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a forecast of flavor . . .

A PROMISE OF SALES

Ouwr Promise

Gor 1959
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In terminal elevators are ample reserves of the finest
Durum wheats from the 1958 crop, selected from the

best Durum growing areas.

Amber’s Venezia No. 1 Semolina and Imperia Durum

It's axiomatic . . . appetite-appeal sells more, sells faster! Amil o ROSSOTTI designed packuge de

" . .

|E ‘} livers more macaroni sales hecouse it combines all these sales-winning features: Granular will be milled from these reserves, assuring
i  The brilliant heauty of multi-color lithography to give your product tastedempting appeal, v PP ; ’ . . .

t 'k s A e i v 1 b you of uniform color, quality, and granulation through-

! s Skillful, creative packoge designs hased on o wealth of product experience, an understamding out the 1959 crop year.
of the product’s potential . . .
3 ! ¢ Production flexibility — economical, sensible, adaptable to change as your requirements de
! mand . . .
¥ o Custom-tnilored customer-service from packnging research 1o recipe development, from mer

4

‘r chandising aid to product promotion . . .

r ‘ You will find that a ROSSOTTI package is an advertising campaign with 100% readership. Wh
o | not let us prove how we can design a package for you that will sell — and keep on selling — [rom

the point of purchase to the point of preparation,

A

—

ossom.“nnsr IN MACARONI PACKAGING"
; AMBER MILLING DIVISION

Farmers Unlon Grain Terminal Assoclation

A reliable Source of Supply Since 1098

Executive Offices:

ROSSOTTI LITHOGRAPH CORPORATION
North Bergen, New Jersey

MILLS AT RUSH CITY, MINNESOTA ® GENERAL OFFICES, 5T, PAUL 1, MINNESOTA

Western Division: Mid-West Division:
ROSSOTTI CALIFORNIA LITHOGRAPH CORP. ROSSOTT! MIDWEST LITHOGRAPH CORP.
San Francisco 24, California Chicago 10, lllinols

Sales Offices; Rochastar o Boston o Philadelphia ® New Otleans o Loz Angeles o  San Juan
i Sl | 3 ]
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This is the year of the Diplomat — the new Illltcl\‘:%l:

Florida flair. Tt will be the scene of the N.MALA.
ter Mecting, a Management Seminar, January |

e—
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Assoclation as its offielal publicaticn since May, 1%
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EVELOPING Executive Skills will

be the subject. discussed at three
{ norning sessions of the Winter Meeting
of the National Macaroni Manulacturers
Asociation.  This national convention
will be held at the new Diplomat West
Hotel, Hollywdod, Florida, January 19-
221-22, 1959,

On Monday, January 19, the National
Macaroni Institute Committee will meet
a breakfast to review current projects
and plans for 1959,

The Board of Directors of the National
Macaroni Manufacturers Association and
ihe *ational Macaroni Institute will meet
a1 10:00 in the morning on Monday with
a full work schedule planned to review

Ol committee reports and 1o set up plans
and budgets for the coming year,

A bricfing session s planned for semi-
nar leaders av dinner Monday evening.
his will afferd them an opportunity to
coordinate their ideas and make a trial
mn in preparation for the important
diussion periodds,

Opening Breakfast

The convention will officially open at
breaklast Tuesday morning, January 20,

¢ durum millers will be hosts at break-
fst and will present Howard Lampnian,
divector of the Durum Wheat Institute,
ith their new quantity recipe cookbook
or macaroni products. This is a collec-
ton of favorite macaroni dishes at well-
nawn restaurants around the country,

Mr. Joseph Schensul, president of the
\ational - Restaurant - Assaciation,  will
omment on _the -book and make brief
pemarks on “Oppurtunities in the Restan-
rant Market.”

The Managemen® Seminar begins at
1000 a.n. Tuesday. Horace I\ Gioia,
\ml(]'atiull Presideme, will handle he
fluestions, “What Is a Manager? How
Yoes a Manager Manage?” As a part of
i introduction 10 the subject matter he
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Program Plans

Management Seminar — Developing Executive Skills
# Hotel Diplomat Waest, Hollywood, Florida — Jan. 20 - 21 - 22

[T

P

Convention plans are set by executive secretary Robert M. Green, vice-president Emanuele
Ronzoni, Jr,, immediate-past-president Lloyd E. Skinner, and president Horace P. Giola,

will incorporate a brief report on- Asso-
ciation and Institute activities,

"Sound Organiation: Keystone of Man-
agement Development” will be outlined
by Colone! Thomas A. Cunco, He will
show the organization chart of a typical
macareni operation including  manage-
ment, production and  sales, With  his
military experience Colonel Cuneo knows
the principles of the chain of command,

Albere . Ravarino will review the jdea
of executive standards of performance,
considering how large a company has to
be to make such yardsticks worthwhile,
and whether it has application for the
average macaroni concern,

“The Problem of Company Climate"
will be reported on by Lee Merry of
General Mills, D, E. Balch, personnel
director of that company, wrote the chap-
ter on this subject in the American Man-
agement Association text to be used in
the seminar, “Developing Execulive
Shillss New  Patterns  for  Management
Growth,”

The presentations will be made to en-
courage discussion and exchange ideas in
open forum on how to develop most
clfective management,

Goll Tournament

A golf tournament is planned for Tues-
day afternoon on the Diplomat Country
Club course, Facing o waterway, the
tountry club is one of the most modern
and delightful in the country, Cary Mid-
diecofl is pro on the goll course. Fred
PPerry is pro of six fine tennls courts that
the Diplomat offers. Swimmers can dip
in the ocean or in one of the three
Diplomat pools,

A major sacial function is scheduled
for Tuesday evening with the traditional
Rossotti Spaghetti Buffet,

Labeling Meeting

A breaklast mecting s scheduled for
Wednesday morning to consider the pro-
posal of the North Dakota Farm Burean
for legislation on labeling the percentage
of durum and percentage of hard wheat
in macaroni and noodle products. George
Mikkelson, immediate past president of
the North Dakota Farm Bureaun, will be
on hand to represent the durum growers
andl to present their views,

Seminar sessions on Tools and Tech.
niques in Developing  Executive  Shills
start at 10:00 a.m,

The first subject on the second morn-
ing sesion will be “The Superior's Re-
sponsibility  Toward His Subordinates,”
to be led by Nicholas Rossi

“Communications” = how the llow of
ideas and information on policies, opera-
tional cata, and general interest move
[’;;nm management o varions departments
(Contintted on page 26)
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Excerpts from the odd
Anniversary Meeting,

N 1908, our food business totaled 57

billion. By 1939, some twenty ycars
later, this volume totaled $16 billion.

