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Something Extra In Macaroni Packaging!

The appetizing food pictorial illustrated below is just one of
the many EXTRA services Rossotti offers macaroni manu-
facturers in producing-up-to-date and directly sales appeal-
ing cartons. Our library of food pictorials covers practically
every type of macaroni product prepared in every conceive
able manner, Depending upon the style of macaroni you are
going to package, you may choose any one of a number of
‘ood pictorials, which will be lithographed on your carton.

The Rossotti organization has kept right in step with this
merchandising trend, That’s why every carton job we tackle
starts . . . not on the artist'’s casel, but practically on the

open market . . . with a thorough survey and a compré-
hensive analysis of the point-of-sale problems. We build
your package for self-service, not shelf-service. It is designed
with dignity to compete successfully against all comers.
Often we discover new serving suggestions in the Rossotti
Kitchen . . . or nutritional values that may be emphasized
to increase consumer acceptance—bring wider use—and up
sales.

Do as so many other successful macaroni manufacturers are
doing. Call us in on your packaging problems. Get the
benefit of our EXTRA services that mean so much to your
sales and profits,

Will you make this
simple test? Cut out
this Pictorial and
place it on your
present package.
Doesn't it whet your
appetite for a good,
appetizing Macaroni
dish? It will have
the same cffect on
shoppersin Self-
Service storcs.

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

oS Ssoffy

“EIRST IN MACARONI PACKAGING"

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

KOSSOTTI CALIFORNIA LITHOGRAPH CORPORATION

5700 Third Street, San Francisco 24, California

SALES OFFICES: Naw York ® Rechestar ® Boston ® Philedelphie ® Chicago ¢ Orlande ©® Houston ® Los Angales ® Fremno ® Sesttle
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IINIFORMITY

You know how much easier it is to control
the quality of macaroni prodncts when you
can rely upon uniform colo. and quality of
the Semolina you use.

But, do you know that Amber’s Venezia No. 1
Semolina sets indus.., standards for uniform
color and quality, shipment after shipment?
Leading manufacturers of macaroni products
depend upon Amber’s Venezia No.1Semolina
to help maintain their reputation for quality.

AMBER MILLING DIVISION

Farmers Union Grain Terminal Association

MILLS AT RUSH CITY, MINNESOTA GINERAL OFFICES ST. PAUL 8, MINNESOTA
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Macaroni for meatless meals c}uickly brings to mind
that old favorite combination ol macaroni and cheese
— but there are other combinations as well, See the rec
ipes on pages 16 and 17,
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Macaroni Manufacturers Look at 1957

N summing up business activity for

1956 Time magazine said: “By virtu.
ally every economic measure this was the
greatest year in history, Yet, many Ameri-
cans hardly scemed to notice the amazing
performance of the mightiest economy
mankind has ever known, Just as the na-
tion was once resigned to a depression
psychology, the U, S, was now In the
heady grip of a prosperity psychology,

"Only when measured against produc
tion and consumption of the rest of the
world was the size of the boom clearly
apparent, In 1956, with barely 6149, of
the world's population, -the U. S, pro-
duced — and rapidly consumed — 609, of
the world's goods,”

Macaroni production rose about 314%,
from last year's 1,042,170,497 pounds to
reach about 1,081,000,000 pounds, With
a population of about 168,000,000, per
capita consumption was about 6.4 pounds,
close to the figures of the previous three
years,

Durum Comeback

1956 will be known as the year of the
durum comeback, Despite drought in
South Dakota, severe hail damage in
northeastern North Dakota, across the
board yiclds were good and prices favor-
able, With legislation giving growers ex-
tra acres to their wheae allounents, North
Dakota produced 19,600,000 bushels;
amazing Montana, 18,093,000; South Da-
kota 1,040,000; and Minnesota 874,000;
total 39,607,000 against last year's 20,
599,000, The durum comeback helped
durum millers boost their grind 107,811
hundredweights over last year's run: 7,
404,206 cwt, compared to 7,296,395,

The top cash price for No. 2 Hard Am-
ber Durum at Minncapolis in 1956 was
$285 during the first week in January.
Prices dropped only 10-15¢ during the
first five months, and then dedined a bit
more during the favorable growing season
to reach a low of $2.56 in mid-September.
Strong export demand created by adverse
wops in Europe, plus government sub-
sidy, strengthened durum prices in the
fall. The price ranged $2.65-2.68 at the
end of December,

Rust Resistant Seed

Despite some loss from hail damage
there should be enough seed to plant the
entire durum crop in 1957 with strains
resistant to 158 rust, Combined industry
and governmental action on the 15B epi-
demic produced amazingly fast results
through efforts that should be maintained
as insurance against similar catastrophes,

Eggs were plentiful in 1956, During
the fall the government bouglit shell eggs
for the school lunch program to stabilize
prices, Some $6,600,000 was spent to pur-
chase 584,184 cases. Shell cgg prices in
Chicago slid from 45c in January to 26.5¢

August 17, Frozen 1439, yolks selling at
55c at the beginning of the year ranged
19-52c at year's end, Frozen whites sold
“at lower levels than the year previous,
Apparently more dried yolk solids are
being used by noodle manufacturers with
prices ranging at year's end at §1.02-1.11,

All Food Abundam

All food was in abundant supply, Beel
production in 1956 set a record, Pork,
while sligltly under last year's banner
supply, was being promoted by the U, 8.
Department of Agriculiure, ‘Turkeys, ham-
burger, and lard were purchased, in addi.
tion to eggs, to strengthen prices during
the fall. Potatoes, which had a wwo-week
shortage during 1 ¢ summer, were back
in abundant su;ply. In fact, all foods
were fighting {cr a place on the American
table, and industry promotions of every
sort were being planned.

During Lent 1956 macaroni and cheese
was pushed by the American Dairy Asso-
ciation while Kraft Foods advertised in
Life magazine. The Carnation Company
won a Topics Publishing Company award
for related-item promotions with their
Lenten macareni and cheese drive,

During the summer publicity released,
from the National Macaroni Institute
kept things humming for summer salad
ticsins. In the fall, the Low Calori¢
Quickie Dinner won interest and support
not only from macaroni manufacturers,
food page editors, radio and television
broadcasters, but related-llem producers
as well. At year's end American Dairy
Association was planning advertising fea-
turing cheese sauce on a noodle casserole,
and Carnation is again tying up with
macaroni and adding tuna support to
their Lenten drive,

Cautious Optimisn

What about 19572 Macaroni manufac-
turers look at the new year with cautioue
optimism. With rising costs and increas.
ing competition there is bound to be a
squeeze on profits,

Just about everyone in the macaroni
business looks for general conditions to
hold jts own, or improve. The few excep-
tions who look for a decline in general
husiness think that such a drop would
help macaroni sales and imply that pros.
perity hasn't helped them as it should,

As for macaroni-noodle sales, 709, of
the respondents 1o a National Macaroni
Manufacturers Association questionnaire
look for improvement. 25% think busi-
ness will hold the 1956 level; 5%, look for
a decline,

The Use of Durum

Surveying the swing back to durum, it
appears that almost three-quarters of the
firms, which was a good representative

sumple of both size and distribution
across the country, have gone back 1o
10095 semolina for macaroni products. A
few are using only 75% durum in their
blend, and an equal number are using no
durum at all. One firm reported con-
tinued use of a 50/50 mix,

When it comes to noodles, durum losus
ground, While the majority reporiing
have gone back to 100%, durum flour, the
next largest category is using no durum
at all, ‘The reports indicate that a 5050
mix is popular with 2 few here and there
using 7525 and even the other way
around — 25% durum and 75% hard
wheat,

How Much Premium?

‘l'o the question, “How much of a pre.
mium is durum worth?” an important
noodle manufacturer said: “We do not
feel that we are paying a premium for
1009, durum.” In contrast to reports a
year ago when some manufacturers said
they would pay as much as §2 a hundred
premium, the highest figure given now is
$1; several said only a 20-25¢ spread or in
some instances 3040c was jusified, but
the greatest number thought that 5(c was
the premivm durum should command.

Five out of eight respondents are en-
riching their products,

One out of three macaroni manufac-
turers olfers a sauce for sale. Here and
there a few firms sell ingredients for com:
bination dinners, and while frozen foods
are in the headlines, only two or thr.c
macaroni manufacturers are actively en-
gaged in such processing.

New Construction

Some new plant construction is on the
drawing Loards for 1957, and plant ex-
pansion iy planned by more than hall of
the firms replying to the questionnaire,
Packagir.g equipment, dryers, presses, and
flour handling equipment were listed in
that order. No one reported unusual
processing problems.

Packaging changes are contemplated by
less than half of the respondents, with the
trend definitely toward visibility with pro-
tection,  Polyethylene is being used by a
few firms and onc company has gone to
a mylar package. Another firm reports
discontinuing cellophane for cartons only.

Harder Selling

Increased sales forces are planned by
two out of three firms reporting, with a
few saying “maybe” Advertising will
cven get a stronger push with inceased
schedules planned by three out of four
reporting,

On the profit side, 509, are optimistic
and: look for improvement in 1957, while
40% look for the same level as 1956, and
10%, see profits going down,
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More Macaroni Eaten
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Americans consumed inore macaroni in 1956, With production about 3.5% beuter
than 1955, and exports offsetting imports, consumption by 168,000,000 diners amounted
10 6.4 pounds apiece during the year. A tabulation for the past ten years follows:

Population
Macaroni  Macaroni Macaroni  American in Per Capita
Yenr Produced  Exported Imported Consumption Millions Consumption
1947 931,710,000 74,634,000 793,000 857,869,000  144.0 6.0
1918 1,189,747,000 223,782,000 717,000 916,732,000  146.6 6.2
1949 055,436,000 23,200,000 689,000 932,925000  149.2 6.3
1050 057,469,000 8,826,000 862,000 949,505,000  151.1 6.3
1051 1,045,236,000 4,750,000 981,000 1,042,467,000 1544 6.8
1052 1,067,242,000 6,150,000 2,749,000 1,0068,841,000  157.0 6.8
1958 1,027,.941,000  6512,000 2,343,000 1,028,772,000 1592 64
1954 1,040,815000 5589442 4,639,994 1,039,766,000 163.0 G4
1955  1,042,170,000 5285450 5262574 1,042,147,000 1650 6.3
1956  1,081,000,000 not yet available 1,081,000,000 168.0 64

Macaroni of the Month

Each month, through the offices of the
National Macaroni Institute, members
take turns in sending food editors around
the country gift boxes accompanied by
recipes prepared by the home economists
of T. R. Sills & Company.

January's gift was sent by Ravarino &
Freschi of St. Louls. It consisted of lin.
guini, pastina, mostaccioli, and skroodles
—R & F's patented name for a cork-screw
style noodle product.

Recipes for each product were accom-
panied by this preface: “Streamlining has
added immeasurably to our lives. Cans
are slecker, homes are easier to carc for
and even meal preparation has been sim-
plified. For instance, there are many deli-
cious macaron! products specialties that
heretofore took hours to prepare and now
may be made in minutes thanks to short
cuts made possible by today's food proc-
cssing.

“We have chosen a quartet of taste-
tempting treats with timesaving aspects.
Although these recipes are easy to tumn
out, they still have that old-fashioned
flavor, In the case of the linguini with
clam sauce, canned clams save precious
minutes while much valuable time is
gained by using canned carrot juice rather
than paring, cooking and sizving carrous
for the carrot pastina soup. Similarly,
frozen vegetables make the assembling
of a spinach mostaccioli casserole and the
skroodles with cauliffower a cinch.”

Food Expenditures Up

Total consumer food expenditures in
1056 established a new record topping
$70,000,000,000, compared with $67,000,
000,000 in 1955 and $16,000,000,000 in
1939, In addition, consumers bought
more than $5,000,000,000 worth of other
grocery products —soaps, detergents,
cleansers, waxts, houschold paper goods,

ele,

Paul S. Willis, president of Grocery
Manufacturers of America, Inc, stat:s:
“With the industry’s peak productivity,
with a growing population, more fimi-
lies earning higher incomes, and more
people wanting to live better, food spend-
ing may well reach $73,000,000,000 next
year, and substantial increases are also
expected for other grocery products.

Along with this considerable rise in vol-
ume, wei expect that 1957 will be a year
in which minagement will consolidate its
gains, strer gthening its financial position,
and integating its operations.”

Since 1946, when materials and new
equipment first became available after the

war, grocery manufacturers have invested -

record amounts in expanding and replac:
ing plant and equipment, The cumula-
tive investment for this 10-year period
adds up to about $6,000,000,000, Mow
with the catchup factor out of the pic-
ture, with many new plants built and in
operation, and with moncy supply tight,
the investment picture enters 2 new
phase — one of consolidation and integra-
* tion,

Mr. Willls secs the job so well done
that it poses a challenge for the future.
“A good portion of our food spending is
in the discretlonary category; and this
will be incremsingly so in the future,
Most people are already well and con-
veniently fed. That means that further
grocery sales increases must be obtained
in competition with other industries,
which are these days bidding louder and
more vigorously than ever before, for a
larger share of the consumer’s dollar.”

Outdoor Adnrtitin?

Use of outdoor advertising by grocery
yroduct manufacturers will set a new rec
ord in 1956. When the figures are added,
it is expected that they will tcral well in
excess of the §$51,508,000 invested in the
medium by food, soft drink, and beer
advertisers in 1955,

As a case in point, an outstanding sales
experience Is that of the San Giorgio
Macaroni Company, Several summers ago
this Pennsylvania manufacturer occupled
ninth place in macaroni sales in the Phila.
delphia market, and had no chain store
distribution. In June they bought a small
poster coverage in the Philadelphia mar-
ket loll:rnmnlc the idea of macaroni salad,
No other media were used, The results
were startling, Although the company had
a large Inventory on hand, demand for
their product became so great that plans
to close down the factory for the annual
two-week summer vacation had to be can-
celled. Within two years, San Giorgio
achieved full chain store distribution and

February, 1957

Durum Prices

The Grain Market News put out by
the Grain Division, Agricultuzal Market-
ing Service, U. S. Department of Agrl-*
culture, reports the price range of No, 2
Hard Amber Durum per bushel at the
Minneapolis market. Here is a tabulation
of weekly ranges through 1956:

January 5 §2.70-§2.85
January 12— 2.70- 282
January 19— 2.70- 282
January 26— 2.62- 277
Fehruary 2o 257 270
Febrvary 9 2.60- 275
LT 2 | T 2,60. 2.7
February 23 —  260. 2,72
March oo 2.60- 270
March 8 2,60- 2,70
March 15 2.63- 2.78
March 22 2.68. 2.70
March 29 2.68- 2.70

April B 2.68- 2.70
April 12 268270
April 19— 268270
April 26— 203272
May S 268272
May 10— 268278
May 17— . 2.68- 275
May 24 268 27
May 81— 2.68- 2.73
June 7 270 2,75
June M 2.58- 2068
June 21 256- 263
June 28— 2.56- 2.63
July 6 257 2.05
July 18— 256 265
July 20— 257- 267
July 27— 2.57- 2.8
August 2 255 265

August 9 2.54- 2.05
August 16 2,55 2,65
August 28 250- 261
August 30 2.48. 259

September 6...._..._...: 2.50. 2.57

September 13 2.52- 2.59
September 20 2.50. 256
September 27 2.50- 2.56
Oclober 4 2.50. 256
October 11 2.50- 2,57
October 18—, 250- 260
October 25 . 251- 2.58
November lo———n.. 2.60- 2.66
November B 2.61- 2,66
November 15— 2.62- 2,66

November 21 . 2.75- 2,78
November 29, 2.67- 271
December e 2.69- 2.72
December 18— 2.66- 2.69
December 20— .. 2.67- 271
December 27— 2.65- 2,69

captured sales leadenship in Philadelphia.

Propanents of outdoor advertising con-
tend that their medium is particularly
effective under today's increasingly Lusy
and complex living patterns, They say
that contemporary Jiving, with its mul-
tiple interests, anxieties, and preoccupa-
tions, tends to make people inautentive
and * forgetful. Accordingly, advertisers
need just what outdoor provides — big,
colorful messages that transmit a quick,
yet complete, selling idea, with constant
repetition.

February, 1957

THE MAGARON] JOURNAL

-1

the fastest,
the most efficient
“self-controlled” room

ries Spaghetti in less than hours

after leaving automatic preliminary dryer

.d)es your existing operation contain all these?

