes place this acre.
age would not be planted to durum in
1957,

“Liberal legislation is needed il we ex-
pect sufficient durum to be grown to
meet the needs of our industry, and pro-
vide for a normal carryover, 1f there had
been no inéentive program in 1956 it s
conceded that very' linle durum would
have been raised in North Dakota. A
normal durum acreage carries no assur-
ance that a normal crop will be harvested
becouse of drouth, frost and other ad-
verse conditions. Then, too, the introduc-
tion of Lee and Selkirk varieties of spring
wheat has cut heavily into durum acreage.
These varieties grow well in the area and
remove much of the risk farmers take.
Unless the farmer is offered an incentive
to plant durum he can take the easy way
and plant these varieties of spring wheat.”

Exports
Lee Merry, durum sales manager for
General Mills, commented on macaroni
manufacturers’ concern about sales of
durum wheat in export. He said: "This
concern may be justified if excessive
(Continued on page 24)
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Mr.MAC.Weleomes 1007 DURUM back!

Mr, Mac: “I'm glad you're back! It's wonderful to be full of flavor
and rich color again. And now I'll have that just right gluten content too.”

Mr, 100% Durvm: “That’s right! Now you’ll look better, taste
better, and cook better too. Remember there’s no substitute

for 100% Durum—That’s me!”
.E
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DURUM PRODUCTS

KING MIDAS FLOUR MILLS ® MINNEAPOLIS

ey,

¥ i DR




o T S ey o

VERYWHERE we go in industry to-

day we find indications of impulse
buying. It is not only one of the most
vital subjects to the food field, but cer-
tainly one of the most fascinating. Fasci-
nating because it involves customers at
their most unpredictable and because it
takes in the entire sweep of supermarket
products.

In 25 years of living with this tre-
mendous and intangible force, we have
come 1o understand certain things about
it. The famed DuPont Impulse Studies
have alerted us all to the growing extent
of the [requency in occurrence of impulse
purchases and yet the facts show that there
still is much we do not understand, Things
as big as what is itt How did it come
about? How impulsive is it and what is
its effect on brands?

Star Market Survey

‘T'his is the story of 4,848 purchases by
some 265 Star Market customers during
the week of March 19, 1956, and what
they reported motivated their decisions.

Il ever a supermarket in the country
was laid out, engincered and operated for
impulse buying, we think this is one of
the best, It is a big, inviting market brim.
ful of merchandise and chuck-full of aisle
displays and wall displays to tempt the
cye, the taste, and the pocketbook, Iis
volume was running a trifle over three
million dollars a year.

The second reason for seiecting this
market is that nowhere in the store except
the ground coffee section is theve a private

- label, “This is the story of manufacturers’
brands nationally advertised, locally ad-
vertised, and not advertised at all, fight-
ing it out for that impulse dollar,

The research was conducted under the
supervision of Dr, O. C. Olsen of our
firm. Interviews were conducted by the
firm of S, W. Wilkerson of Philadelphia,
‘They. are the same firm who over the
years have conducted the Dulont impulse
studies.

Two Part Interview

The interviews broke down to two
parts: the first occurring before the woman
had done her shopping as she came into
the store. Before passing into the shop-
ping section, she was stopped by an inter-
viewer who said, "We're conducting a lit-
tle study today for our market and we
wonder il you would tell us what you are
planning to buy on this trip to the
supermarket.” A notation was made if
she carried a shopping list.

Nineteen per cent of the women carried
a written shopping list, the other 81%
were working from their minds. Percent-
agewise, more men carried shopping lists

than women did.
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Why Does She Buy It?

by Elihv Robinson, Promotion Director, Food Publications, Inc.

ELIHU "ROBRY" ROBINSON

Then the shopper went about her shop-
ping in the usual fashion, not knowing
that there was going to be a second part
of the interview which occurred after the
circuit of the store was completed and the
customer had gone to the checkout coun-
ter. At that point she was rejoined by
the interviewer and each of the purchases
was then carefully checked off. Any sub-
stitutions of items were carefully noted.
When we came to impulse purchases, on
unplanned purchases, two basic questions
were asked: (1) why did you select the
item whirh you did? and (2) why did you
select the brand that you did?

Impulse Builds Sales

These prople came into the siore plan-
ning to buy 2,154 items or an average of
9 ftems per customer and ended up buy-
ing 4,848 for a total of 19 per customer.
In short, impulse buying had accounted
for 539, of their total purchases and here
are those impulse purchases written down,
department by department,

Fresh meat: a solid 509 of total pur-
chases was the result of extra purchases
made on decisions reached in the store.
“T'his is double the national average and
gives you some idea what a fine prepack-
age! meat department can do for the
supermarket., For frozen foods it was 57%:;
dairy ‘products 565; produce 37%; and
cereals, flour, macaroni, ele, 61%.

Certain products in the food industry
have gotten the reputation of being high
impulse items. These include pickles and
relishes at a rate of 74%; jams and jellics
889, packaged desserts 79%; candy, nuts,
and other confectionery items 89%,. These
items have always been considered by the
buyers and merchandisers as red-hot im-
pulse items —the kind of items that nat-
urally would go well on special displays.

The Macaroni Picture

We had the impulse picture brought
out on macaroni, spaghettl, and egg
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noodles both together and separately to
show you what that reveals,

First, specifically planned purchases —
this is when a woman comes into the store,
says she is going to buy spaghetti, and has
a very sharp image in her mind of the
brand it is going to be. Of the 1otal
purchases made of spaghetti 22%, cone in
that category, macaroni 27%, noodles
only 12%.

Now, the generally planned purchases.
These generally planned purchases are
when she is coming into buy spaghetti but
she doesn't have a brand in mind. Spa-
ghetd had no purchases in that category.
When these women think of buying spa-
ghettd, they have a brand firmly in mind.
Not quite so true with macaroni, however,
because in 79 of the purchases they
didn’t have a brand in mind and in
noodles the figure was even higher —
1295,

Macaroni Has High Impulse

Now 'we come to the importance of the
unplanned purchases and look at some
of these figures: of spaghetti purchases
229" were planned specifically, 789, of
the total purchases made were impulse
or unplanned purchases; macaroni 66,
and noodles 7695

Compare your own figures on the prod-
ucts with relishes, confectioneries, etc.
that the food chains consider astronom-
ically high — 789, on spaghetti, 66% on
macaroni, and 769 on noodles.

1 am impressed by one fact. This is a
high impulse item, ‘The thing that is
amazing is that all other producis that
have a high impulse reputation are spe-
cialties. This is a staple and yet look
at the impulse picture that you get in
this store and by the customers, It clearly
points out one thing: the value and im:
portance of .a macaroni, spaghetti and
noodle department in that store in a high
tralfic location so that the impulses can
go to work,

Reasons for Impulse

Here are the reasons why these impulse
purchases occurred; the reasons given to
us by customers as they had completed
their purchases, and while the memory
of cach purchase and each motivation
was still sharp in their minds, They had
two decisions to make about each impulse
purchase. The first, to select the item.
Here are the reasons they gave us in re-
gard to why they sclected the item they
had:

(1) quality and freshness; (2) the fam-
ily's waste appeal; (8) price; (4) it was
overlooked on the shopping list and re
membered when they were in the store;
(5) product convenience features; and

(Continued on page 26)
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Short Goods Dryer
Installation

BUHLER SHORT GOODS DRYER, rves 1

PRINCIPLE

Goods extruded from the press pass through an oscillat-
ing preliminary screen dryer, where they are slightly sur-
face dried to prevent deformation, Thereafter, they are
conveyed to the preliminary drying section of the dryer
and spread evenly over the top conveyor by means of a
dl!R}bulOl‘.

ter passing through the controlled pre-drying sta
the goods enter the finishing dryer where l‘l’my nr’é nllisu slfhe:
jected to a controlled drying process. They leave tlie dryer
at a little higher than room temperature and may be packed
immediately.

To obtain optimum drylrlrF. two independent climates

y

in the dryer are automatically pre-determined by control
instrumciis.

DESIGN CHARACTERISTICS

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

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

3) The fully-automatic operation of the short goods manu-
facluring line requires only periodical supervision. Any
devintions 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 sufficient air throughout all stages. The air is guided
through ducts into the drying chamber to the desired
location and then is forced through the conveyors and
the goods. Healers between the conveyor bands recover
the drying cnﬂncily of the air after the passage through
cach layer. The heat input of each heater is simply ad-
j‘;lsl::l I:y lwb? i\ml\n-.:i m:ccnrd‘i!ngl to o heat requircment
chart, to obtain optimum ng capaci
class of goods. o e e

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

6) The conventional screens are replaced by specially
shaped, corrosion resistant channels forming lruc con-

veyor clements, thus el

yeor climinating repairs and break-

7) The slow moving parts require minimum lubricati

b ric .

Lubricants cannot come in contact with the produg:fon

8) The positive control of heat input and climate adapted
to the drying characteristics of the shapes allows dif-
ferent drying limes, These are obtained with a 2- or
3-speed conveyor drive,

9) The clectric control cabinet incorporates all co
. . n' H
pilot-lights, starters and overload l:clays. It is IOCL(I,lI::l
for convenient observation by the operator,

Respective pilot lights flicker i ¢
operate. b ’ ker if a motor should fail to

CAPACITY

The Short Goods Dryer TTM is built in three sizes, with
capacitics from 650 Ibs. to 1400 lbs./hour, det ed b
the specific density of the product to {:c dril::lc el

yer in Light Metal Panelling

TTH Short Goods Dr

BUHLER BROTHERS, INC.

Engineers for Industry N T Sinve 1860

2121 STATE HIGHWAY #4, FORT LEE, NEW JERSEY
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Macaroni Newsreel

by Theodors R. Sills, public.relation counsel for the National Macaroni Institute

TIIE report of 1956 publicity was pre-
sented in a hilm giving the following
facts in pictorial forni:

National magazines reached 202,000,000
hiomes with 80 illustrated stories about
macaroni products,

National newspaper syndicates carried
100 micaroni stories to 1,000,000 news-
paper readers,

Major newspapers in the nation's 168
major marketing arcas published 24 scpa-
rate macaroni products stories for a total
civeulation of 576,000,000

There were 28 illustrated  macaroni
stories In Sunday supplements in news.
papers whose combined circulation is 127,
454,000,

Full color photographs of macaroni,
spaghetti and cgg noodles appeared 18
times in major newspapers with a com-
bined circulation of 6,447,000,

“T'elevision and radio shows reached an
awcdience of GO,000,000 listeners and view-
ers with macaroni pullicity.

In specialirzed markets, publicity ap-
peared in the labor press, circulation 10,
000,000; the Negro press, circulation
1,500,000; ar! the farm press, circulation
4,358,000,

Every Muajor Market

Food pages of newspapers reaching
every marketing area in the nation pre-
sented macaroni, egg noodles and spa-
ghetti at their tastiest best in illustrated
recipes that made macaroni products tops
in popularity for Lenten cating.

Leading women's and family magazines
introduced macaroni product dishes 10
their millions of readers as a sure-fire way
to hanish the dullness of a Lenten diet.
For example, McCall's offered its readers
a mouth watering illustrated recipe for
noodles au gratin,

Town Journal showed its readers new
iddeas for serving spaghettd with a color
illustrated story.

Leading newspapers across the country
carried thousands of lines of illustrated
stories about macaroni products on their
food pages. Some of these stories were:
“Vary Your Mcenus with Macaroni';
“Something Good o Ent*; “Spaghetti and
Fish Combine to Make Autractive, Flavor-
ful Dish.”

From Maine to Mexico

Cooking shows from Maine to Mexico
popularized macaroni, spaghettd and cgg
noodles for winter and Lenten menus,

Syndicated food  columns, appearing
taily in hundreds of leading newspapers,
helped to make macaroni products regular
items on the nation's tables. For example,
storics were circulated by Newspaper En-
terprise Assaciation to 802 newspapers
with a combined circulation of 25,000,000;

THEODORE R. SILLS

International News Service carried stories
to 16,000,000 homes; King Features
reached 6,000,000 with stories; The Asso-
dated Press drculated stories to news-
papers read in 28,000,000 homes; and Bell
Syndicatesd delivered stories to newspapers
reaching 1,000,000 readers.

When Rocky Marciano gave up  his
heavyweight championship, he  walked
into a new title, “Macaroni’s Man of the
Year for Using His Noodle" The story
swept the nation, with newspapers run-
ning it under such headlines as: “Maca-
roni man, that's Rocky™; “Marciano uses
noodle”; “Macaroni man of the year";
and it was an allday laugh on radio and
television newscasts.

Every Media

Leading family magazines gave their
millions of readers illustrated recipes and
stories that stressed the ease of preparing
macaroni, spaghetti amd cgg noodle sum-
mer dishes. For example, the rural home-
maker learned to prepare four different
macaroni product meals from a full-page
layout, illustrated by a National Maca-
roni Institute photograph in color, which
appeared in Farm and Ranch, True Con-
fessions, with another National Macaroni
Institute ¢olor photograph, brought four
macaroni products recipes to. its many
readers. “This was a two-page layout.

Summer macaroni recipes appeared in
such papers as the Baltimore Sun; Albany
(New York) Times Union; Szattle (Wash-
Ington) Times; Charlotte (North Carolina)
News; the Newark News; the Trenton
Trentontan; the Wichita Falls; Texas
Record News; the Charleston Mail; and
the San Bernardino (California) Sun,

National Macaroni Weck, 1956, scored
tremendous consumer impact when pub-
licity hit the country's newspapers, maga-
zines, and television and radio networks.