From there on we really moved for-
ward, In seven years, from 1939 to 1946,
the husiness more than doubled to a total
of $40 billion. By 1957 it reached $71
billion, and it will prabably exceed $75
billion in 1958, ‘This has e truly a
fabulous growth, We expect this growth
to continue and that by 1963 "t will reach
$100 billion,

The food industry is ncw America’s
largest business, next to our government,

Just as the business has grown in dollar
volume, so has it grown in the number
of_ available items. An average grocery
store in 1908 stocked about 500 items,
In 1939, it stocked some 1,000 to 1,500
items, This compares with 5,000 to 8,000
in today's super markets, depending on
the size of the store.

Where have most of these 8,000 items
come from? They have come out of the
research laboratories of our manufactur-

i ers who are Investing over $100 million

annually in research work.

There have been many other progres-
sive changes . . . changes in methods of
distribution, type of ‘stores, packaging,
tramsporiation and so on, Modern distri-
bution systems have reduced wholesale
and retail operating costs by more than
50 percent in some cases, and at the same
time have improved services all along the
line.

Indusiry Leadership

Many things have contributed 10 the
growth of this industry, Foremost is the
fact that our leadership,_all along the line
from farm to table is raade up of people
who are imbued with a wholesome spirit
of "restless unsatisfaction.” They are con-
stantly looking for ways of doing things
better and searching for new things. That
is why ours is such a dynamic industry.

This growth has also been stimulated
by population increase from 88 million
people in 1908 to 175 million in 1958; by
the national Income increase from §22
billion in 1908 to $352 billion in 1958;
by research, mew products, improved
old products, new uses, convenience and
ready-to-serve foods, built-in kitchen sery-
ice, great varlety and large numbers ‘of
available products, more and better ad-
vertising and promotions, more effective

,merchandising, consumers’ greater under-

standing and appreciation of the value
of good cating, better trade relations,
and, of course, the modernization of
plants and improved overall manage.
ment operations,

To all of the above, we must quickly
add as a very important contributing fac-
tor the cfficiency of our wholesale agd
retail distribution facilities dnd"the beau-
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The Challenge of Leadership

ress of Paul 5. Willis ot the Golden
Grocery Manvfacturers of America

PAUL 3, WILLIS

tiful super markets with their large as-
sortment of offerings, atractively dis-
played, and where consumers have the
freedom of choice to select the brands
and products they like to buy,

Spurred on by foresight and imagina-
tion, the grocery manufacturers of this

country have courageously invested pil;,

lions of dollars year after year in research,
looking for new products, and ways of
improving the old ones. They have in-
vested millions of dollars in advertising,
year after year, to promote the people's
understanding and acceptance’ of their
’:mducls.

They have spent millions of dollars,
year after year, promoting a better public
understanding and appreciation of the
value of nutrition and better eating.

Profit Motive

It stands 1o reason that the manufac-
turers must find a way of ultimately re-
capturing the money they have invested
in research, market testing, advertising
and promotions from the sale of their
products, So, If at times the price of the
manuflacturer’s advertised product is
higher than the price of an imitation
item, usually the imitator has made little
or no investment in rescarch to create
the product, or in advertising to create a
consumer demand for it. He has simply
copied the product as best he could and
cashed in on the cfforts and investment
of the innovator, It is a good thing we
have manufacturers with a pioneering
spirit and forward look, for without their

.suanagement; they understand and belie

January, 15y [nuary, 1959 THE MACARONI JOURNAL 7

this is the second
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long goods automatic line
wpplied 1o Catelli Foop PrRODuUCTS LTD.

MONTREAL

tremendous efforts and investment i g
scarch for new products, and adveriiy
and promoting them, presentday v
would probably be stocking some 2000,
$,000 items, instead of 8000, Awl op
total food bill would probably be nem
$40 billion annually instead of §i5 1
lion,

The food industry s cerntainly e
brightest spot in our cconomy. 1t b
maintained a steady growth even thiog
the past two years, when such major is
dustries as steel, automabiles, testiles, e,
had their slumps. Because it is the hige
and most stable industry, with nearly o
nut of every three working prople gettin
a part of the food dollar, it must, thee
fore, be considered the “leadenhip inde
wry.” For years, the ccononiic condiia
of this country was largely meawred
1erms of how well the steel industry ol
the automobile industry was doing. Tt
state of their business condition is e
ingly no longer a representative baros
cter. For, as stated, they have po
through a two-year period of Teresion
while our total economy continud ®
expand, and the food industry has g
right along with it.

CANADA

Great Potentlal

Even though we have enjoyed this bb
ulous growth, we foresce an cven g
growth potential in the years ahead, ol
our manufacturers are especially w
cquipped to capitalize on this great pt
tential. They have a strong “know

in research, in training emplojecs &
keeging their plants modernized, in oo
Ing and promoting new products, and#
improving dnd finding new uscs for

ones. They are well experienced s
vertising gnd marketing and are
to take busincss risks, They cnjoy 2
relationship with agricullure, with |
various publics, with all communicate®
media, food editors, radio’1V wost
women's organizations and so on. &
of course, of tremendous valuc is the fis
relationship between manufacturen
distributors which enables them 10 ¥
together in planning for moie €

oyt
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Completely transparent wall.

Automatic return of sticks in clused cir-
cuit.

