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Leading supermarket men® say that your product name must
have high visibility. And, it's easy to see why. Your package
has only a few seconds to tell your selling story in today's
supermarkets. Consequently, it must identify your product
immed:ately. Otherwise, you will lose sales.

Want your product name — your package to stand out in
supeimarket displays?

Have Rossotti design and produce your package. Our design
staff will examine your marketing nceds in terms of your

package, They'll create a package that will give you top nate
product and brand Identity . . . that will stand cut on 1 |
supermarket shelf.

Your package will also be designed for speedy, economa
packing, shipping and distribution. Certainly, an import¥
plus what with today’s high labor costs.

Get in touch with your Rossotti representative toda. Hel
show you how you can incorporate these advantages nto Y
package.

E @
ossam “FIRST IN MACARONI PACKAGING"

Rossotti Lithograph Corporation
8511 Tonnelle Avenue

North Bergen, N. J.

UNion 9-6540, LOngacre 5-5145

Ressotti California Lithograph
5700 Third Street

San Francisco 24, California
ATwater 2-3140

SALES REPRESENTATIVE

Chicago: WHitehall 4-6227 -~
Philadelphtas LOcust 7-6461 \ £
Rochester: HAmllton 6-8821

Boston: CApitol 7-3799

Los Angeles: HOllywood 7-4440

g<% Orlando: A. H. Malcom Co. — GArden 5.4688
New York: LOngacre 5-5145 r ol
New Orleans: Canal 9480 ( i

MILLS AY RUSH CITY, MINNESOTA ™

#As mentioned in an article in the November 1957 Food Business Magazine which discussed a survey by Don White, Inc. of to? oF
tives in 203 retail food and grocery organizations which operate 595 of the nation’s supermarkets.
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Our Best e ?aa (,

Our best . . . Amber's Venezia No. 1 Semolina and
Imperia Durum Granular . .. are always uniform i color,

granulation and quality.

You can depend upon our best to safeguard the quality

of your best . .. and you can depend upon prompt ship-

ment every time you order. “

Venezia No. 1 Semolina

Imperia Durum Granular

AMBER MILLING DIVISION

Farmers Union Grain Terminal Association

GENERAL OFFICES, ST. PAUL 1, MINNESOTA
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: Youth Will Be Sgwed {1

Promotional theme for National Macaroni Week #: |

ucts fit today's trend toward more leisure {
with convenience fouds,
Macaroni products, convenience [ouds
in themselves, will be combined gwith
other lesswork foods, and recipes  will

SPAGHETTI with Meat Sauce was the ’,
N !

{
show the homemaker how she may with ‘

umber 1 favorite in a survey made
| . by the American Spice Trade Association
| : of more than 1500 families in some B4
cities. One of the questions on the survey

September, 195§

1 : listed 13 ftems and asked the families to
4 ) check those their children liked best. Spa- little effort give a gourmet touch to the
* ; L‘; Volume 40: No. § ghetti was the winner. * short-cut Illnmls. I i
| Carlos Campbell, Exccutive Secretary In addition /to_the black and white
} it;' of the National Canners Association, says photographs,  color photagraphs will be
i i ; S s . “Teenagers buy 2697 of the family's food, released forcise during National Maca-
H A Official publication of the National Macaroni Manufe: and older teen g'=ls represent at least voni Week, Among them will be some of s
! s O f {urers Association, 139 N. Ashland Ave,, Palatine, Hiinois 50 of the brides in any glven year, the transparencies. presented to the Na- 1}
{ b 8 ) s e ! “It costs $1 1o make a first impression tional Macaroni Institute by the Durum "9
l i 1 1 Address all correspondence regarding advertising or efi for a prcluct on a teenager, as opposed Wheat Institute, .l
B j r ger,  opy . .
i il ! President......cccoresiouneeeeranas Horace P. Gioia torial material lo Robert M. Green, Edilor. 1o §7 needed to change brand loyalty A special story  promoting  macaroni, ‘
i :-f-- 1st. Vice Pres......... Emanuecle Ronzoni, Jr. later, spaghetti, and egg noodles as [.’.ll't! for
B! i R e Albert Ravarino *Teen are reached best through the youth will be released  with recipes to
ly 2nd Vice‘»,P.‘res_.._ """"""""" adaf clasroom  distributed  home  cconomics program directors of wlevision homemak-
i 3rd Vice Prefli. Fred Spadafora magazines, teen magazines, and special ing shows. Since the Halloween season
‘ Sceretary ....Robert M. Green fyouth programs,” he stated. falls at the close of National Macayoni .
N Re:fcérch'i. _.James J. Winston ’ Here is our opportunity and challenge,  summer convention, July 8-11, in Coronado Week, material will be geared to this /
: E Toin . Kids like spaghetti and macaroni prod- Calif., were momentarily stunned when they  natural party time. i
METitUB....costeeoescssieee (117 Aina: , urigeand the National Macuroni Insti- saw young Jimmy Skinner eating swg}r\e"i Four “Youth Will Be Served” scripts, 1
uie is going to do something about it by ~ until it literally ran out of his ears. They ) with (wo recipes, will be released i

1 -year-ol of g "
!“E as a central theme for fall publicity E‘lﬂzﬂ_'?\fn':mer:h;:.s::;é::'ui"s'iufniﬂ.n. to program directors of 700 radio stations.
outh Will Be Served.” ! ufacturing Company, Omaha, Nebr., staged Additional scripts will be placed with
the scene as & gag. He was attending the  Associated Press and United Press to be o
”;;',:"fnm:f"::;"Lem‘l'g:";‘i;"}""ﬂh‘\:‘aﬁ:; used by their member stations,
who ended a two-year term as president of

. OnPF
z)ufecford e .

Youth Will Be Served 1%

Publicity Placements

Region 1 Joseph Pellegrino Heavy publicity placements will begin

ST e

Topt i i SR )
National Macaroni Institute Report......... Farm Youth

Subscription rates:
Domestle ...

Forelgn

Single Coples ...
Back Coples

.«43L% per year
....$4.005per year

The Macaroul Journal is registered with U. 8
Published monthly by the Natlonal Macaroui Manufact
b _\..\uocll.giun as its official publl
Entered as second-olass matter
entry at Barrington, Ii pend)

cation since MaY, o
Pajattne, 111, addiFf
 under Act of Mar. 3, ns

hm‘oﬂ ¢gg noodle bow ties for teen-age
fartics has been submitted.

The Young Perfectionist Editor and
; Elreu's Editors at Harper's Bazaar
; .f 1 contacted abgut spaghetti sup-
» grounds for the fashion section

that magazine. Publicity placements

planned with - ather magazines include’

National Weekly Fewspapa Service.
A clip sheet with cigat stories with

photogvaphs and recipes will be dire jed,

to approximately “2,000 major market
newspapers. In all of these stories, the
accent will be on youth, glamour, conven-
icnce, and cconomy, Tomorrow's home-
makers will be shown how macaroni prod-

Region .2 Saverio Arena R B : :
1 ' ,.“g Emanuele Ronzoni, Jr. Salmon Tetrazzini i 'l’m?l}:;“',:l:;:’u'l',’l‘l‘lt;'l“'é’[‘;Ir"?"l‘mt;“m“::;l \:'lalltl the group, ! Farm youth has a great interest in par., .
! \ Raymond Guerrisi Better Management 10 [Jllbe strcssed at the Food Editors' Confer-  Family Cirele, True Confessions, Modern S 0 macaroni products will be pro. }
i egion 3 Horace P, Giola : , | nce at New York Clty in late September Romances, Farm  Journal,  Progressive moted as party fare and menu sugges- !
¥ o Albert S, Weiss { Manulacturers Speak Up e ith a classroom presentation of college  Farmer, Secrets, Daring Romances, Re- :::“;‘I r‘::l“";::,;'lz ::::,'I:: hints will be offered i)
i ? Bt i i ) f .
|3' 1 chion 4 A erhIg Grass Y Macaroni Adve“iﬂng .‘\’CCUHI“ """""""""""""""""" :‘;lt'::.[ ,I::::T::nc:'::t;]:‘:il::ll\l{%:“:r{‘zlll:‘:‘l: S Reginpeey & The I\I';"hmul Macaroni  Instituie re-
,!; Henry Iﬁo“l i o About Epgs e ling last Ij:muary. 2 Special Material ports that the roster ol conperative pub-
4 Region 5 Albertj E‘I;'lﬂ}' e & 2! (8 “Yowth Will Be Served” will be high- Special National Macaroni Week - licity comtinues o grow.  Among - the
"..i- Region 6 E'{e':: th JvFagl?bes Background on Nutrition flighted during National Macaront Week, terial with the “Youth Will Be Served”  groups and companies nll.r.-ru.‘\u:dhn! ll.‘lll.l.-
i egion enne li Trade Practice:Riles October 16-25, Kits with suggestions for  slant has already been placed with mass 5 ||uI|luI'l)' support - are: California
i Ralph Sarli local publicity possibilities have been pre-  circulation syndicates for use in their fall Prune Advisory Board, Sterling  Silver-
I‘ﬁ Region 7 John Laneri Crop Conditions parcd and sert to members of the Na-  and back-o-school supplements. Among smiths of America, Mushrooms Canners
2 Region 8 A. L. Katskee e - ional Macaroni Institute. them are StampsConhaim, Newspaper League, American Sheep Producers Coun-
Region 9 Paskey DeDomenico Macaroni in Russia Publicity placements of recipes with an  Enterprise Association, and Meyer Bath. cil, Pimiento Growers Avsociation, Ameri-
Region 10 Vincent DeDomenico Retrospections ccent on youth have been placed with  In addition to these special uditions, €n Blue Cheese Assaciation, Chocolatz
Region 11  Alfred Spadafora mcrican - Weekly, Parade, New York  National Macaroni Week placements are Milk Foundation, National Pickle Pack-
Edward Deltocco Index to Advertisers \:"l!k News, Family Weekly, and ‘This being made with all the key syndicate '{;! .;';Aw:\uul;ml.Il'inllfl'r.lt‘s (.l‘;lm;“l“[i the
At Large  Robert L Cowen ,l‘f' . s0 Sunday readers will be maca-  food editors, Stories, photos, and recipes + S A, South Alrican Rock Lobster
Foni, spaghetti, and noodle conscious.  appeal to the young in heart who want to  Association, : y .
Kii!é}?l%']‘:sFﬁolginom Magazines piunni::?m spotiight maca- Hlllllk with « ,Iluir. Copy suggests party Nl’“‘?]lill’f'l'_“'"l' sLrvices “‘lr" be cov
Arthur Russo ‘I"” products in fall issues include Good  ideas, family dinner snggestions, and even ered with National Macaroni Week st ries
Jerome L. Tujague COUG" ,Ejkoto ] ]:"“‘;h‘:ﬁl’::'ﬂ Whli'th Inir\]ugusl Il:lt\u:]:l ofl uli\’c; the lnslli;m-w;lsculms .-\It}l.'l'll‘:lll glril “"ilhl'l’:llill‘:\ ':;: Ilnt“)i:;l:::l lll:l(‘l.l:'l:l'liu re
! Tomotion with a color photo-  the latest word on the shapt ol macaroni, § netwaol evision i 3}
Robert Wi]lllml J Rraph of a father serving his son sp:fghclti Among the syndicates wil:n will tell the  with huge audiences will be contacted for
James T. Williams, Jr. with spaghetti tongs supplied by the Na-  “Youth Will Be Served” story to their National Macaroni Week tie-ins on youth
P‘m. Thomas A. Cuneo "I'wo junior residents ol Devils Lake, North Dakot iﬂl}-ll Macaroni Institute, millions of readers are: Associated Press,  and other aspeas of the macaroni story,
Presidents Peter La Rosa share bib and spa shetti, They are Roger Ki Good Housekeeping's Dewter Way De-  Newspaper Enterprise Association, United A selected list of 850 disk jockies from
C. Fred. Mueller Barbara Johnson, both eight years old. pattment plan to do o fall story on  Press International, General Features, const to coust will receive material 10
Lloyd E, Skinner Lot 1 BRacaroni shapes, In their section for the  Bell Syndicate, King Features, Pacific  spark their comments on the promotion
C. W. Wolfe ";“'-3-'!‘ l-r\ilmannl: a "Youth Will Be Coast Dailies, Chicago Tribune Syndi- to their I“imlumw of millions at home amd
Louis S. Vagnino perved” hint suggesting serving canned  cate, New York Daily News Syndicate, on the highways.

Releases are being mailed to the gro-
cery trade publications, Follow-up stories
and photos on the youth theme for Na-
tional Macaroni Week are being placed
with chain and supermarket publications.

All in all, National Macaroni Week,
1958, should be a week that kids remem-
ber,




T — g S

e —————————

6 THE MACARONI JOURNAL

{; ’ E. annua relations report
B ¢ Natipna acaroni Institute
o is Ta Mhc' brochuri<' that has been dis-
5 wributed to youiand'willibe mailed to
i the members of the, Natfonal Macaroni
P4 Institue 5 300 :
i The motivational themes that have
ol been used as poinia in our publicity to
fs be: driven home aga_ln;a_q.!i._l again in thi
,‘ messages reaching million “of, consupe’ s
i tlling them why' they ‘shoulld By " m.c-
i aroni products aré:S(4)>tastes good;: (2)
59 easy, to prepare; {(3)-economical; (4) u-
4 Sititions and low"in clories;.(5) versatle
$ ddgefun foods”
1 We think this brochure is an important
report because above all it shows that the
3 food. cditors like your products. Call this
y 1o the attention of your customers—they
§* will be tremendously interested in the
.‘:‘ 1 publicity job your industry is doing.
iy Fall Campaign
K Last January in Miami Beach we an-
i nounced the “Youth Will lie Served™ pro-

ram. There were a number of points
egarding the importance of youth
manufacturer in the food field.
like to review, some of these
ow because I think they are jm-
k'n": youth of toclay is-the mar-
e ket offtomorrow. As you know; young
g people are marrying earlier these days.
Twenty years ago family groups were
formed in the late twenties, but today
the average age for marriage is 19.8. Be
ty cause of carlier marriages and the carly
formation of family groups it is neces
sary that we direct a large pertion of

our publicity cforts to youth and inform
s them  all about macaroni—its “history,
3! romance, case of preparation, something
. ai »ut the macaroni shapes, and above all
17 how to prepare macaroni, 1[ we do not
P do this, we will start losing our market.
t One of the disturbing things about
. youth today is that surveys show there is

practically no brand loyalty. In the old
! days, kids used 1o use the same hrands
fi as their mothers and grandmothers as

long as these brands were promoted 10

them. That is not the case today. They
buy what they want to buy and not be-
cause their parents do, Consequently, a
brand with good acceptance by parents
may be completely ignored by their chil-
dren. This is a very serfous problem for
every manufacturer and every industry
because they cannot only ignore a brand,
they can ignore a product too. So it's
important that we hij the youth market
hard and keep the Klds told on macaroni
products and your brands.

While the campaign has been going
on all year, its heaviest impact will be

National Macaroni Institute Report

3 % by Theodore R. Siils ot the 54th Annual Meeting

i 1 B

THEODORE R, SILLS
felt this fall. First will be the “Back-to-
School" program, and macaroni products
will be associated with kids going back
10 school, Then, in the last week of Sep-
tember we will have a National Macaroni
Institute presentation in New York City
ot the Foul Editors' Conference, During
National Macaroni Week we'll hit the
youth theme hard in October.