The Low Calorie Quickic Dinner and
other macaroni  publicity blanketed the
nation. “National Macaroni Week on To-
day,” said one newspaper. Another said,
“Glamorous Recipes for Macaroni and
Noodles."”

Leading national newspaper syndicates
carricd Jow calorie stories ncross the
country.

Manufacturers and retailers tied in with
the Low Caloric Dinner and, Macaroni

- Week, 1956, with posters, newspaper ad-

vertisements, brochures and recipe sheets,

Statistics were released  showing that
every man, woman and child in the
United States eats an average of 25,000
inches of spaghetti a year, and the maca-
roni products consumption story reached
hundreds  of newspapers  through  the
Unitedd Press and  International  News
Service,

Plenty of Placements

Macaroni products were big favorites
with big name television and radio enter-
tainers in 1956 Jack Benny's 85,000,000
fans heard about macaroni on his 150-city
CBS television show, The “Today" show
broadeast macaroni products over NBG's
09 stations coast to coast, and 6,000,000
people saw and heard about them on
“House Party.” National Macaroni Week
cropped up scores of times on disc jockey
shows from California to Massachuseuts.

Institutional trade  publications pub-
lished new menu ideas for hotels, restau-
rants, schools, and hospitals, Institutions
Magazine carried a full-page illustrated
article, with recipes, on low calorie spa-
ghenti dinners as they are served in Chi-
cago's world-famous Sherman Hotel,

While Dwight Eisenhower and Adlai
Stevenson campaigned for the presidency,
their portraits were drawn in macaroni
aned appeared on television,

Grocery trade publications reached
8G0000 rewil grocery outlets with stories
of how to boost macaroni product sales,

The macaroni industry’s new movies
were television hits. In the first three
months after it was released, “Stag Party,”
the saga of 1 man who cooked a spaghetti
dinner for his oflice buddies, was shown
on 89 television statjons and was scen by
2,908,071 peaple. “Use Your Noodle" with
tips on party planning, has already ap-
pearcd on 21 television stations and has a
Dbusy year ahead judging [rom its advance
booking for 1957,

Things to Come

Now about things to come:

There will be more competition for the
food dollar, There will be more competi-
tion for shell space, and there will be
much more competition for the consumer's
attention. So, how do we shape our fight

(Continued on page 28)
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More and more homemakers are fast learning macaroni pro
perfgct answer to the problem of rising food costs. l%r only a féw ﬂ:::rtﬁe:r:e[:
portion a countless variety of tempting macaroni pro‘luct dishes can be served.
With no other food on grocery shelves today offering so much in nutritional value
for so small a cost, there is a steady swing toward macaroni products.

Yes, today’s market for macaroni products is a growing market. Con-
sumer acceptance of your macaroni products is assured when you depend on

Capital quality to give your products real eye and taste a i ;
veal, Capital
and durum flours will help your sales curve. i pital semolina
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World Outlook for Macaroni '

ACGARONI is big husiness in many
parts of the world.

In Quilpue, Chile, Compania Molinos
y Fideos "Carosi” s celebrating it 50th
Anniversary. In their mills and macaroni
plant they employ more than (00 workers
who are producing a 100%, durum product
with the help of the most modern ma-
chinery and the latest technical improve-
ments. Their annual output reaches 40,
000,000 pounds of macaroni at a value of
about $6,000000 in United States cur
rency.

Thelr technical manager, Mr, Riccardo
Borello apd their sales manager, Mr.
GianCarlo Maschictto, are planning to
visit the United States soon to learn more
about the technique of production and
selling.

World Wide Survey

Recently the Macaroni Journal sent
out a questionnaire 1o its foreign sub-
scribers to get' an up-odate tally of
macaroni production around the world
and to evaluate the outlook lor 1957,

From Cuba comes word that the busi-
ness outlook for 1957 is good. Some 24
plants are producing 20,000,000 pounds
of product a year, with an average con-
sumption in Cuba of about 4 pounds per
person. The most popular sales unit Is
a half pound package in cardboard boxes,
paper bags, selling for about 1ic. Pros-
pects are viewed as good.

In Europe

In England, some 15 plants produce
about 36,000,000 pounds of product a
year, and consumption runs slightly less
than a pound per person. The popular
selling unit is a 1 pound carton selling
for 1/9d, Canned macaroni sales in Eng.
land are expected to increase, but dried
macaroni, except for one product, receives
no national advertising.

Finland has 6 macaroni plants produc-
ing 1,200,000 kgs. in 1436, making the per
capita consumption about 1 kg, or 22
pounds, i

Good macaroni flour has to be im-
ported and the best qualitics arc not
always available, Macaroni also has 2
purchase tax of 25% on the producer’s
price in Finland, Hall kg packages of
long macaroni sell for 64 finmarks, about
2714¢ in United States currency.

Six plants in Belgium produce 18,500,
000 kg. or 41,000,000 pounds. Per capita
consumption in 1956 ran 2.1 kg. or 15
pounds.  The most popular product,
packed in a package of 250 grams sclls
for 21 Belgian francs, or about 48c in
United States currency, Industry pros.
' pects in 1957 are regarded as fair,

Switzerland has about 55 plants pro-
ducing about 97,000,000 pounds, Con-
sumption year aflter year is a steady 19
to 20 pounds per person. A variety of
qualities are offered to the market, Top
s:molina sells for 75 francs the 500 gram

Compania Melinos y Fideos “Carozzi,” Quilpue, Chile, South America

packet. The sccond quality is worth 68
francs. ‘Top quality fresh-cgg noodles scll
to the retailer for 1.18 [rancs with lower
prices for bigger buyers.  Most of the
packaging is done in cellophanc.

ltaly's Rig Consumption

Italy has between 1700 and 1800 plants
wrning out 1,850,000,000 kgs, or about
3,000,000,000 pounds per year. The per
capita consumption is the highest in the
world running about 20-30 kgs., or 64-66
pounds per person per year. 180 lira per
kg. is the price of the most popular pack-
age. Some expansion is contemplated in
1957 “for exportation.” Prospects are
regarded as good,

In Malta, a Mediterrancan island south
of Sicily and east of Tunis, some 28 plants
have merged into 21, Their production
in 1936 totaled about 6,000,000 kilos or
13,227,600 pounds. Per capiia tonsump-
tion runs 37 to 38 pounds, but macaroni
is rationed in Malta under government
control, Delivery direct from factory to
grocer involves  difficulties  particularly
with the low-profit margin permitted. Ra-
tioned macaroni is sold in second-hand
cardboard boxes at about /4 p, per pound.
Derationed macaroni sells for about /7d
sterling per 44 pound cellophane packet.
Manuflacturers are not optimistic about
the outlook,

Israel has about 15 factories with most
of them small enterprises. Their produc-
tion in 1956 totaled about 8:10,000 tons.
Per capita consumption was about 5 kgs.
or 11 to 12 pounds per person.

Production problems are encountered
in Isracl because the milling industry
works [or the government on a wage
scheme and the purchase of flour by proc-
essors must be made from the government
at fixed costs. The manufacturer has no
control aver his source of supply and must
use whatever raw material is available.

Plain noodles packed in 400 gr. paper
bags cost about 1L 500, per ton, plain
macaroni about IL 600, per ton. Packaging
is mostly paper with a small amount of
cellophane and polycthylene use. Manu-
facturers distribute direct to retailers in
their gwn trucks.

Tabol ot et ot ALt b it s ]

"T'o the question about the general out-
look, the answer was given: "The time
when prophets were living in our country
has gone long ago."

In Morocco 25-30 plants produce 25-
10,000,000 pounds per year, which makes
per capita consumption range between 214
and 5 pounds. Hall pound packages are
most popular in paper and cartons, with
the going price 80 [rancs for 1 kilo. Pros-
pects for 1957 are regarded as poor.

In the Philippines business is fair. Four
plants last year turncd out approximately
1,800,000 pounds. Per capita consump-
tion was 8 pound, not including Chinese
noodles made® of wheat flour or rice
nondles made of rice starch, which have
the widest consumer acceptance, Raw
material problems make the accumulation
of stocks difficult and variation in raw
materials has created drying problems. An
8 ounce package of macaroni in a card-
board carton sells for 35c. Though the
Filipinos are primarily rice caters, the
mucaroni industry is gradually expanding
each year and prospects are regarded as
fair.

In the Orient

Japan has 12 macaroni plants, three of
which are considered large. Conramption
is small because, again, ronsumers are
primarily rice eaters. 1956 per capita
consumption ran about 70 grams, or about
114 pounds. A 300 gram sales unit sold
for 50 yen, or the equivalent of lic in
United States currency, tackages are
usually 12-15 &g, in a paperboard box.
Macaroni maniiacturers are optimistic
cl an upward wend in consumption,

Twenty-five plants in Australia last year
produced abeat 18,000,000 pounds, which
approximate & pounds per person. Some
production problems were experienced
because of low quality raw materials. High
freight rates are something of a distribu-
tion concern; packaging is done in card-
board packets and cellophane bags. The
most popular retail size is a 1 pound
packet selling at about 1/5d, A 22 pound
bulk package sells for 22/6d, Busincss
prospects look good because of the heavy
influx of migrants.
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Comet No. 1 Semolina . . . one of the largest day afier day, season affer season, fo measure

selling brands of Semolina in America for

right up fo your quality standards. Be sure to

macaroni production. Count on Comet No. 1, put Comet No. 1 on your next Semolina order.

Commander-Larabee

MILLING COMPANY
DIVISION OF ARCHER-DANIELS
GENERAL

MIDLAND COMPANY

OFFICES: MINNEAPOLIS 2, MINNESOTA
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That's a Switch!

It sure is! And the man throwing the
switch is Joseph Gioia, Vice President ol
Wrave Macaroni  Company, Rochester,
New York, The switch Mr. Gioia is
throwing is just a small part of the com-
plicated tlectrical control panel that fune-
tions as the “brain” of Brave's newly in-
stalled bulk Rour handling system.

Flexibility in blending flours is the big
feature of the Brava installation, provided
by the waze of electrical relays, motors
aned switches behind the huge control
panel. .

The storage system consists of three
100,000 pound capacity bulk flour storage
bins. Ench of the three bins is divided
into two compartments, making six con-
partments, each with ‘a capacity of 50,000
pounds of flour.

In Bravo's operation, flour can be un-
Toaded from either hulk truck or Airslide
car. Unloading time for bulk trucks is
about one hour: for rail cars about three
hours. The flour travels from cither of
the main intake pipes to a central pipe
switch which diverts the flow of flour
into any one of the six compartments in
the bins. A foal-prool system of bin-level
indicators within each compartment and

micro switches on the pipe system provide
an automatic shutofl of Nlour as each com-
partment s filled. The indicators and
switches are also synchronized 1o clean
the system automatically,

Complex System

The complex elearical control system
in the Bravo plant costs five times the
normal installation in a bulk flour bakery
with simi'ar storage capacity, The reason
for this is that most bakeries with bulk
flour handling cquipment use a straight
patent four which is blended at the mill
and which requires no special hlending
in the plant, In a normal bulk flour shop,
the flour is simply transferred from bulk
storage to bin to sifter, or from storage to
bin to silter to mixer, as the case may be.

In the Bravo plant, however, they blend
durum flour and semolina to their own
specifications, Omee the switches are set
on the giant control panel, and the sys
tem s put into operation, it antomatically
withdraws the flours from storage and
blends any preselected combination of
flours in the desired proportions. This
“tailor-made” blend of flours is then con-
veyed to its own “use” bin, where it is
ready for mixing, The “use” hins, which
hold  approximately 15000 pounds of
flour, have “maxinum™ and “minimum®”
hindevel indicators that keep them prop-
erly filled with the specific blend of durum
Hour and semolina at all times.

Brave's new bulk flour handling system
was designed by International  Milling
Company engineers, and installed under
their direction and supervision. Interna.
tional, a pioneer in bulk flour installa-
tions, and one of the largest millers and
distributors of bulk flour, employs a large
stalf of well-trained, experienced bulk
flour engineers to serve the trade. Inter-
national has a large ficet of bulk four

Joseph Glola at panel control.

trucks operating from distribution centers
across the nation. The company also op-
crates @ fleet of bulk flour railroad cars
to augment their truck fleet in serving the
bulk Nour trade.

Mueller Installs Bulk Handling

The €. F. Mueller Company, Jersey
City, New Jersey, manulacturer of maca-
roni, spaghetti and gz noodles, has started
construction of an addition to its plant.
T'his addition will be used to facilitate a
materials handling program which will
permit the company o receive its raw
materials in Airslide cars.

The building is being construcied by
Eriksen Construction Co. of Jersey City
and is expected o be completed by April,
1957, ‘The materialy handling system is
scheduled for completion by July, 1957,
and will permit 1o unload, store, blend
and reclaim its materdals in bulk, The
materials handling equipment which will
be wsed by the company in this installa-
tion was designed and engineered by
Sprout, Wallron and Go. of Muncy, Pa.
The storage silos were designed and engi-
neered by the Day Co, of Minneapolis.

“This conversion to a bulk handling sys-
wem from the present bag storage system
will release Noor space in the Mueller
plant and will allow the company to ex-
pand its present nanufacturing facilitics.
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Equipment Show in Mexico

Braibanti will have an installation for
coiled goods on display and in operation
at the Ialian Industrinl  Exhibition at
Mexico City, March G-31.