Synchronized sticks unloader with cut-
ting machine,

Output over 900 Ibs. per hour,

ﬁ most important long goods plants

ocated throughout the world

and economical ways of distriution ) ASCAL TOLUCA pram
While the future holds greit OFP BRUNITED MACARONI JOHANNESBURG south Arnica

nitles, at the same time management 3 MI
3 it LANESA 204 ord MARACAIBO  vinezuria
some real challenges in order o ™3 ueKk rder MENGEN s

this industry’s leadership.
gl 3 “,'c naturally @ JERGRIEB GIESSEN GIRMANY
As we grow larger, kY (E
into more and more competition U I CMANN HOVA Weser  GIRMANY
other industrics for the consumer ITOPROMET SENTA YUGOSLAVIA
and these industries are competing : WAF, MARSEILLE RANCE
vigorously than ever, This puts 1 FLOR DEL DIA BARCELONA
light on one of our most fmportant ¢ RON SPAIN
™ ADDIS ABEBA rnioria
THESSALONIKI carect
wvanal plants in ITALY

MEYER

Dott. Ingg. NICO &. MARIO

OFFICINE SPECIALIZIATE
MACCHINE E IMPIANTI PER PASTIFICI

GALLIERA VENETA - PADOVA - ITALY

lenges — namcly, pleasing the consu™"
We need to please her beuter, We
{Gontinueg, on page 26)
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Minneapolis Meeting

T HE Glenn G. Hoskins Company held
a meeting of their midwestern clients
and durum mill representatives at the
Nicollet Hotel in Minneapolis November
19. The purpose of the meeting was to
review the aims of the Hoskins new food
technology laboratory and to determine
what product research is needed.

Standards Needed

After reviewing processing  difficulties
with last year's sprout dmaaged durum
crop, Charles Hoskins stated that qual-
ity standards were needed for (') cooking
attributes, (2) qualities for proper proc-
essing in the factory, and (8) color. He
stated it is his opinion that wie impor-
tance of color has been exaggerated,

Haying just returned from Europe, he
observed that the French cook macaroni
10 be quite tender; the Germans use cggs

, in all products to give them good con-

sistency; the Swiss put eggs in about
half of their products; the Italians use
no cggs but cook the macaroni to a firm-
ness that has a resiliency that is almost
rubbery, but not doughy. It was his con-

'clusion that with high per capita con-

sumption .in these countries, the Euro-
peans must have a better grasp ol cook-
ing qualities than Americans do, He sug-
gested that tests for cooking quality might
include (a) water_absorption; (b) a test
for disintegration —how much sloughs
off; (c) consistency of the product —its
hardness, softness, springiness; (d) taste
and odor, In processing, there would have
to be standards for good physical dough
properties with proper characteristics in
going through the press and dryer,

In a statement [ollowing the meeting,
the Hoskins Company proposes to st up
their research program by having clients
send samples of actual raw  materials
along with finished goods made from
these raw materials for analyshs. Samples
would be tested for moisture, ash, pro.
tein, particle sire, farinograph evaluation
of quality, amylograph evaluation of
quality, diastatic activity, an objective
scientific cooking test and an organoleptic
evaluation or cating test. In addition,
spot checks will be made of such prop-
erties as gluten quality, analysis o resi-
due from cooking, grit, specks, investiga-
ton of the value of the extensograph.
Clients would receive reports promptly
on the results of the individual tests, and
the general data would be compiled into
a statistical record so it could be viewed
comparatively with the products  of
others,

Matweel Test

Reference was made to the Matweel
test, a French technique reported to be
able 10 sense the difference between
durum wheat and other wheats in maca-
roni  products. The principle of the
method concerns juelfl with the presence
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There is something special

%y i

about Macaroni products made from

ey
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Lul'n have “something special" is the phrase that is heard more and more
often from New York to L. A. Let's have a different kind of menl—but with lots of appetite and
health nppenl. Let's have a meal that satisfies all the fomily all the time.
Everyone knows that macaroni products are economical—but do they
know that they can be “something specinl” dishes too,
They meet all the requirements of big-family budgets to the most exacting taste of the gourmet,

Croup at lunch at the Nicollet Hotel.

: e il : :
of certain sterol compounds in ordinary  bushels, und leaves an estimated baline To obtain that “something special” in your products use the finest—use King Midas,

hard and soft wheat Nours and the sup- of 1,500,000 bushels before adjustment
posed absence in durum wheat, Difficul- It must be recognized that 100% o
ties in translation and in initial opera- -any crop does not come to market, and
tions have not produced conclusive re- it is expected that between 10 and 15
sults to date, so the [ood technology lab-  of this year's durum crop will remain oa
oratory is continuing its study of the the farms and in the country elevaon
method. Many large farmers hold back a o
years' seed supply and there are alvay
Breeder's Concern :mall stocks Inl LJ‘W farm bins and coun-
Dr. Rae Harris of the North Dakota try elevators that will make up the bl
Agricultural College, Henry Putnam of ance of the total, This is estimated a1
the Northwest Crop lprovement Asso- 2,500,000 bushels,
ciation, and mill representatives  were It is expected that the government wil
interested in knowing where the maca-  have to make an adjustment of iv
roni industry wants emphasis in plant  carryover figure listed at 27,000,100 b
breeding, They pointed out that the cls. 1t is generally recognized among the
plant breeder must not only put the grain trade that this figure is o bigh
desirable macaroni processing ch--acter-  that there is not that much grain avl
istics into the durum variety but must  able. This adjustment is expecied oot
have color for marketing, and growing an overstatement of estimated produe
characteristics of high yield and easy han-  tion for the past several years amd my
dling for the farmer. The mills pointed amount to 4,000,000 bushels,
out that there isn't much they.can do after With these adjustments of 2 500,00
a crop is grown, and thut there is no  bushels in stocks and 4,000,000 b
control over climatic conditions. or over in estimated error in government @i
the variations that will come from vari- over figures, there is a total of 13,500,000
ous sections of the durum territory in  or an adjusted deficit of 5,000,001 bunbels
any given crop year. They attempt to This deficit of 5,000,000 Innhrlf o
give the best milled product available at  “free” durum is approximatel 20%
the best price possible with uniformity the mill grind. This 5,000,000 Dusheh
and quality controlled by competition, will haye to be purchased from gover®
mentowned stocks at 1054 of the g
ernment loan price, plus accrucd s
In discussing the situation.on durum  or the market, whichever is higher. 15
supplies, Lee Merry of General Mills re-  condition of durum in storage wa L)
ported that the United States Department  ported good but s really an unknovt
ol Agriculture carryover on July 1 was (rantity.
27,000,000 bushels with 17,000,000 bushels
owned by the Commodity Credit Corpo- . Impounded Durum :
ration. This leaves a free wheat balance Phil Von Blon of Internativnal Mill:
of 10,000,000 bushels. This added to the ing charted the cost of fpound:
1958 crop of 22,000,000 bushels gives a * durum, showing that the gos _"‘:'
total supply outside of government stocks  throughout the coming year will be 230
of 32,000,000 bushels. The government selling price =il ":
Estimated usage during the coming steadily from July 1, 1938, w the e
crop year indicates a mill grind of 26 of June, 1959, from a figure of $240 W
000,190 bushels. Two million bushels are  $2.50; then it will drop back B
nerded for seed, and 2,500,000 bushels  $2.10 figure,
will go to cereal, feed and other uses.
Estimated durum usage totals 30,500,000