Food Editors' Conference

For the Food Editors' Conference we
plan a classroom presentation similar to
the one that was presented at the Winter
Meeting in Miami Beach. We have been
working with Dr. Henrictta Fleck of New
York University, and plan to have stu-
dents discuss and evaluate the variety of
macaroni dishes which may be prepared
in their own home economics kitchens.
There will be some emphasis on foreign
cooking because this is one of the vogues
in America that kids are intercsted in.
There will also be nutritional informa-
tion given and, I think, all in all the
presentation will be most interesting to
the food editors.

National Macaroni Week

lational. Macaroni Week placements
are already under way. For example, re-
leases have gone to such Sunday supple-
ments as American Weekly, Parade, This
Week, the Sundry supplement of the
New York Daily News, and many other
Sunday papers. In addition, food editors
in all the major cities will be supplicd
with materials pointing up the youth
“themte for NationakMacaroni Week. -
We have been In“touch with-national
magazines such as Good Housekeeping,
Family Circle, DMing Romances, Secrets,
etc., and a whole list who have said they

September, 1953

will come along and use our materisy 3
icr National Macaroni Week.

The syndicates will be compluiely cor.
ered, and in addition we will aim for
getting seme big T-V networks as well
as local radio and’ television shows,

We think the National Macaroni Week
promotion can be strengthencd by an
increased volume of local publicity, We
have prepared a'kit to put into the hands
of members of the National' Macaroni
Institute with suggestions as . what you
can do and how to do it

Next Year

In 1959 our plans call for a broad pro
motion that will really be composed o
a number of campaigns that we will @l
“Macaroni and . . " This could be the
beginning of a great series of promotions
for the industry and would have a strong
effect upon sales and the growih of the
market. The broad concept under whid
thuse programs are designed s 1o driv
home to the public and other food proc
essors that macaroni is a versatile food
and that macaroni is a food that g
with every other food. Food manufx |
turers faterested in related item promo
ons are willing to spend advertising
dollars and put in merchandising effort
We want them to think of maqmd
as one of the top possibilitics when tha
wark out such campaigns. The impor-
tant information for us to have v w
know what individual macaroni man¥
facturers will do along with such a pe
gram, In the past, heavy cmphasis b
been placed on the foot power and mer
chandising cfforts that the macaroni it
dustry can throw behind any relatd
item promotion. But more frequents I8
now, we are being asked for specifics ¥
to what is being done in local markett
in local advertising. We should hae thi :
information, Please put it in file mll‘-*
Green's office on a confidential hasis. It
will help us to help you in getving
stantial advertising  appropriations
hind these joint item promotiond g

One promotion we are phanning * g
with Swift and Company, scheduled t
December, 1959, They are testing e
three markets now — Gary, 1l
and Whiting. A display plece has bt
prepared for them with their Trov® B8
and-Serve sausage in a Mnmrm_1l~51““‘7
skillet. In supplying them with lh‘:'
30,000 posters, they will sce Ihutl :
get up and do the promotional wort
this campaign. They will use the BoY
and-Serve Macarapi Skillet on theid
agesand_they will stress the camfs®

in their commercials on the An 1
(Continued on page 24)

SAL.\ION Tetrazzini is one of the sev-
eral recipes promoted by the Canned
Salmon Imstitute during National Canned
Salmon Week, August 22.29,

Here is the recipe prepared by Seranne

1% Gaden, home economists for the Canned
ESalmon Institute, and distributed to 591
Enewspapers with photograph and copy:

Salmon Tetrazzini

14 cup butler
Ya cup flour
2 cups hot chicken broth
Va leaspoon sall
Y teaspoon pepper
& teaspoon nutmeg
Vi cup sherry
| 1-pound can salmon
2 (up cream
I pound spaghetti
14 pound mushrooms, sliced
2 tablespoons bulter
Y2 cup grated Parmesan cheese
V3 cup bread erumbs
In o saucepan mell butter and slir in
lour, Gradually stiv in hot chicken broth
nd couk, stiveing constantly, until sance
smonth and thickened. Stir in salt, pep-
T nubmeg and sherry,
Stiv in tiquid from the can of sahmon
nd cook for eight minutes, stirring veca-
onally. Stir in cream and keep hot while
Brefuing spaghetti, Stir sauce from time
p time,
nfr.::nk Jpqgher!i in rapidly boiling salted
3 until tender; drain, Saute mush-
;?;!r! i two lablespoons bulter until
', Y’ browned, stirring several times.
rl'l should take from five to seven min.
:lhx_lm.lj the sauce with spaghelti and
b t;:u and pour indo a baking dish or
. ’IP 2ller, Make a'hole in cenler of
ghelti. Mix remaining sauce with the

THE MACARONI

flaked saimon wnd pour into hole in spa-
ghetti,

Sprinkle with Parmesan cheese muized
with bread crumbs and brown lightly in a
moderate aven (350° ) for 15 to 20 min-
nutes. Makes four to six servings,

Merchandising Tie-in

" The Canned Salmon Institute sent a
hulletn to heir industry members alent
ing their brokers to local merchandising
opportunities  with  macaroni - manulae
turers on a related iwem ticin, “They ex-
pressed the hope that salmon and maca-
roni people would arrange tic-in displays
and local advertising, capitalizing on the
mational publicity efforts.

In addition to the Salmon ‘Tetrazzini
release, other recipe ideas were wsed, giv-
ing a total mailing of some 3.852, plus
magazine contacts and color placements
with Sunday supplements.

T'he Canned Salmon Institute has pre-
pared @ layout for a recipe book amd
works with the Fish and Wildlife Service
on i salmon film,

A publicity release 1w the trade press
showed Miss Garol  Bianchi as “Miss
Canned Salmon Mermaid of 1958." Carol
is a pretty, 1year-old University of Wash-
ington coed. i

Another tiedn has been arranged with
canned salmon and Camphell's Soup, A
canned salmon recipe is featured in full
page color advertisememts by Camphell's
Soup Company in the July isue of Me-
Calls, the August issue of Better Homes
and Gardens, and the September issue of
Good Housckeeping Magazine, In addi-
tion, Celery-Salmon Sandwich and Salmon
Croquene, recipes are being sent out by
Campbell o magazine and newspaper,
radio and 1clevision logd editars all over
the U. §,
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-7 ., -.Salmon Tetrazzini

A Canned Salmon Fact Book, available
from the Canned Salmon Institute, 302
Colman  Building, Scattle, Washington,
has interesting data on varietics ol sal-
mon, pack sices, and nutritive valyg, as

well as history and conservation iy .
tion, .

Five species of Pacific salmon ‘gg .
mercially canmed — Sockeye, ChinobiiMe-

dium Red, Coho or Silver; Pigk, andl
Chum,

Salmon By packed mainly i three dif-
ferent sire cans: (1) one-pound tafl and
one-pound llat, containing two cups sl
serving fouis (2) half-pound fat conrain.
ing one cup and serving twop (3) quarter-
pouad lat can containing 33 ounces,
less common, and serving one. A special
four-pound can is abso packed for restau-
ramts, hospitals, and other Jarge scale
cooking institutions,

Canned salmon is a perlect promotan
tiein for macaroni products because, be-
sides the romance in its history, it is a
complete-protein fomd, viluable for the
replacement of worn-out tissues in the
body and Tor buililing new tissues in
prowing  children, It containg all  the
esstntial amine acids, the same as meat,
cheese, eggs or poultry.

Becse it v i complete-protein food,
low calorie meals can be easily planned
around it

substantial amounts of calcium  and
phospharus in the presence of significant
amounts of Vitamin D in salmon create
a particularly fortunate sivuation for the
building of bone, ladine is also presem
in important guantities, Vitamin D s
abundant, as is Vitamin A, niacin, ribo-
flavin, and other B group vitamins, etc.

The fats in salmon are unsaturated, an
important fact in the face ol recemt
cholesteral studies,

i
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| IT cOSTS SO LITTLE
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.

| "NEW MACHINE PERFORMANCE "

WITH THE e
DEMACO EXCHANGE SYSTEM!

.'{

L

e

£ DESIGNERS AND FA S OF

’ MACARDN), EXTRUSION PRESSES D'E W@O
iy AND DRYERS ; i
De FRANCISCI MACHINE CORPORATION -

45-46 METROPOLITAN A 'ENUE, BROOKLYN 37, N. Y.
EVergi.een 6-9880

One of the most practical, low cost ﬁuy.-. v bring your existing extrusion presses and
dryers up to modern high production standa:ds is with DEMACO EXCHANGE SYSTEM.

* + + Long Goods Presses and Short Cu: Presses can be converted to give you o tremendous increase in
production,

"+« . Long Goods Preliminary Dryers can be exchanged for the new DEMACO Two Air Chamber D-
sign. The dryer that eliminates white specks, gives even drying across the entire stick, and gives
you optimum humidity content for quicker finish drying.

+ + « Existing spreaders can be exchonged for the new Demaco design.

v+ Comtect DEMACO -

-l

FERBCCP Y- X'
ro--

e __.._.q.f.._'.-__._. S ra 33

i
:
1
1

TN ;-‘H_- Serew :ylinders and feed screws can be rebuilt to give you three times the former life expectancy.
nau‘:l;'(‘,’f'};o"{‘l .:f:::f::.:"ci 'r;fd:':;-:- - 57 Full information on the many advantages DEMACO can provide for your equipment is available -
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Better Muncgémen

by Richard Oddle, Bank of America, at the 54th Annval Meeting

RICHARD M, ODDIE

OUR  president spoke about  the
gains you had made in recent years.
He made onc point that 1 think is worth
emphasizing right now, and that is that
eternal vigilance is the only safe-guard
for change and the demands of busiiess.

This is a preny rough, hard, crucl
world when you get right down to it.
el the only people who care about
micaroni in the broad sense of the word,
are'gathered right here,

Looking back on this growing industry
in terms of Association growth, you
think of changes that have taken place
inside the companies in your organiz-
tion. Unquestionably, the number of
companies in the macaroni industry have
decreased as the years have gone by. But
the industry has become more stable,
The existing companies have firmed out.
They have become better adapted to
the_gompetitive situation that surrounds
us,

When 1 was asked to come here and
speak 1o you, one thought was that 1
would talk about the business outlook,
But I thought rather than talk about
that, I'd 1alk about the outlook for the
firms in your industry,

1 started to think, What is it that
builds a better outlook for some firms
than otherst 1 imagine Jt is something
that is partly a science.

Purpose of Business

Some manuflacturers do not know why
they are in business. 1 am speaking about
men who are the heads of partner-
owned, family-owned enterprises — small
and mediumsized firms. Some manulac-
turers arc in business for fun; some be-
cause they have to keep busy, and this
is the only thing they know; some to
provide jobs for the family; some to
umke money; but not very mamy of
them ever say that they are in business

today to develop an organization that
will last over a period of years and that
will grow in strength at the same time,
The reason that 1 mention that point is
because the decision to grow or not to
grow is an individual one. It is up to
the owner to make it. Some:people, for
reasons of their own, like 10 take it easy.

L. Still, it's awlully hard to keep something

at a certain spot and not let it move
from there, | can't make my watch stand

> still and neither can you. Things go up
{ or they go down, Now that is a very

old statement, but it is very true. If only
you stabilize operations so that they have
an upward trend, if.pnly you make cer-
tain jobs are’béing provided for the on-
coming generation, as saleguards, then
it's worthwhile management,

Maunagement Fundamentals

The management that 1 am talking
about is the management of basic in-
gredients of business — men, money, ma-
chines, markets, materials, merchandise,
and methods, It is organized, planned
management, as compared to the seat-of-
the-pants management.

Now this management works in a sim-
ple way: organization, delegation, and
supervjsion, It fmplies there Is more than
a ont-man "operation involved; there is
a staff toshare the burden, This is hard
because” some people just can't let go
of anything. But growth demands a shar-
ing of the work load, Waich out for a
man operating his own business who in-
sists on doing a clerk’s work.

Art and Science

Management is an art and a science,
It consists of setting up a company's ob-
jectives: not only to make macaroni, but
to grow, to become stable, to become
profitable as the years go by, And we
intend to do that by manufacturing the
best grade macaroni products that we
can and by selling them in our market
area,

Now, to do that we develop procedures
and policies. We develop our. organiza-
tion, we direct men, we control the op-
eration in various ways and interpret
and measure the cesulis obtained, That
is very simple — abjectives, procedures,
the organizational set-up, ways to con-
trol, and the measuring of the resulis,
The important thing Is that it is being
done by other people, people pulling
tngether, Out of this comes strength and
then you've got the’ raw.material for
growth.

When you organize in a simple way,
write down on a piece of paper what

cach man is going to do. Delegate au
thority, Tell your man, “You're in tharge,
Tell me about your tough problem,
Give me reports periodically. Il you cn
do the job, fine. If you can't do it, we'l
get another man who can do it better
than_you." z

On the Bridge

The captain's place is up on the bridge,
steering the vessel, There is no need for
him to be down washing the decks or
down in the galley — he should be loot-
ing around to sce what is happening. lle
looks at the weather, The business man
ager looks at the general economic con-
ditions because they affect sales, cos,
inventory, prices, products. That means
that our manager is concerned with the
industry that he is a part of, so that he
learns how to measure the performance
of his own company — not only in term
of profits, but in terms of performance
by others of comparable volume.

He begins to think of the industry’s
products. He thinks big for a while. le
thinks of the industry as a whole —the
degree to which companics are allied t0
_him_in a competitive way.

He tries to think in terms of what he
kndws about the people and how they
are using the material as it comes in and
how they are doing the job that he it
doing. He thinks about the demand for
the product generally by retailens, e
thinks about the sales effort required 10
take care of that demand. He considen
the result in loss of sales to other induv
tries. He thinks about the potential for
expanding the market. He thinks about
the size of the market, He thinks about
the wrends in demands. Is the public
with us or moving away from He
thinki about the seasonal situations. How
can we fill up the off-seasons? He thinks
about the source of the demand. \re we
a big city and suburban area puxluc.
or are we a rural arca produc? H¢
thinks about the way he can raiv sales
in those outlets open to him.

Supplies

When the management thinks in term
of supplies—the supply of durum a2
case in point, it has a very vilal cffect
on the product’s sales. Think of the
eternal competition that gocs on —you
can be displaced by other fools il your
products don't recommend a nutritiond
lift. Yoir can be displaced by other prod:
ucts if you let up for one momem \
very finc promotional campaign that T¢¢
Sills is carrying on for you. I think it ¥
extraordinary to see the extent 10 whid

(Continued on page 26)
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Put youth into
the picture

...and put the product
into the youth. . .with
repeat sales of t:my"’1r
macaroni product—
especially when it's
made with Comet No. 1
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ODERATOR Bab Green introduced
panel members Sidney. Grass, . J.
Gray Noodle Company, Chicago; Al Kat-
skeg JGooch Food Products, Lincoln, Ne-
braska; Geddes Stanway, Skinner Manu-
facturing  Company, Omaha, "ngraska:
Bob William, Western Globe. Products,
Los Angeles, California; Fred Mueller,
¢, F. Mucller Company, Jersey Gity, New
Jersey, )
Moderator; We're going to start off our
panel of expers with a report from Sid
Grass on the Central Shippers’ Covincil.