SR e j QU'CK POSITIVE DRYING to reduce drying space
CHIEK ___I STRAIGHT FIRM DRYING for less packing waste
CHIkk 1 j NO STRETCHING remains ot die size

CHEEK bt ::I SANITARY CONSTRUCTION easy fo keep clean

156 Sixth Street Brooklyn 15, New York

MACHINERY CORP.

e ———— —
- e s

i

T e S T A A S

_:-:.-_-—__n_-:_s-!-ﬂn-u'u-.—__A

B s L




L P L A AL Tt s et e ndd

THE MACARONI JOURNAL

February, 1957

The Origin of Wheat
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RUSSELL B. WIDDIFIELD

From Wueat, Buean, asp Man —by Rus.
sell 0. Widdifield, Extension Program Di-
veclor at the North Dakota Agriculiural
College, Fargo.

HE origin of wheat is unknown.
There are several theories, however,
as to its origin. In a series of articles en-
titled "What I Know About Wheat,” pub-
lished in 1928 and 1929 in “The Dakota
Farmer,” the Jate Dr. L. R. Waldron di*
cussed the origin and geography of whe.s.
Wheat has been grown for sevoal
thousand years in Eurape, Asia and Africa,
$o it has been difficult for man, in rela-
tively tecent times, to trace down the
origin of wheat 1o any definite area. To
add to the difficulties we now recognize
three groups or kinds of wheat which are
of interest to vs, Their great variation in
characteristics indicates a separate wild
origin for each type.

Authorities differ as to the number of
distinct species of wheat. Nikolal Vavilov,
the Russian botanist, recognized 14 spe-
cies. The three groups of interest in this
discussion are einkorn, durum and the
true cimmer, and the group which con-
tains our common wheat.

Einkorn

Einkorn, which means onegrain in
German, is of least importance today but
is probably the oldest wheat, It may have
been the chief cultivated wheat in
Europe in the New Stone Age, abow

10,000 years ago. It s of litle economic
importance today although it is still said
to be grown in remote areas of Spain,
Italy, Switzerland, Grecce and the eastern
Caucasus. The hull sticks to the kernel,
and einkarn is not a bread wheat.

Wild cinkorn is still found in Armenia
and Georgla of ihe Soviet Union, in Tur-
key, the eastern Caucasus and in western
Iran, It is a common grass on the sides
of low hills in Greece and Bulgaria and is
a weed in the vineyards of Yugoslavia.
Carbonized kernels of both einkorn and
wild einkorn were found in the excava-
tions at Jarmo, the 6700-year-old village
in eastern Iraq. When these are compared
with carbonized kernels of present day
cinkorn, the resemblance is remarkable.

Both cinkorn and wild cinkorn have
anly one seed in cach spikelet. The heads
shatter readily when ripe and the hull
sticks tightly to the kernel. Einkorn is
used mainly for livestack feed. Although
some scientists believe that einkorn is the
ancestor of all wheats, Dr. Waldron be-
lieved that it was impossible for man to
have selected durum or common wheat
from cinkorn, A

Durums

This group of wheats includes durum,
Polish and Poulard wheat, cmmer, wild
emmer and others of less importance.
These wheats have definite advantage to
man as compared to cinkorn. Some can
I used to make bread. A small amount
W' emmer is grown today in North Da-
kota, but we call it “spelz.” It is used
only for livestock feed because the hull
remains attached to the kernel after
threshing.

Wild emmer has been found in the
Holy Land on the slopes of Mount Her-
mon, where it is a winter type wheat. It
may have been the ancestor of our culti-
vated wheat. In prehistoric times emmer
may have heen Jie main wheat cereal of
Mrica and parts of Asia, Well preserved
spikelets of emmer, differing little from
our emmer of today, have been found in
Egyptian tombs of the Filth Dynasty. It
is still grown by some of the primitive
peoples-in the 010 World where there is
litle contact with the ouside world.

Durum is the only wheat in this group
that Is of any great economic importance.
When emmer is threshed, the head breaks
into pieces leaving the kernel enclosed
in the hull, The durums thresh clean and
same varicties make bread of compara-
tively good quality. Considering these and
other differences the evidence is not strong
that durum originated directly from wild
cmmer. Perhaps durum resulted from a
cross between emmer and some other

wheat or closely related plant,

It is believed that the original home of
durum was in northern Africa, This region
contains most of - the botanical varieties
that are known, There are many durum
varieties in southern Europe, Russia, Asia
and America, Durum s milted imo semo-
lina which is made into macaroni and
spagheui products. It s an important
cash crop in North Dakota where [rom
85 to 90% of the durum of the United
States is produced.

Common Wheat

‘The third group of wheats include
spelt, club wheat and common wheat. In
most parts of the world where wheat is
grown today, the term “wheat” relers to
common wheat, Spelt resembles emmer
in that it retains its hulls after threshing.
It is grown to some extent in Germany
and some other parts of Europe. Club
wheats have dense, compact heads. It s
grown some in our Pacific northwest and
also to a limited extent in Asia,

“I'he third wheat in this group is called
“TFriticum vulgare in Latin, which means
“common wheat,” The number ol these
wheats Is even beyond the imagination.
Some plants are of cconomic importance
w0 us in their wild state but common

wheat was of little value in the wild siate. -

“There are several theories as to its origin
and development. One theory is that com-
mon wheat originated as a “sport” or
mutation from emmer or durum, This
explanation is hard to accept when you
consider the vast number of common
wheats and their wide variations as com-
pared to emmer and durum.

Another theory was advanced by Perci-
val of England. There is a wild grass
called Acgilops found in southern Europe
and southwestern Asia, It resembles wheat,
and when it is grown close to common
wheat, it crosses quite commonly, When
these crosses are back crossed with wheat,
and recrossed a number of times, a true
wheat may finally result, Percival had the
idea that a cross of this sort may have
occurred between durum or emmer and
this Acgilops.

A more recent theory is that common
wheat came about through crossing with
rye. In certain Old World regions where
not much attention is paid o purity ol
seed, winter rye is a permanent mixture
in winter wheat. When emmer was coni-
monly grown as the wheat crop it also
contained rye, Under certain climatic con-
ditions emmer and rye intercross freely
and although this theory is impossible to
prove, it might have been the source of
common wheat.

(Continued on page 42)
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How appetizing dishes can help you sell

OLD-FASHIONED MACARONI AND CHEESE is ju: one of many
appetite-whatting recipes Betty Crocker, of <icneral Mills,
has developed to help you sell more of your products, Here's
how, Just feature the macaroni spaghetti recipes in the
boqklet. at right as an extra tervice to your customers. Good
l::lpea help them get the most from your product . . . like it
-3 tter . . . want it oftener. That's the way Betty Crocker
uilds fast repeat sales, and she'’s known to millions as the
very symbol of food quality and service,
General Mills has already home tested these recipea—
*Offer limited to manufacturers in United Sates

DURUM SALES General Mills

among all types of families. So they are sure to enhance th
e

quality of your product. Get these delicious recipes that can

help sell your products to grocers and consumers alike, Cap-

italize on them—in your advertisements, on pack
- ) age labe
or inserts, and in your sales literature, g g .

THIS 12-PAGE RECIPE handbook ls available now—
with room on the cover to imprint your name and
address, For sample and quantily price, ask your
General Mills salesman or write to Durum Sales,
General Mills, Minneapolis 1, Minnesota.

MINNEAPOLIS 1, MINNESOTA




Industrial Design Gains Importance '

IM NASH Associates, Inc., leading in-

dustrial and package design firm, sees a
boom year ahead for the design consult-
ant, Jim Nash, president, fecls that an
industrial design organization’s ability 1o
combine scientific research with creative
flair will be called upon with increasing
frequency in 1957, as business expands
and takes a more precise aim at is targets.

The growing trend toward Dusiness
mergers, for example, is expected to
throw a spotlight on trademark design.
“Experience with our clients shows that
the manufacturer has three alternatives
in choosing his trademark strategy,” says
Mr. Nash, “First, he can continue to
aperate the newly purchased companies as
individual enterprises  with individual
trademarks. This is ofien preferred when
the new brands have good acceplance,
good trademark recognition, and can be
given advertising budgets of their own,
Second, he can submerge the identities of
the newly acquired companies and use
an overall corporate trademark. This is
often donc when the corparation has a
strong, familiar trademark and the new
products have only regional acceptance.
The third alternative is to keep the indi-
vidual brand trademarks and to use the
over-all corporation trademark as well,
In this way, the new brands gain an added
endorsement, and at the same time can
retain their own consumer franchises,

*Thus, the manufacturer must care-
fully evaluate the relative strength and
weakness of the entities being merged.
He must also make his choice in the light
of the advertising and merchandising pro-
grams which will be used to promote the
newly acquired brands.”

Special-Offer Package Designs
Must Shout “Bargain”|

Assignments now in the studios of Jim
Nash Associates, Inc., indicue that 19057
will be another big year for multiple-unit
packaging and special - offer deals. “In
launching these special promotions,” say
the Nash designers, “take a tip from the
circus harker, It doesn't do to be timid
or discreet in designs for the cartons and
bands used for special offers. They must
fairly shout BARGAIN! even to the ex-
tent of obscuring the basic package design.
Otherwise, shoppers will feel there's noth-
ing special about your special”

Are Private Labels Harming Nationally
Advertised Brands?

In recent months, the criticism has been
voiced that private label fond merchan.
dise in the large chain stores is damaging
the sales of nationally advertised brands.
“On the basis of our experience with
three large food chains who are con-
stantly bringing more private  brands
under their own labels, 1 must refute this
claim,” says Mr, Nash. “It has been the

a4
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experience of each of these chains that
their private label brands brought so
many more customers into their stores
that both the sales volume and the num-
ber of nationally advertised brands sold
has been sharply increased.”

Only Limit to Sell-Selection Packaging
Is in the Eye of the Beholder

Commenting on the general outlook
for packaging, Mr, Nush states, “No alert
manufacturer should overlook a single
opportunity to package his product for
sell-selection. Textiles, drugs, glassware,
hardware, housewares, notions, toys, and
even apparel will see tremendous packag-
ing activity in the next twelve months.
“There is no limit to the sales opportuni-
ties offcr~d by selfselection. The only
possible iimit lies in a manufacturer’s
inability to see the potential for his par-
ticular products or his unwillingness to
secure sound advice from a qualified de-
sign organization which specialires in
selfservice packaging.”

Equipment and Materials Need Faithful
Audits, Too

The Nash organization has observed
that many manufacturers, even the larg-
est anes, are guilty of poor follow-through
when they adopt new package designs.
“We are constantly surprised,” says Mr,
Nash, "to discover clicnts who have
adopted new package designs over the
years and expanded their volume, but
have not made a single change in their
package production methods or materials,
Some resist changing their cwn cquip-
ment, Others show u blind loyalty to a
certain supplier whoie equipment can no
longer cfficiently or economically handle
the new designs and increased volume.
This just isnt goad business.

“Every manufacturer should audit his
cquipment and materials, as well as his
product and package designs, as [faith-
fully as he daes his financial statements,”
he continued, “The person best equipped
to do a production and materials audit
is the engincering expert of a qualified
industrial design firm, He, alone, can he
completely objective, since he is neither
buying nor selling. The consultant's fee
can often be amortized in a single year by
increasing production efficiency and at
the same time creating packages that pro-
duce more sales.”

Nash Predicts Cluser Designer-Agency
Relationship

Jim Nash Associates, Inc., sees a closer
relationship developing beiween the in-
dustrial designer and advertising agency.
“There's no point in having your slogan
or jingle on everybody's lips if they can’t
identify your product at the point of
sale,* says Mr. Nash, “This means that
trademark, product and package design

Tar (| yonnsy

i
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must become an integrated part ol the
1otal merchandising effort. Many of our
most successful designs are now developed
in close cooperation with the client’s ad-
vertising agency or department. Everyone
benefits. The agency can produce a more
effective campaign with a well<designed
product and package; the industrial de-
signer is gulded by his knowledge of e
agency’s plans and problems; and the
manufacturer's sales force is handed a
well-coordinated fistful of sales ammuni
tion,

“In the counse of the study and re-
search which are frequently a part of our
work, it is almost inescapable that we dis-
cover and develop sales and merchandis-
ing ideas of value to clients and their
agencies, That is why a few industrial
and package design firms have broadened
their services 1o include sales and mer-
chandising counsel, The purpose is to
help manulacturers realize the full pay-off
on their investments in trademark, pack-
age and product design,”

Package Must Sell

Package eye-appeal must be mass-ori-
ented —not  designed for one person’s
tasie , . . the client's.

This warning was voiced Dy Albert
Kner, director of design for Container
Corp. of America, Chicago, during the
annual meeting of American Marketing
Association’s Philadelphia chapter.

In his talk “The Industrial Designer
and Creative, Marketing,” Mr. Kner criti-
cized designers who work merely to please
the client—and not to sell merchandise,

*That magic OK doesn’t mean a thing."
he observed, “It means only that an exeru-
tive has approved a design he likes. "This
offers no assurance of commercial success.”

Mr. Kner, pointing out the importance
of the human eye in buying, said that in
the past the ear decided most grocery
purchases but today the eye makes nearly
all huying decisions,

ve's it's wonderful to be back! As amow I've had a little

bout with rust, and they had to send in substitutes for me. But I'm
back now—feeling full of protein and rich with color. I'm ready to
fight for the quality of your macaroni products 1009. Remember there’s
no substitute for 1009, Durum—THAT'S ME |

g

Push Button Super

He predicied a super market of the
future where a shopper will ride a motor-
ired car down the aisles, pushing buttons
1 make packages fall into her cart,

“When this comes, we'll have 100 per
cent eyeappeal,” Mr. Kner said, “And
package designers must realize that it's
coming soon.”

Mr. Kner went on to say laboratory
tests often showed a good package has
hidden values and this Intangible quality
makes the customer do a “double-take.”
stop, come back and buy.

He believes the customer will “respond
to this psychological appeal” and will
“often walk right by a product that tries
too hard to sell.”

The designer emphasized the subtle de-

(Continued on page 12)
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Better Flexible Packaging

From Glenn G. Hoskins Company
“Industry Echoes”

Polyeithylene, Mylar, cellophane, alu-
minum foil and many ather materials are
presently being used for packaging. One
film supplicr is offering as many as 1000
laminations of the various films to pro-
vide special properties to solve special
packaging problems. The DuPont Com-
pany has prepared the following chart
which campares various properties of cer-
tain of the films.

Polyethylene is rapidly becoming an
important Jactor in the macaroni and
noodle industry because of its better shell
life as compared with cellophane, Much
has been done in the past few months to
improve the' clarity of polyet:;lene, Out-
standing new uses are being developed
where polycthylene is used as a cvating
on other materials, Some of the polyeth-
ylene-coating films presently in use in
other industries are:

1. Foil and poly coating—an opaque,
readily heat scalable frozen [food
wrap with a low moisture-vapor
transraission rate.

2. Foil, paper and poly conting—a
stiff, ¢conomical, heat-sealable wrap
with goad moisture protection.

8. Glassine, foil and poly coating. Crys-
tal clear and greaseproof glassine
can be reverse-printed (to “trap”
the printing). The glassine permits
the foil to show through and it cov-
ers any pinholes in the foil. Com.
bined in this case are good proper-
tics of all three materials,

4. Fail, paper, foil and poly coating,

Here folls scrve both as moisture

barriers and decorative media for

this strong, heatsealable material,

. Tissue, foil, and poly coating. Tis-
sue does not add strength to the
composite material. It may be re-
placed with a heavier pouch paper
when the paper doesn’t have to take
a good print joh.

6. Gravure paper, foil and poly coat.

ing. This provides a good printing

[

Mylar
Polyester Poly-
Film Ethylene

THE MACARONI JOURNAL

paper, along with the protective
properties of foil and polycthylene,
plus heat-sealability,

7. Paper (bleached and unbleached
kraft pouch and gravure type pa-
pers) and poly coating. This com-
bination provides heat-sealable
wraps with opacity derived from pa-
pers instead of foil.

8. Glassine coated with poly is still an-
other example.

The development of Mylar is being
watched with a great deal ol interest.
Mylar has been laminated with a K-type
cellophane to provide heatsealing char-
acteristics. Tt {s still too expensive to be
used strafght for fAlexible packages of mac-
arani, but additional productive capacity
and laminations with less expensive mate-
rial are working to bring the cost of this
new material down, The advantages of
Mylar are high clarity, high tensile
strength, impact resistance, thermal sta-
bility, dimensional stability and chemical
resistance. Mylar makes an excellent ma-
terial to be used in window-type cartons,

The inahility of Mylar to heatseal has
recently been solved both by laminations
and by the use of a combination of heat
and a solvent (benzo alcohol). DuPont
is expecied to make heatsealing even
simpler by introducing a wax-coated My-
lar,

New Method of Sealing
Polvethylene

Bakelite Company has announced a
new molten bead sealing principle mak-
ing it possible to continuowsly seal poly-
cthylene film at a rate of 500 ft. per
minute. The research department  of
Bakelite developed the idea of feeding a
continuous Lead of molten polyethylene
resin hetween layers of film to fuse them
together at high speeds. Conventional
methods which seal 10 mil Flm at a max-
imum of 25 ft. per minute and 134 mil
films at 150 ft. per minute, apply heat

. from the outside.