Durum Supplies

(Continued on page /)
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Planning Your Marketing Operations for 1959

Excorpts from an eddress given by Jemes O. Peckham, A, C. Nielson Company,
at the Golden Anniversary Meeting of the Grocery Manviacturers of America

JAMIES O, PECKHAM

INCE our annual mecting last year,
we have been through a well-publi.
glzed recession and now seem well out of
it, with consumer disposable income at a
new high and with grocery store dollar

sales to consumers showing a strong 7% -

increase thus far during 1958 —well in
line with the 1956 gain of 7% and the
89, increase lor 1957,

While all of this speaks well for the
cconomy, there is one phase of the sit.
ation that | believe is somewhat disturb-
ing. 1 refer 10 the growing spread between
the trend of consumer disposable income
and grocery store dollar sales, Pass expe-
rience indicates that the grocery store
dollar sales gain between 1958 and 1957
would be much less than the actual figure
of 7.3, in view of the fact that consum-
ers’ disposable income between these two
years increased less than 19,

Can this marked divergence in trend
be due to the growing importance of
health and beauty aids, nylon stockings,
housewares and other products of this type
in the grocery store picture? ‘This is only
part of the answer because a list of 75
food store commodity groups, not subject
to the influence of these additional sales,
shows practically the same trend.

Is the spread due to price increases re-
sulting from inflation plus the consum-
ers' tendency to trade up to higher quality
and more convenient products bearing a
higher price tag? Only partly, since indi.
cated tonnage figures also show an in-
creasing spread between consumer  dis-
posable income and sales,

This suggests a pinch of caution in
looking ahead o 1959 — a suggestion high-
lighted by the most recent report showing
2 year-ago increase in grocery store sales
ol only 4%, for the 60 days ending Octo-
ber 1 — the smallest in more than a year,

Competitive Brand fSwation

Let's sce what happened to the com-
petitive position of Individual brands
during the past year, We're dealing with
changes in share of market here rather
than with changes in actual sales volumes.
If Brand A, for example, had 109, of the
market in 1957 and 129,.in 1938, we say
that its franchise or share of market in.
creased two  percentage points on the
original ten for an over-all competitive
gain of 20%,. On the other hand, if Brand
A declined 1o 99, of the market, we say
that its franchise declined one point in
ten for an overall competitive loss of
109,

We determined this percent of change
in competitive position for cach of 150
advertised brands ol food store products
sclected at random — tha, Is, without re-
gard for size, reputation, trend, or per-
formance. We then asked cach of the 42
Nielsen service officers and account ex-
ccutives to list the basic factors that, in
their opinion, applicd to the performance
o those brands in which they were par.
ticularly familiar through day to day
experlence. We call this the Box Score of
Compelitive Gains and Losscs for 1958,

We had a small balance on the favor-
able side, with 85 brands or 56.8% hold-
ing or gaining competitive position versus
65 or 43.2¢97, showing losses. The 32
brands listed as showing no competitive
change ranged from -3% to 439, any-
thing within these limits being considered
too small to indicate a trend one way or
the other. Losses for ecach individual
brand ranged from —49, to —40%, with
a median figure of —=11%, The individual
gains among the 53 brands in this group
ranged from <49 to 42149, with a
median figure of 4139,

New or Improved Products

What are some of the basic factors back
of this progress and how frequently does
each factor appear among those brands
showing increases in consumer franchise?

The reason most frequently given for
increased consumer franchise is “New or
Improved Product” —a decisive factor in
349, of the brands. 1 stress the word
“decisive” because many of the other
factors that favorably affect brand per-
formance such as broadened brand dis-
tribution, materially increased advertis-
ing, fundamental changes in advertising
appeal, trade leals and consumer promo-
tions, normally go right along with the
marketing of a new or improved product,
thus producing an overall impact of
great intensity that sweeps everything
before it

By "new and improved products” we
mean any new brand or an improved ver-
sion of a present brand that incorporates
some [airly substantial added value that

CAMRAE Lt i it e

Box Score of Competitive
Gains and Losses

150 Nationally Advertised Drand:

Median
Change
08 5]
Brands with Com-
petitive Losses 05 43.29, -7
Brands with no
Comp'tive Losses 82 214, 0
Brands with Com-
petitive Gains 53 354% 4137

the consumer can recognize fairly readiby.
Unless this condition is met, the new o
improved product will have only a m
porary success and at a very high marka
ing cost at that,

New brands with something ditferent to
offer the consumer or distinctly improved
versions of brands already on the maika
can pay tremendous dividends to all wn
cerned provided they are properly and
adequately marketed. For example, ow
Hox Score of Competitive Gains end
Losses indicated that brands mecting ths
definition had a median competitive gin
of 639, during 1958 as compared witha
median gain only 139, for the entie
group, Furthermore, since more than hal
of the new brands in this group an bk
classified as premium brands with added
consumer values of sufficient importane
to command a higher price than most o
the advertised brands with which the
compete, the effect has been to expord
the dollar market for the commodin
groups in which they were incroduced
and: not mercly to take busincs aw)
from competition,