About Transportation

Sid Grass: Let me explain: what the
Central Shippers' Council is. It is a group
of manufacturers and shippers in the Mid.
west who banded together originally to
fight the 1V&c surcharge put, into elfect
on small shipments a few years ago. Their
organized elforts waie successful in getting
the surchaige climinated. Right now,
they're studying shipping problems and
sending out bulletins on transportation
matters. A recent bulletin tells of the re-
peal of the wartime 3% tax on ship-
ments, just passed by Congress. As you
know, the railroads have been agitating
about rate-making, the climination of
some passenger service, and the consolidy.
tion of freight runs, There Is keen com-
petition with the truckers, and shippers
are wat~Ciag developments closely.

Lloyd Skinner: 1t scems to me that the
railroads are an economical way of moving
merchandise, but 1 don't think they have
done a good job. Trucks have the advan-
tage of doing a better delivery job, and
sometimes railroad cars are lost in the
yards, But 1 don't think competition will
put the truckers out of business. 1 think
competition is a good thing and will have
a healthy effect on rates.

About Costs

"ob Green: Part of the squeere on rail-
woads comes from competition from the
truck lines. But all of us are confronted
with competition and are caught in a
price squeeze” when prices remain sta-
tionary, This brings us to another impor-
tant area of consideration. Al Katskee has
some ideas on costs and their control,

Al Katskee: Naturally, we have to know
what costs are before we can start control.,
Right now, everyone is faced with the
troubles of all costs rising. Labor costs
are going up whether we like it or not, It
is quite possible that our raw material
costs will he up too, To mect this situa.
tion we must be efficient and have con-
trols. For example, in our plant each day
we figure out what our production was
and average it on a per girl per hour
basis, I the average al! , we try to find
out why and do something about it.

Another area ol control is waste. We
have been able to cut down waste in our

THE
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plant by just making our employees aware
of it, For example, we have cut our waste
8.9, in six months without doing an§-
thing more drastic than making our em-
ployees conscious of it

Bob Green: Very gond, Al, but despite
controls it seems that wage rates have
gone up a lot faster than productivity has.
How do we meet this problem, Stan?

About Labor

Geddes Stanway:. Organized labor scts
the wage pattern, It's up to each of us to
see that we run efficient plants and have
goad communications with our employees.

I don't think employee security lies in
paying union dues. 1 think prool of this
is found in the automobile industry. Poor
products won't sell no matter how many
policy issucs are involved, The consumer
has the last word. There is no security in
anything but good workmanship.

Among the forms of communications
usedd in our plant are posters. One poster
points out that waste material on the
floor doesn’t help sell the product. In
talking 1o employees along the lines of
the message in the poster, it is pointed
out that their good housckeeping in the
plant goes a long way in helping sell the
product that in turn makes their job pos-
sible,

Don't be afraid of the union agent,
Recognize that he has a job to_do, but
inform him with your thinking and get
through to him. You will influence him
just as you will influence the people who
are working for you il they know what is
on your mind and if you express your-
sell Tully and frequently, You have to be
sincere about this, but I think that the
best bet for some time to come is improv-
ing communications with the people that
must do the job for you,

MACARON: 1y UrdHLVL
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Manufacturers Speak Up

Bob Green: The U. 5. Chamber of
Commerce Meeting in Washinguon lay
spring made a very strong point on the
job that organired labor s duing, and
how strongly they are influencing ni only
your employees, but high offices in thiy
country. It was pointed out tha thee
are more than 58 national labor aiganin.
tlons with offices in Washington, and they
are a sight to see, They are doing a goal
job of communicating, They are tiling
a definite stand on issues and peisonali
ties whereas a lot of corporation house
organs talk about bowling scores, binth.
days, and anniversaries, and never talk
ahout basic issues of interest to employees

Bob William, tell us a bit about how
you work with people.

Working With People

Bob William: 1 feel very strongly that
business is people, whether you are deal
ing with a competitor, a union leader, or
the guy that cleans up the plant, In deal
ing with people, you must remember tha
they are humans, and sometimes difficul
to communicate with, For example, in our
shop, 1 go around constantly telling per
ple to pick up scraps off the floor. It hay
gotten to the point where 1 now demon
strate by bending over and picking them
up in a dramatic fashion so the point it
very, very clear. Somectimes this seems
very elementary, but it is the only way w
get a point across, Our employees now
know that we want scraps picked up and
a clean plant. As a consequence, | think
we do have one of the cleanest plamy in
the indusiry.

Bob Green: Thank you, Bob, It docs
take simple clear-cut directions o make
peaple understand what you want. Fred,
we know about the problem in the plat
but how do you communicate with your
sales representatives?

Working With Sales Representavives

Fred Mueller: There are many ways it
cluding meetings and bulletins, but pr
marily the responsibility for communic
tions is with the regional sales nnager
He is informed of company poliy 3
programs, and passes this information on
to his men, and they in turn to theit
customers,

Over the years we have developid what
we think is a well integrated program ol
recruiting, training, and developing sales
representatives, We train them in g%
trade relations, and good relations Wit
their competitors, The man in the field B
the one who makes the measure of succe
that the company enjoys. 1 wish we ha
more time to discuss this in detail.

Bob Green: We will plan to diss®
these important subjects at greater len
and in more detail ut the Winter Meet
ing. Thank you, gentlemen, for your
operation.

HE‘:I'TiN‘
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ocket §our macaroni, spaghetti and noodle
o« sales to new heights with these
igh-powered salesmen" by Milprint!
Brilliant, crisp, precision-printed

Milprint packages are designed to keep your
sales high and customer resistance low!

Put Milprint’s unsurpassed experience °

and facilities to work for you! For

the widest variety of packaging materials
and printing processes anywhere —

call your Milprint man — first!

General Offlces, Milwaukee, Wisconsin
Sales Offices in Principal Citles

Printed Cellophane, Pliofilm, Palyethylene, Saran, Acelote,
Glassine, Vitofilm, "Mylar"*, Foils, Laminations, Folding Carlons,
Bags, Lithogrophed Displays, Printed Promotianal Malerial
*2eg US Por ON
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Macaroni Advertising Account

From an article entitied “How an Ad Agency Adapts Itse'f to o New

C. FREDERICK MUELLER

& Shenficld, New York, acquired
account of C. F. Mueller Company.
herty, Cliffo'". is a strong package-
goods agency with a high percentage ol
its clients in the food and drug fields.
The agency has added four new accounts
so far this year,

Mucller distributes in twenty states
east of the Mississippi — from Maine to
Florida, Like its competitors, Mucller is
a seasonal advertiser, doing its heaviest
advertising between September and June,
The Mucller advertising budget is about
$800,000. Because of its regional distribu-
tion, this budget goes into three primary
media; newspapers, TV spots and radio
spots.”

When the agency received word that
the Mucller account was theirs, the presi-
dent'sent out a memo to all department
heads, management supervisors, and any-
one ‘elsc who would be concerned with
the acrount, announcing the acquisition,
and ealled them into a meeting. He ex-
plained how the agency got the account,
who the people in it are, and who in the
agency would be assigned to work on
the account,

Bricfing Session

A briefing session for all agency prople
directly concerned with the account fol-
lowed “Mucller's top personnel told of
the company’s history, its policics, mar-
kets and sales. Each DSC'S employce re-
ceived a gift box of Mucller products
and a recipe booklet. The session in-
cluded a trip through the Muecller fac-
tory to sce firsthand how the company’s
products are made,

L.«\S’l‘ spring, Doherty, Clifford, Steers
1

All provious advertising and research
done on the Mueller account was re-
viewed and a thorough study and analy-
sis of Mucller's competitors was made,

All available printed information on
Mucller's sales history, descriptions of
products, past copy and media research,
Market Rescarch Corporation data and
studies, budgets and expenditures, was
distributed to the creative department.

Market Appraisal

Mecauwhile, the research department
did a complete appraisal of Mucller's
market —its size, competitive standing,
and problem areas.

The media dzpartment was brought
up to date on a few of the problems
that had to be handled immediately.
This involved taking over Mueller's re-
maining advertising contracts for each
of those existing schedules. The media
department also began a series of meet-
ings with Mucller account men on for-
mer media plans used by Muecller, what
the media budgets had been in particular
markets, and past testing done in various
media |

The creative people came up with six
basic appeals that they believed would
be effective in selling spaghetti, maca.
roni and egg noodle products. In most

instances, these appeals would apply to .

all products in the Mueller line. They
also outlined some areas of creative ex-
ploration. This material was turned over
to the research department which de-
veloped a research technique using the
six appeals, and a split sample (alter-
nated interviews — spaghetti for one,
macaroni for the next). This was not

Account,” In Printers’ Ink, June 27, 1958

only 1o find the relative importance of
the basic appeals, but alo 10 measwe
them in terms of both spagheni and
nicaroni.

Rescarch used four Lugecity test mar.
kets, cach in a different Mueller sl
arca. All of the material obtained wy
given back to the creative departmen
with which to develop copy themes.

Art and copy people sat down togethe
to develop copy themes and ad roughs
with a flexible approach to fit hoth media.
The completed ad roughs were then pre-
sented to the creative review board.

Then the approved work is submitted
to the account group where the busines
judgment of the ads s examined and
cither changed or approved, Then, the
work is made up in a slightly more com-
plete presentation and taken o the
client.

The media department, which ha
gotten an indication of the creative drili
of the ads, has started work on medi
plans, It receives from the account group
a marketing strategy to follow that set
up the client's objectives.

Campaign Plans

When all departments are in agree
ment on the media plan and Qv gets the
approval of the account group, it goes
to the marketing plans board. Then.
along with the ad campaign roughs, it
is presented to the client.

While the creative people are working
out copy and art roughs, the !u'vﬂlfh
department enters another phas: of i
work on the account. Research gocs ino
the field with some advertising rought
and some examples of what Mucllers
competition is doing, and finds out theit
impact in relation to a standard appedl
used for comparison,,

Then the research department las 10
or three finished ads made and put in®
a dummy magazine, This study cnpare
the impact and sales conviction of the
Mucller ads in a completed form —ad A
against ad B against ad © They abo do
similar testing with radio cnmm_urmlt
They go into homes and play differet!
commercials to the consumer, testing e
impact of their commercial.

After the client has approved the %
paign, the final ads are made, The m 5
department then begins buying the ™ %
plan agreed upon, and following WP i

the detail work, P
While research, creative and medi

have been working out their parts ©
(Continued on page 24)
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general Mills
announces new series

of Newspaper
Ad Mats

Betty Crocker of General Mills has
created and consumer-tested four
new macaroni, spaghetti and noodle
recipes to be released in the Macaroni
Journal. But that's not alll General
Mills has had their advertising agency
create newspaper advertisements
from these recipes tohelp you gaincon-
sumer acceptance for your products,
To simplify matters all ads are in
mat form, 2-column x 6 !4 inches,

Capitalize on women's never-ending
desire to serve new, different, excit-
ing recipes!

COST? 50¢ PER MAT

You pay only 50¢ for each mut—a
real bargain when you consider the
recipe preparation time, photogra-
pher's charge, artwork and plates
required to produce them. Offer good
only in U.S.A.

Have your newspaper type-set your
brand name where it appears in the
ad, You may wish to insert an engrav-
ing of your package. Give insertion
dates, You pay only for space used,

MATS ARE FLEXIBLE

If you wish, you can add, delete, or
rearrange elements within the ad to
make an entirely new or different size
ad, Combine elements from other ad
mats to make multi-product ads.
Your newspaper representative will
gladly help.

Ask your General Mills salesman for
detalis—or use this coupon.

DURUM SALES—GENERAL MILLS
9200 Wayzata Boulevard
Minneapolis 26, Minnesola

Please send_______(quantity)
2.column ad mats featuring
Chicken-Macaroni en Casserole,

1 have enclosed 50¢ for each mat.
Name.

Fitm

Address

Cily, State.

DURUM SALES

Minneapolis 28, Minnssota

THE MACARONI JOURNAL 15
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.~ No.1inGeneral Mills*
. newseries of ad mats "

[/, This mat is reproduced actual size—2 column/x 61§ °. .
L inches. Other new macaroni, spaghetti und noodle recipes pi
"/ and ad mats will be offered in General Mills advertise- %
{5 ments'in subsequentiiagues of the M Journal, © ¥
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the compliments will be all yours tonight . .. when
you serve the new “'Chicken-Macaroni en Cascerole™

' E IT TAKES

YOUR BRAND MACARONI

to make **Chicken-Macaroni'' en Casserole this good

. °

WII;I. l;‘l e;ly way lo J
make the family love , &
you even morel Chick- CHICKEN-MACARONI A,
en-Macaroni en Casse- EN CASSEROLE )
role is the answer to ) N ‘
y?.\;.r ;:lh I;nr'.l new hot w‘:c!:::m g “m.m- i
?viu;' Yoﬂ:‘.f;mu”n?%:: !u:;u’l:m Amarican Cheddar
; Foni==conks Ap pilme 12-62. can chickan, diced (1% cups)
¢ and firm, Each yummy 1 cup sliced canned mushiooms Y
Vil serving supplies a 1 cup diced pimiento ;
y wealth of good food 1 can cream of chicken soup plus 4
"‘“""w?u“‘ ‘l::om‘P’ anough milk 1o make 2 cups
E‘ﬂ::!n-h:::lmnf r:: 4 I“'ll.‘:"'l‘ l‘o 1'53“ "'l":d"l“t“b'ul '.!;
O nt
Casserole often. Insrl. h.:h.u“duh,' llkul' M'anll.t'u.
clip this recipe now
= takes litile time lo prepare

ey
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%mf Unique New VMP-3
Extruded Noodle Dough Sheeter - 1600 Pounds Per Hour

Clermont Extrinled Noodle Don -3
4 o1 At i PUR e =T s g v

Clermont Super High Speed Noodle Cutter, Tyvpe NA- working In con-
junction with the VMP-3 [or continuous 1600 Ibs, per hour operations,

FOR. THE SUPERIOR IN NOODLE MACHINES
" 11's ALL wAYS Cﬂzrmonf!

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

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

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

VM-8 with short cut attachment.

aArge screw for slow extrusion for better quality.

ngineercd for simplicity ol operation.

EEE

ugged construction to withstand heavy duty, round-the-clock usage,

controls. Automatic I'Jroporlicning of water with flour.

1 atchless Temperature control for water chamber.

1 one piece housing. Easy 1o remove screw, easy to clean,
1Y No separation between screw chamber and head.

g

‘ ewly designed die gives smooth, silky-finish, uniform sheet,
4

1

- enclosed in steel frame, Compact, neat design,
Otauy Meects all sanitary requirements.

3 ~
- N

266-276 Wallabout Street,
Brooklyn 6, New York, N. Y., U.S.A.

Bl WL
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CONTINUOUS NOODLE DRYER

Dramatically New in Appearance

Side view noodle finish dryer taken ot plant of Tharinger
Macaroni Company, Milwaukee, Wisconsin

Clermont realizes that the basic goocness of a dryer is
represented by the sum total of tge care and attention

Bthat goes into the design and development of each in.
gdividual part, Performance, dependability and quality

ou naturally expect from a Clermont machine — in

gsuper-obundance, But there are also many lesser

points about a machine that can make it a joy to own

fand a pleasure to operate. In the Clermont Noodle

iUryer many of these features—such as electronic con-
lrols, controlling the intake of fresh air and exhaust
of excess humidity; control of temperature; extra

large doors permitting ready access for cleaning; lar. e
lucite windows giving clear view of the various drying
stages: all are incorporated in the Clermont Noodle
Dryer.

The only Noodle Dryer available that affords free ac-
cess to the screens from both the fan chamber and the
air chamber sides.