Flood Replacements

Delmonico Foods of Louisville, Ken
tucky has authorized replacement of all
macaroni amd egg noodle products that
were damaged in the recent flood in Ken-
tucky, Damaged merchandise in the hands
of retailers or wholesalers will be replaced
absolutely free, according 10 company
spokesmen,

Golden Grain Trailers

The Fruehaul Cubeliner was the answer
1o an important hauling problem encoun-
tered by the Golden Grain Macaroni
Company of San Leandro, California,

Their products, spaghetti, Iasagua, mac-
aroni, egg noodles, ete., are lightweight,
yet bulky. To meet the requirement of this
haul it was necessary to have a lightweight
vehicle capable of carrying a large amount
of cubic volume.

Commenting on the success of his lleet
in this respect, Vincent De Domenico,
Secretary-Treasurer of the firm, states,
“Our Gubeliners are light enough so that
we get maximum payload without exceed-
ing legal limits, "The six 21-foot Cubeliners
we recently purchased, weighing in at
5400 1bs, eiach, enable us o carry 2,500
Ibs, more macaroni per train load than
we were able 1o do in the past”

De Domenico also states that his drivers
report the Gubeliner pulls and rolls much
ensier than equipment customarily em-
ployed in this operation.

‘The Golden Grain Macaroni Company
operates a fleer of 11 Fruehaul trailers
hauling all over California as well as o
Salt Lake City and Seaule, Present plans
call for more of these to be purchased to
increase the size of the fleet in the near
future. Last year the firm hauled 25 mil-
lion pounds of foad products and this year
the total will probably reach 28 to 29
million pounds. The firm's business has
bren increasing at the rate of from 10 to

15 per cent every year,
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How SW%[nrichment Gives YourMacaroni

i
batch method macaron
EI'III:‘B-E-T-S, the original food

enrichmont tablet.

h confinuous press maca-
E::allcwllh VexiraM, the original
starch base enrichment n;llx-
IurundunthoSmwlnFu ar.
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SUCH an overwhelming majority of today'’s shoppers i
are nutrition conscious that enriched foods just naturally !
sell better. And that’s as true in macaroni products as it 1
is in bread, milk and other foods. Customers know enrich- |
ment means better health . ., . alert manufacturers know 1

[
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it means better business,

And this profitable sales plus can be added to your
macaroni products at nominal cost through Sterwin's
Enrichment Service. For Sterwin, originators of standard |
enrichment agents for both batch and continuous process |
macaroni production, are long-experienced specialists in
ensy, accurate and economical enrichment,

Sterwin Enrichment provides a strong selling point well
worth stressing in your advertising and on your package.
You'll be agreeably surprised at its low cost.

Ses your Sterwlin Technically Tralned Representotive or
wrlte direct for prices and dalails. No obligalion of course.

L ]
* 4‘
Subsidiory of Sierling Drug Inc, o \I /

1450 BROADWAY, NEW YORK 18, N. Y. i
PIONEERS IN MACARON! PRODUCTS ENRICHMENT
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Tricks and Treats with Macaroni Foods

A Filmstrip Presentation by the Durum Wheat Institute

ACARONI foods are made from
durum wheat, This special kind of
wheat is grown primarily in North Da.
kota, The growing arca also extends into
Minnesota, South Dakota, Montana, and
. Canada. Durum wheat is vital to the man-
ufacture of quality macaroni foods for
several reasons. Durum semolina makes a
product that holds its shape when cooked.
It also imparts a flaver that is wheaty,
“almost nutlike.” Durum wheat is natur-
ally golden in color, rather than gray or
white,

About Durum

Durum wheat is very hard, flinty, and
high in protein, When durum wheat is
milled, the inner portion of the kernel,
called endosperm, breaks up into small
granules, about as fine as table salt, This
granular substance, called semolina, is the
chief ingredient used in the manulacture
of macaroni foods, Water is mixed with
semolina to make a stff dough. Water
temperature and the amount of mixing
must be carcfully controlled so that the
dough will have the right consistency. A
properly prepared dough goes smoothly
through perforated metal discs, called dies,
to make the various shapes of macaroni
foods.

The term, “macaroni foods,” is general,
and is used 1o describe all the varieties of
macaroni, spaghetti and noodles. Com-
monly available are noodle bows, long
spaghetti, elbow spaghetti, medivm noo-
dles, alphabets, shell macaroni, spaghettini
or thin spaghetti, fine noodles, elbow
macaroni, broad noodles, small macaroni
shells, and jumbo macaroni shells,

Macaroni foods come in more than 150
diflerent shapes, Some of the fancier shapes
bear Italian names, such as cappelleui,
malalde, rigatoni, attuppatelli lisci, [usilli
senzit buco, shells, mostacciolini, marghe-
rite (flat macaroni), tiny egg novelties,
green noodles, fusilli bucai, cavatelle,
tuloli, cresta di gallo (rooster’s crest),
lasagna, rosetta, long zitoni, rotini and
manicotti, These jmaginative shapes can
stimulate any creative cook, All of these
shapes are not readily available all over
the country. But, when you can buy them,
they're exciting and different.

In most recipes, macaroni, spaghetti
and noodles may be used interchangeably.
Because of the variety of shapes which
bulk differently, the simplest method of
measuring macaroni foods is by weight.

If you don't own a scale, it's fairly easy
to estimate the amount you need from
the package weight. If, for example, your
recipe calls for 8 ounces of macaroni, you
simply use half of a one-pound package,
Small shapes of macaroni foods are fine
for soup, medium-sized shapes are good in
casseroles, and the bigger, thicker varietics
are usually best when served with sauce,

DIRECTOR HOWARD LAMPMAN

Large, hollow shapes like tufoli and mani-
cotti may be swuffed with meat mixtures
and topped with sauce,

How to Cook

The traditional method for cooking
macaroni foods calls for cooking until
tender in a large amount of boiling salted
water, But there is a new, easy method you
may like to try, It gives good results with
popular varictics of macaroni, spaghetti
and noodles, as well as with other small
and medium shapes,

This new cooking method requires a
smaller amount of water. For every 4
ounces of a macaroni food, use only 3
cups of water, seasoned with 2 teaspoons
salt. Bring the water to a boil. Then stir
in the macaroni food, being careful not
to stop the boiling by adding too much
at one time,

When all the macaroni has been added,
continue to boil it, stirring constantly, for
two minutes. When you cook long spa-
ghetti, wait for the ends to soften in the
water; then push the spaghetii into the
hot water as the ends soften,

Then cover the pan with a tight-fitting
lid, remove from the heat, and let the pan
stand for 10 minutes. During this time,
the macaroni finishes cooking. Since the
pan is no longer over the heat, you are
[rce to go on to some other task,

At the end of the 10-minute period, the
macaroni is at the correct stage of done-
ness. It is completely cooked, yet still
chewy. It is not pasty or sticky, The Italian
term, “al dente,” describes this stage when
the macaroni food is firm, yet tender.
Many people test for donencss by sam-
pling the macaroni, Others can quickly
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tell by pressing a picce of the macaroni
food against the side of the pan. The well-
cooked product should offer a slight re-
sistance to the fork, yet break cleanly and
evenly. The new, carefully timed method
for cooking macaroni foods Is popular
with less experienced cooks who find the
step of testing for doneness somewhat
difficult,

Rinse the macaroni immediately under
running water to separate pieces that may
have stuck together. Rinse the macaroni
food with hot water if it is to be used in
a hot dish; rinse with cold water if it will
be used in a salad. Always drain the
macaroni well before combining it with
other ingredients,

A Glamor Dish

The macaroni which has just been
cooked can be used in a glamorized ver-
sion of a macaroni and cheese casserole,
While the macaroni finishes cooking dur-
ing the 10-minute covered period, the
sauce can be prepared. The sauce is made
from 1 can of condensed tomato soup and
2/3 cup milk. The soup and milk are
mixed and then heated.

Into the hot mixture, stir 2 cups shred-
ded American cheese, 14 teaspoon salt and
a dash of pepper. Mix until the cheese is
melied,

Then fold in the drained macaroni and
1 cup crabmeat, This casy casserole is an
example of the convenienee of macaroni
foods. They combine so well with a vari-
ety of canned and fresh foods for quick
and easy meals,

Pour the mixture into a casserole und
top with buttered bread cubes. Bake in a
moderate oven, 350° Fahrenheit, 25 min-
utes.

The delicate Navor of crabmeat pro-
motes this macaroni and cheese casserole
to the gourmet class, Serve it in your
prettiest casscrole, Call it Gourmet Maca-
roni and Cheese, and be proud to serve it
for a company luncheon or supper, With
crisp garden salads and crusty enriched
rolls it will be a memorable meal.

Casscroles are classic favorites with
busy homemakers, A recipe for Salmon
Shell Casserole uses small macaroni shells,
canned salmon, and Cheddar cheese in a
tasteful combination.

Green Noodle Hake is another interest-
ing recipe, In the manufacture of green
noodles, purce of spinach is added to the
dough to give the green color, The green
noodles and hard-cooked eggs bake in a
rich cheese sauce to create a Lenten dish
that is outstanding in color and favor.
Individual dishes will hold Southern Bor-
der Casserole. Elbow spaghetti, crcam
style corn, American cheese, and pork sau-
sages are featurcd, The mild flavor of
macaroni foods combines well with many
other food items like meat, cheese, fish,
cggs, vegetables and even fruits,

-
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Serve with Sauce

Macaroni foods served with sauce are
always in demand. Heading the list of
favorites you will find Spaghetti with
Meal Sauce,

Who can resist this colorful platter of
culinary temptation? Pass a bowlful of
grated Parmesan cheese to sprinkle over
the Spaghetti with Meat Sauce. Bread
sticks and tossed salwd are justright ac.
companiments.

Other macaroni Toods which are served
with sauce are: Vermicelli (thin spaghetti)
with Anchovy Snuce; Curry Spaghetti Plat-
ter; aml Tangy Ham Sauce served on
Broad Nowdles. There's no end o whit
you can do combining favorite foods with
nutritious macaroni  products. Macaroni
foods are easy to store on your kitchen
shelves, so they are always ready for good.
tasting meals, A

Serve as Side Dishes

There's still another way ol serving
versatile durum semoling products, Noo-
dles, macaron! or spaghetti, served with
melied butter or margarine, make excel
lent side dishes on a dinner menu, Many
people like to sprinkle grated Parmesan
or Romano cheese over these buttered
macaroni foods, too,

Noodles cooked in comommeé will give
them a rich, meaty taste. Poppy seeds add
interest as well as Havor,

Barbecued short ribs never tasted better
than when served with Savory Nomdles,

Small macaroni shells with lemon but-
ter are i delicious side dish 1o serve with
broiled salmon sweaks, or other fish,

Very similar in preparation o casseroles
are molded or Joaltype dishes. “The in-
grediens are combined in the same way.
But for serving, the dish is unmolded on a
plater for atractive appearance, Noodles
are added to a mixture of milk, cheese,
epus, salt, curry powder, pepper, bread
crumbs and raisins.

The mixwure is poured into a well-
greased ring mold. Place the ring mold in
a larger pan filled with hot water 1o a
depth of about one inch. Bake in mod-
erate oven, 350° Fahrenheit, abow 45
minutes, or until set,

Curried Noodle Ring, illed with wrkey
and gravy, is a glanorous main dish for
the day after Thanksgiving.

A Noodle Loaf can be made with either
lefover chicken or turkey, Canned tuna
would be excellent, too. It is very attrac-
tive with buttered peas and candiced car-
rots, This Is another example of how mac-
aroni foods can help o make food dollars
last longer,

Serve in Salads

Salads made with macaroni fomls can
be outstanding. Remember to rinse maca-
roni foads for salads with cold water in-
steadd of hot water.

The ingredients for Garlic Spaghelti
Salad are: cooked elbow spagheud, garlic
dressing, celery, American cheese, ham,
tomatnes, and lettuce,
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Toss all ingredients, excepr the lettuce,
together lightly. You may vary the quan.
tity and kind of meat and cheese 10 suit
your taste. Serve in a letucelined howl,
This is a relreshing, yet satisfying, main
dish for summer meals,

HOME ECONOMIST RUTH BEHNKE

Four diflerent saluds leaturing macaroni
foods —all of them remarkably good —
ares

ftveath O Spring Macavoni, which uses
only four ingredients . . . macrond, dairy
sour cream, green onions and salt. “This
is very good with cheese and cold cuts.