Long Term Favorable Trend

Now, let us outline the relative impor
tance of those factors contributing to the
growth of brands that did not have the
advantage of a new or improved produt
appeal, Right up ut the head ol the ¥
we find the factor of “Continucd Lot
Term Favorable Trend" apphing ¥
17% of the brands with competitive pi%
ress. A close inspection of the individ
brands included in this group R
clearly indicates that the product %
plus a substantial assist from the faco
of "Materially Increased Advertising
“Fundamental Change in Adverlvi®
Appeal” is the most important num.:lrl_l
tion here. Most of the brands on this
are leaders in their respective fichls ot
hall of them have made aubslml.m' -
Provements in taste and convenicne
use during the past few years, oned
have made some fundamental change
advertising appeal over the same < "
of time, and another third have m!lff"L
increased their advertising expendit™
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Basic Factors Affecting
Cornpetitive Cains

per Cent of Brands with
Competitive Gains

1. New or Improved Product..... 347,
9, Continued  Long-term  Favor-

able Trentl e e 17
8, Broadened Distribution, Add-

wl Sires or Flavors ... 1795,
4. toadened Brand Distribu

tion 1895
5, Trade Deals e 13
6. Materially Increased Advertis-

TN eeecsmsmmmeerrrarses e 139
7. Consumer  Promotions . e,

8. Fundamental Change in Ad-
vertising Appeal e e 995
9. Better Sales Set-up, Cultivation

ol Large Outlets e 995
10. More Favorable Price Difler-  ~
ential, Regular Merchandise.. 99/
11, Basic Price Appeal oo 49
—

It is also interesting that only one of
them has employed consumer promotions
to any considerable extent,

Broadened Distribution

The Factor of “Hroadened  Distyibne
tion,” cither for the brand as a whole
or for added sizes and llavors, looms up
as a substantial ground gainer for 309
of the brands — almost as much as the fac-
wr aof “New or Improved Product.”
Broadened brand distribution generally
applies to certain strong sectional brands
that are widening their marketing areas,
Asa matter of fact, there are a fairly large
number of strong nationally advertised

l brands with territorial distribution weak-

nesses that might also seriously consider
well-integrated sales and advertising cam-

| ralgm designed 10 increase distribution

n weak areas, Except for a few Instances
of diflcrences in territorial tastes or cus
tom, the continued success of a brand in
the areas where it does have distribution
provides one of the best guarantees of
product acceprability by consumers in the

f weaker territorles, A number of compa-
) nies are already surveying this situation

very carclully,

. White broadened distribution of added
szes or flavors has proven iwsell 10 be a
wbstantial factor in the case of 179 of

j the brands gaining competitively during

i are initial

1938, it should be pointed out that these
instances represented cases where  toe
additional sizes or flavors answered « real
teed or deslre on the part of the con-
sumer. Unfartunately, it is also rue that

t1e are 1o many other instances where.

:h: added size or flavor contributes vir-
wally nothing to the brand's franchise or
the distributor's sales volume other than
3 temporary fncrease while consuiners
b ly stocking the product. Such
Ness as may be obtained by the added
llht"l' sre or flavor ultimately results in

wer sales for the original sizes or lla-
Yors of the brands,

LY
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Thirteen percent of the brands were
reported as using trade deals cffectively
in achieving gains in competitive position,
“I'hese trade deals refer to a special allow-
ance made 1o all customers over aml
above the regular conperative advertising
and/or display allowarce amd generally
tieel in with some wiad of a [eature.
Where trinde deals are bised on the quan-
tity sold or deliversd by the distributor
rather than on the amount bought, s
similar o a count sl reconm
operation, they can be quite effective.
They also live the adsaintage of giving
the distributor considerable Etitude 10
the extent o which the exora allowanee
should go for o temporarily reduced price,
additional advertising,  featured  display
in the store, ete.

Consumer Deals

Consumer promotions continue to he
employed to a considerable extent by
manufacturers of established brands de-
spite the fact that our Hox Scove of Com-
petitive: Gains and  Losses only credits
119, of the brands with wing them ef-
fectively in increasing share of marker
Even here, an examination of the indi-
vidual brands leads us to believe that
the gains in competitive pmsition  are
anly temporary,

In general comsumer price promations
on anything other than new brands or
brands with marked product improvement
() load regular customers with cut-
price merchandise at the expense of fu-
ture sales; (2) produce only temporary
gains; (3) result in progressively smaller
temporary gains as promotions are re
peated; (4) will not stop a declining sales
curve,

Furthermore, these promotions are now
so common that we have noticed many
instances where even temporary gains are
lacking entirely or are barely noticeable,

While consumer deals or price promo.
tions on established as differentiated from
new or improved brands do not provide
much aid and comfort to a manufacturer,
they do give an alert wistributor an op-
portunity to increase retail sales, particu-
larly if the promotion is on a brand with
a substantial following. Since M. Con-
sumer [requently shops in more than one
store per week, a store providing eflective
backing lor the promotion has o good
chance of securing added business from
stores which do not adequately feature
the consumer ofler,

Sales Force Fuctor

Lucreased sales position of 309 of the
brands is eredited 10 broadened distribu.
tion, add the 99 where the factors of
hetter sales setup and cultivinion of large
outlets appear, amd then give partial
credit at least, 1o the sales [oree for prop-
erly executing trade deals and consumer
promotions in an additional 249, of the
cases, Finally, the successful introduction
of a new or improved product is to a
large extent dependent upon having a
well-trained sales organization. The sales
force is thus an important factor — 659

11

of the basic factors aflecting competitive
gains.