The onlt Noodle Dryer that has conveyor screens that
interlock with stainless steel side guides. Many other
features are incorporated that are solely Clermont's,

But no matter what Clesmont dryer you buy, you may be sure that when you get it,
ir will be In every detall the finest dryer you have ever owned.

Please consult us for full information,

%mt%/;m e

266-276 Wallabout Street,
Brooklyn 6, New York, N. Y., U.S.A,
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E?g Outlook
fenningsen Headlines, a trade letter,
says:
There have been a few years in the
last decade when more people felt un-
certain of market trends in the egg in-
dustry. Carcful analysis of government
figures last fall and winter led many to
certain conclusions ~ (always subject to
revlion upon receipt of more current
statistics) which have proven most diffi-
cult to defend,
? Long Range Pattern

The long range pattern this entire
spring has been obscured and distorted
by periodic Aluctuations in the market for
which there has been no  discernible
cause. It has always been a facile rational-
fzation to blame the Chicago breakers
and manipulators for otherwise unex-
plainable fluctuations in the market; but
this scason the Auctuations have, often
as not, redounded to their disadvantage.
JTherclore, a great many of us have merely
shrugged our shoulders and played the
deal from day to day as close to our
chests as cconomical production schedules
would permit.
¢ It would appear to be a fair statement
that this has been a buyer's market thus
far this season, The reluctance of large
volume users to commit themselves for
extended requirements has depressed the
market, particularly in ulbumen, to a

int where producers have been def-
nitely reluctant to pack [rozen or dried
‘merchandise on speculation. The govern.
ment production report and storage report
shows only too clearly the results of this
buyer's market, A correlation of these
reports reveals a definite decrease in

usage of egg products which does not -

appear reasonable in view of the gen-
erally lower consumer prices which have
been prevalent most of the season, and
the natural increases one would expect
from a rising population curve, despite a
decrease in per capita consumption.

It would scem r ble to suppose,
thry =lore, that a sizable quantity of mer-
chandise remains to be packed and sold.
I this potential demand is coupled with
the, estimated production figures, one
could arrive at a very bullish point of
view for the next sixty to ninety days,

Question of Timing

But here again, the question of timing
comes into the picture. Hatchery and
flock replacement reports incline one to
believe that during the final quarter of
this year there is likely to be a new and
plentiful supply of cggs. But does this
mean September, or November? And is
there adequate supply of product to last
consumers until the effect of this new
production is felt throughout the market?

It is this element of uncertainty which
is leading both producer and consumer
alike to proceed with extreme caution,
The absence of a clearly discernible
trend, coupled with the beliel that egyg
prices could be much mare reasonable at
the end of the year, has led to substan.

¥

tially less storage stocks and commitments.
If consumption figures continue to be
less than last year, a goodly portion of
the bullish feeling could be dissipated.
If consumption figures are considered
likely 1o cqual or exceed those of last
year, then one can only ask, “Where is
the merchandise coming from:”

There is one thing of which most of
us are fairly certain. Supplies of dark
yolk are short and will be shorter, Last
year there were ample supplies of NEPA
8 available during the fall months. This
is not likely to be the case this fall.

Eg? Prices

The cash egg market in Chicago has
scen a decline in shell cggs from betler
than 35¢ in carly May to a low of 30c a
dozen for standards in mid-July,

Frozen whole eggs were at a 30c level
per pound in ecarly May but slowly
slipped 1o a range of 27c to 28c at the
end of July,

Frozen whites, a drug on the market,
were worth 12¢ 1o 18.5¢c most of May but
deteriorated to a range of 10c to llc by
July's close. Yolks, of course, bear the
brunt of poor white prices. Frozen yolks
with 459 solids and No. 4 color were
61-68.5c May 1. They slipped to 57-58.5¢
during the first week in June, but were
back .up to 5961c by July 31. With a
scarcity of color, No. 5's held steady
throughout the period within a range of
6lc 1o 64c,

Dried yolk solids reflecied the shell egg
market with a high of §1.87 and a low of
$1.25 in the three periods ending July 31,

Processed Eggs

Liquid egg production during June
totaled 74,510,000 pounds. This was 1 per-
cent above the production in June, 1957
and 21 percent above the 1952-56 average
for the month, The quantities used for
immediate consumption and drying were
smaller than in June last year, but the
quantity used tor freezing was larger.

Egg solids production during June to-
taled 2,843,000 pounds, compared with

Eggs are all around Judy Cheney of the Natinnal Poultry & Egg Board.,

3,885,000 pounds in June, 1957 and the
195256 average of 2,207,000 pounde
June  production consisted of 1,025.00
pounds of whole egg solids, 9870
pounds of albumen solids and 831000
pounds of yolk solids. Production i
June, 1957 consisted of 1,979,000 pounds
of whole egg solids, 946,000 pounds ol
albumen solids, and 910,000 pounds of
yolk solids,

Frozen cgg production during June
1958 totaled 56,721,000 pounds, up 8 per
cent from the production in June, 1%

and 15 percent larger than the 195235 M

average for the month, Frozen cgg stoks
increased 30 million pounds during June
compared with 26 million pounds in Jux
last year and the 1952:56 average increaw
of 24 million pounds,

Potatoes Are Cheaper

Potato prices have fallen already, bu
as movement of the summer crop gathen
momentum, further declines are expeced
High prices last winter following the
Florida freeze and the overlapping o
summer marketing season with a rir
retarded late spring crop have caused

prices to drop, Average price reqcived bt

farmers for polatoes in mid-March v

$3.25 per hundredweight, In mid July, the _'

price was down to $1.72. Lony bl
farmers are now digging the summncr o
and prices on farms have fallen 1 arou
90 cents a hundredwelght, Some farme?
are disgusted with current market pric
and refuse to dig additional supplics. The
price for Long Island potatoes delive!
at New York, after allowing for bagsi
and handling, is about $1.73, approt
mately §1 uncler a year ago. ;
Last winter, when adverse weathef bit
the South and caused damage 1w poi”

crops, Northern farmers thought U B

would take advantage of the price 8§

tion and over-plantings resulted. o

Potato area for harvest this year is i
cated at 1,452,500 acres, compd
1,382,600 acres a year ago and th
56 average of 1,498,400,
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- Impaloe Buying!

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

off the shelves.

Let Uo Help You!

Give Your Noodles the
Necessary Color, Eye
and Appetite Appeal for
Successful Merchandising!

USE OUR RICH NATURAL
HIGH COLCR YOLKS

Frozen -
Flake -

Spray Dried Yolk Solids -
Granular - Powdered Albumen

BALLAS EGG PRODUCTS COMPANY, INC

Call or Write

V. JAMES BENINCASA
MARYVIN R. PAINTER

MAX BALLAS
LEONARD BALLAS

71 Hudson Street
New York, N. Y.

z le,
Worh 4.0114 anesville, Ohio

GLadstone 3-0386

All these are necessary to move your products

Zanesville Cold Storage Bldg.
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Voa can PREVENT Noodle Sheell Another Ambrette [andmark

~ BURNING

Sheet burning results when egg dough is overheated by an extru-
sion screw turning at a fast RPM to get production through a thin
slotted die. A thin slotred dic has a high extrusion rate which J=—__—-=—— ==
further overheats the sheet. This overheated BURNY sheet is difficule
to dry and deteriorates egg noodle flavor.

Ambrette’s Sheet Formers use a SPECIAL THICK SLOTTED
“TEFLON" DIE* to reduce die resistance. With less die resistance,
the extrusion screw turns Jess RPM to gee desired production at a
&t low extrusion rate through the die. Less frictional heat is generated
£l by combining slower screw RPM with a thick slotced die—thus a
cooler sheet is maintained at all times.
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Background on Nutrition

by James J. Winsten, Director of Research, N.M.M.A,

»
i

N reviewing the subject, “Background

on Nutrition,” it may be advisable to
definé the term “nutrition.”  Nutrition
cn_be defined simply as the science ol
nowtishing the body properly; ie., pro-
viding adequately for its growth, main-
tenance and repair, “This is quite a wide
field and 1 shall limit mysell w nutrition
as it pertains to our macaroni and egg
noodle products.

Nutrition Conscious

Our industry really became conscious
of enhancing the nutritive values ol our
products toward the end of World War
II. This may have been motivated pri-
marily by the fact that in the early
1940's, the U. 5. Department of Agricul-
ture, together with the National Re-
search Council, endorsed the policy ol
fortifying or enriching bread and flour
to a certain prescribed level. This was
the result of the examination of dietarics
that were found to be deficient, particu-
larly in'the southern part of this coun-
try. One of the purposes of enrichment
which provided for the addition of thia-
mine, riboflavin, niacin and iron, was to
preclude the possibility of vitamin de
ficiencies in our population, Concomi-
tant with this enrichment program, the
USDA also issued a recommendation re-
garding foods that they considered to he
cssential for a good dict. Many ol you
will recall the so-called “Basic 7 Food
Categories” recommended by governmen-
1al agencies, where unfortunately, no
mention was made of either macaroni or
exg noodles, Our industry, therefore, had
indeed a strong motive in trying to
amend its Standards 1o provide for op-+
tional enrichment of our products.

Many members of our industry were
apathetic and showed very little interest®
in cnrichment. However, a number of
manulacturers thought this 10 be perti-
nent, and our Association requested the
Food and Drug Administration 1o con-
sider providing us with enriched maca-
roni and enriched egg noodles as op-
tional ingredients,

Enrichment Problem

At this time, unfortunately, there
seemed to be quite a bit of opposition
to the enrichment of our products, Some
nutritionists felt that our products were
more’ or less restricted to the Italian
segment of the population. According
1o one dictary survey, the results showed
that in general, the Ialian dietary pro-
vided an adequate supply of essential
vitamins, Also, some ol the scientists at
that time were under the impression

ot the 56th Annval Meeting

JAMES J. WINSTON

that the enrichment of our products
would be invalidated by the extreme
leaching of these water soluble vitamins
during the cooking process. It was there-
fore incumbent upon our Association,
through laboratory  investigations, 1o
show that after cooking under standard
normal procedure, there would Le on the
average, a good retention of vitamins;
namely, thiamine (Vitamin B-1) 50% or
more, riboflavin (Vitzmin B-2) 70% or
more, niacin 509 or more, iron 100%.
We also emphasized the point that our
products were becoming staple products
and were used by all segments of the
population.

Federal Hearings

Alter two weeks of hearings, and after
due consideration by the Food and Drug
Administration, our industry was gratified
by the promulgation of these optional
Standards of Identity for cnriched maca-
roni and egg noodle products, These
Standards on enrichment also provided
for the use of optional ingredients, such
as, defatted wheat germ and dry auto-
lyzedd yeast, These substances are signifl-
cantly high in vitamins. At the same
time, these substances because of high
protein content, will therefore increase
the protein of the finbshed macaroni
product.

Slowly but surely, manufacturer alter
manufacturer began to. enrich his prod-
ucts’ until today approximately B0% of
our macaroni and cgg noodle products
are enriched.

At the preent time, the goscmmen
has recommemded in a leatlet called “Es
sentials of an Adequate Diet” hasic fond
groups; namely, adlk group, meat grou,
vegetablefruit group, and - bread«ered
group, The [oads recommended and in.
cluded under this fourth group reler
enriched  macaroni, enriched  spagheni |
and cnriched egg’ noodles. This is the
first time the government has included
our products in any recommended fod
group, and the main reason for this i
due to the fact that our products are en
riched 1o a high level, ‘This is very im
portant  for our industry because the
“Essentials of An Adequate Diet” is be
ing used today to a very great extent by
nutrition workers, dictitians, and home
cconomists, Our products have finally
achieved nutritional notice.

Another problem that confromted o
industry stemmed from the publication
of the USDA Handbook No. 8 entiled
“Composition of Foods," which was pub
lished in 1950, In this publication, kt
the first time, the USDA gave the pros
mate analysis of foods stressing calork
content, carbohydrates, protein and vitr

mins,
Calorle Count

Contrary to many other publication
and our laboratory analyses, the calori
content of a cooked portion of macarod
was stated as being equivalent to 19
calories per 100 gram cooked portion
100 grams are equivalent to 3
This was very disconcerting
contacting the nutritionists in harge of
the forthcoming revision of (his book
and by analyzing and rechecking cooked
macaroni with them, a much lov
has been obtained which will be incorpr
rated in the revised book. The dua from
our laboratory show that on the average.
100 grams of b

ounces or ¥ cup, as you prefer. will pr
to 111 caloric

a cooked portion of

vide approximately 103

depending upon how it is prepar
" is cooked. The Dpartmer

how long it

has decided tentatively upon
of 112 calories, which is a subsan,
reduction from the original MY @@
In addition, the new Hand
include data pertaining to
mins, and also sodium con
fortunate in this respect
products contain about 12%

protein n o

macaroni, and 18%%

noodles. The sodiwm content
our products 10
because “',
e restri

which permits
sumed by people who,

culatory disturbances, must
(Continued on page 16)
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modern installations for

macaroni plants _.

Yo o R

1
|
1

Completely automatic line for the production of Short Cuts and
Bologna stamped goods: Consisting of:

Automatic Press Model “MAGOG-"

ZAMBONI Stamping Machine Model “ULTRA-VELO."
Preliminary Dryer Model “TELEC.”

Final Dryer Model “TELESS.”

Hundreds of similar installations are working all over the world.

ver value

ed 2

Send your inquiries to:
Eastern Zone: Lehara Corporation, 60 East 42nd St., New York 17, N. Y.

Western Zone: Permasco Division of Winter, Wolff & Co., Inc.,
2036 East 27th Street, Los Angeles 58, California

Braibanti - Milano

DOTT. INGG. M. G. BRAIBANTI & C.—Milano-1, Via Borgogna

| ﬁgul:t

lories

vitr

luulrilt n
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Institute Report

(Continued from page 6)

leiter Show plus several of their radio
i OpLTas.

“wnother promotion shaping up now is
ath Reynolds Wrap, They will put ad-
vertising and merchandising support be-
hind a macaroni casserole campaign us-
ing Reynolds Wrap, This promotion s
stheduled for National Macaroni Weck,
1959,

addition, we are negotinting with
the Cling Peadh Advisory Board and the
Wine Institute for related tie-in deals.

We think the 1959 program can be a
great one and a hard hitting program,
We will need your full support and we
will need o know what you are planning
on doing,

Now i word about the co-operative
elforts between the National  Macaroni
Institute and the Durum Wheat Institue,
These organizations are working  very
well together. We are still ironing out
same of the rough spots which always
occur but the clforts have been co-opera-
tive and well integrated.

I think your progran of public rela-
tions, merchandising and promotions s
going along very well and [ am happy
1o mike this report. We receive nice
letters from time 1o time from manufac
turers  commenting  on  various  things
that are being done, We are always very
pleased and very grateful to receive this,
There are many ficlds o which this
program can go, dependent upon what
the industry wimts and how much sup-
port the industry will give to it

The program will now be carried into
the nutritional fiekd, This will, I think,
be an important step forward. 1 think it
will muke a contribution 10 the thing
that we're most interested in — good sales.

Advertising Account

(Continued from page 1)

Mucller assignment, the merchandising
artment has been calling at the trade

W to determine Mueller's status in the™

field. ‘They check chainstore headquar-
ters, grocery wholesalers, and  retailers,
They sty packaging, shelf space, store
inventories, dislocated displays, distribu-
tion of ditferent items in the line, rade
and consumer opinions, coperative ad-
vertising, and sales promoton such as
trade and conswmer special deals,

The department analyzes the client’s
sitles by market area to see whether extra
presure iy necessary in certain areas.