This new method is suitable for scaling
palyethylene-coated paper or palyethylene
laminates,

Kraft Aluminum
Saran Vinyl Paper Foil

Strength 50 1.0 25 20 5 33
Shelf life 5.0 50 5.0 5.0 4.0 5.0
Low Tempera-

wre durability 5.0 50 1.0 20 8.5 50
High Tempera-

ture durability 5.0 25 4.0 25 3.0 5.0
Heat Seal 1.0 5.0 5.0 5.0 0 0
Molisture Vapor

Impermeability 1.5 15 5.0 1.0 0 5.0
Gas Impermeability 3.0 Jq 5.0 1.0 0 5.0
Dimensional

Stability 5.0 5 1.0 1.5 5.0 5.0
Solvent Resistance 5.0 20 5.0 2.5 4.0 5.0
Printability 5.0 5.0 35 20 50 ° 5.0

Nole: Characleristics vange from high of 5.0 to 0.
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‘Package Must Sell

(Gontinued from page 10)

sign registers deep in the mind.

Mr. Kner, noting rules ol good pack-
aging, emphasired consistency. He said,
develop a packaging theme that can be
used for every product the company
makes, use it in advertising and commu-
nication and then stick with that theme,

Speaking of adaptability in packaging.
Mr. Kner said the design must get re-
sponse under all conditions. As an exam-
ple, he recalled an ornate pleture frame
design which looked fine in light but
whose outer lines faded in a darker room.
Mr, Kner simplified the problem by mak-
ing inner and outer lines the same,

Be Yoursell

When designing  your package, Mr.
Kner said, be yoursell, He said an ice
cream company used a doll on its pack-
age, but any company could have used
the doll, Mr, Kner solved this by putting
an apron on the doll.

New Method for Labeling Bags

Dennison Manulfacturing Company has
developed a new method for applying mul-
ti-color labels to cellophane bags which
may have some possibility of application
in the macaroni industry, The new method
operates on somewhat the same principle
as decalcomanins except that no wetting
is involved, Standard bag making ma-
chines can be used and a roll of labels is
coordinated to fecd at the same time as
the bags are being fed. A heated platen
presses the paper tape against the flm
and causes the label to leave the paper
and be heat sealed to the film. The paper
tape is then discarded.

The finished product resembles roto-
gravure cellophane with colors that can-
not be removed even il you were to try to
pull them off with pressure sensitive tape.

It is said that the labels could casily be
applied to pre-printed cellophane with
special copy such as size and type infor-
mation. The advantages of this are that
a packager can benefit (rom all the [ea-
tures of a full color printed design for
cach product variety — with a full range
of colors, flexibility of copy and a high
gloss appearance without having to worry
about printed film inventories. He can
stock only plain or stock design wrapping
material and then use the labels for com-
plete identification.

This system Is practical when the label
occupies only a relatively small portion
of the package’s surface — 156, or less,
Label sizes can be made from 17 x 1" up
to 4*x4* Dennison says that the new
labels are in the same price range as con-
ventional sealed labels.

Campbell Froxen Casseroles
“Swanson TV Brand Casseroles,” a line
of four main dishes, are being introduced
in test citics in various parts of the coun-
try by Campbell Soup Company. Chicken
with Noodles is one of the four casseroles.
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Short Goods Dryer
Installatlon

BUHLER SHORT GOODS DRYER, rve: v

PRINCIPLE

Goods extruded from the press pass through an oscillat-
ing preliminary screen dryer, where they are slightly sur-
face dried to prevent deformation. Thereafter, they are
conveyed 1o the preliminary drying section of the dryer
and spread evenly over the top conveyor by means of a
distributor,

After passing through the controlled pre-drying stage,
the goods enter the finishing dryer where they are also sub-
jected to a controlled drying process, They Icave the dryer
at a little higher than room temperature and may be packed
immedlalel{.

To oblain oplimum dryinr. two independent climates
in the dryer are automatically pre-determined by control
instruments.

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 panels
is designed as a heat and vapor barrier, permitling the
dryer to be operated at higher temperatures and hu-
midities without increased heat losses, thus producing a
better looking product in a shorter drying time.

3) The fully-automalic operation of the short goods manu-
facturing line requires only periodical supervision. Any
deviations from the normal operating temperatures arc
quickly observed on external recording instruments and
can be corrected 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 thiough the conveyors and
the goods. Healers between the conveyor bands recover
the drying caEacily of the air after the passage through
each lyer, The heat input of each heater is simply ad-
justed by two valves according 1o n heat requirement
chart, 10 obtain oplimum drying capacity for every

" class of goods.

5) Two products may be dried simultaneously under con-
tinuous operation. The press shut-down time for die
changing permits enough time between the two opera-
tions to adapt the climate 1o the following product.

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

veyor clements, thus eliminating repairs and break-
downs,

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

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

9) The clectric contro! cabinet incorporates all controls,
pilot-lights, starters and overload relays, It is located
for convenient observation by the operator.

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

CAPACITY

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

TTM Short Goods Dryer in Light Metol Panelling

BUHLER BROTHERS, INC.

Sinre 1860




e ——— e s e S e o]

Il FHE MACARONT JOURNAL

Febrmay, 1957

e . S R . s

R ——A T ey T AT A P

Macareoni at the Columbia

TNCAN HINES i lus Book Al
D sentures e Gl Fating.” savs ol
e Colwmbia Restaurant i Yhor City,
o Plotidas “One ol the most pop
uhar vating plaes e the Southe Fow
g roomis Lanos Ton s \|u|u~|l
anndl Dreneh dishies”

Vinvenss (Sabapiony Poes. head ol
catimnites it the Columbia seives olos
e nine tons ol acaoni, spagheti aml
v modle prodiets navean

I he Colmmbia sorves mare tan 200
potinds ol spagherti ina week duning 1
winter season, Phe spazheai dishes ane
serverdl withe meat balls, with ok clips,
withe mshionns, diced steaks veal steak,
Tt savsage. sl and = Aali Olin®

Porluaps the most popuilar ol these
dishios an the Columbiag is Macaroni with
Chicken. Hlere s Savapica’s aecipe o
serviee ol siveadaptedd T the Columbia
LLRT I

o potiinds o pork

T catis (i ) Bonnloes
Wty (0 oz ) Lol st
towt onmees olive wil

thinee hattoms ol ganlic

lown choppead omions

princh ol coashed e peppe
three Tasil leaves

sl e s

Beaise peork i olive ol don i Tall hoan
wden T ames emone porh amd Diaise
warlic and omions in same olive oil ol

Febyway, 195, 1111

AR

VRN

[O1

RN A

wnlic some s well s Spaghend Canuso B put peok Ik in pran. wld canned
twith ohicken liversy amd Spagheni with tonnateses, aned Dodl onver slow Tine Gahom
; Cralmeat Fahillade. 200 degieesy o threcgquaniers of an o,
e Columbia alo wses abone 1500 Add ot grste, aned when misone be- |
Pl ol clhon macatoni cach o weeks  gins o hubilile, ald basil leaves ol saln ;l
! combed with dhickens with shiimp, with  Cook dor an o onver 20000egree e, i
| meat saee. with crabaeat sae, o Fhen pass the sanne tinongh o straines. Vincenzo Perez, more familiarly known as |
i A gratin with hucon Meanmwlile, braise a liver oun it sis Sarapico,” the Columbia’s head chel, pre- {
1 Most o the cus podles e used in preces in e onmes of olive oil over o Bares fo sene an order ol Macaroni and !
1 . E, & 5 Chicken from one of the aluminum casserold
B e pmaking of vermeelli sonpe which the 2t degiee et abone Uminnes, o G0 E L Chich the food is baked .
; Columbin serves at the vare ol 35 e W annl brown '
i walloms o dlvs The soup reguites ahout Fhen aid the strpinesd saees When it g e sane Hee is Sarapine's e
}.' 150 ]unmn_l\ ol vermieelli a \.\llk st |n\n|hl|'.: ald ol ol ellow e o
\: I aeddition, the Columbia uses about macaoni sl conk Lo 10 minuates, Pa Weaise ome mineed oo ad two Lt
if_ S prennieds ol sl Mo o o week oo o the e place i i the ovens 0y warlie 1 e onnees ol olive oil, ‘
}‘ i prepration ol Minestone: Sanp annd ] Dk a0 degiees Ton Ty s, tiean il 0 Now b dan ol ot
i 2 ponnds o La Sagiac 1l nearoni Coannishe with pansley ol ehopped vsee e and a0 tonmee can ob tomata
| soved wite eat balls ol Teadian o MalahIy il it popila ~||.!-.:hulli paste el qonh o g ol the stove b
i tage cheese, dishan the Colwmbia s Spashenio with Sy yes, S balt posiind of vas ol
HH weat amd cook dor o hall o over o
‘fr Coabow e cabonn 2000 degiers) ;L !
! Moeanwhile hring low guants o water 1.)
i and two tablespoomstul of salv oo a liil q
i aned ek povndd ol spaghon. W hen 1l
f spaghenniis dones pour ol water e
i! the gt omd st i collander o
i the crabimeat saiee onver the o
| 1 e Columbia prepares sevmpeelliosoup
W aalloms an g i, Sin hens are bailed
'l1 T twe hows i 20 wallons ol wator
¥ withe oo, celery, sathon, then strainal
I tiongh cheese chle When the bioth VixuaM, the eriginal starch-base pre-mix
A Azt comns fa il sl i -""'_"' then entiches continuous process macaroni o1+, the original food enncliment tab.
i [ l'.:'lll p-uulml\ al venmie |.|| and 20 i products to Government standards easily, let, enriches hatch methd macaroni with i
chicken wizrands """l‘ thine Fhe sompy i accurately and economically. It is free- mimmum  cost and maximum - accuracy |
::"“" I'.":I':“d i the hig poes oy Atthey ﬂo“ing.unilunnly fedand dispcuml,a“ur- Speedy dninrt'gl.umn .m..| umh.nln ‘||\P,_-)|-.l
il " . H H
I s alties ol the Columbia, ST Ing umr("m c"”d"“ﬂ“. ;:ll:lt.l'l.'l\hl’:lill|ll}l:|llll||lllrl:|l‘|::.|‘r|l:.|l::|::-|l:(“. pET R
et widely to pattons scattercd all ove ® Tor consistently uniform enrichment l ;
the countiv,are Moz Con Palla (chicken use the new precision Sterwin Feeder 1o
i with  vellow  piveyr. Pompano Papillot add Vixi m\l\{ U your macaroni, & SEETOVRATERWINREPRESENTATIVE
'l (peomipratie haked i e with sealod OR WRITE OR PHONE DIRECT...
praster Pt dde Guanbansos (Spanish
Wi Bean Soupy. But the 21 NN G A
¥ L seones al ather Spanish, Palian anl S . ¢
! Prench dishes  prepared with speial W&
i wehmques ol Columbia chels < e - i¥C.
the least i popularing e the macaoni “msa“:'o':';';:; 5:;:;‘913:‘“: :": i
! S ———T 17 B TRTT] (TR VT TN IR . ol
One of the popular macarcni dishes served at the Columbio is chicken boked with Ilnl Columbia seats more than 800 SPECIALISTS IN MACARON!I PRODUCTS ENRICHMENT °t
macaroni in o Spanish tomato sauca. At left 1s o Spenish mixed salod of |t‘fl'utﬂi,_bt‘l“;!-. PeAs,  attonis At ol tine i sis dining joom, f
(<] q P i e . $Ary 4
3 catols, tGmaliet, aumignus, CaBiur DimID, DO SN of aral sarued bl ot e 1 KA Urar womkial] It G SR ¢ : S5l
X table, 1s beside the forks. Wine and grated ltalian cheese are at right. Comtimmnd om g 21 f
A \ __J_»J
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Macaroni for Meatless Meals

HEN mieat is ol the menu fo Lent
heep plens ol m.u.u:m? products on
Baned el see how easy it s o osenve
variets of difterent dishes combining these
fine foods with sl cheese and eges,
From the test Kitchens of the Ni
Macwoni  Institne comes regipes o
Lenten dishies which the family will enjn
now aond threughoot the entire wwar,
Fhe  fist aedipe, Cabbage  Cheese
Noodles. iy of Genan origin and, i the
wime implies. combines l.||_r|1_. .!Illl
noodles loz i ditterent amd deliciom dish.
Foy prepane bowr (o siv servings, |[u~|l une:
founth cup of butter ot maganine
barge skiller, Nest, fiv until  lighthy
browned o cup ol el onions anmd
medim head of cabibage which Tus heen
inedded, Remone from the et anl
it i two py ob grated American
cheese, Adld vight mumees of tonked cug
noolles and toss lighthy, Season 1o Lisie
with salt s freshiy ground peppee aned
serve innnediately.

ional

Tomatn Cheese Noodles

vohier tisty egg nondle cisle which
viehds four tosis servings is called Tomatn
Cheese Noodles. Ver sauteing ane-lomth
cup ol slic el onions in twe tablesponns ol
Bunter on nengarine, add o number we
cany ol tonmtoes and two caps ol wrated
Cheddin cheese, Season withe a teaspoon
ol sugar. o teaspoon ol salt anel 0 sprine
King ol hieshly ground pepper. Combine
the et mistne with eight outees ol
cookedd egg noodles, mis lightl amd non
inter o casserole dish, Bake ina moderae
v lon tweniy minutes,

Noadles as an Accompraniment

When v Lenten menu featuies
Daked on Lried fish, senve egg noodles in

Salmon Steaks on Noodles

Febraay, 1957

water continues w hail, Conk uneonvereel,

place ol potatoes, T les tan wn mf'mm"
the egg noodles will be cooked until ten-
der — then all vou lave o do s 1o them
with o little butter o perhaps some grated
[rarmesan cheese, chapped chives o
chapped parsles.

Fonr o delicioushy different dinner, i
Sabmiom Steaks with Noadles, The egg
ponelles e Deated with aeam of mush-
oo sonp. mitk ol seinonings. \ tangy
Temonebutter savee is basted on the sal-
wion steths helore bioiling.

Tor ke abont fow servings add one
tablesponn salt ta thiee quants ol vapidh
Boiling water, Gradually add eight ounces
of egg noodles, about four cups, so it the

Creamed Eggs on Mocaroni

sirring occasiomally, wntil wender, Diain
in calamder.

Combine conked noodles, a0 ten and
ane-hall ounce can ol condensed aeam ol
s soup. el cnp ol milk and
coongh leshly ground pepprer o seisan.
Heat thoughly, Melt thiee tablesponns
of Itrer or manganrine over low hea and
Al two and onehall Gblespoons of
lemon  juice, onegquarter oap ol el
Cinpped pansley, salt and pepper o avin
Place tour salmon steaks an bioiler vk
and brush butter-lemon sance over them.
Woil ahout thiee indhes o sowee o
heat about seven minutes, or until edges
ol salmon are browned. Lurn amd binsh
with butter-lemon sanee, Bioil until sal
wont s thotonghly cooked. Torn nondle
mistme into i shallow serving dishy top
with slmon steaks and serve immediately

Creamed Eggs on Shacaroni

The Poultry amd Egg National Boand
has come up with o laborstony-kitchen
wal Fpas De Luse
Toni ey suge

testedd aecipe for Gy
on GanlicButered M
gest when quintering hard-conked epes
cut them lengthuise s then osswise to
pet gencior chnmks,Fhis adds preath
o the cppeatanee just iy the starot
pitmitn pieces shown in the photograph
do, .o et o you thiat Creamed Fygs
De Luse on GarlicButtered - Macaroni
will st ot Lenten meals.