The major reason for low of brand
position is Competition from a New or
Improved Bramd or Form —a factor ac
counting for 169, of the brand losses.
The unfortunate part of this situation i
that, once the new bramd hits the mar-
ket, there is very litde the manufacturer
of the established brand can do about it
except keep up his elfonis and wait i
out. Il the new competing brand is a
Mash in the pan, the established bramnd
will come out stronger than ever, and
indecd this has happened in o few in
stances. On the other hand, i the new
brand is a winner, the established brand
will almost inevitably lose share of
ket regandless of any  countermeasures
o ke in the form of consumer
promotion, increased advertising, intensi-
fied sales work, ete. And unless the
manulacturer of the established  brand
takes immediate sieps to improve his own
product, the day is not far off when he
will lose sales volume as well,

The only safe defense iy o improve
your own hrand before your competitor
forces you to do so. The best time 1o
plan this improvement —lead time for
changes in manufacturing being what it
is—is while your brand is cnjoying
strong gains in competitive position, Con-
siderable care should be taken, however,
to make sure that your present customers
—as well as these you hope 1o get — will
accept your improved product. We found
that 69, of the brands improved them-
selves right out of the market! Carelully
conducted sales tests are the answer here,
together with enough advance planning
10 make such tests possible.

The situation is only slightly different
when the competition is from a new
form of the product or perhaps from a
different but related product classification.
If your analysis indicates that the new
form or related product classification is
going plices, we suggest the advisability
of joining the trend with your own ver
sion as soon as possible rather than rely-
ing entircly on your present brand, From
a marketing standpoint, most manufac-
turers scem to treat this new  product
form or type exactly as they would an
entirely new brand, even though the
siame brand name may be used,

The second maost important factor con-
tributing to competitive losses is a Con-
tinned Long-Term Unfavorable Tremd —
a situation that applies to 287, of the
Lrands losing competitively, Here, again,
product seems 1l be the chiel culprit
Either the product is still unsuited 1o
new conditions or was changed so late
in the day that the customer just can’t
believe it's now just as good as the best.
“This hokds true sometimes even when her
physical senses tell her that there is no
longer any dillerence.

Competitive Prices

Competition from Price Brands 1s listed
as a contributing factor o lost position
by 179 of the brands. Although this is
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WILL PRODUCE and DRY |
with the Least Production Cost!
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MACARONI EXTRUSION PRESSES

AND DRYERS

De FRANCISCI MACHINE CORPORATION
45.46 METROPOLITAN AVENUE, BROOKLYN 37, N. Y.
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the villain most frequently cited as a
primary cause of competitive losses, our
analysis shows it to have only about one-
third the importance of Compeling New
or Improved Brand or Form of Product.

The situation where the price differen-
tial against advertised competition be-
comes less favorable, total 21%; it should
be noted, however, that almost hall of
this is a sell-induced reaction from the
brand's own consumer promotions and
hence could be avoided by changes in

. "marketing strategy.

Unfavorable Price Differential Due fo
Size or Type of Package generally occurs
when a well-established brand, marketed
in only, one size or type of package, Is
faced with “competition from a somewhat':
smaller size of o competing brand —at a
lower price, of course. 10 the growth of
the competing brand is such to indicate
that a substantial number of consumers
favor this size or form of package, you'll
have to-add it to your line if only from
the standpoint of protecting your own
established brand.

Where product characteristics rather
than marketing techniques are para-
mount, this accounts for 57% of the
total number. The price situation ac-
counts for 34¢; of the total number. In-
adequate promotion comes in for 4%,
leaving only 4% for sales cfort. Base
on this analysis, it would appear that
while the sales force is a prime factor in
sccuring competitive gains, there is very
little it can do to avoid competitive losses.
Here, again, the best defense s a strong
offc se—based on a sound product and
the best advertising and marketing ,tal-
ent available. S

Store Size Simatlon

How should today’s-sales force be or-
ganized and dirccted in order to secure
maximum ecffectiveness in applying the
basic factors contributing to competitive
gains? Some of you will recall that two
years ago 70% of the grocery-combination
store business was accounted for by only
a little more than 50,000 outlets as of
1954 and approximately 47,500 as of
1956.

I've recalculated this as of 1958 and

now find that the number of stores re-
quired to do 70% of the business is
down to 44,500 — approximately 129,
of the stores,
- ‘This constantly increasing importance
of these larger outlets — corporate chain,
voluntaries, cooperatives, and independ.
ent operators — only serves to give added
emphasls to the importance of checking
your sales and marketing policies against
the needs and conditions faced by these
customers. Here are some of the questions
that readily come to mind:

1. With a maximum of 44,500 retail
outlets accounting for 709, of sales po-
tential and with little possibility of doing
any effective merchandising work in many
of these individual stores, how many and
what kind of salesmen are going to be
necessary in 19607 In 19657

2. With consumer price relationships
to competing brands an important factor

in gains and losses of brand position,
does your present price result in the most
favorable consumer price points under
normal retail mark-up conditions?

3, Do the increasingly large quantitics
of any given, nationally advertised brand
required by a distributor provide an op-
portunity to revise quantity discounts
(based on actval cost differentials, of
course) as an added inducement for dis-
tributors to make larger and less frequent
purchases?

4. What can be done to increase the
effectiveness of cooperative advertising
and/or display agreements? I believe that
therg, i5..a tremendous  opportunity to
ingredse sales for manufacturers and dis-

ributors alike through improvements in
_this arca. Perhaps the cooperative adver-
tising can be timed differently to take
greater advantage of national advertising
campaigns, special promotions, etc. Per-
haps frequency should be sacrificed for
larger space in some instances, Perhaps
different ways of spending the available
moncy other than the customary Thurs-
day newspaper ads and hand-bills can be
worked out. There is also the possibility
that a well-timed trade deal leading to a

temporarily lower shell price would help
cooperative advertising money pay big-
ger dividends.

5. Increased store size also puts a pre-
mium on reducing the time between re-
ceiving the order and its arrival at the
distributor's warchouse. What can be done
to improve this situation? In my opinion,
here is a case where a nationally adver-
tised brand simply cannot afford to be
at any marked disadvantage with respect
to a strong sectional competitor.

6. Many deals of the consumer prome-
sion variety hang around too long, even
in the large retail outlets. This frequently
makes it difficult for the distributor be-
cause of overlapping deals on the same
product, the necessity of carrying regular
stock over long periods, etc. In my opin-
fon, a large part of the difficulty stems
from overbuying by the distributor
und/or overselling by the manufacturer,
tracing in large measure to over-gencrous
sales estimates.