The Mucller timetable has not been
particularly tight, and has given the
agencey adequate time for each phase of
adapting 10 the account, ‘Though the
agency ok over the account officially
on May 1, the fall campaign for which
it is responsible doesn’t break until Sep-
tember 1, However, “I'V film production
started around July 1, and the agency
also had 10 get a promotion package
for salesmen ready in advance of the
fall campaign.

Food Faddis.»

James ], Winston, N.M.MAL Director
of Research, recently told members that
in April, 1957 the Food amd Drug Ad-
ministration published an article entitled,
“Food Facts va. Food Fallacies,” This is
recommended o the atention of all who
are interested in improved health, The
[ollowing s stressed:

I The American food supply is un-
surpased in volume, varicty and nutri-
tional value, By patronizing all depart-
ments ol a modern food store, we cin
visily supply all of our our nutritional
needs,

2, Notwithstanding the abundance and
quality of the American food supply, a
persistent campaign s being carried on
to wndermine public confidence in the
nutritional value of staple lomds. Fuke
ideas about fooad are circulated by food
fadldists and by [ringe promoters of vita-
min and mineral products, When notions
are. promoted inferring thay garlic pills
will reduce high blood pressure, or that
grapes can be used for the reatment of
ulcers and caneer, the price of ignorance
may come high, This may be dangerous
10 health, especially il ailing people are
led to put off gewing proper medical
attention.

Today the Food and Drug Administra-
tion s especially concerned about the
promotion of “lood supplements” as cure-
alls for conditions which require medical

JOURNAL
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attention. Misleading promotion of Tod
supplements violates Federal luw Num
tion authorities agree that the ly
to buy vitumins and minerals i in g,
packages provided by mature — vegerahly
fruits, milk, cgus, meats, fish and wh
grain, or enriched  bread ol cnrithet
cereals.

Spaghetti Sauce Campaign

]+ Ragazzino & Son, Meriden. Connggi
cut, makers of Ragozzing Spaglv i S
are planning 1o give new impeins ol
with a strong advertising campuaign
Night-time TV spots will be uscd duing
the summer, with @ market-toamarker g
radio saturation campaign planned fq
the fall,

The Hard Sell

The drive 1o sell more mercdhandise i
rellected in the revelation that salosmey
are earing about 4.2 per cent more ihiy
year than last, ‘The figure comes from
study on salesmen  just issued by he
American  Management  Association. |
also finds that salesmen now get vacation
on a par with others and that incentive
are increasing. Study is available from the
group at 1515 Broadway, Times Squae,
New York City.

National Macaroni Week
"*Youth Will Be Served"
October 16-25, 1958

ass, vice president and president respect

ively of the I, J. Grass Noodle Company, manufacturers of the famous Mrs, Grass Mo 1
Soup mixes, submit to a trio of “bad men’ at the Golden Nugget Placer Mine exhibit ¥

Chicago's Free Fair,

The exhibit, a replica of the placer mines of the “Old West,” was built by the I. ). G:;
Noodle Company and donated to the Fair which is sponsored by the Back of the Y&

Council to raise money for its social service work in that community. It is estimal

ed 1hat

mare than 700,000 visitors viewed the exhibit, M
The 1. J. Grass Noodle Company, 6027 South Wentworth in Chicago, m.nuhclurlv :
Grass Genuine Egg Noodles, Mrs. Grass Chicken-Y Rich Noodle Soup and Mrs. Grass o

etable Noodle Soup.
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There is something special

labout Macaroni products made from

Lel'a have “something special® is the phrase that is henrd more and more
often from New York to L. A, Let's have n different kind of meal—but with lots of appetite and
i health appeal. Let's have n menl that satisfies all the family all the time,
) Everyone knows that macaroni produets are economical—but do they
know that they can be “something special” dishes too,
They meet all the requirements of big-family budgels to the most exacting taste of the gourmet.

T'o obtain that “something special” in your products use the finest—use King Midas.

&
U{,{y ?\/ DURUM PRODUCTS

MINHEAPOHS@ MINNESOTA
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Better Management
(Continued from page 10)

the feeling for macaroni is stepping into
the newspapers, magazines und cook.
books of America. And, of course, it isn't
just stepping in, it is being led by the
hand by your own Association group.

Front Line Representation

Your industry is only as good as your
front-line representation. We live in a
world today in which people think some-
what differently than they did before in
the old days, They are 10 a very great
degree capuble of achieving an objective
from many sources,

Going back to the manager and his
relationship of the business operation,
He thinks in terms of the production,
the supply of raw matcrials, people, com-
petition, costs,

All you have to work with is the mar-
gin bewween the cost of your materials
and the price at which you sell. Material
costs are what you do with labor; what
you do with all those other intermediatc
costs, It signifies profit or confirms loss.
So, the manager thinks about his own
costs. He think about the price increases
in his goods —can he get more per pack-
age, more per pound, or hold even, or
go down? Packages are another thing
that he might think about. Then our
manager thinks about profit eccurred in

-the industry and the volume and profit

outlook to see what place his enterprise
has.

U bring these points up because they
are very important to the banking world,
We have used check lists of one kind or
another to determine whether a customer
merits a loan. See “Management Check
List,” page B, August issue, Macaroni
Journal.

Trade Associations

Right at the top of community and
industrial relations is trade associations.
The banker approves ol the man who
belongs to a trade association and at-
tends its meetings. Whether it be retail
or geographical area, the man who be-
longs to the association and goes to its
meetings is a better citizen in his own
industry. He is a man who unquestion-
ably is going to learn more about his
industry simply because he is going 10
be talking to likeminded men, be they
competitors, suppliers, or [riends—it
makes no difference because he is going
1o ger mentally sharpened up because
of that contact at the convention. By
reading the builetins that come out, by
reading the magazine, you keep informed,

Why Growth?

Sometimes you begin to wonder why
some companies grow and other com-
pinies don't grow, Here in California
we have got an organization called Stan-
ford Research Institute, They are allied
with Stanford University but are a busi-
ness rescarch organization that has been
operating for about ten years. They made
a study of the companies in America from

the 1930's to the 1950's, and they picked
out a pretty diversified group that had
a growth four times the average for that
period in terms of sales. There were 210
of them, Then they picked out 160 com-
panies who hadn't done so well and tried
to match them up as far as products,
suppliers, and size was concerned, and
triecd to find out why some improved
their sales and others didn't.

In their inquiry they asked: “How do
men manage in the way of producing
company growth? What do they do and
not do that distinguishes them from other
husiness managers?” Here they set forth
some of the human attributes of indi-
vidual men which appeared 1o play such
an imporiant role in the growth of their
companies,

~ Naveo HCP alr vibrator,

As men, they believe in progress as a
way of accomplishinent —they are not
satisfied with things as they are. They
recognize  the importance of changing
times and the need for constant read-
justment in changing vision, They like
to take the lead in making the changes,
They reach out for new ideas and new
opportunities rather than waiting to
have them be brought to them. They
have great confidence in the [uture. They
realize they cannot be all things 1o all
people and so their companies must
also limit their interests to reasonable
and obtainable goals.

Management Factor

It would appear to me that good man-
agement s an  important factor of
growth, ‘There are others, Whether com-
pany growth is the desired goal or not,
I don't know. But good management is
an important factor in making your
business go smoother, The factor ol man-
agement is what determines the confi-
dence of a banking institution in an
enterprise,

It is a big problem to encourage men
who are busy with daily operations to
step back, to build up a staf if they
don't have one, and to delegate to a
properly chosen staff some of the work

. facturer also staves that they are by

e — e — e —
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load. 1 would say that the units of
industry like your awn want good na
agement because in the long run (hyj
the only way your company surviv| o
be insured in the busines world, Iy
the only way to minimize the sha) g
a bad business outlook and the only
to automatically change that inte ;'“
business outlook,

Vibrator Cuts Unloading
Time

The new Navco HCP line of heavydm
alr vibrators for unloading covered i
road hopper cars has just been announg
by National Air Vibrator Company, 1
West Seventh Street, Cleveland 13, Ok

The Navco HCP line Is designed wig
an exceptionally long piston stroke o
maximum amplitude and thrust, and g
piston is the only moving part. Unit by
stainless steel mounting head o
life — use no body assembly bolts to v
out or fatigue. Exclusive “[ree ride”
sign gives continued cfective action i
contrast to conventional viliraton
tend to jam in the mounting bracket,
ting vibrator action,

According to the manulaciurer, Naw
Long Stroke units cut unloading time o
covered hopper cars. eliminate “deanog
of cars after emptying, and free unko
ing personnel for other work. The mum

o W oAADAU |

used successfully on bulk truck ik
carrying potash, cement, and similar w
terlals,

Two madels are available — o 8° piv
size which is 144" long and weigh i
Ibs, and a 4" piston siee, 17%%" by
weighing 115 Ibs,

A hydraulic clamp assembly s 2
available for attaching to «n
equipped with standard dove tail bra

Bill Ewe Retires

William Ewe, of King Midas Fid
Mills' durum sales office in Minnea
retired July 1. :

Bill began his career as o tre
solicitor in June, 1926, A year later
started administrative work in the 85
department, and in July, 1015 wa
pointed district sales manager. Mr
returned to administrative work in J¢
of 1958,

In commemoration of his 32 !'.”“
service with the company, H. E Kocht
executive vice president of the compt
presented Mr, Ewe with an et
silver pitcher, ;

Although he has not made dei®
plans, Mr, Ewe and his wile, Gertr
may travel later; but for the |.nu1tlll|
couple will just enjoy their lisure ol

1

D.MaLpAaRrl & Sons, InC.

BROOKLYN 15, N. Y., U5.A,

557 THIRD AVE.

America's Largest Die Makers

Eastern Office Moves

King Midas Flour Mills' easterd du
sales division is opening a new
2 Park Avenue, Manhasset, Long !
New York, Their new telephone
is MAnhasset 7.7608. David Wilo?
his son, David F. Wilson, work o
this office,

1903 — MANAGEMENT CONTINUOUSLY RETAINED IN SAME FAMILY — 1958
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Trade Practice Rules

For the Macaroni and Noodle Products Industry As Promulgated August 1, 1958

Statement by the Commission:

TRADE practice rules for the Macaroni
and Noodle Products Industry, as
hereinalter set forth, are promulgated by
the Federal Trade Commission under the
trade . practice  conference  procedure,
Such rules constitute a revision of, and
supersede, the trade practice rules for the
Macaroni, Noodles, and Related Products
Industry as promulgated by the Commis-

Definitions

As used in these rules the terms “indus-
try member” and “industry products”
shall have the following meanings, re-
spectively:

Industry Member: Any person, firm,
corporation or organization engaged in
the manufacture, sale or distribution of
industry products as defined below,

products, and with the Definitions an
Standards for such products as establihd
by the Food and Drug Administration,

Rule 1 = Deception (General)

It is an unfair trade practice for an
industry member to use or cause to be
used any advertisement! of indusuy prod
ucts which contains any statement, repre
sentation, illustration, or depiction whid
directly, or by implication or through L

P‘m]bcr, 1958

ule 8 = Misuse of Words “Macaroni,”
sspaghetti,” “Vermicelli,” “Egg-Maca-
roni® and “Noodles,” or “Egg Noo-
dles,” elce S
It is an unfair trade practice for an in-
ry member to represent in an advef-
it any product as being macaroni,
aghetti, vt rmicelli, egg-macaroni, noo-
s or cgg noodles when such is not the
1, or to misrepresent the identity of
y industry product.

ule 4 = Misrepresentation of Semolina,
Durum or Farina Products,

1t is an unfalr trade practice for an

ustry member to represent in any ad-
isement! an industry product as being
semolina, durum or farina product when
h is not tue in fact.

(Note: Nothing in this rule is to be
prstrued as inhibiting a representation
t an industry product is—

(3) a semolina product when the wheat
of is solely of semolina, or

Rule 8 — Prohibited Sales ®rlow Cost,

The practice of selfing’ products o the
industry at a price less than the cost
thereol to the seller, with the purpose or
intent, and where the effect is, or where
there is a reasonable probability that the
effect will be, to substantially injure, sup-
press, or stille competition or tend to
create a monopoly, is an unfair trade
practice,

This rule is not 1 be construed as
prohibiting all sales below cost, but only
such selling below the seller’s cost as is
resorted 1o amd pursued with the wrong-
ful intent or purpose referred to and
where the cffect is, or where there is rea-
sonable probability that the effect will be,
to substantially injure, suppress,‘or stifle
competition or 0 create a’ monopaly,
Among the situations in which the req
wisite purpose or intent would ordinarily
be lacking are cases in which such sales
were (1) of seasonal goods near the con-
clusion of the season; (2) of perishable
goads in respect to which deterioration is
imminent; (3) of obsolescent gomds; (1)
made under judicial process; or (5) made
in bona fide discontinuance ol business
in the goods concerned.

THE MACARONI JOURNAL

Rule 10 = Fictitious Prices, etc,

The publishing or circulating by any
member of the industry of false or mi
leading price quatations, werms or condi-
tions of sale, or reports as to production
or sales, with the capacity and tendency
or cllect of misleading or deceiving pur
chasers or prospective purchasers, or the
advertising, sale, or oflering for sale of
industry products at prices purporting (-
he reduced from what are in lact fictitiors
prices, or at purported  reductions i
prices. when such purported reductior
are in faet fictitious or are otherwise nis
leading or deceptive, is an unfair trade
practice.

»

Rule 11 = Deceptitve Invoiding, ete

It is am unlair trde practice for any
member of the industry to isue invoices,
hillings or sales slips, which, by reason
of misstatements  therein or - omissions
therefrom, have the capacity amd 1en-
dency or effect of deceiving purchaers or
prospective  purchasers inany  material
respect,

Industry Products: All kinds and types
of macaroni, spagheuti, vermicelli and
noodle  products,  So-called  Chinese
noadles are not included.

(b) a durum product or a durum wheat
duct when the wheat content thereol
salely of durum wheat, or

ure to disclose material information, hs
the capacity and tendency or cfiea d
misleading or deceiving  purchasen a
prospective purchasers with respect to the
grade, quality, quantity, substance, char
acter, nature, origin, size, material, or
tent, coloring, digestibility, nutrition!
ropertics, therapeutic value, cfleat o

dy weight, preparation, or minufacur
of any industry products, or which has ik
capacity and tendency or effect of deciv
ing purchasers or prospective purchasn
in any other material respect.

sion July 7. 1938.

" The ird'usiry for which these rules are
established is composed of persons, firms,
corporations, and organizations engaged
in the manufacture, sale or distribution
of macaroni, spaghetti, vermicelli or
noodles, So-called Chinese noodles are
not included.