Ingredients yweeded:

'
1

"
=

|l

=

aip butter o mangarine

vup llour

aups milk.

teasponm salt

teaspoon groumd pepper
enponns Waorcestershine sance

Februwary, 1957

cup diced celery
tablespoons dliced pimicnto
to 2 Danel-conked cgus, quantorald

ounees nicanoni

warlic dlove, mineed
cup butier or magarine
sl

e parsles

- X

uoe

ulives

Lo pepare creamed eggss melt the ane
quanter g ol Dutier on matgatine oven
Lo hesat, aweled Bonan, o stin vl blended
Added il wld o Caook, stining con-
stantly, vt thickened aod babilbly, il
the teaspoon of salt, pepper amnd Worges
tenshite sace, celers, and pimiente. Hea
thenonighly, Reserve several egg quaniers
ton garnish ol coanelully stin emaining

euis N saiee,

Meanwhile cook macaoni o oa L
ament ol apidhy boiling salied wan
until just foakotender, abom 12 w0 15
mintes, Diaine Bown galic in the
one-lall cup ol batwer o nRagaine inoa
Lage sameepan over Jow heat, Added lun
macatoni, the onelall teaspoan ol salt
amd pansles. Toss aogether lightly ol
place ina hot serving dishe Top with
oamed egas de Tuse ad garnishe with
olives and egg gquaniens. Makes sisosen

gy,
Spaghen and Clam Chive Same

Mineed ¢ Loons Blended with chive eream
theese mahe a0 delicions sanee Ton spa
ahetis Serve the sanee ina sepaate bowl
sein the center of the plater o new
andatiactive wnangement. A tosed
salaed aand Breadstichs complement this
sear ol supper suggestion,

Lo ke fonr o sis servings wd o
tablespoon ol salt 1o thiree quatts ol wap
ildly bailing water, Gradually udd cigha
apees ol spagheti so that water con
tinues 1o boil, Cook unonvered, stineing
occsiomally woeil wader, Drain in ool
ander,
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Spaghette with Clam Chive Sauce

Drain e wnomiee cans e
s reservaing one cupoal e Com
hine clams, Biguon, one sis ounee packoage
chine aeanm cheeses onehall easponon
sl CICAILIeE Teasponnl pepper. on
Uanter teasprnn oregamn,. Cookoover low
heat, stivving comstantlv, until thoronghiy
heared Senve sauce with ~||.|j_:|l1l||

Sea Shiell Shrimp Casserole

Here as oo dedightiul vasserole, sine 1o
phease duving Fent or at ans time duning
the wwar,

Ingredients needed:

I tablesponn salt

s hailing water

dcups macaroni shells (8 oz
Ly oonp butrer o mangaine
Voo allparpese o
W cups tomata juic
Iy teaspooms sl

alsh ol caovenne pepper

1A shuange okl amd cheaned
vl peas

Lo el Nmernean s lives

Al o talilespoon sale v vepiddly lunl-
e water Ceraddually add mae goni shells
s that water contines o bl Cod!
st annl wen

uncoverod, sty
e D o cobande

Mol butter oo merganine over i
Bt aled Hoon amd V0 ol Coradwallv aedid
tontn juice atd vook annl thickenel,
stinting comstantly, Ndd oone o ome
suarter easpoons salle vasenin shvimp
amd peass v wells Fald e iacaom
shellse Forn inos greased it cas
sorles Topwith grared cheeses Bake
menlerately hot oven 0375 0 2% nanuates

o until cheese s melind ad sabien
litown
A the Grocers

Coanned samees and iy s mives ol
the scatless saniery can be foud on venn
viimers shelves I hest IIIIII.IIII' TR
cant b Dearedd i qust a low sminmires whil
the macaromi, spaghoni o cgg nosdles
over wheh the saomee sall Te poned an
boled, This casy combanation i I
fxneed an dess vime than o takes toosor i
tabile ol will please the ontne Loy
v Lenen e

New Location

Pheodone RO Sills 8 oy an
o es the v bt ol then New Mok
allice ol st ktchens ol Nt
Macaromni Bostivate 1o 121 East isth St
New Yok Too New Yok Newoncbephonn
e s Losangton 2111

Sauce in Glass
Ihe Razu® Packine
st New Yk s e ok s s

anprans ol Kiw i

ahettr samee e gliss pos o gt and
it vapities Mol Napok topes o
sl Toncasy peseabims The prs ol capas
At manmbastived by O s Hhreas Galass
Company Palode Ol aned Thanes
] nlm_-a.q-ln Conpraration. Renluan Now
Yok supplies the Labu s
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Clewmont ¢ Unique New VMP-3

Extruded Noodle Dough Sheeter - 1600 Pounds Per Hour

Clermont Extruded Noodle Dough Sheeter VMP-3

Clermont Super High Speed Noodle Cutter, Type NA-4 working In con.
junction with the YMP-3 for continuous 1600 lbs, per hour operations.

FOR THE SUPERIOR IN NOODLE MACHINES
IT'S ALL wAYS C’;rmonf!

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

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

Capacity range - Two speed motor affords flexibility for 1600 Ibs. or 1000
Ibs. per hour or any two lesser outputs can be arranged.

2 e R
A VMP-8 with short cut attachment,

Largc screw for slow extrusion for better quality.
Enginecred for simplicity of operation.
Rllggcd construction to withstand heavy duty, round-theclock usage.

Matchless controls. Automatic proportioning of water with flour.
Temperature control for water chamber.

Oﬂly one picce housing, Easy to remove screw, casy to clean.
No separation between screw chamber and head.

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

Tota]ly enclosed in steel frame. Compact, neat design.
Mecets all sanitary requirements.

Cﬁu_mi_w«_: 266-276 Wallabout Street

-/

b oo dnnid I et L i

TpETmEmg Ay e

Clurmonts Short Cut Press,
VMP-1

with or without vacuum process
350 pounds per hour

AUTOMATIC SIFTING DEVICE, Flour feeder sifts
{lour before flour enters mixer,

MIXER built within the housing forming a one picce
construction,

REMOVABLE MIXER SHAFTS AND PADDLES lor
rapid, thorough cleaning.

WATER TANK built inside the machine affording ex-
traordinary sanitation,

WATER SPRAY DEVICE. Fine spray of water enters
mixer simultancously with the llour to maintain
uniform mixture.

ONE PIECE HOUSING simplifies extraction of screw.

; Serew extracted by removil of Irant cap. No bolts or

Sy e nuts to remove, Easy, one man, handwheel operation.

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

DIE REMOVAL accomplished by turning handwheel to lower die holder,

PRELIMINARY SHAKER INCLUDED, installed underneath the machine,

INSTRUMENT PANEL BOARD contains pressure gauge, vicuum gauge,
amp meter and temperature control,

OPERATING MECHANISM all at operator's finger tips. Machine operated
from floor level,

Short Cut Press, VMP-1

Clormont s 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

Z?uy C&rm onl .,

Close-up of cutoll attachment

e —— e
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Today's Look at Tomorrow's Marketing
(Problems) Opportunities :

A prasentation to the Grocery Manufacturers of America, Inc., by

TI{E over-all grocery store sales picture
shows a continuation of the favorable
rend that has been evident during the
entire post-war period. ‘The grocery store
dollar sales increase of 557, since 1948 has
heen matched by a 519, increase in con-
sumers' disposable income, During the
past year these figures are +7.69;, amd
+4.99, respectively, Based on everything
we can learn from the economists, it
would appear that we can look forward
to a further increase in consumer income
during 1957 and with it increased grocery
store sales, Your own estimate of the
amount is as good as any; 1 was a little
conservative last year when 1 estimated
a gain of from 39, to 5%, for 1956 and
I'm going to stay on the conservative side
for 1957 with an estimate of +5%,.

Real Sales Gain
Inflation has accounted for anly about

one-fifth of the 559, gain in grocery store
sales over the cightyear period since
18, ‘The resulting gain ol 459, on an
adjusted dollar basis continues to reflect
such Tactors as a 169, increase in popula-
tion, the presence of additional lines of
merchandise in stores such as health and
heauty aids, household goods, etc., and a
rading up 1o foads of higher quality and
more builtin conveniences, During the
most recent year the aver-all gain in gro-
cery store sales was practically identical
on both an adjusted and  unadjusted
dollar basis, even though there has heen
a modest increase in the price index dur-
ing the past few months.,

Let's sharpen this picture ol grocery
store sales by confining it to the types of
product with which maost of you are imme-
diately  concerned — packaged dry  gro-
ceries and houschold needs, “There are 40
packaged commedities, e, coffee, deter-
gents, canned goods, cte. that have shown

an cight-year dollar increase of 259, as

compared with the 55%, gain for total
grocery store sales. The current dollar
sales gain of 359, for 1956 is also con-
sidderably less than the overall grocery
store increase of 7.6%,. Furthermore, this
dollar sales gain has been closely matched
by a 24% sales increiase on the basis ol
tonnage.
Prices Kept in Line

I'd like to make two observations on
this, One, the manufacturers of packaped
foodd commodities and household needs
appear o have done an excellent joh in
keeping prices in line despite Increased
labor and transportation costs, as evi-
denced by the fact that wonnage sales are
almost identical with dollar sales, T'no,
the difference between the 459, increase
in total grocery store sales on an adjusted
dollar hasis and the 249, sales increase
on the 40 packaged commodities on a
tonnage basis to a considerable extent
reflects new lines of merchandise coming
into the stores.

Some Lines Do Better

We can refine the current sales pleture
even more by classifying the 40 commodi-
ties into six groups. The average 1956
increase of 3.5, ranges from a high
4 Tor dleaning agents o an actual

19, for products in the fts and
aily group, iining these trends more
cosely reveals that the trend for individ-
wil commodities ranged from a gain ol
21.6%, to a loss of 1999, The median
figure of 1,19}, is practically identical with
the o e opain of 3.5% mentioned
previomsly, Obviously, a sales gain of 3.5%,
o 1% would represent good progress
for a manufacurer of fats and oils or
beverages, aboul average progress for
manufacturers of canned and packaged
foods, and rather poor progress for manu-
facturers of paper products and cleaning
agents.

=
']
-3

February,

J. O. Peckham, Executive Vice President, A, C. Nielsen Company

Convenience Items Sell

Within this group of 40 packaged foml
store commoditics, however, we continue
to find that product classifications with
major built-in conveniences have the best
sales progress, For example, in contrist
10 i fouryear sales increase of 219, for
the 40 packaged food store commodities,
we see that product classes having some
items with major built-in conveniences
were up 339, Furthermore, we finl
that the individual convenience  items
within these groups showed a sales
increase of 1249, over the four-year pe-
riod, while the remaining items in these

; product classifications showed a gain ol

10%. This would scem to indicate that
the convenience items largely represented
plus volume,

Product classifications with other new
developments such as additional  types,
{lavors, sizes, ete. have had a sales gain of
309, aver the fouryear period, thus almost
matching those product classifications with
amajor builtin conveniences, The key to
increased sales would thus seem 1o be
increased value 1 the consumer, whetber
through the medivm of built-in conven-
ience, better packaging, additional types
and flavors, more canvenicnt sires, et

Analysis by Cost

If we separate these convenience ftems
into two groups, those lower or equal in
cost and those more costly to the con:
sumer (in both cases excluding the house
wile's labor) we see that both grovps show
comparable trends. The products that are
lower in cost have a four-year increase
of 144% as compared with a 98¢ gain
for those convenience items which are
M!l!!l.‘wh:“ more tﬂ“l)' n the consumer.
Carrying this analysis a siep further, the
current importance of convenience items
as a per cent of total sales in each prod-
uct classification ranges from a low of
1859, to a high of 93.5¢, for an average
figure of 34.7%.

The situation 1 have depicted is, of
tourse, one of the major problems or
apportunities conflronting grocery manu-
facturers, 1t s obvious that these new
developments are a major factor in at-
tining real sales progress, On the other
hand, new developments present a good
many hazards —a sitwation which prob-
ably explains much of the increased test
activity we have been conducting for
cliems in local areas throughout the
country.

Promotional Activitics
The marketing of products embracing
these new developments has meant in-
creased promotional activity by manufac:
(Continued on page 12)
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Maldari Dies are known for Quality, Workmanship, Precision—
and Maldari is known for Service, Reliability, and Guarantee

WO M4,
L)

i

w1l
Hip yort

MADE IN U.B A,

Sp9?
099
A

D. Maldac & Sons

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

Manufacturers of the finest Macaroni Dies distributed the world over
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Anofher Ambrette Landmark! - | You ean PREVENT Noodle S'heef

BURNING —

Sheet burning results when egg dough is overheated by an extru-
sion screw turning ac a fast RPM to get production through a thin
slotted die. A thin slotted die has a high extrusion rate which
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,
*Pat, Pending 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.

!

s
J‘W‘i‘ I
!|‘|_ '

*Pat. Pending

Increases production ﬂ
Improves quality ﬂ “ i m ‘”ﬂ”

I

(I tquuu
Reduces waste ﬂ iy [\“ '||| i

The gng(/g'/g/wadm 40t a /o

Why not trade in your old
2 sﬂck spreader NOW ?

Ty :
156 — 6th Street, Brooklyn, New York

—
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At the Columbia
(Continued from page H)

travel from all parts of the country for
meals here, some coming regularly from
Miami nearly 200 miles away, and Jack-
sonville 300 miles distant. One patron
flies with a party of friends in his plane
from Atamta just for a Columbia meal,
then back home again. When the Boston
Red Sox, training in Sarasota, ended their
Spring stay in Florida, they rode into
‘Tampa by train, and persuaded the con-
ductor to let the weam members off out:
side the Columbia door. The train made
a special stop for the club. After dinner,
the team members proceeded by cab to
the Tampa Union Station, ard caught
their train for Jacksonville in plenty of
time,

The Columbia kitchen is unusual in
that all the cooks take their orders by
memory., The waiters enter the kitchen,
sing out their orders in Spanish, then the
cooks at dilferent stations listen for their
own specialties, The cooks work together,
so that when a steak is ready for the
walter at one station, the potatoes are just
coming out of the fryer at another station,
Sometimes a dish will pass through the
hands of four cooks along the line, each
performing his own particular task in

This Is one of the few photographs ever
taken of Caosimiro Hernondez, Jr., head of
the Columbia. He permitted this photograph
only at Insistence of his family, and even
then his usuolly kindly expression become a
baleful glare os he stared at the cameraman.
Casimiro, as all his patrons know him, Is
one of four sons of the late founder of the
restourant, Casimiro Hernandez, Sr. One of
the four brothers operates a coffee store next
to the Columbia, onother runs o pastry shop
across from the Columbia. Casim'ro ond a
fourth brother, Lawrence Hernandez, bullt
the Columbia into the institution It Is today.
Lawrence died several years ago and his son
Lowrence Jr., has learned the business and
assists In the monagement as part-owner.
Cosimiro usuolly may be found at the Co-
lumbla early in the morning, later in the
ofternoon, about 10 o'clock at night, ond
again about 2 o'clock In the morning. He
frequently l|leﬂ; in an easy chair In the
office between hours of figuring out changes
or improvements to make. Although he
prefers to remain behind the scenes, build-
ing up the Columbia name and placing less
emphasis on the personal phase of the opera-
tion, the foct remains thot he keeps In close
touch with every phase of the Columbia's
business (there are 112 employes). He por=
ticularly checks the kitchen, and sometimes
when he finds some produce or dish not to
his standard, he orders the whole lot thrown
out, in order to prevent any sub-standard
food from leaving the kitchen,

THE MACARONI JOURNAL

preparing the dish. The hot spot in the
kitchen is the grill, where the chel may
have as many as 40 sieaks working at one
time, and will be keeping track of as
many as 100 orders at the same time —
all by memory and system.

New Tomato

Recent popularity of piza and other
Lialian-type food specialties is only one
reason for the increasing production of
tomato paste. Processors of such prepared
foods as catsup and soup are also using
more of this smooth, rich-red, tnild-fla-
vored concentrate made from a special
kind of tomatoes, In general, tomatocs
used for paste have bright red, solid flesh
and small seeds and are shaped rather
like a plum.

Most homemakers are [amiliar with the
small cans of tomato paste offered on gro-
cery shelves, Many use it for sauces and
Italian or Spanish-type dishes. Processors
buy tomato paste in large containers.
Recently the California Experiment Sta-
tion, reporting on the many dilferent
products manufactured from tomatoes in
the siate, said that tomato paste is the
largest single processed item and that
paste and sauce together account for
nearly half the total tonnage of California
tomaloes going to processors,

Up until World War II most of this
paste was imported, because paste-type
tomatoes grew mainly in Italy. Then
growers in California tried out some of
these Inalian tomatoces, and processors be-
gan canning the paste,

Unfortunately, the Italian tomatoes
were not resistant to wilt, and growers
often lost heavily to this disease. But now
a new pastetype tomato, developed by
U. S. Department of Agriculture horticul-
turists, promises to lick the wilt problem.