Pienic Spaghetti Salad, wade from hard.
cooked eggs, onion, green pepper, pimien-
to, elbow spaghetti, and mayonnaise, plus
seasonings,

Hot - Macavoni Salad  in individual
dishes, This recipe uses casy-tomake mus.
tard sauce which lavors the shell macaroni.
Macavoni Conler has luscious fresh fruits
and pecans which are 1owed with maca-
roni shapes ealled “rooster’s crests,” Blue
cheese i the salad dressing makes this
truly outstanding. Elbow macaroni might
be substituted in this salad,

Super Soups

Macaroni, noodles ane spaghetti are
hearty and satifying additions t soup,
Clam and Noodle Chowder is very easy 10
make. Cook garlic, onion, amd green pep-
per lightly in butter or margarine, "Then,
addd a can of clams and juice, 2 cups water,
seasonings, and o can of omatoes. Heat
this mixture 10 boiling, Add uncooked
noodle bows to the boiling mixture, ‘Then
cover the pan and simmer gently until the
noodles are tender. Steaming bowls ol
Clam and Noodle Chowder and a plater
of grilled cheese sandwiches make hearty
fare for a Friday or Lenten meal,

For skillet dithes, macarond foods need
no precooking. A very easy aml quick
dish is Chili Skitlet Supper. Brown oniuns,
green pepper and ground beel in skillet,
Add wmatoes, chili powder, salt and pep-
per, and bring 1o boiling, Stir in uncooked
clbow spaghewtd, Cover the skillet, and
simmer gently until spagheuti s done,

During Toothall season, sexve Chili Skitlet
Supper at a pregame luncheon or afier-
thegame get-together, With i, serve mugs
of milk amd plenty of crusty French bread,
Economical, easy-to-conk macaroni dishes
are perlfect for party buflet meals.
Thitker types of macaroni foods, such
as Bsagma and wiloli, need to be cooked
diflerently  from  the method  described
previowsly, Cook the thicker types in a
Large quantity of water. For example, for
1 ounces ol Lsagia, bring 1 quants of
silted water o a rapid boil. As you adid
the Evagma 1o the water, wait for the ends
to solten hefore you push the complete
lengths imo the pan. Cook the | \
13 10 20 minutes, stivving occasionally with
a wonden spoon to separite the pieees,
Rimse with hot water and diain, “Uhen sep-
arate the Lsagna and hang it over the
etlge of the pan or olander 1o allow for
vinivr hindling later. While the Tasagia
is cooking, a flavorful meat and womatn
sawee can be made,

Like Lasagna?

Enthusiins o Halian cookery are e
spomsible for the growing popularity of
this main dish called Lasagna, which uses
the macaroni food known as Lasagoa, s
preparation may scem involved, bt the
results are certainly worth it Inoa baking
dish, mike layers of meat sauee, lasagna,
wottage theese or ricotta, Swiss cheese
slices, and grated Parmesan cheese, Use
about onehird of cach ingredient for
cach layer, ‘The very last ingredients 1o go
in the baking dish are the diceses, These
will give a bubbly, mely topping. Bake
in o moderate oven, 3500 Fahrenheir,
about 85 minutes. Exclamations of ap.
proval are sure to greet this dromatic main
dlish, Lasagna, erisp tossed salad, and 1olls
will wam up for & company bulter meal
that will win acclaim dor your cooking
ahility,

Convenience Fomds

Many preparcd varieties of macaroni
fond e now available, You may buy
them canned, froren or packaged in car-
tons that include the ingredients for sauce.
These are the ultimate in “convenience
toods,” hecause all you newd do s “hen
and ear”

There is yet another way 1w enjoy ver-
satile wacaroni londs, Fry them in deep
hot fat. Fine nomdles are especially good
when prepared this way, Phce uncooked
noodles in- wire  basket amd fry  umil
golden brown, Then drain on absorbent
paper and sprinkle with sale. "he French-
Tricd noodles cin be used as a0 base for o
areamed meat, or vegetable, or eggs, Or,
just plain, sprinkled with salt, they are
gomd between-meal “nilibles,”

Mix Frenchefried noodies with shiedded
coconut, bunter and sugar, and they form
an interesting crast for Lemon Chiffon
Dessent,

Macaroni foods find  their way into
pood-tsting dishes any time of the day.
For lunch, lor dinner, for late evening
butlews, and even for breaklast, An casy

(Continued on page 21)
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Anofher Ambreﬂe Landmark! | You ean PREVEN T Noodle S’Ireef

Sheet burni ng resules when egg dough is overheated by n ex tru ———— =ll= .
sion screw turning at a fast RPM to ger production thro ' — 3 .
slosted die. A thin slotted die has a high extrusion rewl h ;_—1—' s
further overheats the sheet, This overheated BURNT sheet is difficult _——=
to dry and deteriorates egg noodle flavor,

Ambrette's Sheet Formers use a SPECIAL THICK SLOTTED
"TEFLON" DIE* to reduce die resistance. With less die resistance,
the extrusion screw turns Jess RPM to get desired production at a
low extrusion rate through the die. Less frictional heat is generated
by combining slower screw RPM with a thick slotted die—thus a
cooler sheet is maintained at all times,

*Pat. Pending

| ! ”!
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MACHINERY CORP. soecccsscscssssse
156 — 6th Street, Brooklyn New York
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Durum Picture
(Continued from page 10)

amounts move in export and cause do-
mestic shortages. On the other hand,
export demand is a good influence if it
relieves our market of burdensome sur-
pluses and maintain 3 reasonable price
level In the domestic market.

“[t {s not possible to predict or control
the amount of durum that will be har-
vested by regulating the number ol acres
seeded. Such factors as drouth, extreme
temperatures, insects, and other causcs
may take a toll of the growing crop that
could reduce the expected final yleld as
much as 259, 10 50G. Surpluses over
domestic requirements are o be expected
if we want 10 be certain of ample produc-
tion and allow for the possibility of short
crops from adverse growing conditions.

“The 1956 durum crop produced a sur-
plus of approximately 20,000,000 bushels
over and ibove domestic needs, ‘This sur.
plus could have had a damaging cflect on
the market price of durnm with resulting,
prices so low that there would have been
only a slim chance of getiing farmers to
seed sufficient acreage to durum in 1937,

“The approximate 10,000,000 bushels
already sold for export removes half of
the estimated excess and leaves suflicient
carryover plus some additional for further
sales in export, should the need arise.

*These export sales have also removed
from our market some of the less desirable
durum wheats, leaving the choicer stocks
for our domestic use.

“The largest export buyer hias  been
Ltaly, but other countries have taken sub-
stantial quantitics too. Actual shipments
that left from our seaboard in the five
months August | through December 31,
195G are as follows, in bushels:

R | 111 M 1,380,089
France 902,260
ltaly .- 710,366
Sicily ... 366,500
Belgium 79,108

3139473

“With approximately 10,000,000 bushels
of durum sokl in export at the end of the
year and only about 3,500,000 shipped, it
would indicate shipments during the next
three months should be very heavy. Taly
will probably receive 909, of the remain-
ing durum to be shipped on sales made
1o date.

“The export market for durum has
been a good Lalance [actor so far this crop
year Lo help remove excess supplics that
were produced.”

New Quarters for Buhler Brothers milling
machinery division ot 4207 Nicollet Avenue,
Minneapolis, Minnesata.
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King Midas Modernizes

Growth and progress are two of the
most imporlant assets a company may
have and King Midas Flour Mills, lollow-
ing this principle, has had a machinery
modernization program at the King Midas
Durwm Mill at Superior, Wisconsin, since
1950, Another big step lorward was taken
the past few months when another bauery
of Simon's English purifiers was installed,
Each bauery of purifiers has its own
latest type of stainless steel dust filter,
These modern purifiers are a vast im-
provement over the old style as they do
a far superior job in the grading and the
purification of the durum mill stocks,
Further, the allmetal construction with
positive air control makes for the highest
efficiency in performance and in sanita-
tion control.

Battery of Simon Purifiers installed In King
Midas Durum Mill, Superler, Wisconsin.

An additional battery of purifiers ar-
rived in New York from England recently
and were installed in the Superior mill.

In addition to the several baueries of
new purifiers, the Ring Midas Durum Mill
has just recently completed the installa-
ton of additional Entoleter Aspirators.
These new aspirators subject the wheat to
four stages of entoletion and aspiration
before it is milled and is the most effective
process so far developed for sanitation
control,

Canadian Exports of Durum
C. L. Sibhald of the Catelli Durum 1n-
stitute reports that with quality generally
good, and supply improved, the volume
of Canadian stocks of durum exported
in 1435:56 rose sharply from the previous
year, The total durum available was not
sufficient to meet European demand. The
Canadian Board of Grain Commissioners
have released the following figures show-
ing exports.
1055.56  1954-55
in bushels in bushels

United Kingdom .. 213,832 nil
Portuguese E. Africa 18,666 nil
AUStrid oo 146,982 nil
France . 1,107,416 nil

Belgium .. .. 229,973 37,319
Repub. of Germany 6,601,230 2,250,853
[ (R — 3,686,584 212,863
switzerland oo 1,458,680 1,463,112
United States e nil 11,691

Total 13,460,268 3,964,338

YT TN
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Single unit of Simon Purifier.

World Wheat Conditions

Preliminary  estimates  place  world
wheat production at a record 7,500,000,000
bushels for the 1956-57 crop year. Large
crops in North America and the Sovict
Union are expected to offset decreases
in western Europe.

Tunisian grain  producers enjoy the
same price guarantees as do farmers in
France, and the French Grain Board takes
over any exportable surplus, while cover-
ing any import needs, During the 1955-56
crop year, nearly 5,000,000 bushels of
‘Funisian durum was delivered to this
Board with about 1,300,000 bushels being
exported 1o France and the remainder
being consumed in Tunisia, Approxi-
mately the same volume of movement
is expected this year,

Tricks and Treats

(Continued from page 21)
oven omelet named Harlequin Puff uses
clbow spaghetti, green pepper and  pi-
miento.

Read the label when you buy macaroni
foods. 1f the Jabel states “made from
durum semolina” or "made [rom durum
wheat semolina,” you know you are get-
ting a quality product. Macaroni, spa-
ghetti and noodles made [rom durum
wheat hold their shape in cooking. They
are firm to the palate. They don't mush
together, In cooking, the water remains
clear . . . it doesn't get cloudy. Remember
that macaroni foods made from durum
wheat contain a high percentage of plant
protein, Served in combination dishes
with such foods as milk, eggs, cheese and
meat, the protein is complete and ade-
quate, $o macaroni foods make a little of
the more expensive protein sources go o
long way, Like other foods made [rom
cereal grains, the cost of durum wheat
products is low, Yet they give large returns
in food value.

Sponsored by: Amber Milling Division,
Farmers Union Grain Terminal Associa-
tion, Commander-Larabee Milling Com-
pany, Doughboy Industrics, Inc, General
Mills, Inc., International Milling Com-
pany, King Midas Flour Mills, North
Dakota Mill & Elevator Company, millers
of durum wheat semolina,

Doughboy President
Toy Director

E. J. Cashman, president of Doughboy
Industries, Inc., New Richmond, Wiscon-
sin, was named a member of the board ol
directors of Toy Manufacturers ol the
United States recently,
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Dott. Ingg. M. G.

Cable: Braibanti—Milano
Bentley's Code Used.

NEW AUTOMATIC
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Braibanti..

SOC. A. R. L.

MILANO—Via Borgogna 1, (ltaly)

PRELIMINARY DRYER
for SHORT CUTS AND NOODLES

MODEL TELEC

CHIEF CHARACTERISTICS & ADVANTAGES

Nylon Bands insure perfect cleanliness.

Patented Device keeps Bands perfectly stretched, consequently an even layer

of the product is assured.

Nylon Bands fitted with Roller Supports running on special guides, thus

eliminating chain drive.
No Friction — No Wear and Tear — Economy in Space.

Send your inquiries to

Eastern Zone: Lehara Corporation, 60 East 42nd St., New York 17, N. Y
Western Zone: Permasco Division of Winter, Wolff Co., Inc. ’ ‘
2036 East 27th Street, Los Angeles 58, California

oI
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Why Does She Buy It?

(Continued from page 12)
(6) the supplementary jitem selected 1o
go along with the meal.

What about the decision to sclect a
brand? Seventy per cent of the actual
brand selections on these impulse sales
go back to the solid brand preference:
(1) we have a generalized brand prefer-
ence where the woman says, “I sclected
this brand because it's the best brand of
all,” (2) taste; (3) family opinion of the
brand. You'll notice that family opinion
of the brand runs only ahout one-hird
to oncquarter of the family opinion of
the ftem. We have a pleture in the food
field of brand acceptance more than
brand demand. Then the product’s con-
venience features, low price, the size and
assortment, good value and packaging. We
mean the cectiveness of the package, not
that this is my favorite color,

Here are some other motivations that
seem to take us back ta the favorite brand
but only incidentally or secondarily:
where a deal was purchased and it hap-
pened to be the favorite brand; where
a coupon was on the package good fur
10c on the next purchase, etc, and it
happened to be the favorite brand; the
store had an item on sale and it happened
to be the favorite brand. These total
about 10%. They give us some picture
not included in a salid brand preference
structure but some Indications here be-
tween the relative talent of this type ol
operation apainst the overall brand pic-
ture,

Brand Loyalty?

The question has been asked frequently,
“Is there such a thing as brand loyalty?”
Definitely and beyond question there is,
although it doesn't exist for just a single
product although there are some product
categories where that is true.

And now we can do something which
is very interesting. We can take these
motivations and relate them straight to
the products, Here are a few of the
motivations that scem to take these peo-
ple from one brand to another in their
sclection. Haby food: 739 of the brand
sclections of Gerber's, Clapp's, and Heinz
go straight back to the generalized brand
preference that it's the hest brand of all.
Eighteen per cent to habit of other brands
used. Canned soup: 319 because all of
the brands are good, and 459, because of
the difference in taste, Canned fruits and
vegelables: 429, for brand preference,
26, for wste differences, 257, low price.
Juices: with 45% taste is the big factor,
2507 low price, Canned fish: 889, general
brand preference, 33% low price. Frozen
food and vegetables: 209, general brand
preference, 269, taste, Frozen Jjuices: 4095
taste, 23Y;, low price. Fresh fish: 249, gen-
cral brand preference, 28% taste. Maca-
roni: 56°; generalized brand preference —
“ir's the best brand of all,” 229 “the only
brand 1 buy." Margarine: 419, general
brand preference, 25% taste better, 20%
cooks better, 289 low price. Butter: 219,
1aste, 169, value, 589 because the other
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brand saves you that 2-4-6-8c. This was the
high water mark in any product class
where low price was the deciding factor
between one brand and another. Tea:
209, habit, 679, taste. Coffee — regular;
$5%, taste; 369, value, low price 219
instant: 559 taste, 28%% brand, Pet
food: 48% to please the family (dog).
Toilet tissue; 379 general brand preler-
ence, 27% low price, Cleansing tissue:
187, habit, 859 low price. Waxed paper:
8507 because it's better, 187, low price.
GCigarettes: (1) habit, (2) new product
curlosity,  Delergents: 41% generalired
brands, 839, cleans betier, Bleaches: the
actual bleaching difference between prod-
ucts. Waxes and polishes: sclected because
all of the Simonize waxes are good waxes,
50%, because it actually cleans and waxes
beter, .