Proceedings for the establishment of
(these rules were instituted pursuant to
an industry application, Proposed revised
rules for the industry were published by
the Commission and made available to all
industry members and other interested or
affected parties  upon  public  notice
whereby they were afforded opportunity
to present their views, including such
pertinent  information, suggestions, or
amendments as they desired to offer, and
to be heard in the premises. Pursuant to
such notice, a public hearing was held in
Washington, . C. on June 18, 1958, and

As used in the [oregoing paragraphs of . :
this rule, the term ..t‘"“.t‘ |’:|cm:; 1‘1“__ re. Rule 12 — Prohibited Discrimination.?
spective seller's cost and not an averape A, Prohibited  Discriminatory  Prices,
cost in the industry whether such an  Rebates, Refunds, Discounts, Gredits, Elc.,
average cost be determined by an indus-  Which Effect Unlawful Price Discrimina-
try cost survey or some other method.  tion. It is an unlair trade practice for
1t consists of the total outlay or expendi-  any member of the industry engaged in
ture by the seller in the acquisition, pro-  commeree, in the course ol such com-
duction, and distribution of the products  merce, o grant or allow, seeretly or
involved, and comprises all elements of  openly, dircaly or indirectly, any rebate,
cost such as labor, material, depreciation,  refund, discount, credit, or other form of
taxes (except taxes on net income amd - price dilferential, where such rebate, re-
such other taxes as are not properly ap-  [und, discount, credit, or other Torm of
plicable 10 cost), and general overhead  price differentic elfecs a discrimination
expenses, incurred by the seller in the  in price between different purchasers of
acquisition, manufaciure, processing, prep-  goods of like grade and quality where
aration for macketing, sale, and delivery  cither or any of the purchasers involved
of the products, Not to be included are  therein are in commerce, and where the
dividends or interest on borrowed or in-  ellect thereol may be substantially to
vested  capital, or nonoperating losses,  lesen competition or tend o create a
such as fire losses and losses from the sale  monopoly in any line ol commerce, or

——
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() a farina product when the wheat
patent thereof is solely of farina))
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The unfair trade practices embraced in
the rules herein are considered to be
unfair methods of competition, unfair or
deceptive acts and practices, or other il-
legal practices, prohibited under laws
administered by the Federal Trade Com-
mission; and appropriate proceedings in
the public interest will be 1aken by the
Commission to prevent the use, by any
person, partnership, corporation, or other
organization subject to s jurisdiction, of
such unlawlul practices in commerce.

Definitions and Standards for Macaroni
and Noodle Products promulgated under
the Federal Food, Drug and Cosmetic Act

ule 5-.\I[nrprt‘|enlalim1 as to the Egg
Content of Product,

It is an unfair trade practice for an
dutry member 1o misrepresent in any
hentisement? the egg content of any in-
stry product.

—pr
-
=y

.

s

e i

s i

Rule 2= Misrepresentation of Protie
Caloric and  Starch  Content d
Products,

It is an unfair trade practice [or a me
ber of the industry to make any repe
sentation in any advertisement! whidi b
the capacity ,and tendency or c:ﬂmd
deceiving purchasers or prosputive por

X

(Note: It is the consensus of the Indus-
by that any representation as to the egg
ntent of an industry product should
on a moeisture free basis)

- e
o

all_ matters there presented, or otherwise
received in the proceeding, were duly
considered,

“Therealter, and upon full considera-
tion of the entire matter, final action was
taken by the Commission whereby it ap-
proved the rules as hereinafter set forth,

«, ‘he rules as approved become operative
thurty (30) days alter the date of pro-
mulgation,

The Rules

‘These rules promulgated by the Com-
mission are designed to foster and pro-
mote the maintenance of fair competitive
conditions in the interest of protecting
industry, trade, and the public, It is to
this end, and 10 the exclusion of any
act or practice which fixes or controls
prices through combination or agreement,
or which unreasonably restrains trade or
suppresses competition, or otherwise un-
lawfully injures, destroys, or prevents
competition, that the rules are to be
applied.

by the Food®and Drug Administration
will, when relevant, be taken into consid-
cration in -the administration of trade
practice rules for the Industry.

The Commission has jurisdiction over
the advertsing of industry products, and
both it and the Food and Drug Adminis-
tration have jurisdiction over the labeling
ol such products, In order to avoid un-
necessary overlapping and possible con-
Hflict ol effort, the two agencies have
adopted a working arrangement under
which the Commission regulates the ad-
vertlsing of such products, and the Food
and Drug Administration regulates the
labeling thereof, with the recognition that
there may be unusual situations in which
the Commission will exercise its concur-
rent jurisdiction over the labeling of
such products.

Nothing in these rules is to be con-
strued as relieving anyone of the neces
sity of complying with the provisions of
the Federal Food, Drug and Cosmetic Act
with respect to the labeling of industry

chasers as to —

(a) the protein, caloric or strch o®
tent of any industry product, or

(b) the protein, caloric or starch (©*
tent of any industry product or porie
thereof when prepared for consumpiod
in accordance with the member's dit
tions or recommendations, or

(c) the protin, caloric or sarch o
tent of any industry product compl
1o other industry products or 1o spet
foads or 1o foad generally. o

(Note: Ariong practices o he con¥
ered as subject to the inhibitions of
rule, are representations in any adt

tisement! that an industry product B

high protein food, or is a foud of
starch or caloric content.)

1The word “advertisement” as here lp!" Ineb
any wriiten or verbal statement, Ium'l‘:..
tion, {llustration, or depiction, other lnd
which s directly or Indirectly delsned

the sale of any industry product, or !
Interest in uul ‘purchase ﬂml’
1ame & n & newsps
periodical, In 3 cata T or
Ponat inerstires 5. vallo or televhion
or in any other media,

ule 6~ Deception as 10 Ingredients of
Prodlucts,

ILis an unfair trade practice for an

dustry member to misrepresent in any

‘erliscient!  the  presence, absence,

POunL ur proportion of any ingredient
an indusiry product,

e 7~ Defamation of Competitors or

Fabie Disparagement of Their Prod-
ucts,

The dvr.uqmion of competitors by
d, imputing to them dishonorable
; l;;l. inability 10 perform contracts,
“ilionable :m:lil standing, or by other
:l“r"-‘:ﬂl}lﬂllonl. ar the false dispar-

e OF the grade, quality, or manu-
“':I:L the products of competitors, or
2 usiness methods, selling prices,
o &E‘l:! lemmmwlldu.‘uwlca. or
ety ent, is an unfai

* air

or exchange of capital assets, Operating
st should not be reduced by items of
nonoperating  income, such as income
from investments, and gain on the sale of
capital assets,

Nothing in this rule shall be construed
as relieving an industry  member Irom
compliance with any of the requirements
of the Robinson-PPatman Act,

Rule 9 — Imitation
Trade Names, etc.

of Trade-Marks,

The imiation or simulation in adver-
tising of the trade-marks, trade names,
containers, brands, or labels of competi-
tors, with the capacity and tendency or
elfect of misleading or deceiving purchas-
ers or prospective purchasers, is an unfair
trade practice.

to injure, destroy, or prevent competition
with any person who cither grants or
knowingly receives the benefit of such
discrimination, or - with  customers  of
cither ol them: Provided however —

(1) That the goods involved in any
such transaction are sold for wse, con-
sumption, or resale within any place w -
der the jurisdiction of the United Staies,
amd are not purchased by schools, colleges,
universities, public libraries, churches,

Ylll‘ 24,

2, the word “tommerce” means
“trade o commerce among the several States amd
with foreign nations, or between the District of
Columbia or any Territory of the Unital States
and amy Mate, Terrlory, or foreign nation, or
between any  dnsular  peasessions or other  places
under the jurisdiction of the United States, or be-
tween any such posession or place and any Siate
or Territory ol the Unlted States or the District
of Columbia or any forelgn nation, or within the
District of Columbla or any Territory or  any
imsular pemsewsion or other place under the jurise
diction of the United States,”
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hospitals, and charitable institutions not
operated for profit, as supplies for their
own use, i

(2) That nothing contained in Section
A of this Rule shall prevent differentials
which make only due allowance for dif-
ferences in the cost of manufacture, sale,
or delivery resulting from the differing
methods or quantities in which such
commodities are to such purchasers sold
or delivered.

(Note: Cost justification under the
above proviso depends upon net savings
infrost based on all facts relevant to the
transactions under the terms of proviso
(2). For example, il a seller regularly
grants a discoggt based upon the purchase
of a specificd quantity by a single order
for a single delivery, and this discount is
justified by cost differences, it does not
follow that the same discount can be cost
justified if granted to a purchaser of the
same quantity by multiple orders or for
multiple deliveries.)

(3) That nothing contained in this
Rule shall prevent persons engaged in
selling goods, wares, or merchandise in
commerce [rom selecting their own cus-
tomers in bona fide transactions and not
in restraint of trade,

(4) That nothing contained in Section
A of this Rule shall prevent price changes
from time to time where made in response
to changing conditions affecting the mar-
ket for or the marketability of the goods
concerned, such as but not limited to
distress sales under court process, or sales
in good faith in discominuance of busi.
ness in the goods concerned.

(5) That nothing contained in this
Rule 12 shall prevent the meeting in good
faith of an equally low price of a com-
petitor.,

(Note: See subsection (b) of Section 2
of the Clayton Act as amended, which is
set forth in the note following Section G
ol this rule.)

B. Prohibited Brokerage and Commis-
sions. It is an unfair wrade practice for
any member of the industry engaged in
commerce, in the course of such com-
mierce, to pay or grant, or to receive, or
accept, anything of value as a commission,
brokerage, or other compensation, or any
allowance or discount in lieu thereof,
except for services rendered in connection
with the sale or purchase of goods, wares,
or merchandise, cither to the ather party
to such transaction or to an agent, repre-
sentative, or other intermediary therein
where such intermediary is acting in fact
for or in behall, or is subject ta the direct
or indirect control, of any party to such
transaction other than the person by
whom such compensation is so granted
or paid.

C. Prohibited Advertising or Promo-
tional Allowances, Ete, It is an unfair
trade practice for any member of the
industry engaged in commerce to pay or
contract for the payment of advertising

or promotional allowances or any other
thing of value to:or for the benefit of a
custofner of such member in the course
of such commerce as compensation or in
consideration for any services or facilities
[urnished by or through such customer
in connection with the processing, han-
tling, sale, or offering for sale of any
products or commodities manufactured,
sold, or offered for sale by such member,
unless such payment or consideration is
available on proportionately equal terms
to all other customers competing in the
distribution of =uch products or com-
modities,

(Not¢ 1: Industry members giving ad-
vertising allowances to competing custom-
ers must exercise precaution and  dili-
gence in sceing that all of such allowances
are used in accordance with the terms of
their offers,)

(Note 2: When an industry member
gives allowances to competing customers
for advertising in a newspaper or period-
ical, the fact that a lower advertising rate
for equivalent space is available to one
or more, but not all, such customers, is
not to be regarded by the industry mem-
ber as warranting the retention by such
customer or customers of any portion of
the allowance for his or their personal
use or benefin)

D. Prohibited Discriminatory Services
or Facilities, It is an unfair trade practice
for any member of the industry engaged
in commerce to discriminate in favor of
one purchaser against another purchaser
or purchasers of a commodity bought for
resale, with or without processing, by con-
tracting to furnish or furnishing, or by
contributing - to _the furnishing of, any
services or facilities connected with the
processing, handling, sale, or offering for
sale of such commaodity so purchased upon
terms not accorded to all competing pur-
chasers on proportionall’ «jual terms.

%

(Note: See subscection (b) of Section 2
of the Clayton Act as amended, which is
sct forth in the note following Section G
of this rule.)

E. The following is presented for the
purpose of clarifying the requirements of
Sections © and D of this Rule 12 with
respect to the supplying of marketing
services, facilities or allowances by indus-
try members to their customers, but it is
not intended to imply by such presenta.
tion that other methods which assure of
proportional equality ol treatment of com-
peting customers may not also be used.

An industry member may simultane-
ously offer to each of his customers com-
peting in the resale of his products the
same kind of promotional service, facility

MACARONI JOURNAL

op:allowance of a cost value ¢

u:
uniform percentage of the mh-s‘ (:li‘"

chases) of the industry membher's Prodey

by each customer during specified 1y
identical period of time; juovided, by
ever, that when the senvie, Lacility
allowance offered is of a type which Uty
reasonable terms and conditions (™
usable or suitable 10 the facilities
business of all customers, .ol s Ofieng
to any one customer, the member oy
each of those customers o whom 4
service, facility or allowance is nop ugly
or suitable an alternate type of prom
tional service, facility or allowance whiy
is of equivalent measurable oo, fs uuly
by the customer, and is suitable 1 i
facilities and business, and promply
form all competing customers of the Liy
and amount of service, facilities or alky

ances which he has offered 10 each
the respective terms and conditions undy
which services, Tacilities or allowances i
10 be furnished by the industry member

September, |y
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alities in which the goods were sold
1 delivered, the Commission may estah-
h a prima facie case in a number of
vs, including: v
(1) By showing that the buyer paying
Jower price knew tlm‘ the methods
and qu.lmilics in, which the goods
re sold and delivered to him by the
[er were the same as in the case of the
mpeting buyer or buyers paying the
gher price or prices: or X

(7 By showing, when there is a dif-
e in the methods or uantities in
i the goods were sold and delivered
the seller to the buyer than in the
of the competing buyer or buyers
ying the higher price or prices, that
buyer paying the lower price or prices
w the nature and extent of such dif-
nces and knew or should have known
t they tould not have resulted in
plent cost savings of the kind and
bracter specified as to justily the price
erential.)
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and provided, Turther, that when the ofy
of any service, facility or allowance tan
customer is conditioned on such custone]
supplying some reciprocal service, faila

. Purchases by U. S, Governmen! —
plicability of Robinson-Patman Anti-

or payment, a reciprocal service, facilin

or payment be required in the offers tod
other customers and there be an equi
of ratio among all customers as to the mes
urable cost of that which is supplied b
the industry member and the redipal
service, facility or payment required ¢

any customer. The industry member ma
take every reasonable precaution 1o«

that services, [acilities or allowances whid
he furnishes to customers are wed i
accord with the terms of his offer; a
upon failure of the customer to perlus
any obligation on his part the induo
member must cease supplying the custons

any further service, lacility or allowane

F. Inducing or Receiving an llip
Discrimination in Price, It is an unl

trade practice for any membher of &

industry engaged in commeree, in B
course of such commerce, knmwingly

induce or receive a discrimination A

price which is prohibited by the fore
ing provisions of this Rule 12.

(Note: The foregoing Section F of
rule is a restatement of Seaion 2()d

the Clayton Act as amended. In 3 78

plaint proceeding under this setion. ?
order to make out a prima [acic violatiot
the Commission must show that the
vored buyer induced or revedved
lower price knowing, or knuwing B
from which he should have hnown
such price was violative of Scction ]
of said Act and not justified ur_:drf‘
sections (2), (4), or (5) of Svction &
this rule. When, in any such proe®ey
the issuc is limited to the questol d
whether the price differential 1™
made only due allowance for di o
in cost. of manufacture, sale, or €7
resulting from the differing m¢

imination Act to Same. In an opinion
hmitted to the Secretary of War under
of December 28, 1936, the U. S, At
ey General advised that the Robinson-
tman Antidiscrimination Act “is not
plicable to Government contracts for
pplics.” (38 Opinions, Attorney Gen-
| 530.)

(Note: The above Rule 12 is based on
provisions of Section 2 of the Clayton
tas amended by the Robinson-Fatman
(.