The new tomato is named Roma. Like
other tomatoes for paste, it has solid flesh,
seeds that are small and few, and a plum
shape. But unlike Italian pasie tomatees,
it is highly resistant to fusarium wilt. It
hears heavily under U. S, growing condi-
tions,

Roma was developed by using two
popular red Italian paste tomato varie-
ties and the Pan American tomato which
is highly wilt resistant, Thus, through
research-breeding, the horticulturists were
able to fuse in the new variety the char-
acteristics needed for fine tomato paste
plus resistance to a serious and wasteful
tomato disease, Next spring there should
be sufficient seed ready from commercial
dealers to meet growers' demands.

Junior Dinner

Heinz Strained and Junior Vegetables,
Egg Noodles and Chicken, are the two
latest dinner varietes in H, J. Heinz
Company's expanding line of miniature
meals for babies to be introduced in food
stores across the country.

Both of the new products have been
exclusively developed by the Heinz Com-
pany in its continuing effort to adapt
popular adult dishes to the nutritional
and taste needs of youngsters in the
strained and junior feeding ages.

February, 1957

Packed in clear glass jars, Heinz
Strained and Junior Dinners, Vegetables,
Egg Noodles and Chicken combine
chicken broth, carrots, egg noodles, po-
tatoes, chicken, celery, split peas, onions,
and pimentos into a well-blended mix-
ture, rich in nutritional value for chil-
dren.

Both products are being introduced
under a new Heinz label, which highlights
product names against a solid white back-
ground for easier consumer spot-identifica-
tion on the grocer's shelf, Heinz' famous
baby and keystone trademark are now
printed on a band of vivid color at the
top of the container.

Extensive field testing among leading
pediatricians preceded market introduc
tion of the new varieties,

Huron Milling Co.
Ownership Changed

Hercules Powder Co, has announced
the completion of all details involved in
its acquisition of the Huron Milling Co.,
Harbor Beach, Mich,

Negotiations [or the acquisition of
Huron were first announced by Hercules
on Sept. 26, 1956, pending approval of
Huron stockholders, which was granted
on Oct. 30,

‘The Michigan plant, which processes
wheat flour into wheat starch and into
proteins for food supplements and natural
food flavoring, will be operated as the
Huron Milling Division of Hercules' Vir-
ginia Cellulose Department,

Edward G, Crum, gencral manager of
the department, said that Robert M. Farr,
former president of the Huron Milling
Co., will retire but will be available to
Hercules in an advisory capacity. Carl §.
Smith, formerly vice president in charge
of manufacturing and research for Huron
Milling Co., will be plant manager at
Huron.

Charles A, Grant will be in charge of
sales for the new division, Mr. Grant, who
joined Hercules in June, 1942, has had a
variety of supervisory experience before
being appointed manager of chemical cot-
ton sales in July, 1955. Glenn H. Freeman
and R. S, Shumard will be sales managers
under Mr, Grant.

Huron Milling, with more than 500 em-
ployes, reported net sales last year of ap-
proximately $12 million.

Fire

Could you produce a list of your posses:
sions in case of fire? It's much casier to
settle a loss claim when you have a list.

February, 1957
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You'll make exira dollars in the produclion
of macaroni producis every fime with high

guality Comel No. 1 Semolina,

Year after year, Comet No. 1 Semolina is

judged the standard of quality and uniformity

in the macaroni industry.

Season after season, you can rely on Comet
No. 1 Semolina fo give you the best results
and increase your consumer acceptance when
you use this consistently high quality product.
Make Comet No. 1. .. one of the largest sell-
ing brands of semolina in America . . . a
MUST on your nex! order!

Commander-Larabee

GENERAL

MILLING
A DIViSION OF

OFFICES:

COMPANY

ARCHER-DANIELS-MIDLAND COMPANY

MINNEAPOLIS 2, MINNESOTA
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E%gl Were Plentiful

ggs were plentiful in 1956. During the

T ——

fall the government bought shell eggs for

the school lunch program to stabilize prices. Egg prices in the Chicago market, quoted
from market reports in the Wall Street Journal, are listed below by weeks, Prices paid
by wholesalers are quoted for current receipts of shell cggs; frozen eggs are f.0.b. Chi-
cago in cents per pound for lots or cars of 1,000 or more 30-1b. cans;

Shell Frozen

Eggs 459, Yolks
Jan. 6 45¢c 54 - 55
Jan. 18 40 51.52
Jan. 20 40 50-50.5
Jan. 27 36 48.5-49.5
Feb, 3 37 48.5-49.5
Feb, 10 37 48,5 -49.5
Feb, 17 38 48.5-49.5
Feb, 24 32.5 48.5-495
Mar. 2 36 48.5 -49.5
Mar, 9 87.5 49.50
Mar, 16 37.5 49.50
Mar, 28 355 48-49
Mar., 29 35.5 48-49
April 6 375 48-49
April 13 375 49-51
April 20 38.5 50.52
April 27 1 51-52
May 38 37.5 48.5-52
May 11 385 5053
May 18 87.25 51.53
May 25 35.5 49.52
June 1 33.75 48-51
June 8 33.75 48.5 - 51
June 15 835 49.52
June 22 30.5 5053
June 29 32 49-52
July 6 32 50-53
July 18 515 51-53
TJuly 20 325 51.58
July 27 315 50.5.52.5
Aug. 8 295 50.5 - 52
Aug. 10 215 50-52
Aug. 17 265 5052
Aug, 24 26.5 40.51
Aug. 81 28 49-51
Sept. 7 30 49.51
Sept. 14 32 50-51
Sept. 21 52 49-51
Sept. 28 51 49-51
Oct. 5 51 49-51
Oct. 12 31 49-51
QOct. 19 31 49-51
Oct. 206 31 49-52
Nov. 2 29 49-52
Nov, 12 29 40.50.5
Nov. 16 20 49-50.5
Nov, 23 29 49.51
Nov. 30 29 49.52
Dee, 7 28.5 49-51
Dec. 14 315 49.52
Dec. 21 29 49-52
Dee. 27 20 49-52

Frozen Frozen
Whole Eggs Whites
54.5-35 25-25,5
32 25.25.5
30.5 - 51.5 25.5 - 26.5
30-305 25.26
50-31 25.5-26.5
30.31 255265
3152 255-26.5
31.5.825 25.5-26.5
30.5-31.5 25-26
81-32 25-26
51.32 24.5-255
29.5- 30.5 24.25
29-30 28.5-24.5
30-31 25-24
51.5.82 28.24
30.5-82 22.29
$0,5-31.5 23.24
30.25 - 82 | 225.24
81,5.33 2225-24
31-%2 2i.5-24
295.815 225-24
28.5-30.5 215-23
28.5-30 22.24
29.31 22.5.25
28.5-90 21.23
28.5- 30 21.28
29. 51 28.25
29-351 22.24
20 .81 22.24
20-30.5 21-225
28-80.5 20-225
27. 305 19-22.5
27-3%0.5 19.225
26-28.5 185-195
28 19-21
27.29 18.5-21
30.5-52 19.20.5
28.29.5 19-20.5
26-28 18-20.5
26-28 20-22
26-28 175-20.5
25-28 17.5-205
25.28 17-205
25-28 17-205
24-27 17-20
24.27 15-18
25.27 16-18
24.5-26 16-17.5
24.5-25.5 16-17
26.5-27.5 165-17.5
2627 165-17.5
26-27 16.5-17.5

Cool Chicks
From the Wall Street Journal

Laying hens, the pampered prima
donnas of the poultry yard, appear headed
for still another luxury: air conditioned
hen houses.

The purnose is to improve hen morale
and thus increase egg output. “It's all a
matter of psychology,” explains Bob Jaska
of Texas A. & M. College, who is doing
rescarch on hen house cooling. “A cool

hen is like the proverbial contented cow.
If she's comfortable and relaxed, she'll lay
more and better cggs.”

This and other ohservations about hen
house conditions emerged from a two-day
conference on air conditioning in Dallas
recently. Attending - the sessions were
leading representatives of electric utilities,
cooling equipment concerns and chicken
egg producers,

“About 85% of all egglaying hens in
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Texas will have air conditioned quarters
within the next 5 to 10 years," predicted
Ed Langham of Southwest Equipment
Company, a Dallas concern now selling
equipment for cooling hen houses. 0

Experts also forccast the advent of tem-
perature-controlled cattle barns and hog
houses to speed up animal fattening and
increase fertility. They compared notes
on recent tests of the cflects of air-cooling
on animals and poultry,

One test conducted showed that cooler
hens not only lay more cggs, but also are
less susceptible to heat mortality, Two
chicken houses were used in the two-
month test, with 950 hens in each. One
was cquipped with evaporative coolers
and the other was not. "Durlng that pe-
riod,” reports Mark Gordon, Texas Power
& Light Company farm service adviser,
“temperatures in the cooled house aver-
aged about 15 degrees under those in the
unceoled one, About 29,000 eggs were laid
in the test house, while only 17,000 were
laid in the other, Two chickens died in
the cool house, compared with 18 in the
uncooled one.” The company estimates
the equipment costs an additional $50 a
month to operate, and about $650 to
install,

Texas Farm Products Co., Nacogdoches,
Texas, a large poultry producer, reports
it installed “fogging” equipment, another
method of cooling, for about 8,000 of its
250,000 layers as an experiment last sum-
mer. lts system consists of noszles, placed
along interior wall, which intermittently
spray water in a fine mist on the hens.
Grady Thompson, the firm's retail store
coordinator, says the coaling boosted cgg
output ubout 20%. He also notes hot
weather also causes a drop in cgg quality,
“Occasionally, some cggs have to sit a
while in the cases in 100-degree tempera-
tures before we can put them under
refrigeration, This causes egg whites 10
get watery, and thus cuts Guality,” He says
this situation will be remedied as cooling
equipment is added.

Texas A. k M. College's Mr. Jaska re-
ports tests indicate cooling also reduces
laying of thinner-shelled, or cracked, eggs
by as much as 20%. And, he says they've
shown it boosts fertility of eggs laid for
hatching into chicks by a like amount.

One key reason hen house inhabitants
are especially vulnerable 1o hot weather
is that they can't perspire.

Eat Extra Eggs

March, 1957, will kick off a long-range,
“Eat Extra Eggs" program during Na-
tional Egg Month, the Poultry and Egg
National Board has announced,

The campaign, aimed at making March
the greatest cgg month of all, will com-
bine promotion cflorts, nationally and
locally. ‘The Poultry and Egg National
Board is preparing a publicity kit contain-
ing information on the “Eat Extra Eggs”
program for newspapers, magazines, radio
and television stations.

The financing effort will be supported
through a voluntary check-off by egg pro-
ducers of 10c on each case sold in March.
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In The Macaroni Business
Profile: Lloyd E. Skinner

LOYD E. SKINNER was named presi-
dent of the National Macaroni
Manufacturers Association at the 52nd
annual convention at scenic Wemworth-
By-the-Sea, Portsmouth, New Hampshire,
Mr. Skinner is president of the Skinner
Manufacturing Company. He is one of the
foremost clvic and business leaders in
Omaha, Nebraska,

In accepting the presidency of the Asso-
ciation, Mr. Skinner told some 200 maca-
ronl manufacturers and allies at the con-
vention that “macaroni is a key builder of
food sales,”

He stated, “Every package of macaroni
purchased in a retail store produces an
average sale of $1.15 in other food items.”

“Macaroni products are never eaten
alone, and we do not intend for them to
be sold alone,”” he added, Mr, Skinner
urged that macaroni manufacturers “con-
tinually call this to the atiention of gro-
cers to help them stimulate their sales.”

The 4l-yearol! macaroni president
joined the company, established by his
father, in 1938, He served his company
as district sales supervisor, assistant traffic
manager and superintendent, and secre-
tary.

Alter serving with the Army in World
War 11, Mr. Skinner was named executive
vice-president in 1947, Three years later
he was clevated 1o president, His company
now enjoys wide distribution of its prod-
ucts in the middle west, southern and
southeastern states, In addition to maca-
roni products, the company distributes
breakfast cereals.

Mr. Skinner has made it a practice to
turn industry activities to public service
ends. He is onc ol the pillars of civic
endeavor in his own community.

He is a past president of the Nebraska
Small Businessmen's Association and a
trusiee of the National Small Business-
men's Association,

Other  directorships  inciude  United
Community Services, the Salvation Army,
South Omaha Youth Center and the Doug-
las County Chapter of the American Red
Cross,

He is a past president of the Camp Fire
Girls and the Iowa-Nebraska River Devel-
opment program and currently a director
of the Mississippi Valley Association,

An active Legionnaire, he served as
Commander in 1951 of the Omaha Post
Nao. 1, the world's largest Legion post. He
is also a past president of the Omaha
Junior Chamber of Commerce, In 1049,
the Omaha Jaycees honored him as the
“Young Man of the Year,"

Mr, Skinner's interest in civic work has
helped him stimulate and call atention to
the macaroni industry promotions. He
established a tradition of observing Na-
tional Macaroni Week by hosting spa-
ghetti dinners for worthy institutions.

LLOYD E. SKINNER

In 1950, his company played host to 850
“little men™ of Boys Town, Nebraska. In
1951, a similar dinner was held at Boys
Ranch near Dallas, Texas, and a year later
the San Antonio Lions and Kiwanis Clubs
used the Skinner dinner as a vehicle for
ralsing money for the new building fumd
for Maysville of that city,

As a director of the Macaroni Manufac-
turers Association, Mr, Skinner has coop-
cratedd with the Chamber of Commerce at
Devil's Lake, North Dakota, in staging
several of it famous annual macaroni
Testivals.

During National Macaroni Week in
1938, Mr. Skinner —working with the
Devil's Lake Chamber of Commerce —
sponsored a meatball and spagheuti din-
ner for the farmers of “Durum Triangle”
10 help stimulate their interest in the
planting of durum wheat nceded lor
macaroni products.

The Association president and his wife,
Kay, have four children, Jimmy, 6; Lloyd
Jro 4; and twin daughters, Kathryn Louise
and Mary Elizabeth, 8,

DuPont Expands Cellophane
and Mylar Plants

E, 1. DuPont de Nenours Company has
announced that it will expand its manu-
Lacturing  facilities for cellophane and
“Mylar" polyesier film. New equipment
at the Dul’ont, Clinton, lowa plant will
give about 10 million pounds additional
cellophane capacity by mid-1958. Addi-
tional expamsion plans will provide for
another 20 million pounds shortly there-
after,

The Mylar film expansion will be pro-
vided through new construction at Du-
Pont's Circleville, Ohio plant.

P Ciaiaoria: Lo el i i g Beadhs g L
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Wedding Bells

Josephine Mildred La Rosa, daughter
of Mr, and Mrs. Peter La Rosa, became
Mrs. John Joseph Cunco, Jr. on the
wwellth of January, The marringe took
place at St, Mary's Church, Manhasset,
Long Island, New York,

Overseas

Lester Swanson, durum sales manager
for King Midas Mills, received word that
his daughter Joanne spent Christmas at
St, Moritz, Switzerland, She teaches de-
pendents of American service personnel
at Hamburg, Germany,

It's a Boy!

Royce Ramsland, head of General
Mills, Inc, grain operations at Minne
apolis, became the father of a baby boy,
The Ramslands now have three boys aml

" a girl. ‘The neweomer is Mark Allen,

Hackbush Chicago Manager
International Milling Company has an-
nounced  the  appointment ol George
Hackbush as sales manager of the Chicago
office replacing W, L. Grewe who has
resigned becawse of ill health, He will
be in charge of sales of both bakery flour
and  durum  products throughout the
Chicago Metropolitan area, castern Wis-
cansin, and northern Indiana. Mr. Hack-
bush has been with the company 30 years,

General Mills Net Up

In its mid-year report to stockholders,
General Mills announced that its net
income for the six months between June
1 and November 30, 1956, totaled §5,051,-
504, as compared with $5,018,928 for the
same perind last year,

Sales for the first hall of the company's
current fiscal year were $259;554,263, as
compared with $255,641,300 for the first
six months of 1955, Net income per share
of common stock was $1.97,

Board Chairman Harry A. Bullis and
President €. H. Bell emphasized that
interim results are not necessarily indica-
tive of the full year's expectancy for
General Mills.

During the period since the company's
annual report was dssued in July, three
acquisitions have been made in widely
diversified ficlds, These are Ready-To
Bake Foods, Inc., Los Angeles, California,
manufacturer and distributor of refrig-
erated ready-to-bake  biscuits:  Brooklyn
Products, Brooklyn, Michigan, manufac-
turer of the Chem-0-Cel line of impreg-
nated sponges; and Protex, S. A, Mexico
City, Mexico, producers of steroid com-
pounds widely used in the pharmaceutical
industry.