Generalized Brand Preference

Let's take the range of generalized
brand preferences. “Where is the best
brand of all¥* asks she, On 1op was baby
foods, Then came frozen meats because
they are newer, relatively high in cos per
unit, Three is macaroni and spaghetti,
third highest in generalized brand prel-
erence structure.

Now habit: Cigarettes on top. Then we
have evaporated milk, Following are laun-
dry starches, toilet soap, cleanscrs, sauces,
macaroni and spagheiti. This is also a
fabulous showing against three to four
hundred product classifications.

Now I'm going to talk faste from the
consumer's angle. Tea, mustard, instant
colfee, catsup, (rozen juices, canned soup,
canned juices, ctc. You won't find maca-
roni, spaghettl or noodles here because
only 6% of the purchases made were re-
ferred back to macaroni, spaghetti and egg
noodles and this was lower than the
average.

You ask yourself, “How about spaghetti
sauce?” Unlortunately there aren't enough
actual purchases 1o be broken down. But
in selecting macaroni or noodles so far
as the woman is concerned, taste is not a
big difference among brands.

Well, if it isn't taste, what else could it
be? Here are the items selected on the
basis of low price: butter, cleansing tis-
sue, canned fish, margarine, toilet paper,
canned [ruits, frozen juices, canned vege-
tables, jams and jellies, regular coffee,
soft drinks, wax paper, instant coffee. No
macaroni, spaghetti or noodles here.

Product Performance

What does make the difference? This,
from what we judge in the study, Is the
factor — product  performance, “it does
the best job of all” On top were dry
Dleaches, liquid or dry waxes and polishes,
wax paper, soap flakes, detergents, cleans-
ers, steel wool, toilet soap. So far you
will notice in terms of product perform-
ance foods have not entered into it. They
will start to come in here when we have
margarine, prepared mixes, frozen meats,
cooking oils, etc. and macaroni, spaghetti
and noodles. Among the four highest
products where brands are selected on the
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basis of product performance comes your
type of product. Their wording was, "It
fsn't starchy”; "It doesn't glue up"; “You
can reheat it the next day and still get
a satisfactory lunch out of it"; “It cooks
faster.” These were the things in product
performance that seemed 1o stand out.

Family Opinion

On the list of products where family
opinion forces its impact into brand selec-
tion —where it begins when papa or
somebody else in the family says, “Buy
that brand; we like it better” — pet food
was highest. ‘Then came cold cereals,
chocolate drinks and cocon, soft drinks,
mustard, candy and conlections, syrups,
baked goods, crackers and cookics, cig:
arettes, pretzels and potato chips, sausage,
tca, relishes and finally spaghetti; and we
find that there seems to be more of an
jtem selection here than brand selection.

1 would deduce from this that the fam
ily opinion is tremendous for the selection
of spnghcu!, macaroni, elc., as such, but
that mama makes up her mind in regard
10 which brand is used. And seems to
make up her mind on the basis of product
performance. Now [ am awarc that many
of you in your advertising and on your
packages are talking taste. 1t seems to
me that somewhere in your advertising
or on your package when you are talking
about how delicious a spaghetti dinner
would be, to mike a memn to mama: *The
brand is tender, it doesn't starch up, it's
this, it's that, etc.” because some word to
the purchasing agent can be generally
instrumental in her brand selection, and
we know from this study how carclully
labels and packages are being examined
and read and brand selection is being
made,

Brand Switches

Let's look at brand switches. How many
of the customers who came into the store
cannot find their favorite brand on the
shelves and go up to the clerks and say,
“Please look in the back reom or in the
cellar to see il you can find my favorite
brand"? How many ol them see a par-
ticularly sclling competitve display and
buy that brand? How many were lured by
a deal of coupons, premiums, a combina-
tion offer, ctc.? How many still listen to
the mother-indaw, neighbors, kids, who
say, “Buy this other brand —we recom-
mend it"?

Here's what the study showed: in their
impulse purchases a solid 81% ol the ac
wual brand selections followed that normal
pattern of their favorite brands, 19%
represented brand switches. 1Is this 19%
high, low, ur par for the course? Unlor-
tunately, we don't know. But we do have
out of the study an actual picture of the
purchases of the favorite brand, and brand
switches on planned purchases, On a spe-
cifically planned purchase 91%, of the
actual purchases made followed that fa-
vorite normul brand or brands. Nine
per cent represented brand switches. 5o,
comparing this 9%, against the 19% we
scem to see a greater wendency 1o wander,
brand wise, on impulse purchases, Per-
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haps they won't look as far for their regu-
lar brands or perhaps they are more
prone simply to accept a substitute brand.

What happened in the stores to bring
about 19% of brand switches by your regu-
lar customers? Now we'll take that 199,
and make it 100%, because it's simply the
structure of impulse brand purchases that
we want to discuss. The first reason: "My
favorite brand is not carried by that
store and so 1 accept a substitute brand” —
$4% of the total brand switches, Sce how
important distribution ist Product curi-
osity 159 the lavorite brand was out of
stock 109 personal recommendation 9%;
competitive {tem was on special display
but without a price incentive 7%; the
competitive deal got their attention 6%;
all oher reasons total 3%,

Notice ~ unavailability accounted for
some 449 of the total brand switches. You
can sce how importamt it is that your
merchandise be on that shelf all the time,

Of the people that buy because of ccu-
pons, onale items, deals, and so on, w2
want to know how many are our regular
customers? How many new customers?
Take a look at some of these figures: of
the people who bought the deals 729,
were by regular customers, 28% were by
other customers. So you can see about 7
out of 10 of the people who buy the deals
are already your regular customers.

Too Many Deals

Certain firms are deal happy. It starts
when one manufacturer comes out with a
deal and the competitor has to answer it.
Then the third guy gets into the game
and before long, every time you go into
the store, there's a deal facing you. How
much of the total market now are these
dleals taking up? Of all the tea purchased
in this study, 159, was on 1c sales, 10c off,
or other types of deal marchandise, of
instant coffee, 259, was sold on a 5c off,
10c off basis. In the dog food field, 33%:;
detergents, 34%;; cake mixes, 389%; bath
and hand soaps, G4%.

We asked the question carlier in the
study, “How impulsive is this impulse
buying anyhow#" We know that all con-
sumer industries come in for impulse
buying but it would seem that the emo-
tional or impulsive behavior of a womn
at the cosmetic counter of her favorite de-
partment store could be a lot different
from her normal impulsive behavior on
the foor of the supermarket, Here's what
the study showed and this is based on de-
ductions analyzing the actual motivations
for the impulse purchascs.

The impulse purchases where selection
of the item was as a special treat for the
family or to pamper herself — 11%.
“Thoughtfully considered purchases which
were averlooked on the shopping list, or
“it would go well with a dish I planned,”
or "I got it for varicty's sake," or “it's on
sale” — 89%,. We can see that the total of
impulsive or emotional purchases is only
a relatively small part of the averall pic-
ture of impulse buying, and impulse buy-
ing and impulsive buying are not synony
mous,
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Conclusions

“These have been highlights from a study
we have found fascinating and enlighten-
ing. It would seem that the retail people
are now reexamining their theories and
aperations about impulse buying, and
many of the old thoughts about impulse
are certainly going to go out the window.

For example: what are impulse items?
1 don't think there's a chain in the coun-
try that would have classified, up to now,
macaroni as an impulse item. 1t is a staple
food, a traflic item. Another theary has
been that: here is advertising—a device
to hold customers; and here is Impulse
buying —to distract customers. And now
we can see that they fall into a single
focus. They are not identical, but one
works for the other; and the background
and backlash of advertising right through
to the actual impulse brand selections
make a tremendous difference.

No pilot study such as this is intended
to give the industry a broad and definitive
set of national statistics, But soundly con-
ceived and executed pilot research should
suggest tentative conclusions, warthy of
industry consideration,

Here are some of the conclusions which
logically and naturally scem to follow out
of the findings of this rescarch.

Once again, impulse buying is proven
10 be the mast significant single factor in
supermarket shopping. The shopper very
clearly has a definite brand image in her
mind before she goes into the store. Yet
Je fndings indicate that a definite meas-
ure of brand impact is lost at point-of-sale
hy exposure to competitive items, brands,
merchandising techniques,

The vast preponderance of impulse
sales are made right off the supermarket’s
shelves and out of its refrigerated cases.

Impulse buying is not an “impulsive”
release of customer emotions . . . but a
shopping eperation that is highly system-
atic, selective, practical!

Mr. Robinson has offered lo supply
brochures on the Impulsive Buying Anal-
ysis to those who request it on their letter-
head.

Macaroni Newsreel
(Continued from page 14)

in order to find an answer to this?

First of all, there must be greater sales
effort on the part of the macaroni indus-
try, with greater knowledge of its cus-
tomers and the sales problems. There's
got to be more advertising, a greater sales
drive and a greater publicity push,

Your Institute program of public edu-
cation, which has been a strong one, must
continue to grow, There must be more
stories on macaroni products. And there
must be greater use of colored pictures
depiciing various macaroni products in
their best light.

A third and even more important way
to increase sales s through cooperative
merchandising and sales. We want other
people to spend advertising and sales
dollars to help sell our product. Now there
las been a steady increase in this type of
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advertising and merchandising, and we
think that our slogan should be “Maca-
roni and . . ." regardless of whatever the

“and . . . should be, Whatever your prod- *

uct is, it will combine with macaroni.
Macaroni will make it better, More people
will buy it. 1 fecl that il this thought can
be instilled in the minds of advertisers
and merchandisers, we can unleash a tre-
mendously hard-hitting force that will
carry us up with it.

Take meat for example. The figures
show that approximately 405, of all the
meat sold is ground meat, and ground
meat has great affinity for macaroni prod-
uets — in meat sauces, spaghetti and meat-
balls, macaroni and ground meat, and in
other ways. Consequently, we should in-
crease our efforts with the meat industry
and the American Meat Institute.

Another product is tuna, Tuna sales in
1956 reached an alltime high of 14,000,
100 cases, selling for $260 — $280,000,000,
Tuna sales have increased about 21% in
five years, Tuna isa natural for macaroni.
I think we can get the tna industry to
carry a part of our story in national ad-
vertising.

The same thing is true of other prod.
ucts: wines, cheese, tomatoes, evaporated
milk — most food products in fact. They've
got the millions of advertising and mer-
chandising dollars to spend; and 1 think
it is up to us to help them in every way
possible to spend it

Great Promotions

We've got some great promotions
planned [or this year, and 1 want to go
aver them quickly, Coming up soon is the
promotion you're all familiar with — Len-
ten promotion —and this particular onc
will combine with the wna indusiry and
Carnation, There will be hall a million
dollars spent on this promotion with tre-
mendous sales cffort: pointof-sale material
and strong selling at the retail level. Last
year this promotion was picked as one of
the best of the year by retail outlets. 1
think that this year it will be another
great promotion, and we should all bene-
fit from it.

Also during Lent the Amerlcan Dairy
Association s pushing macaroni. They
are featuring macaroni recipes on a couple
of G0sccond commercials on March 13
and 27 on the ABC network —as you
know, that's 150 stations — on the Disney-
land Show.

This summer we'll have a hard-hitting
publicity promotional pitch on macaroni
salads and macaroni used in many ways
ay o summer dish,

On the subject of Macaroni Wecek. Last
year we had a very successful promotion
in our low calorie diet. It was so well
received by the editors and so well ac
cepted by the public and the trade that
we intend to keep pushing it along with
our regular promotions, Next October our
new promotion will feature noodles, ul-
though other macaroni jtems will be
played up quite heavily during National
Macaroni Week in the fall. Noodles will
get the heavy pitch, and we will call this

(Continued on page 41)
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Long Goods Stick Remover and Cutter

R CLERMONT
1 MACHINE CO. INC.

o Simplified Mechanism

® High Operating Efficiency

® Automatically removes a stick and discharges it to a magazine rack,

® E::l:r:;lu;di: LI:;:.G blades which cut the heads and ends of the product and simultaneously cut
@ The three blades are adjustabla and any one or two of the three can be removed.

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

]

Equipped with conveyor with capacity to hold 52 sti
Gontlad o sanghabl irucl:.P y to ho sticks of product, the average number of sticks

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

Please consult us for full information.

U.S. A,

S

266-276
Wallabout Street % g i
Brooklyn &, : - / "
P o B e ’{0”’[ readaiie lormficrty i
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W ¢ Unique New VMP-3
Extruded Noodle Dough Sheeter - 1600 Pounds Per Hour

Clermont Extruded Noodle Dough S_hufu:r VMI'-}

]

|
4

Clermont S;I' r High Speed Noodle Cutter, Type NA-4 working In con-
Juncifon with the VMP™3 for continuous 1600 1bs, per hour operations,

| FOR THE SUPERIOR IN NOODLE MACHINES
s ALL WAYS Clormont!