[Subsection  (b) of Section 2 of the
Ryton Act as amended, which reads as
lows is in amplification ol the note to
ection (3) of Section A of Rule 12
il of the Note in Section D of Rule 12:
"Upon proofl being made, at any hear-

on a complaint under this section,
tthere has heen discrimination in price
senvices or facilities furnished, the bur-
of iwhutting the prima facie case
s made by showing justification shall
upan the person charged with a viola-
P of this section, and unless justifica-
b shall be affirmatively shown, the
Pmmivion is authorized 10 issue an
Uer teominating  the  discrimination:
um‘[ul. however, ‘That nothing herein
ained shall prevent a seller rebutting

prima facie case thus made by show-

that his lower price or the furnishing
¥t or facilities to any purchiser
purchasers was made in good [aith o

tan wually low price of a competitor,

the services or facilities furnished by i
petitor,")

ile 13 — Commercial Bribery

It Is an unfair trade practice for any
Bty member, directly or indirectly,
BIVS, or offer to give, or permit or
10 be

U 10 agents, eraployees, of represeinta-
% of customers®or prospective custom-
9" 0 agents, employees, or representa-

given, money or anything of

tives of competitors' customers or pros-
pective customers, without the knowledge
of their employers or principals, as an
inducement to influence their employers
or principals to purchase or contract o
purchase products manulactured or sold
by such industry member or the maker
of such gift or offer, or to influence such
employers or principals to refrain from
dealing in the products of competitors or
from dealing or comracting to deal with
competitors, or to effect any other advan-
tage in favor of the industry member
making such gift or offer with respect to
the sale of industry products to such
employers or principals,

Rule 14 = Exclusive Deals

It is an unfair trade practice for any
member of the industry engaged in com-
merce,? in the course of such commerce,
1o lease or make a sale or contract for
sale of any industry product, for use,
consumption, or resale within any place
under the jurisdiction of the United
States, or fix a price charged therefor, or
discount from, or rebate upon, such price,
on the condition, agreement, or under-
standing that the lessee or purchaser
thereof shall not use or deal in the goods
of a competitor or competitors of the
lessor or seller where the effect of such
lease, sale, or contract for sale, or such
condition, agreement, or understanding,
may be to substantially lessen competition
or tend to create a monopoly in any line
of commerce.

Industry Committee Under
Trade Practice Rules

The industry may, at its option, form
a trade practice committee, which shall
he fairly representative of the industry,
to cooperate with the Federal Trade Com-
mission in the lollowing respects:

(1) to assist in keeping the rules of the
industry active by periodically bringing
1o the attention of industry members the
provisions thereol; ohe

(b)) to  publiciee  and  disseminate
among all members of the industry Com-
mission stipulations, orders and opinions,
or administrative imerpretations, relat-
ing to practices covered by the rules;

(¢) to meer periodically with Comuis-
sion personnel for the purpme of discus.
sing the rules, the need for their revision,
wd the administration thereol, the com.
mittee's functlon in connection with such
meetings being  informative only, with
decisions as to any action to be taken
being left solely in the hands of govern-
ment officials, All such meetings shall be:

(1) called and chairmanned by a Tull-
time Commission official; and

(2) limited 10 a discussion of matters
outlined in an agenda prepared by a
full-time Commission official,

Full and complete minutes of each such
meeting shall be prepared and filed with
the Cominission,
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() It is not the founction of the
commitiee lo:

(1) interpret the rules;

(2) auempt to correct alleged  rule
violations;

(3) make determinations or  express
opinions as to whether practices are vio-
lative of the rules;

(1) receive or screen complaints of vio-
lations of the rules: or

(5) perform any other act or ucts
within the authority of the Federal Trade
Commission or any other governmental
Agency or Department.

Al complaints of industry members and
other parties respedting rule violations
should be made directly o the Commis
sion. In the event any complaing is re
ceived by the commitiee or any informa-
tion is brought 1o its attention indicating
a probable violation of a rule, all rele
vant information with respect thereto
shall be promptly transmi
mitee o the Commission without the
commitiee u)lll.‘ulillg the party or pnrlius
alleged to have violated the rule.

Immediately after its formation  the
commitee shall inform the Commission
of the identity of the members thereof,
the names and addresses of the companies
or concerns represented by such members,
and shall supply the Commision with in-
formation showing that the membership
of the commitee is fairly representative
of the industry, Changes in composition
of the committee shall be reported to the
Commission as soon as they miy occur,

Full and complete minutes of all meet-
ings of the committee, dentilying the
members in attendance and informative
of the matters discused  and - actions
taken, shall be kept, ‘The minutes of the
meetings falling under Section (¢) shall
be filed with the Commission, and the
minutes of all other meetings shall be
kept by the committee and be made
available 10 the Commission on 1equest,

Promulgated by the  Federal Trade
Commission August 1, 158,

Robert M. Parrish, Secretary

1ed by the com-

2 Ser footmote an page 2,

How Do You Think?

Thirteen top fomd bininess executives
wswerdd the question “IF your organiza-
tion conld achicve one, and only one,
major objective in 1937, what would it
bed” in thirteen provocitive ways: “main-
tenanee of highest qualig” . . . “plan
ahead by developing people” .. "o tap
employee reserves of enthusinsm, energy”
o Mthe creation of awareness” o . Mo
improve our service, add new products”
« o« our first responsibility = profiss” ..
“profits for stockholders and 10 plow
back” . . . “assimilation of our new activi-
ties” . . . "o increase sales — through
eflicienty™ .+« “to broaden our distribu-
ton™ . . . “research in the laboratory and
market” . . . “to satisfy discriminating
taste” . . . “to make the consumer quality-
tonscious.”




ROP prospects for durum are gener-

4 ally good to cxcellent over most of
the durum area, reports Don Fletcher,
Exccul[vc Sccretary of the Rust Preven-

on Association. This is confirmed by
Henry O. Putnam of the Northwest Crop
fmprovement Association on his early
August swing.

Mr. Fletcher continues: “Moisture is
adequate for current crop needs except
in parts of central North Dakota where
top soil is becoming dry. Rust will not
cause any material damage to wheat this
year although it has been found in trace
amounts. Some early fields of durum in
the Devils Lake arca were swathed early.
Harvest in the later Langdon area, which
made a remarkable recovery after earlier

. drought, is expected to get under way

about mid-August.”

John W. Haw, Director of the Agricul-
tural Development Department for the
Northern Pacific Railway, reports: “In the
last half of July, unseasonably low tem.
peratures and wellspaced, effective rain-
fall resulted in stepped up prospects for
grain and grass crops. The grain crop is
ripening slowly this year, and it looks
better and  better as maturity s ap-
proached. In mid-July the crops were well
on the way to recovery from the adverse
cffects of the persistent May drought.
Additional improvement in the prospects
during late July has brought them
through ready to harvest with average
yields expected in sections previously re-
ported as poor and with banner yields
anticipated in sections with a consistently
good prospect all season,

Crop Appreciation

“Last year a highly favorable season,
up until mid-June, followed by a hot and
droughty July, resulted in scaling down-
wiard the final outturn at two-week inter-
vals during the last hall ol June amd
during July, A reversal of this situation
Has prevailed this year, It has proven
difficult 10 keep up with the overall crop
appreciation from week 10 week, Under-
standably, it has not been casy to reverse
gears with the memory vivid of how last
year's crop faltered during the crucial
mid-summer period. Regardless of other
factors, such as stooling and straw lengih,
again this year the overriding importance
of full head and kernel development has
been or is being demonstrated. And 1o,
m‘t?duratc temperatures in July are prov-
ing to be as yield controlling as May and
June rains. Not for many years have the
northern plains states gone through July
with only a few days in the 90's — the low
90's at that,
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“Even western North Dakota and east-
ern Montana, droughty as they were dur-
ing the spring and early summer, now are
anticipating wheat yiclds somewhat above
the long-time averages, In this territory,
last year's extremely high yields are not
expected, :

“When May or June weather is un.
favorable for small grain and then there
is a change to excellent weather in July
and August, carly seedlings usually pro-
duce low yields compared to those put in
later. This is the situation this year, par-
ticularly for wheat, Differences and pros-
pect on early and late seedings are more
marked west of the Missourl River, where
reliel from the spring drought did not
come as early in June. For instance, it is
estimated that spring wheat in eastern
Montana will produce more nearly aver-
age yields than winter wheat. Winter
wheat was in the head-formation period
when it ran out of water. Spring wheat,
on the other hand, was only in the stool-
ing stage, and its moisture needs were
substantially lower. While harvest -of
spring wheat will not be general until
mid-August, it is now fully expected that
the average run of wheat will show large,
plump kernels of low protein.”

The Galvin Crop Estimate, based on
conditions as of July 1, places durum
wheat production in North Dakota at
14,940,000 bushels, South Dakota 1,174,
000 bushels, Minnesota 594,000 bushels,
and Montana 990,000 bushels, Total 17,
698,000 bushels.: This compares 1o last
year's final crop of 39,680,000 bushels,

Cutback

Southern Alberta’s durum wheat acre-
age. estimated at about 590,000 acres in
1957, is being cut by as much as 509, this
year. Surpluses, slow markets, and the
placing of durum under the quota deliv-
ery system are the reasons for the drop.

Alberta farmers swung strongly into
durum production in 1953, when rust hit
the crop in Manitoba, The surplus of
bread wheat was affecting southern Al
berta's wheat growers, and they were
scarching’ for an alternative crop that
would have a ready market. Before that,
only 15,000 acres of durum was produced
in southern Alberta,

Within two years, durum acreage in-
creased tenfold in southern Alberta, and
then a big crop in almost every durum-
producing area in the world last year cre-
ated a big surplus problem. On August 1,
1957, the Canadian Wheat Board an.
nounced that because of the surplus,

durum would be placed on the same basis *

in the quota grain delivery system as
bread wheat and other cereal grains.

September, 19y

i

V‘Crop Conditioris

The U. S. Department of Agriculig
reported durum growers' intention
plant 1,179,000 acres. “This is abou iy
of last year's acreage. Montana indiay
a reduction of 899, of 1957 acreage, Vi
nesota 67%, North Dakota and Sog)
Dakota 359, While durum growers in g
Dakotas apparently seeded their inendd
acreages, those in Montana exceeded i
intentions and those in Minnesota pln
less than they had originally plannd

Durum Prices

The Department of Agriculture's iepr
on cash grain markets shows prices by
No. 2 Hard Amber Durum ranging lm
a low of $2.36 to a high ol 5246 durig
the first half of 1958 for choice and faw
grade.

On July 1, the Commodity Credit Ca
poration announced that durum stol
would be available for sale at the lorm
price or the market, whichever is highe
At that time the formula selling prica
No. 1 Amber Durum figured at $241 p
bushel in store at Minneapolis and Dy
luth plus an average of 114c per buk
carrying charge for each month leginnig
July 1,

Heavy receipts of CCG durum cond
cred unacceptable by terminal elevate
for storage because of inferior qu
sent durum prices down sharply A
1, some Gc to 7c to range $2.34 o §2
for chaice and fancy grades, the lows
price ol the scason.

Semolina prices have hovered s
the $6.00 mark most of the year and &
costs did not reflect the dedline in ¥
cash market as a sharp drop in feed pt
more than offset the market (osts.

Semolina was quoted at Minneap®
August 1 at $5,95 to §6.00 pwr hunde
weight with feed §35.10 comnpared Id;
quotation of $6.05 for semolina the wre
previous with feed at §39.15.

Durum Mill Grind o

Durum mill output reporied I
Northwestern Miller shows B.(048,776 &
milled for the crop year ending Jus )
1958, This compares with 7010017 l'“
milled for a year ago, The increa
1459,

Durum Exports

The U, §. Grain Market New nep?

267,656 bushels of amber }Iurul‘l‘; st
were shipped to Europe during Julp
1957-58. EIIUH

This corgy, 3 with the 10,356,117 ©
els of am'!‘;cr ds }l'! shipped durd
1956-57.

STHNMR Ty 172
Gldacdmiaizt 57

i e

eptember, 1958 THE MACARONI JOURNAL 33

MODERIN

automatically-controlled
Long Goods Dryer unit at

CATELLI FOOD PRODUCTS, :

LTD.

MONTREAL, CANADA {

AUTUTOMATIC
SPREADER

AUTUTOMATIC

TAKE-OFF

Ok

l_lal__i Engineers for Indusiry Since 1860

C.
" BUHLER BROTHERS, ... LTD.
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Macaroni‘ln Russi

Inside the most important and modern macaroni plant in the U.S.5.R. Pressroom pic-

tured above, packaging below,

The following article, translated from
the Molini d'ltalia, was written by Prof.
V. Lukianov of the Technical Institute
of the Food Industry, Moscow.

Origin of Macaroni

MM\'\' centuries before the Mongolian
invasion of Russia (during the
thirteenth  century  ADY), the ancient
Slavs were accustomed to eat noodles and
lasagne, which was their traditional food,
at their wedding and  funeral  celebra-
tions. The people of Kazakhstan,
Ukrainia and Usbekistan ate very fine
noodles, which was their national food,
a dish also well known in Georgia.
The hest raw ingredient for macaroni
produas is hard wheat which for well
over five centuries has been cultivated
in the Steppes bordering on the Black
Sea. According to Prol. Flaksberger, noted
Russian authority on grain products, the
best varicties of Russian  hard  wheat
(thone known as *drnautha and “Ghirka"
which today enjoy a world-wide reputa.
tion) are derived from the same wheat
grown in ancient times, “The various types
of Russian hard wheat, brought o the
US.AL at the end of the Ninteenth cen-
wry by Mark Carleton, are wday grown
in all of the western dry zones of the
U.S.AL Canada and Argentina; from these
types of Russian wheat have been derived
the principal varicties of American hard
w'eat (Macaroni Journal, April 1951).
As carly as the wenth century the Rus
sian millers knew how to grind and to
clean grain. In his book entitled “Descrip-
tion and Discourses on the Skills of the
Miller, Vermicellerer and Baker (Paris
1767),"  PaulJacque Malouin (ol the

French Academy), among other curiosi-
ties, spraks of the Russian General Beco-
vici and his regiment of Cossacks who,
during a raid on the town of Ghilan
(PPersia), “subsisted on a very small quan-
tity of semolina.”

The first references to lalian macaroni
are found In the reports of Lichaciev and
Frolov, Russian ambassadors to Florence
during the sixteenth century when Ivan
IV was Emperor, During the reign of
Peter the Great, some [talian naval con-
structors then working in the shipyards
of St. Petershurg (now Leningrad), which

had just been founded by that Empery,

el
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

introduced to the citizens of tha gy
the national  talian  dish  known
“macaroni”  Georgy, of the Rugy
Academy, in his description of St, ey,
burg, published in 1794, noted g gy
artisans  were  producing  macaronj g
vermicelli, In 1803, the Russian pe,
prper, “St. Petersbury Vedemonty, Pl
lished the announcement of & maai
manufacturer, Anma Pinato by nage
offering "to the Honorable Public ik §
best macaroni made in the Genoew o
Sardinfan  style, vermicelli and by
Italian delectuble dishes,” "The fis
macaroni [actories to be establishal i
Russin were started at Odessa in
South of Russia in the year 1797 by m
emigrants, one a Greek and the oha
an Albanian, From that time on, b
Russians did not lag behind in the p
duction of macaroni. For instance in M
cow, the newspaper “Severnaya Puly
published an article in 1833 writen b
Prokofy Plighin, a genial Russion huilds
and dilettante of that time, who stand
a macaroni factory in that city. It s
that on account of its excellent qualin
this plant's products were greatly 3
prediated by the connoisseurs and pu
ferred 10 all others —ceven the impond
varicties.

Consulting and Analytical Chemists, specializing
In all matters involving the examination, pro-
duction and labeling of Macaronl, Noodle and
fgg Products.

|-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.