7. The increcsing size of retail outlets
also makes it dificult for distributors to
cflectively employ much of a manufac
turer's display material, with the result
that its use is more and more confined to
the relatively low-traffic medium and small
outlets. Niclsen Index Reports confirm
that really substantial quantitics of na-
tlonally advertised merchandise can be
moved where mass displays are employed
hy large retail outlets. This suggests that
advertising material can be made more
cflectively by tying it in.

8. Increased store size also underlines
the importance of out-ofstock. Nielsen
Index Reports indicate little change in
this situation since our report last year
which pointed out that store out-of-stock
on the average brand was 39, while shelf
out-ofstock average about twice this
amount or 69, Bear in mind that these
are brand figures; figures for individual
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sizes or colors may double these amoyy,
Would a, joint industry-distributer gq

paign directed to store personnel ay
pointing out the increased sales volug,
available to each store through correip,
this situation be practical?

Private Brand Situation

This contin 1ed trend of more and myye
business to [-wer large retail outles o
vides a favoible opportunity for the @
tinued development of retailer and du
tributor brands,

For a number of years we have [
lowed the trend of major advernied
brands versus a combined group of n
tailer, distributor, and sectional laleh
which we call minor brands in 39 [ef
store product groups. We see that e
major advertised brands have lelind
from 56.8% of the market in 193]
50,197, in 1958 —a substantial loss of 61
points. We find that the nationally i
vertised brands have declined only 03
points, from 67.6%, in 1957 to 67.1% it
1958. We have an incrense of 5.7 poiny
in the competitive importance of maje
advertised brands as they increased oo
B1.29%, 10 85.7% of the market.

Major advertised brands have ke
share of market in 21 product gmop
and cither held their own or gind
ground in 18 classifications. This i
most but not quite a stand-off; the brnd
in the median or halfway position shen
a loss of 05 percentage points for te
major advertised brands,

If we use the straight arithmetic ae
age, we come out with a loss of 08 px
centage polints,

Applying the average loss of 08 p
centage points reduces the competiit
importance for major advertised brand
as a whole from 75.2% to T44% -
third successive competitive loss since e
high point of 75.99, was reached in 9

Let's examine this siti:ation a linle e
closely. We should first note, 1 think, i
following two characteristics of nationh
advertised brands:

1. Only a relatively small number d
nationally advertised brands account
the lion's share of the market as com
with hundreds of minor brands makis
up the balance and, J

2, The consumer is generally willd
to pay ‘more for a nationally adveniied
brand, ’

The really important point here, #
scems to me, is that the consume
willing to pay more. No force iy imob
here; less expensive non-advertisul bra
have well-nigh universal distribution 2
surround the consumer on every lidh"‘
a matter of fact, in many stores featuriof
private labels, the consumer may hae ¥
conduct a real search for the piational
advertised product,

Now this freely expressed vole of

consumer — this willingness to pay L

for a nationally advertised brand =@
mean that the consumer places a V3 ue 08
the major advertised brand that the 0
brands just do not have. 1 call this!
added ‘consumer value of adver!
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hdvertise the new
Scalloped Salmon Recipe

1 to sell more noodles

Show ihe ladies new recipes they can make
with your macaroni products and they'll
buy more of them, Here's one of four taste-
tempting ideas from our new ad mat series
which will help you sell noodles right now.

| Betty Crocker created the recipe—Scal-
B loped Salmon, Almonds and Noodles, Our
i famous consumer panel tested it. We built

the recipe into an advertisement for you to
use in your own market area, under your

| own brand name, Send for the mat today,

get samples of other ads in the series.

ECONOMICAL
You pay only 60¢ for each mat—a real
bargain when you consider the time, talent

{ and material required to produce them,
{ And even more of a bargain when you

consider the extra sales they'll help pro-
duce. Offer good in U.S.A. only,

i EASY TO USE

Have your newspaper type-set your brand
name where it appears in the ad, Insert an
engraving of your own package if you wish,
Give insertion dates to the newspaper, You

| pay only for space used.

E FLEXIBLE

i If you wish, you can add, delete, or rear-
k range elements within the ad to make an

entirely new or different size ad. Combine
elements from other ad mats to make
multi-product ade, Your newspaper rep-
resentative will gladly help.

Ask your General Mills salesman for detalls-
or use this coupon to order.

DURUM SALES « GENERAL MILLS

9200 Wayzata Boulevard

Minneapolis 26, Minnesola

Pleasesend _______ (quantily) ad mats
featuring Scalloped Salmon, Almonds and
Noodles, 1 have enclosed 50¢ for cach mat.

Name.

Firm

Address. City. State...—

DURUM SALES

Minnespolie 28, Minnesota
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n General Mills.
_ new series of ad mats
| —) REPRODUCED ACTUAL SIZE

~ 2c0Lx6%aIN. -
Y WATCH THE MACARONI '

' JOURNAL FOR OTHER ADS

VA A new way to win family praises

Scalloped Salmon, Almonds and Noodles
made extra tasty with

YOUR BRAND NOODLES

SCALLOPED SALMON,
ALMONDS, AND NOODLES

4.0z phg. Your Brand Woodles  7-or. can red sockeys salmon,

1 tbap. butler faked

1 tbsp, four 1to 2 tbap. lemon juice (juice

1 tsp. sall “lmn hlhl\nn.) P
; cup cul-up aimonds loasled,

1w baree Eitwned Wneslivs, bulietsd

bread crumbs, of bullered
cracher crumbs

Cook noodles by dropping them Into 8 cu
rapidly beiling salled st‘:leg (4 tsp. sall). Brlg.
back io rapid boil, Cook, stirring constantly, .’l
minutes, Cover with Light ﬂl.un'lrd remove rﬁnm
heat and let stand for 10 min. Rinse with hot
walter; drain,

Heat oven to 350° (moderate). Make White Bauce
by melting butter in saucepan. Blend in flour
seasonings. Cook over low heal until smooth an
-buhhlg. emove from heat. Stir in milk, Bring to
boil: boll 1 minute, stirring constantly. Remove
from heat, Sprinkle lemon juice over salmon. Add
noodles, tonsted almonds, and while sauce and
toss lightly. Turn into B individual shells or
buttercd baking dishes. Top ench with crushed
Wheatics. Bako 10 to 15 minutes, 8 servings,

Nete: This may bo baked in a 1-qL. baking dish
20 minutcs,

_ SEND COUPON TODAY!