Machine can be purchased with attachment for producing
short cut macaroni.

. TAILOR-MADE FOR THE NOODLE TRADE
; Available with or without vacuum process

H Ca?acity range - Two speed motor affords flexibility for 1600 1bs. or 1000
i bs. per hour or any two lesser outputs can be arranged.

Large screw [or slow extrusion for better quality.
!‘ | Engincercd for simplicity of operation. :
l Rugged construction to withstand heavy duty, round-the-clock usage,

Matchlcss controls. Automatic proportioning of water with flour.
¢ Temperature control for water chamber,

Oﬂly one piece housing. Easy to remove screw, easy to clean,
No separation between sciew chamber and head.

NCle designed die gives smooth, silky-finish, uniform sheet.

Totally enclosed in steel rame. Compact, neat design.
Meets all sanitary requirements.

Clrest Ny

Clermonts Short Cut Press,
VMP-1

with or without vacuum process
350 pounds per hour

AUTOMATIC SIFTING DEVICE. Flour leeder silts
flour belore flour enters mixer,

MIXER built within the housing lorming a one picee
construction,

REMOVABLE MINER SHAFTS AND PADDLES lor
rapid, thorough cleaning,

WATLER TANK built inside the machine aflording ex-
traordimary simitation,

WATER SPRAY DEVICE. Fine spray ol water enters
mixer simultancously with the flour o maintain
uniform mixture,

ONE PIECE HOUSING simplifies extraction ol screw,

- Screw extracted by removal ol Iront cap. No holts or

s nuts to remove. Easy, one man, handwheel operation,

BUILT-IN AUTOMATIC CUTOFF NTTACHMENT, No extension arm,
no pole.

DIE REMOVAL accomplished by wming handwheel to lower die holder,

PRELIMINARY SHAKER INCLUDLD, installed underneath the machine,

INSTRUMENT PANEL BOARD contiins presswre gauge, vicuum gauge,
amp meter and temperature control,

OPERATING MECHANISM all ar operator's linger tips. Machine operaned
from (lloor level,

Short Cut Press, VMP-1

C)/érmonf ; VMP-2

Sets New Standards
in Macaroni Presses

with or without vacuum process
450 pounds per hour

BENEFITS PLUS

Most versatile of all medium production presses

By addition of optional attachments,
can be applied for production of ex-
truded noodle dough sheet and for
operation  in conjunction  with a
Fidellini machine.

THE SURE WAY

f)auy Cérmonf !

Close-up of cutoll attachment

VA2, Combination Short Cot el Long Guoods Press
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TODAY'S MOST ADVANCED METHOD

in _/4ulomalic c-[)ong gOOC[J :bryiug

‘hhn
TOP QUALITY — LOW COST — SPACE AND TIME SAVING

ih

BRI

AVNH A0 INOUVIVI

date long goods drying equipment that

ow highly competitive morket ond increasingly strict samitary regulations, it is @ MUST for monufocturers to install up-to-
climinates old, costly methods which odditionolly are dust collectors and an invitation to infestotion.
TIME SAVING: Not minutes, not hours, but two days!

To cushion the impoct of the n
. straight as @ nail, Praduct completely dried in twenty-

TOP QUALITY: Evenly dred product with eve-appealing bright color
lative humdity, uni-

smooth and strong wn texture achiesed by mointaining a constant  re!
form air circulation, resting and drying correctly proportione d

PRECISE MECHANISM: Stick transparting apparatus moving from one
constructed that it ansures against a stick cver falling, with perfect timing it
stick precisely on successive OF alternate cham hinks dependent on which tier

processed
PEAK PERFORMANCE WITH LOWERED COSTS: Scit controllcd by

four hours
SPACE SAVING: 24,000 Ibs. of dred product had in only one-quarter the tloor space. It
ner 1o another s SO

delivers a permuts substantial increase i your production without addition of one foot to your present
it s being

plant
e af the three units embadied n the complete Clermont Long

The dever pictured gbove 15 on
a tirst section fimish dryer tshown obove!

clectronic |n:rufﬂl‘ﬂ" Goods Dryer which consists of a preliminary dryer,
iherent when con- and the second thnall section tinish dryer

for hurmidity, temperature and air. chmingting the woste end spoilage
trol s dependent on the humon clement Atmosphenic condifions no longer @ facter
CONSTRUCTION: Engincered and designed 10 atferd mamimum possible cleanlingss, com- IMPORTANT: The three unats of the dryer can be adopted 10 work in conjunchion with any -
pactness, NecIness cf appearance ond sanitary conditions Constructed of steel structure that make spreader-press Alse f vyou already have on gutematic preliminary dryver of any =
is enclosed with heat resistont boord that presents heat an the dner attecting outside sur- make, our two fimish umits can be adapted for use with it THIS LONG GOODS DRYER |
roundings MAY BE PURCHASED WHOLLY OR PARTIALLY =
JOR YOU R PAssPORE 1o BETFTER LONGGOODN DRYING COMMUNICATE WITH -"
CLERMONT MACHINE COMPANY INC B
- - b = ’ )
266-276 WALLABOUT STREET. BROOKLYN 6, NEW YORK, NEW YORK, U.S A, TEL Evihuneds &N
s - - g T T—— : = " -
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Around the Tables

Albert Ravarino, Mrs. Tujague, P. J. Viviano, Mrs., Ravarino, Paul Bienvenu, Ted Sills, Mrs, Mueller, Nicole Longevin, C. Fred
%mnnueh Ronzoni, Jr., Ab Jackson, Jr., Mrs, Ronzoni, Jerome L, Mueller, Mrs. Bienvenu, Mrs. Friese, Norval Friese.
ujague.

Peter LaRasa, Mr. and Mrs. DiGiorgio, Mr. G Mrs. Vincent P, Mrs, Siller, Mr. Frank, Mr. and Mrs. A, |. Grass, Mr. & Mrs,
LaRosa, Vincent F. LaRoso, Mr, G Mrs, Zerillo, Mrs. V. F. LaRoso, Frank Holman, Mrs. Weiss, Mrs, Chambers, Mrs. Victary, Albert
Mr. O Mrs. Crown, Mrs. Peter LoRosa. Weiss.
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Louis Viviano, Jr., Ulysses DeStefano, Jess Cook, Paul Peterson, Joseph Morrissey, Mrs. Cantella, Ennis Whitley, Anthony Can-
Mrs. Rossi, Mrs. Pensone, Alfred Rossi. tella, Mrs. Realmuto, Miss Angela Reolmuto.
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Mrs. & Mr. Ralph Sarli, Mrs. Merry, Mr. G Mrs. William Hos- Mr. and Mrs. Robert Cowen, Mr. and Mrs. Robert Cowen, Jr.
kins, Lee Merry, Mrs, Linstroth, William Lohman, John Linstroth, Mr. O Mrs. Mel Krigel, James Winston,
Joe Kurtz, Mrs. Lohman, Don Fletcher.

TR

g
b

Manch, 1957 FHE MMCARONTD JOURNNL

Tmpatoe Buying!

Wu. . . A lot was said at the Convention to
prove that a large percentage of macaroni
and noodle purchases are the result of

Tmpuloe Bugying.

EYE APPEAL . . . APPETITE APPEAL
COLOR . .. PACKAGING. .. RECIPES

All these are necessary to move your products
off the shelves.

Let o Felp You!

USE OUR RICH NATURAL
HIGH COLOR YOLKS
Give Your Noodles the
Necessary Color, Eye
and Appetite Appeal for
Successful Merchandising!

NOW PACKING NO. 5 NEPA COLOR YOLK

BALLAS EGG PRODUCTS COMPANY, INC.

Call or Write
MAX BALLAS V. JAMES BENINCASA
New York, New York MARVIN R. PAINTER
WOrth 4-0114 Zanesville, Ohio

GLodstone 3-0386
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DEMACO

the ultimate in SHEET FORMERS

AUTOMATIC COMBINATION SHELT
JORMIR & HOODLL CUTTER
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EXPERIENCE

@® DeMaco engineers are specialists in this spe-
cialized field; the first to discover the use of
DuPlont's Patented Teflon for the extrusion of
a sheet for noodles. With DeMaco’s ORIGI-
NAL SYSTEM of DIE any thickness of a sheet
can bhe extruded and DeMaco Sheet Formers
will produce a sheet with full color and
smoothness.

PERFORMANCE

® DeMaco Sheet Formers are rugged. Over
twenty satisfied customers are an enviable and
unmatched record in this field, For the per-
fect sheet the DeMaco Single Vacuum Mixer
again proves the best. Remember there is no
erratic feeding from one mixer to another
which causes an uneven feed and pressure into
the die chamber. Thus with the DeMaco ex-

trusion press there is no problem of thickness
of die.

DEPENDABILITY

@  Extensive research, rigid standards for mate-
rial purchasing and inspection and the most
advanced techniques and equipment insure
DeMaco’s unequalled performance. 11 your
problem is a uniform sheet we would like 10
explore the possibilities with you,

MA

DeTranciecl//lacHine

CORPORATION
46-45 METROPOLITAN AVE. * ‘Phone [Yergraen 6-9000-1:2 = BROOKLYN 37, N. Y.

S
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The Outlook for Eggs -

by Mel Krigel, Monark Egg Corporation

HAT is the outlook in eggs in

19577 First, it appears that produc-
tion on the farms this year is likely to
exceed slightly the record output of 169,
000,000 cases produced in 1956, During
the first hall of 1957, omput will be [rom
a llock almost the same as last year, with
per bird rate of lay for the period prob-
ably exceeding the record of 1956,

During the second hall of the year, the
flocks may be smaller because of the pos-
sible reduction in number of replacement
chickens 1o be ralsed, The usual year-to-
year increases in rate of lay are likely to
offset considerably, and perhaps complete-
Iy, the cHects of smaller Aock size, with the
result that cgg supplics will continue
above normal throughout the year, With
this increase in egg production likely to
approximate the annual increase of almost
205, in population, per capita egg con-
sumption is likely to be unchanged from
the 1956 level of 365 per civilian, In our
opinion, however, il low prices prevail
during the flush period of production
(which is the next few months) the farmer
producer will cull his flocks closely and
low prices will discourage production. In
all probability, eggs produced this spring
will hardly cover the cost of production.
“These low prices will mean increased con-
sumption —an excellent combination 1o
cure a sick market.

This year the trading of cggs on the
future market is likely not to attract as
miny speculators as in 1956, Too many
of this group ok a real licking on futures
last year. But to the egg man, storage of
shell eggs is specially important in the
spring.

During the fAush months of March,
April, and May, egg production is usually
considerably more than could be con-
sumed cither in the shell, liquid, frozen,
or dehydrated form. Diversion of shell
cuys to storage, therelore, is a necessity.
Since storage is essentially speculative, its
financial success depends on a scasonal
rise in egg prices from the time when
eggs are stored until they are put back on
the market. Unfortunately, the scasonal
rise is not always large enough to justily
extensive storage; in 1954 it did not ma-
terialize at all. In 1955 the financial ex-
perience of storers of shell cggs was
favorable only for investors who held their
position until the end of the storage sea-
son. 1956 was very bad, as memioned
before.

As a result, because of these losses, de-
mand for storage in 1957 may be less than
in 1956. Packers will store eggs this year
only il they anticipate greater scasonal
differential in egg prices than that be-
tween spring and fall of 1956,

MEL KRIGEL

What «oes this mean to you who
buy or direct the buying of dark ;olks
in the spring? It is a pretty sure bot dhat
the speculator will only buy ege fooores
il the price of shell eggs remains L

The next question to consider is
whether prices asked for egy whites are
now at the hottom, According to govern-
ment reports, we are starting the year
with 10,000,000 pounds more than we had
last year. It is, therefore, quite possible
that cgg whites may decline still further
before changing direction, With whites
worth between 7 and 10 cents per pound
luss than a year ago, yolks are destined 10
be a high priced item in relation to the
price paid for breaking eggs. 1l you can
use a light and 1 repeat, a light colored
yolk or perhaps whole eggs, the best values
might be obtained now.

As the year progresses, we do look for a
more stabilized market. Instead of having
price slumps in the fall, which was the
pattern last year, eggs in general will tend
to maintain their own level, Because of
the continued pattern of white prices ex-
pected throughout the season, yolks will
have to carry the bulk of the price load
of the separated egg. The severe drouth
in most producing areas will cause dark
yolks to again be in limited supply this
year.

Despite all of these predictions, we can
say this, that based on the outlook of
present statistics, dark yolks should be
some, although not a great deal, lower
than duiring the spring of 1956. With the
white market as it is today, and rising
costs at most every corner, this is indeed
welcome news,

One thing 1 can promise you. Just as
there will always be babies — there will
always be eggs. To you of this great indus-
try who rely on this product, may I speak
on behalf of my industry and say to you

—we will see that you get these eggs — the
best that can be obtained in every way.

Government Purchase Program

The Department ol Agriculture was
back in the market to buy eggs in early
February 1o support prices,

The agency spent about $6,600,000 to
buy 584,134 cases (30 dozen cach) last fall
before halting purchases December 6.

No estimates were available on quanti-
ties the department might buy. It said
purchases will be limited o eges that can
be donated for immediate use in scl ool
lunch rooms.

Officials said schools probably could
use a maximum of about 50,000 cases a
week, They added that market prices will
be a key factor in determining how many
egps the agency will buy,

T'rade reports indicated disappointment
at the quantity and price paid for their
initial purchase.

Bargain Counter

Chickens and eggs seutle for a lengthy
roost on the bargain counter.