Stock Dividend

Wallace & Tiernan, Inc., declared the
regular quarterly dividend of 85c a share,
payable Jan. 2, and an extra dividend of
59, in stock, payable Feb, 15.

Counsel

Thunder is good, thunder is impres:
sive; but it is lightning that does the
work, — Mark Twain,

e s

February, 1957

Dott. Ingg. M. G. rAib&nti °C

Cable: Bralbanti-—Milario MILANO—Via Borgogna 1, (ltaly)

Bentley's Code Used.

NEW AUTOMATIC
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 guldes, thus
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Only Human

By Sidney Fields
Courtesy New York Daily Mirror

This is published in the interest of
firotherhood Week, February 17-24, spon-
sored by the National Conference of
Christians and Jews,

TIIE cost of prejudice to American in-
dustry is $%0,000,000,000 a year in
wasted manpower, production, and mo-
rale. ‘The figure cannot include the incal-
culable and far more terrible cost in
human suffering and indignity.

*That means that $10 out of every §75
paycheck are wasted on the phony luxury
of indulging our prejudices,” says Dr.
Everewt R, Clinchy, who as head of the
National Conference of Christians and
Jews has been laboring for 28 years to
convert hatred to understanding,

Discrimination in industry is most com-
monly based on color, religion, language
and national origin, economic status, edu-
cation and politics. (1ry being a Republi-
can in some arcas of South Carolina or
a Democrat in Vermont) But prejudice
at the hiring gate, or the dislike on the
job of white for Negro, German for Pole,
Protestant for Catholic or Christians for
Jew is only one part of the vast hate
problem that infects our society and the
worlkd,

“If civilization is to survive we must
learn as much.about the human person-
ality as we do about the atom,” Dr,
Clinchy says, “We've never developed the
love, compassion, and understanding in
human beings to anywhere near their ca-
pacity. Psychiatrists arc probing for this
now. And it's here that science converges
with faith and reaches for the highest
ideals in both.”

Dr. Clinchy, tall, spare, white, and 59,
with three children and nine grandchil-
dren, was born in Harlem when it was a
suburh. His [ather was a carpet salesman.
During four years at Wesleyan University,
imterrupted by service in World War 1,
Clinchy held a job as a student-minister
in a little church in Fairmont, N. J.

*They took me hecause they couldn’t
get anyone clse,” he says.

He got a Bachelor's degree at Lalayette,
went to Union Theological and Columbia
where he got his Master's and was or-
dained a Presbyterian minister, and went
on to Yale for his Ph.D., but had to quit
for lack of money. He eventually got the
Ph.I). at Drew, writing a history of hate
in America, called “All in the Name of
God,” which was changed to "Growth of
Goad Will"”

When he first camie to Wesleyan in 1924
Clinchy tried to bring students of differ-
ent faiths together. That same year the
Federal Council of Protestant Churches
met in Atlanta, Ga., the headquarters of
tie Ku Klux Klan, and formed a “Com-
mittee of Good Will Between Christians

and Jews” to study "How does a klans.
min get that way#"*

Amidd the terrible hate engendered dur-
ing the Al Smith presidential campaign,
five prominent men on the Committee —
Charles Evans Hughes, Newton D, Baker,
S. Parkes Cadman, Carlton ]. H, Hayes,
and Roger W, Straus, formed the National
Conference of Christians and  Jews and
askeed Glinchy 1o run it

“Its purpose then was not only to dis-
salve the Klan's hate,” he says, “but man's
hate against man no matter where he
found it. We held our first meeting at
Columbia and I plastered the walls from
floor to ceiling with all the hate posters
against Smith, and people were shocked
such venom existed in America.”

His stall then was one stenographer and
his office a tiny room on lower Fourth
Avenue, Today the National Conference
of Christian and Jews has 250,000 volun-
teers and contributors, and 250 employees
in 64 offices in the U. S, serving 500
chapters.

“The Conference was the first systematic
and persistent attempt to allay the hostil-
ity and prejudice which have discased
sacial, political amnd husiness relations in
America,” says Dr, Clinchy.

He began with the children by alerting
their educators to the discase of hate, And
it's 10 their everlasting credit that every
school is aware of it today, even il nega-
tively aware of it, as in the South,

Then he turned to the adults reaching
into cevery community organization from
churches to veterans posts. And then they
went into industry through unions, per-
sonnel chicls and chambers of commerce,

“At the suggestion of a Catholic priest
we hegan Brotherhood Week,” Dr. Clin-
chy says. “It's now celebrated in 3,000
citics and towns and is a national institu.
tion independent of us.”

From the first Dr. Clinchy took 10 the
road to do his work, not only in America,
but all over the world, He's about to help
sct up a center of human relations in Hol-
land. On one ocean trip, after meeting
Dick Rodgers, the song “You've Got to
Be ‘Taught to Hate," showed up in “South
Pacific.” Quictly, tactfully, Dr, Clinchy
and the National Conference wrestle daily
with such problems as Negro pilots on
commercial airlines, a suburb in Rich-
mond barring Jews, or asking a professor
addressing a literary socicty how litera-
ture would be served by reading a paper
on the immaorality of the Popes.

"It's a truism that freedom from hate
alwavs brings the individual happiness,”
says Dr. Clinchy, and then he concludes:
“Science has hurdled all the boundaries
and made this planct a single home for a
single interdependent family. Whether
we like it or not, there is only one family
for the world — the family of man."
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About Teflon

From Du Ponmt Magazine. Copyright
1956, E. I. du Pont de Nemours and
Company.

Precision  machining of *Tellon” in
quantity was a job many called impossible,
Alert processors are proving them wrong,

Imagine trying 10 machine to precise
dimensions a material so sensitive that
temperature changes can cause parts made
in Brooklyn to be oversize in Texas,

This is only one of the many problems
involved in machining tiny parts of
“Lellon” tetralluorocthylene resin to 005
inch tolerances — problems processors and
fabricators of *“Teflon” have had 1o lick.

Because the D Pont plastic is flexible,
small diameter stk wobbles during ma-
thining and must be supported. Their
“memory” causes finished parts 10 con-
tract slightly toward their pre-machined
shape, and in hot weather the material
may exhibit a slight surlace flow when
machined.

Plus Values

Obviously, such drawbacks must be oll-
set by application advantages. In the case
of “Teflon,” these plus values include
toughness, outstanding low temperature
properties and the ability to take con-
tinuous service up to 500°F. The plastic
also is well known for its indifference to
nearly all chemicals and for a coefficient
of friction so low that in nany applica-
tions no lubrication is required.

Many Uses

These combined properties fit machined
parts of *“Tellon” for a number of carcers
no other material can undertake as elfec
tively, Military uses — in” electronic com-
ponents of guided missiles, for example
— currently take a large share of precision
machined parts of “Tellon.” But civilian
manulacturers of electronic and chemical
cquipment also are important customers.
A typical job involves turning out accu-
rate inserts for electrical connectors at the
rate of 800 to 1,000 an hour.

Some companies also machine parts of
“Zytel” nylon resin, “Alathon” polyethy-
lene resin and other plastics to customers’
specifications. ‘To handle “Teflon,” how-
ever, they have had to develop bath new
techniques and wew equipment. Skilled
machinists had to be retrained. Measur
ing gauges, considered the finest for metal
working, had to be discarded for more
precise instruments, To insure rod stock
of high quality for machining, several
companies now extrude *“Teflon” for use
in their own plants as well as for sale to
outside concerns,

With the growing trend toward minia-
turization of cquipment, processors and
fabcicators of "Tellon" are expanding
both research and production facilities to
meet the new demand for these precision
machined parts.

Memo for Machines

Relts that are overly tight put unncces-
sary pressure on bearings and increase
wear. Keep belts just tight enough to
deliver power satisfactorily,
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Today's Look
(Continted from page 20)

turers in almost every phase of the mar-
keting operation.  For example, major
consumer promotions in seven of the most
active product classifications were 17%
ahead of 1955 in number of offers and
8197, over 1955 in relative sales impor-
tance, Major media advertising for twenty
grocery product  manufacturers during
1955 — the most recent year available —
increased 1195 over the preceding year,
with all media types showing gains ex-
cept network radio where expenditures
were off 809, Unfortunately, spot broad-
casting and outdoor advertising were not
available for these breakdowns. Based on
the four media types where we were able
10 get information, however, network TV
accounted for 44,29 of total expenditures
as compared with 36.3% in 1954 and
26.49, in 1958,

All of this adds up to substantially in-
creased competitive pressure on food store
products, In the aggregate, we believe
this pressure will be even greater in 1957,
While expericnce has pretty well demon-
strated the Iutility of consumer promo-
tions on old line, well established prod-
ucts, and hence we would expect to see
somewhat fewer consumer promaotions on
this class of merchandise, 1 believe that
increased promotion on new products as
well as products with improved packaging,
taste, added flavors and types, etc. will
more than make up for this decline.

You Don't Stand Siill

Now, all of this poses quite a problem
for n manufacturer whose product has not
changed materially during recent yeirs
and who does not anticipate any material
change during 1957, This problem be-
comes particularly acute if this manufac-
turer happens to be competing within
a product classification where other brands
have made improvements somewhere
along the line, In order to demonstrate
the dilemma faced by this manulacturer,
I dusted off an analysis originally made
by Mr. Nielsen in 1953 covering the his.'
tory of yesterday's top grocery brands and
brought it up to date: 319 of the top
brands in 1940 had lost leadership in
1956 and I might add parenthetically that
most of them lost leadership by decided
margins, An additional 21,59, of 1940's
top brands still led in 1956 but with
materially reduced consumer franchises,
i.e., with smaller shares of the market. The
balance of 47.5%, were still ahead of the
parade and with increased consumer
franchises, ;

Let's look more closely at the 819, of
1940's top brands which had lost leader-
ship by 1956: 239, of these brands lost
leadership because of competition from a
radically new product, 319, because of
an improved product, another 237, be-
cause competing products were able to
provide new developments in the form of
{lavors, color, sizes, etc, and only 237,
because of primarily being out-advertised
and out-promoted. Of course, the moment
a brand loses out 1o another because of a

radically new product, an improved prod-
uct, or some new development, it almost
automatically means that it is outadver-
tised and out-promoted because of the
aggressive tactics of the newcomer in pro-
mating its newly found advamages. A
competitive improvement, properly ex-
ploited, will really take the gimp out of
your advertising cifectiveness — and out
of your competitive position as welll

Many of the product improvements we
have been discussing are designed 1o fit
in with those changes in our living habits
which influence our food buying habits —
factors such as the decided trend toward
shopping in larger stores, the trend to
suburban living, the trend to larger size
families, the trend to more leisure time,
the trend to more informal living, the
trend toward increased home entertain-
ment such as television, etc. One obvious
result of these changes has been the
marked increase in the sale of what might
commonly be called “snack” items suitable
for between-meal consumption. Another
example is the trend to low-calorie foods
brought about by our increased sedentary
existence,

Trend to Out-ol-Doors

The trend to less formal living is dem-
onstrated by the trend to more out-of-door
cating. For example, a consumer survey
made by our special research department
particularly for this mecting tells us that
the trend to more out-nf<loor eating is
most evident upon the larger families,
the younger familics, and among people
on the Pacific Coast where the individual
gets a little better break on the weather,
Here is the sitnation with respect to out-
of-door cating in the month of August,
admittedly a good month for this type
of activity, Almost two-thirds of the fam-
ilies report eating out-of-doors at least
once during the month, with the average
family reporting some kind of outdoor
cating four times during the month, Al-
though approximately the same percent-
age of familics reported cating out-ol-
doors during the month of August in
Eastern and Pacific sections, the Pacific
Coast families ate out-of«loors more fre-
quently than those in the East. It is also
interesting to note that almost half of the
families in the East and Pacific sections
of the country own some kind of portable
grill or fireplace for out-door cooking.

Home Entertainment

The trend to more hone entertainment
is illustrated by the number of home
hours per day spent viewing television
and listening to radio during Tanuary and
February of each year, The figures show
that total hours spent in these activitics
increased from 5.8 hours per family in
1948 to 6.8 hours per family in 1956, Of
course, these are average figures, which
means that some homes hardly listen to
radio or view TV at all, whereas others
spendd considerably more than 6.8 hours
per day in these activities. In interpreting
these figures we must also keep in mind
the fact that the same person in the family
does not necessarily conform to this pat-
tern; one member may be listening to
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radio while the remaining members of
the family are viewing television. Never-
theless, the trend toward more home en.
tertainment  is unmistakably evident,
‘This must be taken into account not only
in deciding how to advertise but also in
deciding on ways and means of fiting
your products into this changed patiern,
We did u little playing around with these
figures and came up with the rather as.
tounding conclusion that, for the popula.
tion as a whole, we spend two-thirds more
time viewing TV and listening to radio
than we do working. This is for the en-
tire population, of course, and takes into
consideration the fact that some people
do not work at all.

Obvivusly, the trend toward pre-cooked
products and precooked meals fits right
into this picture, 1 have a hunch that
carelul, objective studies of changes in
consumer living habits and their relation
to food buying and eating activities would
reveal additional opportunities for im-
proved products and increased sales,

Sectional Preferences

Now a somewhat different problem
faced by manufacturers of nationally ad-
vertised brands is the rather wide range
in competitive position for a given brand
between major sections of the country.
I'll explain Brand A in some detail and,
since the remaining seven nationally ad-
vertised brands are set up in similar fash-
jon, the explanation will pertain to then
as well. Brand A led the field five years
ago with a national competitive position
of 1.6% and still leads today with 1499,
of the market—a gain of only 0.3 per-
centage points, OF course, the market has
expanded considerably over this five-year
puriod so that the gain in sales is much
greater than the number of points change
in competitive position would indicate,

There are two things we want to ob
serve in connection with Brand A, In the
first place, the brand's competitive position
ranges from a high of 24.8% in Territon
No. | 10 a low of 1039, in Territory
No. 9 —an overall range of 25 to 1, To
be noticed in connection with Brand A i
the fact that its gain in number of poine
is somewhat greater in those areas wher
it has a lower competitive position, In
ather words, over the five-year period the
competitive position between territorics
has tended 1o equalice somewhat, although
still showing an extreme variation o
2510 1,

Brand B, although leading the fickd
today as it was five years ago, shows an
overall loss of 2.8 points in competitive
position,  This loss is prety peneral
throughout all areas and is no more pre
nounced among the territories where it
has a higher competitive position than it
is among the territories where it las &
lower competitive position. Furthermorc.
the range from high to low is 2.1 to L.

Brand C shows an over-all increase ol
5.8 points from 2149, of the market five
years ago to 26.7% today, This gain is
pretty well distributed throughout eight
of the nine territories and, in general, i
about the same for the weak territorics

e e e e e
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CLEAN - AUTOMATIC -

. « +» That's the kind of long goods drying system
American Beauty has at their Kansas City plant.

New Hoskins Long Goods Rooms dry safely—completely automatically. An operator loads the room, flicks the switch and
Automation takes over. A motorized com sels temperature and humidity at required levels, changing step by step as drying
progresses, At the end of the scheduled time the complete system shuts down and goods are ready to pack—straight, strong,
free of check regardless of weother changes.

Soundly designed Hoskins drying systems are years chead in speed, construction, flexibility ond sanitation. But most
important of all, they are RELIABLE! You con count on them to produce a certain, definite amount of goods in o set period
of time,

Hoskins services In the drylng field now Include—FABRICATION: Long Goods Rooms, Short Goods Continuous Dryers (up
to and over 2,000 Ib, per hour), Noodle Continuous Divers, Conveyars and accessories—DESIGN: Control systems for exist-
ing rooms and continuous dryers, better circulation systems for dryers, complete orea intake and exhaust systems and

Use The Hoskins Service
GLENN G. HOSKINS COMPANY

Industrial Consultants Libertyville, lllinois
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as it is for the stronger territories at the
top of the list. The overall range from
high to low is 1.7 to 1,

Brand D was just getting underway five
years ago when it had a national position
of 11.2% of the market. It has grown to
4389 currently for an overall increase
of 32,1 points, and here again the gain is
pretty  well distributed throughout all
arcas, with the greatest increases naturally
coming in those territories where the
brand was just getting started five years
ago. The overall ratio here is 1.5 to 1
—about as close to a national brand as we
have in the entire Nielsen Food Index.