S-SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

Food of Pocts

L : Tl

BIANCHI'S
Machine Shop

221 - 223 Bay St.
Son Francisco 11, California

Western States
Macaroni Factory Suppliers
and
Repairing Specialists

40 Years' Experience

By this time, macaroni products we
well known in Russia, In 1826, &
famous Russian poct, Alexander Pushlie
wrote the following couplet to his fric! BB
Sabolevsky:

“Da Galiani o da Colleoni (1)

Ordina per te a Tver

Con parmigiano | maccheroni

E la frittata fauti cuocer.”

B e LT o |1 LY, |V Y] [y ———

NATIONAL MACARONI INSTITUTE
Box 336, Palatine, lllinols

and me a copy of the July 1, 1958 Annual
Public Relations Report,

Name

TIPS for TEENS

Teenagers buy 25% of family's food, and
older teen girls represent at least 50% of
brides in any year.

The market of tomorrow is an important cne
to reach.

That's why the National Macaroni Institute
will concentrate its publicity program this
fall on Youth. Write and learn how you can
tie in.

Ask for a copy of the July 1, 1958 Annual
Public Relations Report.

Wah'ona/ |
macaroni jndtifufe

Palatine, lllinois
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PHIL VON BLON

Macaroni in Russia

This might be put into the. following
passablc doggerel:

“When in the fair city of Tver

From Galiani or Colleoni order

Macironi and Parmesan cheese

With an omelet cooked to please.”
(1) Restaurants in the city of Tver.

A famous Russian writer, Nicholas
Cogol, who also lived for some time in
Italy, was fond of macaroni dishes and
every now and then he would prepare
them himself in the Napolitan style. A
[riend of Gogol, the writer Serge Aksilov,
has recorded in his diary *, . . the maca-
roni (cooked by Gogol) was indeed very
good but in the opinion of some ol the
guests it was rather tough and peppery.”
1t would appear, then, that Gogol's maca-
roni was cooked “al dente,” while the
Russians usually prefer a softer product,
more like noodles and lasagne.

Before the October revolution in 1917,
macaroni  products, cither made locally
or imported, were very expensive; con-
sequently they were only purchased by
the very wealthy; the majority of the
people were obliged to make them at
home in their own kitchens. In 1913,
some 53 million pounds ol macaroni
products were produced in 39 factories
situated in the South along the river
Volga amd in the metropolitan areas ol
St Petersburg and  Moscow (V. V.
Lukianov, “Technology and Equipment
of the Macaroni Industry,” third edition,
1951),

Expanding Production

In the Russia of the Soviets, macaroni
products are considered to be a valuable
form of nutrition both by the factory
workers and by the farmers, The tremen-
dous increase in the volume of produc-
tion, with its consequential cheaper price,
has put this type of nourishment within
the means of everybody. In 1955, ap-
proximately two billion one hundred
million pounds of macaroni products
were manmufactured in Russia. At the end
of the sixth five year plan, from 1955 to

1960, this production is expected to i’
e o 2505 E:“L'irtlhnuld attain some
two Dilfton six Mehidred and filty million
pounds, writes V, P. Zotov, Minister of
the Food Industry of the USS.R., in the
publication, “The Flour Industry of the
USS.RS (NI-1957). He adds: “The sixth
five year plan visualizes a continuous
improvement in the quality and an in-
crease in the production of macaroni
products as well as that of packaged
goods, In fact we foresee a very large
increase in the manufacture of spaghetti,
vermicelli and special Juxury types which
are_in great demand by ceriain classes
of the populution.” The sixth five year
plan also provides for the modernization
of plant equipment including packaging
machinery. It s expeaed that several
completely automatic lines for long and
short goods will be installed — also auto-
matic and semi-automatic weighing and
packing units for both of these shapes.
By 1958, the automation of the pro-
duction of short cuts should be 100%
concluded while that of long goods is
expected to auain 50% ol completion.

In 1938, the macaroni industry in
Russia will only use flour/semolina made
from hard wheat,

VYon Blon Heads
International Durum Sales

Paul M. Petersen, vice president of
bakery flour and durum product sales for
International Milling Company, has re-
signed from the company cflective Sep-
tember 1, Chas. Ritz, chairman of the
board, has announced,

“Mr, Petersen has for some time wanted
reliefl from the pressures inherent in
his responsibilities, but has kindly de-
layed his depaiture from the company
until this time," Mr, Ritz sait. “It was
with sincere regret that we received Paul
Petersen's resignation, His good judgment
and counsel will be missed by all of us.”

Mr. Petersen started in the milling busi-
ness in 1922, He was employed by Capital
Flour Mills in St. Paul in 1926 and was
president of that company at the time
International Milling Company acquired
it in 1946. He then became general man-
ager of International’s durum division.
Before assuming his present responsibili-
ties in 1954, he was Canadian sales co-
ordinator for a period of three years,

He has been a member of Interna-
tional's hoard of directors for eight years
and a vice president for six years.

I'hil Von Blon has been promoted to
general sales manager of bakery llour and
durum products for International Milling
Company at Minncapolis,

For the past two years he has been
eastern division manager for Interna-
tional at New York.

Von Blon, who was assistant to Petersen
from 1949 to 1956, is a graduate of Am-
herst University, He started with Inter-
national Milling Company in 1945, and
held positions in various departments of

the company until his promotion in 195&..

to castern division manager for Interil
tional at New York,

September, 145

PAUL M, PETERSON

In his new position he will be respn
sible for all bakery lour and durum prod
uct sales.

Background on Mutrition
(Conlinued from page 22

to a low sodium diet. Also, our produn
are cnriched to a very high level, Ou
products, therefore, have a number ol
positive attributes which may be stresd
in educational programs. Today, with
the siress being placed on low fat fooh
it is very heartening to realize that ma:
roni products contain anywhere fom
195 to 1Va% ol [at,

In my contacts with the nuuitioniv
of the USDA, I also acquainted then
with pastina; i, egg pastina, spinah
pastina and carrot pastina, They found
these macaroni cereal products very i
ceptable, They asked me for data to
included in this revised Handbook,

It has always been my opinion e
our breakfast cereal product, pastina, by
tremendous potential, It is prepared wil
case, highly nutritious, particulauly whe
we consider the cgg or carrot pastin
variety, and easily digestible, providin
a quick source of encrgy. 1 lelive &
would be to the interests of our iudusin
to place more emphasis on our macaont
breakfast cereal so that the public will
become better acquainted with it

At Mackinac

Last year at Mackinac, at onc of .lh‘
Board of Directors’ meetings, the sujed
turned to nutrition and how to -ulilﬂ_"“
nutritional  workers, home  ceonomii
dicticians and doctors with the vinwe
of our products. As you may be aware.
some of the manufacturers in uur grov
are most nutrition conscious. Mr. Alln:ﬂ
Weiss, who is now Chairman of the Ne
trition Committee, is very conversant ¥l
elements of nutrition and makes it
point 1o review all articles dealing w
nutrition. Your President, Mr. o
Skinner, inymy opinion, Is highly tnl!
tive to a)l nutrition mlp«!!g“h"
. conéerned  with " aacaronvt

(Continued on page mn
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Behind every WOODMAN machine

-

e EFFICIENCY

.6)UALITY- INTEGRITY

e SERVICE

Your WOODMAN man s
u good man to knowl

accurate, fast, labor saving preduciion.
The WOODMAN Company maintaips

WOODMAN

oY Ine

Home Office: Decatur, Georgla

2 5 _ Sales and Service offices in principal cltles
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RETROSPECTIONS

i

35 Years Agu—.'%rpt:mbcr. 1928

e Question of the day: "Are macaroni
mwnufacturers being duped by question-
ablg food expositions?” The Department
of Commerce cautions against dealing
with sellers of exposition space abroad
without investigation, This advice fol-
lowed disclosure of [raudulent solicitation
and the offering of worthless medals.
e The Division of Foreign Tariffs, De-
partment of Commerce, advised the indus-
try to adopt a universally acceptable
trademark for export products and then
push it consistently and energetically.
e West Coast manulacturers complain
that they are forced to stand the competi-
tion of artificially colored products.
e The Kansas City Macaroni Company,
Kansas City, Missouri, has registered the
trademark “Eat More” for its products.
e The Peter Rossi and Sons Macaroni
Company, Braidwood, 1L, has been
granted the right to use the trademark
“Wheatlets” on their macaroni products,
e The Randazzo Macaroni Manufactur-
ing Company, St Louis, Mo, was
awarded judgment against the Minne-
apolis & St. Louis Railroad for a shortage
of 182 sacks of flour out of a billed ship.
ment of 504 sacks.
e James T, Williams, president of the
Creamette Company, announced that the
annual convention of the American Spe-
cialty Manulacturers Association would
be held in Minneapolis September 26-28,
25 Years Ago —September, 1933
e The macaroni industry adopted a tem-
porary code while awaiting the permanent
one with President Franklin D. Roose-
velt's approval. Confusion in Washington
causes delay.
e Eleven of welve regional organiza-
ions under the Industry Code had been
wt up, Groups were organized in Provi
dence, it 1; New York, N. Y. Philadel-
Pitesburgh, Pa.;  Rochester,
«+ Chicago, 111; St. Louis, Mo.; New
Oreans, La,; Dallas, Tex.; Los Angeles,
Calil,; San Francisco, Calif.; and Scaule,
Wash,
e Kentucky  Macaroni Company ol
Louisville, Kentucky, was awarded a prize
for its NRA float announcing its adop-
tion of the Code.
o The macaroni plant of V. LaRosa and
Sons, 11th and Kent Avenues, Brooklyn,
New York, was shaken and damaged by a
blast the evening of August 11,
e Macaroni and noodle manufacturers
have not been slow in realizing the bene-
fits of a fair macaroni code as a preventive
of price cutting and the lowering  of
quality that has caused so much trouble
in the past,

15 Years Ago — September, 1943

o U, S. Quartermaster Corps greatly in-
creased their purchases of macaroni foods
for serving ot military camps and naval
bases at home and abroad, More than
125,000,000 Ibs. of macaroni products was
procured in 1943,

e Durum prospects were good in 1943
with a Government estimate of a 37,000+
000 bushel crop,

o G. E, Barorz, president of the Barozi
Drylng Machine Company, Jersey. City,
New Jersey, passed awiy August 25, 1943,
e The Ilinols Macaroni Company of
Lockport, Ilinois changed its name to
Northern 1llinois Cereal Company (Mac-
aroni Division).

e Macaroni Victory Recipes appeared in
the September issue of Better Homes and
Gardens with ideas for quick spaghetti
dishes and macaroni casseroles, “There’s
no priority on food ingenuitv.”

o Director of Research ‘venjomin R,
Jacobs reported on War Fooe. Aivininistra-
tion Iwnr!ngi on llour enrichi nu.

e A Soup Mix Association was formed by
56 manufacturers meeting in Chicago,
L. ]. Gumpert of B, T, Babbiw, Inc. was
clected president.

5 Years Ago — September, 1953

o Kids like spaghetti because it tastes
good. It is good for them because it gives
them quick energy and Is quick to digest.
e Some 9,900,000 children in 57,000
schools were participating in the National
School Lunch Program reports the De-
parument of Agriculture, Wheat Flour
Institute said their home economists work
closely with the school Junch room man-
agers,

o Macaroni manufacturers and durum
millers met in Minneapolis to consider
durum research to meet the threat of rust.
e One Shilt Automatic Short Cut Drying
was described by John Amato of Clermont
Machine Company at the U, §. Macaroni
Manufacturing Company, Spokane, Wash-
ington,

o "Please Pass the Pasta,” wrote food edi-
tor of Parade magazine, Then they ac
knowledged, “Some people may think that
is smart writing . . . but many of our
readers didn't know what we were talk-
ing about. Parade is ‘mass’ instead of
class, That means when you talk about
macaroni, call it macaroni.”

e Some like it hot. Some like it cold.
National Macaroni Institute promoted
cool salad suggestions and hot top-ol-the-
stove dishes for casy summer serving.

Display Advertising Rutes on Applicatiog
Want Ads

September, 1935

“w’ ~ CLASSIFIED
ADVERTISING RATES

75 Cents per Ling

FOR SALE — Clermont Noodle Cutier, wiy
five seis standard cutting  width rollen,
Dough Breaker, Noodle Dryer consisting of

Drver, In excellent condition, in opentig
now, Reasonably priced. Write nox |y,

—

iwo units, Preliminary Dryer and Finig

Macaroni Journal, Palatine, Illinois,

—

INDEX TO
ADVERTISERS

Amber Milling Division, G.T.A, ...
Ambrette Machinery Corporation ...
Ballas Egg Products Co.

Bianchi's Machine Sllép

H

Brothers, Inc.....
Clermont Machine Company ..
Commandsr-Larabes Milling Company . 1|
DeFrancisci Machine Corporation........§,)
Ganeral Mills, Inec,............ i L
Hotfman-LaRoche, Inc. ... ... Cover Il
Internstionsl Milling Company .. Coverl¥
Jacobs-Winston Laboratories, Inc....... 3
King Midas Flour Mills .........
Ma'dar, D. & Sonms, Inc.
Milprint, Ings o e =1
National M | Institute . 1
:\eln‘m Lilr_amnll Corporation ... Clm‘l;

Joan Swanson Married

Joan Swanson, daughter of Mr. anl
Mrs. L, S. Swanson, was marricd to Wik
liam Grady of Providence, R. L Th
bride's father is manager of durum wl
for King Midas Flour Mills, The cowpk
met while both were teaching dependens
of American personnel in Frankfut
Germany.

Background on Nutrition
(Contipued from page Jo)

products, Therefore, with these leaden
at the helm, a Nutrition Committee ¥
formed for the sole purpose of alerting
the industry to nutritional tends and
also to the ways and means of publiciitg
the nutritional content ol our produtt
We have accumulated pertinent tlata aod
knowledge, and now it will be incumbent
upon our industry to select the I’{“i{"
channels in which to dissemin.re this
formation, .
The Nutrition Committee fult it ¥
worthwhile to consult with the expt
on nutrition, so we found ourselves o
the door of Dr, Philip L. White, st
tary of the Council on Foods and Nt
tion of the American Medical Aw?
tion, The members of the (2mnmil":
were so impressed in their mn[mﬂ.
with Dr. White that they decided
invite him here. 1 am surc all o
Wht
can learn a great deal from br, L
(See “Lookd1Vhat Can Happen la 1

e A serief ol merchandising clinics weres roni,” by, Dr. Philip LEWhite, begt

announced by President Thomas A,
Cuneo,

on page 14, Macaroni Journal, &
1958).

Market studies indicate that many of the home-
makers and mothers buying macaroni products are
lovking for the word “Enriched” on the label be-
fore they buy,

These custome.s of yours know how enrichment
is making processed foods nutritionally more valu-
able. Their experience with enriched flour, enriched
faring, enriched corn meal and grits, fortified break-
fast cereals, and now, fortified rice leads them to
expect enriched macaroni and noodle products.

VITAMIN DIVISION

HOFFMANN-LA ROCHE INC., -

WHY ybu should enrich your macaroni products

Do they see the familiar "buy-word"—ENRICHED,
o0a yonr packages? If not, act now to bring your
products into the group of dynamic foods.

Enrichment is easy. You can enrich with Roche
square enrichment wafers for batch mixing or with
enrichment premix containing Roche vitamins for
mechanical feeding with any continuous press,

Get all the facts now on enriching your macaroni
and noodle products to meet the Federal Standards
of Identity.

NUTLEY 10, N. J.

~ bfmkhmnl ,Jdm and Premix disirlbuted and servicad by Wallace & Tiernon Co., Inc., Newark 1, New Jarsey
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