Bigger flocks on [arms promise con-
tinued abundance of cconomy drumsticks
and eggs. ‘The layer population on Janu-
ary 1 totaled 337,500,000 hens, up more
than 5,000,000 from last year. And they're
producing more, December's laying pace
of 15.6 eygs per bird was a new record,
The plentiful egg supply recently broke
top wholesale grades to 20c a dozen in
Chicago, a I15-ycar low. A scasonal pro-
duction upswing is expected to hold prices
well under last year's January-May average
of 3Yc a dozen,

Farmers are expected 1o raise nearly
1,500,000,000 broilers this year, 109, more
than the ‘1956 record, Farmers' chick pur
chases indicate output will show an even
hefuer jump during late February and
March. So broilers may slip below current
bargain levels in the weeks ahead. In the
big Delaware-Maryland-Virginia produc
ing areas, broilers now bring roughly 20c
a pound, about 2c below a year ago. They
topped 24c at the 1956 peak.

Eggs moved up to 32c following the an-
nouncement that Uncle Sam would step
back into the market to resume price-prop-
ping purchases.

Big Egg Production

December egg production was reported
by the Agriculiure Departmest at 5,241,
000,000, up from 4,842,000,000 the month
before and 4,976,000,000 a year earller,
Output in 1956 rose 1o 60,837,000,000 eggs
from 59,485,000,000 in 1955 and the 1945-
54 average of 57,053,000,000,
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4 DISTRIBUTED NATIONALLY

WM, H. OLDACH.

PHILADELPHIA 22, PA,

Phone: Garfield 5-1700

American & Berks Sts.

JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemisis, speclalizing
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
Egg Noodles.

3-~Semolina 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.

BIANCHI'S
Machine Shop

221 - 223 Boy St.
San Francisco 11, California

Western States
Macaroni Factory Suppliers
and
Repairing Specialists

40 Years Experience

B
|
|

i




THE MACARONI JOURNAL

March, 1957

March, 1957

ree s e

THE MACARONI JOURNAL 11
Registrants ot the Winter Workshop

Macaroni Representatives

Mr. and Mrs. Ralph Sarli, American Beauty Macaroni Co, Kansas City, Mo,
Mr, and Mrs, Sam Arena, V. Arena & Sons, Norristown, Pa.

Mr. and >Irs. Joseph Scarpaci, Bay State Macaroni Co., Everctt, Mass,
Mr, and Mrs. Paul Bienvenu, Catelli Food Products, Montreal, Canada.

Allies (continued)
Mr. and Mrs. G, F. Sicmers, Hoffmann-LaRache, Inc., Nutley, N. J.
. Mr. and Mrs. W, G. Hoskins, Glenn G. Haskins Co., Libertyville, 111
Mr. and Mis, P, M. Petersen, International Milling Co., Minncapolis, Minn.
Mr. A, L. DePasquale, International Milling Company, New York, N, Y,
Mr. and Mrs, L. A, Viviano, International Milling Co., Plainfield, N. ).
Mr. H. E. Kuchn, King Midas Flour Mills, Minncapolis, Minn.

Mr, and Mrs. Samuel Bellante, Columbus Macaroni Co., Cleveland, Ohio. Mr. and Mrs. L. 8. Swanson, King Midas Flour Mills, Minneapolis, Minn. :‘
M. ond Mrs, John Linstroth, The Creametie Company, Minneapolis, Minn, Mr. and Mrs, David Wilson, King Midas Flour Mills, New York, N, Y.
Mr. Oscar E. Garber, The Creamette Co. of Canada, Winnipeg, Canada, Mr. and Mrs. Mel Krigel, Monark Egg Corporation, Kansas City, Mo,
Mr. Peter J. Viviano, Delmonico Foods, Louisville, Ky. Mr. Joe Morrissey, John F. Morrissey & Company, St. Louis, Mo,
Mr. Dominic Palazzolo, Delmonico Foods, Cincinnati, Ohio. Mr. and Mrs. P, R, Fossen, No. Dakota Mill & Elevator, Grand Forks, N, D. i
Mr. and Mrs. Horace P. Giola, A, Gioia & Sons, Rochester, N. Y, Mr, E. ]. Thomas, North Dakota Mill & Elevator, Chicago, 11l i
Mr, and Mrs. |, H. Diamond, Gooch Food Products, Lincoln, Neb, Mr. and Mrs. W, H. Oldach, Wm. H. Oldach Company, Philadelphia, Pa, !
Mr. and Mrs. Robert Cowen, A, Goodman & Sons, Long Island City, N. Y. Mr. J. D. Langlois, Chas. Phizer & Co,, Brooklyn, N. Y. 1
Mr, and Mrs. Robert Cowen, Jr, A, Goodman & Sons, Long Island City, N. Y. Dr, C. L. Wrenshall, Chas. Pfizer & Co., Brooklyn, N. Y, |
Mr, and Mrs. A, Irving Grass, 1. ], Grass Noadle Company, Chicago, I Mr. and Mrs, John Dunn, Rodney Milling Co,, Kinsas City, Mo, 1
Mr. C. L. Pickent, Incdustria de Pastas, Dominican Republic. Mr. Charles Rossotti, Rossotti Lithograph Corp, North Bergen, N. |
Mr. W. L. Nield, David Kerr, Inc, Baltimore, Md, Mr. and Mrs. John Tobia, Rossotti Lithograph Corp., North Bergen, N. ],
Mr. and Mrs. Peter LaRosa, V., LaRow & Sons, Brooklyn, New York. Mr. K. A, MacDonald, Rossotti Lithograph Corporation, Chicago, Il
Mr. and Mrs. Vincent F, LaRosa, V. LaRosa & Sons, Brooklyn, N. Y, Mr. Ab Jackson, Jr., Rossotti Lithograph Corporation, New Orleans, La.
Mr. and Mrs. Vincent P. LaRosa, V. LaRosa & Sons, Hatboro, P'a. Mr. J. R. Aflleck, William Penm Flour Mills, Philadelphia, Pa, JOHN B. BEAN
Mr. and Mrs. John Cuneo, Jr., V. LaRosa & Sons, Brooklyn, N. Y. Mr. Don Fletcher, Rust Prevention Association, Minneapolis, Minn. Joh '
i Mr, Joseph Kurtz, Magic Chef Foods, Bridgeport, Pa, Mr. and Mrs. C. M. Buchanan, Van Sant, Dugdale & Co., Baltimore, Md. ohn Bean, V-P BS s 1
1 S Mr, and Mrs. C. W, Wolle, Megs Macaroni Co., Harrisburg, Pa. Mr.and Mrs. John Viviano, Detroit, Mich, John B. Bean was clected a Vice Presi- ¥
MRS. JOHN ), CUNEO, JR, Mr. and Mrs. H. Edward Toner, C. F, Mueller Company, Jersey City, N. |. l|l'llll of lu‘luruulmrml Milling Company, |
Mr, and Mrs. C. F. Mueller, C. F. Mueller Company, Jersey City, N. J. ) ) Minneapolis, av the annual mecting of 14
The Bride Wore Pink Mr. and Mrs. J. L. ‘Tujague, National Food Products, New Orleans, La. Winter Workshop must he sufficient evidence, however, o the Board of Directors. Mr. Bean s a | 1
Mr. and Mrs, John J. Gunco, Jr. have g0 ond Mes. R, M. Green, Natlonal Macaroni Association, Palatine, 111, (Continued from page 6) warrant investigation and pursuance of  grandson of the founder of International. :
returned from their honeymoon at Aca-  yyp zp, J. Bonnz, Secretary Emeritus, N. M, M. A, Braidwood, 111 princinles of pack e s b the complaint, He is a graduate of Blake School, Minne- {
pulco, Mexico City and Miami Beach. yyo ang” ars, 5 R, Jacobs, National Macaroni Association, Orlando, Fla. l":;tbp.ca “] P:a ,“g;: (;"gn “lut, lls: At the Assaciation Dinner Party the  apolis, and  Amherst College.  During | H
They were wed January 12 in Manhasset,  aqe fames ], Winston, National Macaroni Association, New York, N. Y. T{"m Imi.iy! Y ‘;‘"‘; ““mi' 2 '“'1 final night gifts of Lurex made by Do.  World War 1* he served as a llying officer | #
New York. Mr. and Mrs. Anthony Cantella, Prince Macaroni Co,, Brooklyn, N. Y. B hitley ol he Dotickmun Com,  eckmun were presented by Ennis Whit. in the Navy vir Corps. ‘ '
Mrs. Cunco, the former Josephine La-  nyrand Mrs. Alfred Rossi, Procino-Rossi Corporation, Aubur, N. Y. b Bl Ko gl Bl ~ Oher offivers remain as last year. They
Rasa, is daughter of Mr. and Mrs. Peter  zfye Flena Pensone, Procino-Rossi Corporation, Auburn, N. Y. P‘t';l’ ':; AL i“K “I; "“[ ﬁ"‘“':; O ING To sum up: The convention went on include Chas. Ritz, Chaimuan of - the
LaRosa of the macaroni manufacturing A, and Mrs, Maurice L. Ryan, Quality Macaroni Co., St. Paul, Minn, s » record as supporting Senate Bill 323 g Board; Atherion Bean, President: A, B
firm, V. LaRosa & Sons. Mr. and Mrs, A. J. Ravarino, Ravarino & Freschi, St. Louis, Mo, 'Uu the important matter of costs, P. ] encourage the production of durum by Dygert, John "Tatam, W, G, McLaughlin,
| Mr, Cuneo is a New York boy who e oand Mrs. T, 'A. Cuneo, Ronco Foods, Memphis, Tenn. Viviano of Delmonico Foods pointed out  penmitting growers one estra acre for .\Iul(.uhu B McDonald, P M. Petersen,
graduated from Seaton Hall with a degree e and Mrs. E. Ronzoni, Jr.. Ronzoni Macaroni Co,, Long Island City, N. Y. that during the past two years there have  every one taken from their regular allot- M. Fo Vaughn, P, N'_N'-'“v “'-.“: ‘||=ls:t'll- 1
in Business Administration. He served a8 Ar and Mrs, N, J. Roth, Roth Noodle Company, Pittsburgh, Pa. lieen two general freight increases amount-  ment for the planting of durum, Contin- ~ Heyer, I A llvn:lruksc.m. W, I, Kirk, i
a First Licutenant in the Army in Land-  zrr apid Mrs, Raymond ]. Guerrisi, San Giorgio Macaroni, Leban n, Pa, ing to 15%, two general wage increases  ued durum researeh and industry produce @l Vice Presidents; 1. E, Towleu, Seere |
sthul, Germany from 1952 to 1955. He is  \jr and Mrs. T, R. Sills, T, R. Sills & Company, Chicago, 1. amounting to 10:12%, increased costs for  promotion was endorsed. A warning on the  try amd General Counsel; M. W. Ander- Hy
‘ a member of the New York Athletic Club  aqe and Mrs. Lloyd E. Skinner, Skinner Manufacturing Co., Omaha, Neb. packaging, and overhead, particularly in  rising rate of cost increases and the need S0 .\“Is:nlm .‘u-l_r_:-mry.ln-.-uun'r: R. I i
'[ and a participant of their swimming and  \py. and Mrs. Albert S, Weiss, Weiss Noadle Gompany, Cleveland, Ohio. selling and advertising expenses. Replace-  for honest, aler, hard-hitting selling was  Jewett, Assistant Treasurer, 1

water polo teams,

Macaroni Newsreel

breakfast made of noodles, and we think
it's a pretty good piece that will be talked
about and will go well,

(2) Cream Cheese Noodles for lunch.
Photo will be in black and white and
color.

(3) A dinner item, Noodles with Mus-

wrd Franks. We think we can get good  Mr. and Mrs. Charles €. Chinski, Commander-Larabee, New York, N. Y. of Consultation, Federal Trade Commis- 5 qiles administration, marketing, trade  Co. since 1924, has been a direcor of
cooperation from the meat industry to sell  Mr. and Mrs, Ellis English, Commander-Larabee, Minncapolis, Minn. sion, Mr, Gra.n:le)' pointed out that his practices, and similar subjects we can get  General Mills since 1952, He s a mem-
franklurters, M1, and Mrs. Clifford Kutz, Commander-Larabee, Minneapolis, Minn. offices are available for conmllali_ml and  hore out of this meeting than probably  ber of the Nutional Agricnltural Advisory
(1) Fried Noodles as horsd'oeuvres, late  Mr. and Mrs, O. G, Crawlord, Commander-Larabee, Little Rock, Ark. interpretation of rulings of the FTC: they iy other meeting we have ever had,  Commission  appointed by President
evening snacks, and we also have some  Mr. and Mrs. J. Vetter Quinlan, Commander-Larabee, Cincinnat, Ohio. are desirous of being helpful and not e problems of rising costs are most  Eisenhower,
nuodle recipes for dessert. 1 think you  Mr. and Mrs. ]. DeFrancisd, Dul-'ranci.'wi Machine Corp,, Brooklyn, N. 'Y. merely policemen. Mr. Weiss Ehl’”:lt‘ll the important. And there is the problem in A-1 Ownershi
will find that along with the other maca-  Mr. and Mrs. 1. Bontempi, DeFrandisci Machine Corp., Brooklyn, N. Y. lntthil.lic.l of filing complaints with the  (hawing adequate profits. 1 think it Is R i AVl 'tmi:tvnl o ksl Bl )
roni and spaghetti piciures and stories  Mr. Ennis Whitley, The Dobeckmun Company, Cleveland, Ohio. Commission when a manufacturer feels he am, | é ] !

that are going to be put out, this will be
a very successful promotion.