Continuing, we sec that Brand E has
gained 8.5 points over the five-year period
and now represents 36.8% of the market.
With the exception of one territory, this
gain has been pretty well distributed
throughout all arcas and again we note
that the increase in the weak territorics
is not materially greater than the gain
in the strong arcas, Despite this overall
increase, the range from high to low is
still 3.7 to 1.

Brand F shows an overall increase of
0.9 points over the five-year period to a
current competitive position of 44.5%,.
Here, again, the gain is approximately
the same in the weak territories as in the
stronger arcas, ending up with an over-all
differential in competitive position of
101w 1.

Brand G shows an over-all Joss of L1
percentage points over the five-year pe-
riod in a rapidly expanding market, This
1oss occurred in six of the nine territories
and, with the exception of Territory No. 4,
there is little difference between the num-
ber of points gained in the weak and
strang territories, the over-all ratio end-
ing up at 37 1o L.

Brand H shows a rather modest gain
of 3.1 points, with the gain extending
to all nine territories, As has been the
case with most of the other nationally
advertised brands studied in this analysis,
the number of points gained is about the
same regardless of the brand's competitive
position, ending up at 28 10 1,

National Franchise?

Now it must be remembered that these
are strong leading nationally advertised
brands in all instances, Only one of them
has what might properly be termed a na-
tional franchise; the other seven nation-
ally advertised leading brands show varia-
tions between strong and weak territories,
ranging from 2 10 1 all the way up to
1ol

"T'he second conclusion derived from this
analysis scems to indicate that most brands
operate on a national basis as evidenced
by the fact that the number of points
gained seems to average out to about the
same figure regardless of the original
strength of the brand in a given territory.
The problem, or the opportunity il you
prefer, lies in taking steps to increase the
brand’s standing in the weak areas
through more selective action from the
standpoint of advertising, promotion, and
sales effort. .
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At the Store Level

Let's next exariine some of the prob-
lems and opportunties at the store level.
While all types of stores show sales prog-
ress over 1955, the chains and large inde-
pendent outlets continue to make the
best sales gains, up 10% and 119, re-
spectively. Chain stores, which include
four or more relail outlets under one
ownership, now account for 43.0%, of
total grocery store sales as compared with
41.9%, in 1955 and only 38.6° in 1952,

Of course, practically all of these chains
and large independents are sell-service
stores, It will be noted that self-scrvice
chain and large independents combined
account for 63,19, of total grocery store
allcommodity sales, with the lion's share
in those stores having three or more check-
out counters. This figure of 63,19}, would
be further increased if scll-service stores
in the medivm independent group were
segregated.

Check-out Yardstick

The importance of stores with check-out
counters suggests that some means be
provided retail salesmen for estimating
the annual volume of a store in this
sell-service chain and large independent
group in terms of the number of check-out
counters, The average weekly sales per
store per check-out stand is $2,408 for
stores having one or two check-outs, $3,246
for stores having three or four check-outs,
$4,172 for stores having five or six check-
outs, and $4,505 for stores having seven
or more check-outs, While these are aver-
age figures and will not apply exactly to

any individual outlet, they should provide -

n useful means for getting at some estimate
on the size of stores, all of which is helpful
in allocating sales time, sales planning, etc.

Some of you who attended the 1954
annual meetings of the Merchandising
Committee will recall my presentation on
the approximate number of food stores
required for 709, of total food store sales.
These data were admittedly baced on esti-
mates since the latest figures available at
that time were based on the 1948 Census
of Distribution. Through the cooperation
of the Bureau of Census of the U, S.
Department of Commerce, we have had a
special run made on the new 1954 Census
which excludes the specialty stores from
the Tond classification, leaving the gro-
cery, combination grocery-meat, delica-
tessen, and country general food stores as
a separate group, This is the group upon
which the Nivlsen Food Index is based,
and, of course, represents the type of
stores in which most of you are fmme-
diately concerned,

Number of Stores

We have recalculated the number of
stores required in each of the seven stand.
ard Niclsen territories for 70%, coverage;
unforunately, at the time we prepared
this analysis we did not have separate
data on Metropolitan New York and
Metropolitan Chicago, so these have been
included within the Middle Atantic and
West-Central territories, respectively, We
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note that approximatcly 3,000 stores in
New England account for 709, of total
food store sales; this represents only 18.87,
of all New England grocery, combinatibin
grocery-meat, delicatessen, and  country
general stores with food, excluding stores
having under $2,500 annual  volume.
Seventy per cent of the food store sales
in the Middle Atlantic territory can be
covered with 7,200 stores or 15.29, of the
total; 8,600 or 15,09, of the East-Central
stores; 9,800 or 21.89% of the West-Central
stores; 8,300 or 15.39, ol the Southeast
stores; 5,800 or 17.4% of the Southwest
stores; and 4,100 or 17.99, ol the stores
on the Pacific Coast, Ths totals only
46,800 outlets for 709, coverage within
cach territory —a  surprising  recuction
from previous estimates,

The number of stores required for 707,
of total food store sales has declined from
approximately 112,000 in 1939 o 90,200
in 1948, and then sharply to the current
1954 level of 46,800 outlets, There seems
little doubt but that this number will be
still further reduced by the time 1960 rolls
around. The extent of this reduction is a
matter of personal judgment and opinion.
1 have seen carcfully considered estimates
as low as 25,000 outlets accounting for
709, of total food store sales, although
my own personal opinion would put the
figure somewhat higher, say about 37,000
or 38,000 outlets. ;

How Many Call?

Some additional light on this trend was
given by Mr. Lansing P. Shicld when he
stated before # recent luncheon meeting
of Westchester County officials that he ex
pected the average Grand Union store
five years from now would have 50,000
square feet, provide jobs for 200 em
ployees, and carry 15,000 {tems, This com-
pares with today's average of 17,000 square
feet, 50 employeces, and 7,500 items.

Regardless of the exact number of
stores, this situation poses many problens
for all of us engaged in directing retail
sales forces, One abvious conclusion is that
we probably need even better trained and
more skillful salesmen than we now hav
il we arc to secure emtree and keep the
interest of the comparatively few st
managers and proprictors who contrel
this substantial amount of business. It
also probably means that we cannot affon!
10 call on very many of the stores repi-
sented in the 839, or so who do only 30%%
of the sales volume, It also probabl
means even greater emphasis on pre
selling the consumer, improved package
design, and improvements in the product
itscll. It may suggest changes in the man
power requirements for various territorics
and in this connection we will be glad
to make detailed figures showing number
of stores and sales volume for each store
type and size within each county available
on a cost basis to anyone interested in
securing the data,

Out-ol-Stock Problem
Now we take up the question of store

inventories, store distribution, out-of-
stock, and outofshelf, Sales of the pre
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High speed efficiency...Lowered packaging costs!

WOODMAN

FLEET-WEIGH Model 'C' with
LO-LEVEL FEEDER and VIBRA-WHEEL FILLER

This WOODMAN combination makes
macaroni and noadle packaging a smooth
trouble [ree operation.

The LO-LEVEL FEEDER automatically
levels the product in the hopper, the
picker wheel insures cluster [ree delivery
1o the dual scale hoppers of the FLEET-
WEIGH for rapid, accurate net weigh-
ing and to the VIBRA-WHEEL FILLER
for [ast efficient bag filling.

Think of it — up to 35 packages per min-
ute with less than V4 or. average weight
variation!

Weight and bag size changes can be
made in less than 2 minutes = from
2 to 16 oz single shot.,

The WOODMAN line of packaging ma-
chinery will answer your packaging prob-
lems. Call, write or wire for a WOOD
MAN engineer to analyze your packag-
ing operation. No obligation, of course!

YOUR WOODMAN MAN IS A GOOD MAN TO KNOW!

Montreal, New York, Portland, Philodelphic, Son Froncisco. Soon In Omaha.
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viously mentioned 40 packaged food com-
modities on a tonnage basis are 249,
ahead of 1948 levels. This market sales
increase has occurred with practically no
change in inventories; 1956 inventories
on these 40 packaged food commoditics
are actually 297 less than they were in
18, This is probably the combined re-
sults of (1) more cfficient retailing, (2)
shift of business toward larger outlets
having cficient warchouse facilities, (3)
trend toward major advertised  brands
which turn faster and hence require less
inventory, (1) clforts on the part of re.
tailers to find room on their shelves for
addivonal lines, :

The number of months' supply for the
average of these 40 commodities is 1.1
months. Obviously, this would he lower
for many. of the large chains and supers
and somewhat higher for the smaller
stores, This compares with a figure of 1.4
months' supply in 1948, The curremt
figure of 1.1 months' supply varies by types
of products, rarging from a high of 1.5
months for cleanmg agents and canned
foads to a low of 0.6 months for Fats and
oils, many of which are, of course, in the
perishable category.

Are Inventories Adequate?

The question naturally arises as to
whether these inventories are adequate 1o
support the sales of these [fast-moving
products. Out-of-stock studies made for
previous presentations have shown a
rather good picture for the average brand,
with median out-olstock centering aroumd
390 av any one time. This means that
stores accounting for 397 of 1wotal traffic
do not have the product in stock at any
one time, even though they normally have
it in distribution, ‘These figures are con-
firmed by present studies and 1 think it
is sale to conclude that the wholesale and
retail distribution system is doing a rea-
somably good job in keeping supplics of
goods available at the store level, This
is only part of the story, however, because
while goods can be available at the store
level, they may not be on the shell and
hence the effect on the consumer is just
s bad as il the brand were actually com-
pletely out of stock.

At the suggestion of the GMA Mer-
chandising Committee, we made a special
analysis of this condition in an attempt
to measure what we term “out-of-shell” in
addition to the standard “out-of-stock”
situation, Each Nielsen investigator indi-
cated out-ofshell on the regular store
audit forms by dividing the counted in-
ventory into front-olstere and reserve
stocks. Furthermore, we analyzed these
figures by store type and size and also in
terms of the day audited, i.e., we prepared
separate studies for those stores audited
during “busy” days of Friday, Saturday,
and Monday versus the “stocking” days
of Tuesday, Wednesday, and Thursday.
Monday was included as a busy day on
the grounds that depleted stocks would
probably not be replaced over the week-
end,

Since this study was rather difficult to
make, we sclected certain key items —
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individual package sizes of wellknown
brimds = taking care to include  excep-
tionally Fast movers as well as slow movers,
leading brands as well as brands having
a smaller consumer franchise.

Item 1, for example, was out of stock
in stores accounting for 49, ol all.com-
modity sales and out of shell in an
additional 8%, for a wtal overall un-
availability of 795, ‘This naturally varied
by brand and size but within rather nar-
row ranges. The median figure was 395

"for outofstock, an additdonal 2% for

out-olshell, for an overall unavailabihty
of 5%,

In analyzing these figures 1 think we
should keep in mind that they simulate
the condition as observed by an average
shopper, In other words, as the Niclsen
auditor goes through the store, he makes
note of all of those brands which have
rescrve stocks only, ie, all of the brands
that are normally stocked by the store
which are not on the shell at the time he
makes his rounds, 1¢ out-nf-shell were 10
he cumulated over an entire day, 1'm sure
we would find a much higher figure, but it
seems 1o me that this higher figure is not
the critical one from the standpoint of the
average shopper.

Now I don't know what you think of
these figures, but most of us at the Nielsen
Company were surprised at the com-
paratively low incidence of out-of-shelf.
On the other hand, some people with
whom 1 have discussed the situation [eel
that a combined outofstock and out-of-
shelfl figure of 52}, is high. This feeling
is based on the Fact that a 5% unavail-
ahility means that one out of every twenty
people going into a chain store where
she expects to find her favorite brand
will be unable to make the purchase. Be
that as it may, our experience over the
years has shown that the irreducible mini-
mum out-of -stock is probably in the
neighborhood of 2 or 3%, for any given
package size of the brand. Furthermore,
it scems hard to conceive of a situation
short of some type of automatic shelf-
stocking which could keep out-of-shelf
much lower than 29, And when one con-
siders the terrific number of items stocked
by a chain store or super market, the
crowded conditions both from the stand-
point of lack of available shelf space and
number of customens in the aisles, the
difficult help situation faced by store
operators, etc, it would seem that these
retail outlets are doing an excellent job
in keeping merchandise available for the
consumers’ selection,

This same situation cxists for large
independent stores, These super markets
show almost the same condition that we
observed in chain stores with a median
out-ofstock of 39, a median out-of-shell
of 1%, and an overall non-availability
of 49,

Nor do we get any materially different
figures when we contrast the situation be-
tween busy days and stocking days. There
is a slight decrease in out-ol-stock in chain
stores [rom 39, to 2% during the stockirg
days as we might expect, but the basic
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situation is almost identical to the first
example,

We find that grocery manufacturers
have also been working on this problem. *
In reply to a recent GMA questionmaire,
58 of the grocery manulacturers stated
that they had made recent changes in
shipping cases and packages in an attempt
to simplify the stocking operation. Of the
587, who had made recent chimges, more
than half had improved their shipping
tases s as to give quicker amd easier
idemification, 479, had wtilised 2 tear
strip, an additional 2690 had adopted
other methods of easier opening such s
less glue, ete, 2997 had adopied case sives
which rescarch lad shown 1o he more
convenient,

The results of one of these changes,
taken dircaly from Nielsen Food Index
files, show that after careful study, one
manulacturer, whose product comes in
several different varieties, decided to in-
crease his case size from 12 to 24, "This
was tested in Area T and, aflier almost a
year's experience, it was observed that
dealer inventories increased only 567,
distribution remained practically constant
at 919, and out-ofstock was matcrially
reduced from 87, to 397, The plan was
then adopted for Area 11 with similar
results,

Problem of Distrilution

A much more serious problem  thian
cither out-ofstock or outolshell is that
of seeuring adequate distribution in the
first place — persuading the stores to han:
die your brand. ‘The figures | originally
used Tast year o eall attention 1o this
situation have heen brought up to date
and show the distribution range for 220
major advertised brands in terms of per-
centage expostire 1o all-commaodity  vol-
ume, Seventeen per cent of these 220
brands Dave distribution in stores ac-
counting for more than 909% of total
volume or trafic, An additional 259
have distribution in stores accounting for
807 to 899, of store volume or tralhic,
etc. Looking at it another way, only 427,
of the brands have distribution of 807,
or bewter and at the other end of the
scale, 219, have less than 50%, distribu-
tion, 1 would like to reiterate the point 1
made last time, numely that this situation
nat only places a terrific handicap on a

* manufacturer's advertising which we com:

monly think of as designed 1o get new
customers or added usage of our products,
but it probably offers u major stumbling
block in the path of a custonier's con-
tinued use of a brand she has already
tried and liked.

Now for the changes in distribution of
220 major brands between June-July 1955
and June-July 1956 in chains and large
independent stores combined. This anal-
ysis is confined to the important outlets,
omitting the medium and small stores,
Nineteen per cent of the brands lost be-
tween two and five percentage points in
distribution, an additional 4%, lost be-
tween five and ten points, and 1%, actu-
ally lost more than ten points. At the
other end of the scale, 159, of the brands

it oadaa b 1 I
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IT TAKES TWO

The National Macaroni Manufacturers dAsso-
ciation, trade association for macaroni and
noodle manufacturers and their allies in the
United States and Canada, serves as industry
representative, spokesman and clearing house
ol information, Members receive bulletins, re-
worts, surveys and are called together period-
ically for meetings and conventions.

The National Macaroni Institute is the pub-
lic relations organization for the industry, &cdl—
cated o product promotion, Counsel is retained
to prepare features, photos, amd recipes to dis-
tribute through every medium ol communica-
tion. Members receive advance news on public.
ity and promotions and are kept informed of
results.

It takes two organizations to do the job. Mem-
bers agree it docsn't cost — it pays. Write for
details,

AT ~ =" MACARON]I

MANUFACTURERS ASSOCIA

BOX 636, PALATINE, ILLINOIS

N-RICHMENT-A®

FOR PLUS

QUALITY

—in handy wafer
or powder form

—convenient
nationwide
stock locations

—write for
descriptive
literature

WALLACE & TIERNAN

INCORPORATED
25 MAIN STREET BELLEVILLE 9 N J

JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing
in all matters involving the examination, pro-
duction and labeling of Macaroni, Noodle and
Egg Products.

1=Vitamins and Minerals Enrichment Assays.

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

3-Semolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

5—Sanitary Plan? Inspections.

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

~BIANCHI'S
Machine Shop

221 - 223 Bay St.
San Francisco 11, California

Western States
Macaroni Factory Suppliers
and

Repairing Specialists

40 Years Experience
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FOR BETTER
MACARONI
PRODUCTS
CHECK THESE
4 BIG
ADVANTAGES:

1. Milled from 1009 Choice
Durum Wheat

2- Excellent Amber Color
3. Uniform Granulation

Milled in one of the most
4. modern Durum Mills in the
USA

NORTH DAKOTA

Boost
Your
19517
Sales
with
Macaroni
Products
Made From
o Durakota No.1 Semolina
o Perfecto Durum Granular

e Excello Fancy Durum
Patent Flour

MILL AND ELEVATOR

Grand Forks
North Dakota
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showed gains in distribution, What seems
o have happened here is that new brands
aml new lines have forced stores o ae-
allocate shell space o the detriment of
some ol the hrands which were alveady
o the market at the start of the year,

1am gl o report, however, that maj
advertised  brands still account Tor more
than threequarters of the sales of the 41
food commadities covered by the Nichen
Fomd Index. The figure is 736" — off
only thieetenths of a percentage point
[rom the previous all-time high of 75.9¢]
in 1955,

Summary

In concluding, leds quickly summariae
today's look at some of tomorrow's mar-
keting apportunities, Here are the major
anes we discussed tods

L. The salesincreasing  opportunitics
present with convenience products, prod.
ucts with new developments such as types,
Hlavors, sires, cte, 11 these improvements
represent veal added value o the con-
simer, added volume will be aeated Tm
bt mamufacturer and setailer alike,

2, The opportanity ol developing new
products designed 1o fit in with changes
in conswmer living hahits,

3. The apportunity ol inceasing the
quality and perhaps seducing the quan-
tity of our sales force in order o it w-
morrow’s selling into the pattern of Liger
andl fewer retail outlets,

A4 The oppurtunity of building distri-
bution on many of our major advertised
hrands so as o expose our products o a
larger number of consumers, thas capital-
iring on our expenditmes for advertising
and promation,

All of our igures imdicate that the gro-
cery imdwsty iy continuing 1o do an o
staneling job in Jow cost distribution ol
(quality produces. I more of us can e
hrace some of the apportunities we have
discussed here, our eports for 1957 and
future yean will be even better!

Better Protein

From Du Pont Muagazine, Copyright
156, E. I du Pont de Nemowrs amd
Company,

Coming:  Better  protein from cereal
fomds. I's accomplished  with essential
amina acids, the building blocks of pro-
tein.

Few informed  persons realize  that,
even with our high standard of living,
many Americans don't eat enough good
protein to provide their minimum necds
for top physical condition, “Uhis iy par
ticularly trae of childien, pregmant women
and the aged,

Nature is bountitul in supplying meat,
milk anc eggs with high quality protein
that is vich in essential amino acids and
therefore capable of maintaining optimum
growth, health and resistance o diseise,
Hecamse cereal grains contain less of cer-
tain essential amino acids, however, they
have a much lower protein value, In the
cse of wheat, lysine is the amino add in
short supply.

“Fortumately,” Dr. N. W. Flodin, a
Du Pont food chemist, reported 1o the
American Assaciation of Cereal Chemists,
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“it's mow feasible to build high quality
protein value into bread and other cereal
Townds, “This can hest be done by fortilving
the cercal foods with  essential  aming
acids, such as Iwsine” This amino acid,
heing intronduced in limited quantites by
Du Pont’s Elecorochemicals Dept, is sold
o bakers and cereal manubacturers, as well
as to the pharmacentical industry for wse
as e dictary supplement,

“Surveys of our eating habits clearly in-
dicite that cereal foods are the logical
choite o carry more wnd beter: potein
0 the people” D Flodin said. For ine
stinee, iy a0 national habit w oeat ligh
meals ancd smacks ased mainly on cereal
foods — the beverage and toast bhreakbist,
the coltee break with dowghnuts or pastry,
the jelly sindwich break of the school
child on the mundching ol sugar-coated
cereals or cookis,

Another aspect of the protein deficiency
prablem s our end wward lower calinie
intakes, Beaase madcdhines do more of om
heasy work, we don’t have 0 work as
handl. “To keep down our weight, we don't
cat as much, In tarn, this often ous
down on the amount of essential protein
we eat. On the other hand, many of us
today ave cating more lusury foods, While
these are calorierich, they are frequently
prowin-poor.

juely Suited” for Fortification
“To stummarize, it is believed the hasic
purpose ol forti i with amino acids
stch s bsine should be o dmprove the
protein value of staple fomds,” Dr, Flodin
added. “There iy o necd for more high
elhciency prowin not anly in wany lor
cign arcas, bhue alwo in the United Stites,
whereimdequane protein nutrition s
common  among  children,  adolescents,
preguant women, the divonically il ad
the aged. Becuse ol American eating
habits, cereal Tomds are uniguely suited 1w
bring wore high quality. protein o the
individuals who need This can he done
in two ways: by udding maore good protein,
s o s ik solidls, to cereal foods, ane by
Puilding higher value inta the cereal pro
wein itsell with pure somino acids, such s
Ivsine.™

Additive Study

I he acddition of the amine acids Ivsine
aml methionine o diets which ely Lapely
on plants for protein: has heen found
henehaial in research conducred by e
vard University scientisty,

Lasine and  methionine are the two
i acitds that are often dlownd in lim-
ited supply in plane proweins, The scien-
tists cmphasized it a0 large share of
the world's pupulation lives primarily an
prowcing of plant origin,

Experitnents on young women in Peru
show that supplementation of their all-
plant dlicts with lysine improved nitrogen

‘4

I he researchers mentioned twa Figtors
than should be Kept in mind when eval
wating omine acids in the dicr “Fust, o
knowledge of the wotal conibution ol
aming acids lom the diet,. bhecase an
exeess ar imbalanee of amine acids may
be as lanmlul as w simple deficiencs
Second, there iy o daily need b good
quality protein in the dict, espedally in
arcis where proteinepoor diets are pres
alent,” the scientists comcluded,

Sage Saying

A pood et is beoer than all the
hewds in the world, = Fhe Diseaoned, Eed.
wand Buliver Lytton,

1956 Wheat Production

The production of all wheat in the
United States i 1936 totaded 497,000,000
bushels, ey 79 larger than the 1455
aop, bue 1300 smaller tdan the tensem
werage ol 1LTIRZRY,000,

Fhe durum wheat crop ol 39,607,000
Dashels s e than twice as large s
105 and 28Y above average. AL pro-
ducing states show sharply higher prodae-
tion than 1955, The Moutana cop was
triple thae of 1955 and Minnesota monre
than  double.  The  Dakotas  showed
suiller increases although both were well
ahove 145

Phe Lager production in | resulied
priomaily frome increased acreage for har-
vest although higher vields per acre abo
conttibimed  in Minnesot amd - Nowth
ko A liberadized allotment program
for duram wheat was instrumental in the
increwsed aoeage. An additional Lt
wits the availability o new rastresistan
varivties inosome states, Abandonment ol
planted acreage was greater than 1995 in
thiee ol the four producing states,

Sewnth Dakota experienced exceprionmally
heavy abindonment ol planted acreag
asaresule ol diny weather, The heaviest
o wirs outside the usual ol ing areas,
where a comsiderable part of the Sowth
Dakoti inoease in planted e
curreds Sty ine parts of North Dakata
were somewhat thin and there was some
hear dhomage, Alndonment was b
shightly higher than List vear in Montana
Generally Livorable conditions in Minne
sata and North Dakota aceount T vields
per e alove Bistosear il merage Sonth
Dk vields wveraged below Lise sear b
wer ove the w1 cop.

Fhe crop o was planted abow the wsial
time exeept in Novth Dakotc where pla
ing wirs delaved becanse of wer soil condi-
ditions, Plantings were not as Lage as
expected since the delay extended bevond
the desitable planting date, the Coap
Reponting Beard saiel.

Yield Per Aae (KT 155

wention and  when both lsine amd - Winter: Whea AL {

methionine were given, even better vee Spring Wheat 185 6.4

tention resuled. Durum Whean 6.6 ]
Production 1450 I 194352 \ag
Winter Wheat THLU95,000 L7300 BI2.0977.000
Spring Wheat 262212000 220,038,000 ZRR.A,.000

Durim Wheat

39.607.000

19,380,000 A5, 4R6,000
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DEMACO Automatic

Spreader Attachment

gives you more of what you want most.
Perfect stick extrusion pattern with a
minimum of returned trimmings. No
electrical timers, no brake motors, no
limit switches and no complicated elec-
trical wiring.

MORE PROFITS IN

< g ; DEMACO Sheet Former
If "Push-Button’’ Profits appeal to you

— here Is the answer. Perfect noodles
made with Teflon Die, with unusual
smoothness, color and excellent cook-
ing qualities.

e

DEMACO Automatic

Short Cut Press

copable of years of trouble-free perform-
ance with the outstanding features of
“Trade-Approved" Single Mixer — hav-
ing full vacuum over the entire mixing
cycle.

DEMACO Dual Type Preliminary Dryer

and Long Goods Finish Rooms —

@ Completely Automatic

@ New Patented Pickup & Tronsfers on Preliminary
Dryer

1) Detmamciocs/Tacrive

CORPORATION
4f A% METROWPOLITAN AVIE - o 1o g ute 4 OB BROOKITN 17 N ¥
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M. J.

RETROSPECTIONS

3% Years Ago — February, 1922

e After acquiring the plant and equip-
ment of the International Macaroni Com-
pany, Joliet, Nllinois, the new Joliet
Macaroni Company increased its capital
stock from $50,000 to $100,000.

e The special tarilf convention in Wash-
ington, D, C. last month went on record
as favoring the American Valuation plan
in any new tariff law.

e The macaroni truck is gradually replac-
ing the horse delivery wagon, heretofore
in vogue,

e Henry Mueller was appointed in place
of the late C. F. Mueller as trustee of the
National Cereal Products Laboratory and
Herbert Gruber is to replace G. Savarese
of Savarese Macaroni Company of Balti-
more,

» The Plaza Macaroni Company of New
York City was Incorporated last month
with a capital stock of $10,000,

. Thc‘a]acub Silverman plant at 1638 East
New York avenue, Brooklyn, was dam-
aged by fire, No estimate of loss,

e G. Guerissi was elected as president,
John F. Feeser, vice president, and F. W,
Kreider as secretary-treasurer of the Key-
stone Macaroni Manulacturing Company,
Lebanon, Pennsylvania.

2% Years Ago — February, 1952

¢ A “Code of Ethics” for the Industry was
discussed at the mid-year meeting in the
Palmer House, Chicago, January 26,

¢ Benjamin R. Jacobs of the National
Educational Bureau talked about *Ran-
cidity in Macaroni Foods” at the conven-
tion,

® Testimonial dinner in Chicago's Palmer
House honors Mr. R. B. Brown for the
fine work he did gratuitously as Chairman
of the Board of Advertising Trustees in
handling the recent big advertiiing and
publicity campaign,

e U. S. cheese consumption uverages
about 4,62 pounds per capita, Uver 60,
000,000 pounds more cheese eaten in 1929
than in 1928

e Switzerland consumes 28 pounds of
cheese per capita; 132 pounds are eaten
annually in Holland; 9% pounds in Ger-
many and 9 pounds in England.

e The American Macaroni Industry ex-
pressed its debt to Secretary of Agriculture
Mark Carleton for bringing in the first
shipload of durum wheat for distribution
to United States farmers,

o Sell-Help our industry's prime neces-
sity, Conditions call for more intelligent
planning and more sincere cooperation,

15 Years Ago — February, 1942

» “Enrichment is in abeyance,” reports
I'resident C. W, Wolfe to the very suc-
cessful Mid-Year Mecting of the NMMA
in the Morrison Hotel, Chicago, Jan-
uary 26.

e The 1. J. Grass Noodle Company of
Chicago reports giving all of its employees
of three years a {ree life insurance policy
of §1,000,

o Past NMMA President Henry Mueller
announces that his firm is celebrating its
75th birthday.

e Fire destroyed huge plant of Brockway
Macaroni Company at Brockway, Penn-
sylvania, Jan, 12, Estimated loss $300,000.
o Pillsbury Flour Mills Company moved
its headquarters to Metropolitan Build-
ing, GOB Sccond Avenue, Minncapolis,
February 2,

e Dchydrated and frosted foods, labeled
as "The Food Industry's Fastest Growing
Baby," were exhibited by Chel Boiardi
Food Products Company at the National
Fond Distributors Association exhibit,

e Voluntary bankruptcy filed by Campa-
nella, Favaro, Glaviano Macaroni Corpo-
ration of Jersey City., The firm was a
consolidation of three smaller faciories
manufacturing bulk macaroni.

5 Years Ago — February, 1952

s President C, Frederick Muelle: under-
lined the importance of good marketing
practices at the winter meeting. “Against
the prospect of sustained sales volume
during the current year, we must consider
the factors which will tend to weigh on
profit margins.”

e More upper income homes stock dry
macaroni than lower income families,”
declares John H. Betjemann of the A, C.
Nielson market rescarch firm.

e Winner-Dinner, featuring macaroni,
tuna and DBlue Lake green beans an-
nounced for Lenten promotion,

e A. Zerega's Sons, Inc, moved to its new
plant and offices in Fairlawn, New Jersey.
® Lee Merry named assistant sales man-
ager for General Mills durum division,

e The Cuncos of Connellsville, Pennsyl-
vania, bought the majority stock in La
Premiata Macaroni Company from retir-
ing Jesse C. Stewart,

» Macaroni was featured in an illustrated
four page article in the February 4 issue
of Life magazine. Background, cooking
tips and nutritional information were
given,

February, 1957
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Origin of Wheat
(Continued from page 8)

In US.D.A. Bulletin No, 180, “Agri-
cultural and Botanical Explorations in
Palestine,” published in 1910, Aaron
Aaronsohn states that the oldest reconds
of a cultivated grain are about emmer.
While durum has been found in Egyptian
tombs of the First Dynasty, or 4000 ycars
before the Christlan era, emmer wias
found in greater abundance and in all of
the tombs, dating back to before the
bronze age. As Aaronsohn believed that
emmer is the only wheat species which
had been cultivated from the very begin-
ning of civilization, he felt it must be
the progenitor of our cultivated wheats.

So he set out to find the wild emmer.
In 1906 in the vineyard of the Jewish
Agricultural Colony at Rosh Pinar he
found an isolated plant in a crevice of a
rock and later growing abundantly in the
region of Mount Hermon,

Whatever the origin of the bread
wheats may have been they represent the
most rapid increasc in geographical range
and numbers of any plant specics in his-
tory. They are grown in about every part
of the world, and wheat is now grown on
almost 400 million acres, Man's principal
part in this development has been mainly
to recognize their usefulness and to open
up new areas for the growing of wheat.

The particular value of the bread
wheats is their free threshing kernels, their
productiveness and the peculiar quality
of their gluten. Of all the cereals, only
the bread wheats are capable of producing
the light, Auffy, leavened breads that we
know and demand today,

One word gives the answer—enrichment!
Why does enrichment make them better?
Because enriched foods are nutritionally more
valuable. People want nutritious foods.
Enrichment makes food more nutritious. You
should make your products more nutritious
by enriching them. Qualified authorities—
physicians, nutritionists, dictitians—
support enrichment.

How to make your
macaroni and naodle

products better

'ROCHE’ SQUARE ENRICHMENT WAFERS for balch mixing

1 wafer, to 100 Ibs. of semolina, disintegrated in a
small amount of water and thoroughly mixed in
your dough, gives a macaroni or noodle product
fully meeting the minimum FDA requirements
(per Ib.—4 mg, vitamin By, 1.7 mg. vitamin
B., 27 mg, niacin, 13 mg. iron). Only Roche
makes SQUARE enrichment wafers designed

for easier, nccurate measuring and to mix in

solution within seconds.

ENRICHMENT PREMIX CONTAINING ‘ROCHE' VITAMINS

for mechanical feeding with any continuous press

1 ounce of this powdered concentrate added
to 100 Ibs, of semolina enriches to the same
levels as above. We have helpful information

on available mechanical feeders.

R 0 c H E Yilamin Division

HOFFMANN-LA ROCHE INC., NUTLEY 10, NEW JERSEY

ENRICHMENT WAFERS AND PREMIX DISTRIBUTED AND SERVICED BY WALLACE & TIERNAN CO,, INC,, NEWARK 1, N. J.
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You get Better

Durum Producis
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Faster

from CAPITAL!

Lk

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

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

SALES OFFICES AT

New York—Jersey City, Boston, Philadelphia, Pitts-
burg, Detroit, Cleveland, Chicago, Cincinnati, Louis-
ville, Kansas City, New Orleans, Tampa, Los Angeles
and San Francisco.

[

CAPITAL FLOUR MILLS

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