1 think that 1957 should be a strong
year for the industry; and we can sell more

macaroni, utilizing the tools that we have make the complaint a matter of record,  keep up with danges, then 1 think your Correction ]
at hand, if we utilize them intelligently, Mr. and Mrs. W, A, Luhln:?n. Jr., General Mills, Minncapolis, Minn. the filing of his complaint through the [uwre will be rather short. We have all New telephone number for Sills New |
elliciently, and vigorously. I think we can ~ Mr. and Mrs, Lee Merry, ('l-‘ill'l‘fﬂ Mills, Minneapolis, Minn. Secretary's office can be done anonymously  got to make sulficient profits to look 10 York office is LEhigh 21414, not LExing- It
make this a great sales year. Mr. and Mrs, Harry L. Bailey, General Mills, Coral Gables, Fla. or on his letterhead, as he chooses, There f

Allies

Mr, and Mrs. V. ]. Benincasa, Dallas Egg Products, Zanesville, Ohio.

Dr. Mario Braibanti, M & G Braibant, Milan, Italy,

Miss Nicoletta Draibanti, M & G Braibanti, Milan, lualy.

Mr. R. W. Hauenstein, Braibanti-Lehara Corp, New York, N. Y.
Mr: C. F. Moulton, Braibanti-Lehara Corp.,, New York, N. Y.
Mr. §. Campanella, 5, Campanella & Son, Jersey City, N. ],

Mr. John Amate, Clermont Machine Co., Brooklyn, N. Y.

Mr. and Mrs. Ray Wentzel, Doughboy Industries, New Richmond, Wis.

Miss Ruth Behnke, Durum Wheat Institute, Chicago, 111
Howard Lampman, Durum Wheat Institute, Chicago, IlL.

Mr.
Mr,
Mr.

Charles E. Grandey, Federal Trade Commission, Washington, D. C.
and Mrs. Elihu Robinson, Food Publishing Company, New York, N, Y.

ment costs of production equipment and
building have more than doubled in recent
years and cash discounts have gone to 19,

riety of suggestions and deep penetration
into the problems of selling and market-
ing. Participants found the sessions stimu-
lating.

Work of the Trade Practice Rules Com-
mittee was discussed by Chairman Albert
Weiss and Charles E. Grandey, Director

is ‘being injured by unfair competitive
tactics, Complaints may be filed directly
with the Federal Trade Commission or il
the manufacturer wants the Committee to

stressed. ‘The serious suggestion 1o keep
an open mind on new ideas for the im-

Beach again as the site of the Winter
Meeting for January, 1958,

President’s Remarks

(Continued from page 8)
of your programs. [ feel that il we ex-
change our ideas and experiences frankly

essential that everyone checks frequently
to see that he is making a good profit be-
cause il you don’t have something to put
back in that business, if you don't have
something o buy that new equipment to

the future. Thank you.

At the recent annual meeting of the
stockholders, the entire Board of Direc

. : . il visl 3 provement of the product, the package, 10T Wil reselected and consists af Chas.
e 98 Mr. Eugene Kulm, Amber Milling _.l').“i"m." .GT'\' &:'" Paol, Mian, from 29, Alert management must review  yud the means for [(r(-uliu rmmlum-r ",c Ritz, Atherton Bean, John I Bean, AL B

| (Continued from page 28) Mr. Jess Cook, Amber Milling Division, GTA, St Paul, Minn, Ads I ! ’

' jon “Noodles Around the Clock  Mr, Conrad Ambrette, Ambrette Machinery Corp., Brooklyn, N. Y. cost factors regularly and keep in position  ¢eprance was made, Dygert, 11 E. Howlett, M. B. McDonald,

| it G i Sty etic” Ambi Machi Corp., Brooklyn, N. Y to withstand their ever-increasing pressure, Record attendance, warm weather, and W+ G McLaughlin, PN, Ness, 18 M,
Some of the pictures we will use during  Mrs, Paul Ambrette, Ambrette Machinery Corp., Brooklyn, . Y. R S R T i iR 'L Peterscrn, John Tatam and M. F. Vaughn.

| this period are: Mr. and Mrs. E. J. King, Ambrette Machinery Corp., Brooklyn, N, Y, JDle di Ii b“ “l‘ "; q lc 2 R b ! t-l?il_"_ ial:rrlnllull‘_tllnu..is were: instrumental .

i (1) Noodle Silver Dollar Pancakes, a  Mr. and Mrs. D. J. Purcell, Armour & Company, Chicago, Il table discussion brought forth a wide va- in selecting the Flamingo Hotel at Miami - g \nk Elects Stevens

Don A Stevens, vice-president and di-
rectar of the Flour Division of General
Mills, Ine., was eleaed o the boand of
divectors of the First National Bank of
Minneapolis at the annual meeting ol
stockholders. Mr. Stevens, associated with
General Mills and the Washburn Crosby

Los Angeles, California macaroni manu-
facturers, has announced acquisition of
one hundied per cent interest in the
company.

ton 21414 as seported last month,
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RETROSPECTIONS

35 Years Ago — March 1922

e 1922 convention to be held at the Clil-
ton House, Niagara Falls, Canada, June
1921,

e E. C. Baum of Joc Lowe Company,
Brooklyn, is on a tour of the Orient study-
ing egg drying procedures.

o Food prices dropped 59 in January
from the December figures released by
government bureau,

e The Macaroni Foods Corporation,
Omaha, Nebraska, registered fts trade-
mark “Red Top."

o Washburn Crosby Company, Minneap-
olis, purchased the powerful machine that
operated the famous Ferris Wheel at the
Columbian Exposition in Chicago and will
use it 1o operate its wheat milling equip-
ment,

o Porter-Scarpelli Macaroni Company,
Portland, Oregon, reported a total output
of 1,750,000 pounds of all types of maca-
roni products in 1921,

e The Chester Macaroni Company closed
its plant in Chester, Pennsylvania,

e The New England Macaroni Company,
New Haven, was sold to Frank Teitelman.

25 Years Ago — March 1932

o Price cutting called “lolly” by macaroni
manufacturers. Sensible production, better
cost knowledge and greater fairness in
getting business recommended as ways to
combat the depression,

o “Insects in Macaroni” discussed by Dr.,
E. A. Beck, Entomologist, U. 5. Depart-
ment of Agriculture,

e Italian families in this country prefer
spaghetti, West Indians choose beans, and
Jewish families give preference to bread
and potatoes.

e The LaPremiata Macaroni Company
has been organized to take over the plant
and operations of the Conneliwille Maca-
roni Company, Connellsville, Pennsyl-
vania, and the W. Bochm Company of
Pitsburgh. Laurence E. Cuneo hay been
clected president.

e Knute Rockne, famous Notre Dame
foothall coach says, “Selling is like foot-
ball — it is a problem of getting the right
men, nio swellheads, complainers, or quit-
ters,”

o "Golden Egg" is registered as the trade-
mark for products of the Golden Egg Cor-
poration, New York City.

o st NMMAL President and  Mrs,
Frank L. Zeregn return from a three-
month tour of France and Italy.

15 Years Ago — March, 1942

e "Greatest war need is wholchearted
employeremptoyee cooperation for pro-
duction,” says Gordon L. Hostetter, Direc-
tor of the Employers' Association of
Chicago.

e Sccretary Morgenthau speaks before the
Advertising Club of Baltimore, and rec-
ommends lending your savings to save
your country.

o Flower City Macarani Company, Roch-
ester, New York, J. C. Melsenzahl, presi-
dent, changes its name to Meisenzahl
Food Products,

o Freight rates to increase from 3 to 6%,
according to an announcement made by
the Interstate Commerce Commission.

# Three Gioia brothers, Joseph, Anthony,
and Horace, are among the macaroni
manufacturers representing the industry
in the service of Uncle Sam.

o Robert Kurtz, former macaroni and
noodle manufacturer, died February 25,
1142, at Philadelphia,

e U, S. Chamber of Commerce meets in
Chicago at the Stevens Hotel due to the
crowded situation in Washington, D. C,

5 Years Ago— March, 1952

e “The Winner Dinner" promotion was
launched by six industries that pooled
their advertising resources to back the
greatest interindustry product selling pro-
yram ever developed,

o Durum wheat stocks of 89,132,000 bush-
¢ls were on hand the beginning of the
year, down about 7,000,000 bushels from
that on hand xyear ago.

e Notice was given by Conrad Ambrette
and Joseph DeFrandscl, doing business as
the Consolidated Macaroni Machine Cor-
poration, that cach would be doing busi-
ness as separate companices after January
31, 1952,

e The C. F. Mucller Company of Jersey
City, New Jersey, launches the biggest
advertising campaign in its history, using
newspapers, radio and TV,

e The Buitoni Macaroni Corporation
moved from 99 Hudson Street, New York
City, to South Hackensack, New Jersey.

e The Hugé Company announces the
formation of a new division, to be known
as the American Sanitation Institte, The
division will specialire in making sanita-
tion surveys and studies of food process.
ing plants,

e Humt Foads, Inc., launched huge cam-
paign on tomato sauce,
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CLASSIFIED
ADVERTISING RATES
Display Advertising.Ratcs on Application
Want Ads. rrrvereneer5 Cents per Line

WANTED — Used short-cut macaroni dryer
obout 120 drawer curacltv or more. Write
Piaffman Company, 1930 W. 77th Street,
Clevelond 2, Ohio.
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Mrs. Rosa Freschi Dies

Mrs. Rosa Freschi, 76, widow of A.
Joseph Freschi, president and co-founder
of Ravarino R Freschi, Inc., died at' St
Louis January 22, She had been hospitali:
ired since early December,

Mr. Freschi, who helped establish the
macaroni products firm in 1900, died in
1949, Surviving are a daughter, Miss Helen
Freschi, and two sons, Robert A, Freschi
and William J. Freschi, officers of Rava-
rino & Freschi, Inc, The widow lived at
214 Jeflerson Road, Webster Groves.

Angelino Merlino Dies

Angelino Merlino, a native of Italy, who
built the Seattle Macaroni Factory and
the Eagle Fixture Company building in
Seattle, Washington, in 1915 and for many
years held an interest in these firms, dicd
recently. In 1981 he completed the two-
story building thut now houses the Ange-
lino and Sons Company in Seattle. He
also was the sole owner of the Metropoli-
tan Grocery Company, a wholesale con-
cern, which imported alive oil and other
products from Italy and other European
states,

P - e
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CHECK AND FILE THIS

IMPORTANT INFORMATION

FACT FILE ov ENRICHMENT

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

ALL FIGURES ARE IN MILLIGRAMS PER POUND

Thiamine Hydrochloride (B,)
Riboflavin (B2} +.vvvvuns

1103 [ S ——

Iron .ovvnnnnn sessaenans

Min, Max.

i asvievaann i 40 5.0
T L e I ] 2.2
wists s e vaabetes s A0 34.0
...... spisaeshi 16.5

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

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

For macaroni, spaghett], etc., from
which cooking water Is discarded—
Four ounces when coocked supply the
following of the minimum dally require-
ments:
Yitamin By ..... «+50%
Vitamin By .......15%
Iron v oovivenns . 32.5%
Niacin .....4.0 milligrams

For short-cut goods from which cook-
ing water is not usually discorded—
Two ounces when cooked supply the fol-
owing of the minimum daily require-
ments:
VitaminBy .......50%
Vitamin B .......10.5%
Iron vovvenvresa16,2%
Niacin .....3.4 milligrams

....I..IllIIIII..lII.....'.I'.lI:I........I.'."....."ll.l.!.."

for batch mixing

‘ROCHE’ SQUARE
ENRICHMENT WAFERS

Each SQUARE wafer
contains all the vita-
mins and minerals
needed to enrich
100 Ibs. of semolina,
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.

for mechanical feeding
with any continuous press

enrichment PREMIX

containing ‘ROCHE’ VITAMINS

1 ounce of this pow-
dered concentrate
added to 100 Ibs, of
semolina enriches 1o
the levels required
by the Federal
Standards of Iden-
tity. If you use a con-
tinuous press, get the
facts now on mechanical feeding of en-
richment premix with '‘Roche' vitamins,

VITAMINS ‘ROCHE’

For help o1 any problem inveolving enrichment, write to

Yitamin Division -

Hoffmann-Lla 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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A SPECIAL PROMOTION SERVICE

’ rrRom General Mills
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AVAILABLE ON REQUEST® , .. an 8x10 inch color transparency or black amd white print of this phote o use in your own advertising,

An Italian treat to spice your sales

ITALIAN SPAGHETTI WITH MEAT BALLS, a savory dish spiced with
zesty Italian tomato sauce, was created by Betty Crocker of
General Mills to help you sell more of your products. Just
feature this appetizing dish (and the other tasty reripes
included in the Macaroni Spaghetti Noodle Handbook shown
at right) as service to your customers. Show them unusual,
delicious ways to serve your spaghetti, noodles and macaroni
pl:o'h;cta ... and they'll reward you by purchasing more of
them

Betty Crecker, the symbol of good eating to millions of

*Offer limited to mannfaciurers in United Stoles

housewives, has home-tested these recipes among all types
of families . . . and all won an enthusiastic reception. Offer
homemakers this attractive Handbook on your package, in
your advertisements, and in your gales literature, It will help
you sell consumers and grocersa alike.

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 and
price information, contact your Genoral Mills
salesman or write to:

purum saLes o General Mills

MINNEAPOLIS 1, MINNESOTA
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