S L E R AREE JA0T I S BBt e "';4'4‘3.‘4‘."‘..‘.:; il

iardePh A s et |1-_
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brands. ‘This may be expressed as the

difference m the unit price between the

| nationally advertised brand and the

& minor brand divided by the unit price
of the minor brand.

Consumer Confidence

Added consumer value of advertised

brands is by no means synonymous with

.‘ : the term “value of advertising”; it sim-

ply represents the increased value that

| the consumer places on advertised brands

s a whole, While advertising as such is

certainly very dmportant, other [actors

| are the quality and uniformity ol the

[ Fwip advertised  bramd, past satisfactory con-

i) sumer experience, recognizable differences

Tk in use between advertised and nonadver-
R tised bramby, eie,

i Applying this principle to packnged

j grocery store products, including regular

i ! coffee, imstant coflee, packaged tea, tea

bags, margarine, canned peaches, various

,!; p:lpcr l!l’lNlIll 18, clc, l’l.'!'llll! in an over-

(1

all added consumer value of 139, or §910

million per year. In other words, the

consumer not only prefers major adver-

¢ tised brands of packaged grocery store

! il products by almost three to one, but is
willing 1o pay a premium of approxi-
mately $1 billion annually to get them!
Furthermore, this fighre appears to
have increased materially over the past
five years, Our studies show that the price
differential or added consumer value of
major advertised brands —the additional

. < amount that the consumer is willing to
vl pay o get her favorite products — has
| ‘ increased from 1095 in 1958 to 139, an-
& ?'I nually —a gain of 809, During the sume

five-year period, consumer sales of major
advertised brands on a unit basis have
increased 3949, Muldiplying these two
increases (130 times 1894) gives us an
index of 1812, which means that the
dollar equivalent of the added consumer
value of major advertised brands in the
packaged grocery store product ficld has
increased 81,2071
Planning is Necessary
The key to the Competitive Brand Sit-
wation, the Store Size Situation, and the
Private Brand Situation, it scems o me,
is the value that the consumer attaches to
the nationally advertised brands in gen-
L eral and to each individual brand in
2 particular. Certainly she wants this value
i at the lowest possible price as evidenced
by the tremendous growth of the sell-
service supermarkets, but at least three
: out of every four consumers don't want
! a minor brand, even at a lower price,
The manufacturers of advertised brands
shwould be in the best position to buikl
this added value into their products, It
canmot generally he done by private
labels or controlled brands. Furthermore,
this added value must be sold to the con-
sumer through advertising and  actual
product use, and here again the adver-
tised brands should be in the best mar-
keting position. And finally, the adver-
tised brand to which the consumer at-
taches an added value must be generally
available in.all types ol grocery stores
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SMILING IN THE RAIN — Not even a downpour could dampen the spirits of the Jouph
Kazanowskl family of Braintree as ther surveyed the prizes won by G-year-old Tommy in
e

a recent national contest, Big car, little car,

ghetti for a year were delivered to the Kazanowski home by V. La Rosa & Sons, sponwn

of the contest.

throughout the country, and here again
the manufacturers of advertised  brands
have the advantage.

Nor can this added value be established
through cut prices, advertising tricks, or
merchandising gimmicks. Our Hox Score
of Competitive Gains and Losses empha-
sizes the absolute necessity of continuous,
long-range product planning, selling and
advertising based on an intimate knowl-
ccdpe of the market place plus a reason-
able degree of flexibility in modifying
these plans as new conditions develop,

As long as you can maintain and in.
crease added consumer  value — through

SNOWED UNDER — Peter La Rosa lcen-
ter), president of V. La Rosa & Sons, Inc.,
America’s largest selling brand of macaroni,
looks over the mountain of entrles in the
firm's recently concluded "Name the La Rosa
Rose Contest.” With him Is Vincent S.
La Rosa (left), vice president, and James
Tallon, the company’s advertising manager.

xes of toys and enough macaroni and spa.

well directed sales and advertising oo
—you will be planning your matketing
operations very well indeed, not only fu
1959, but for many years to come.

Boy Bags Boodle

Everybody in the Razanowski Lamily, 22
Cleveland Ave., Braintree, Massachuss
came out ahead when son Tommy win
the National Grand Prize in the reen
“Name the La Rosa Rose Contest.”

Tommy, who is only six years all, won
a 1959 Ford Custom 300 Sedan for his
Mom and Dad, and a miniature, powet
driven Thunderbird, Jr. for himwll. In
addition, he won a Remeo Treasnre Chol
of electronic toys for his two siskn
Pauline, 5, and Janine, $V4. The hh"‘f
family also reccived enough spaghetti
macaroni, noodles, and other [alian sk
products of the La Rosa firm to Lt then
ar entire year. J

The contest, sponsored, by the Italian
American  mapnfacturers  of - maca
products and other Itaiian food spetiil
ties, took on an international flavor whe
the winner turned out to be of l'nlul]
American  background,  But  Fomut®
mother, Mrs. Joseph Kazanowshi. o
plainedd that her children's favonite dish
was a pluin American one — gt an
cheewe,

Tre contest, which was tlived 3
childven in fifteen key market areas in
nuvtheastern United  States, was P
moted through children's TV shows,

T'o enter, boys and girls hatl 10 submit
their choice of a name on the back of 2
La Rosa rose cut out from one of ¢
company's macaroni, spaghetti, 688 noo
dles, or frozen food packages Owet
75,000 entrics were received in all

(Continued on page 22)
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modern installations for
modern macaroni plants

Our Technical Office is at your disposal to study and to solve your problems.

AVOID BUILDING COST!!

of new premises. Renew instead your equipment. Only half of the space is required with
: the New Automatic Dryers.

ol y g
A b 4 L

Automatic Lines for Long Goods. Entrance of Products showing automatic spreader.

The picture shows our new automatic “GPL" Lines for all types of long macaroni products.
67 lines of this type are already in operation in 16 different countries.

ONE MAN PER SHIFT: 22,000 Ibs. daily of dry products, ready for packing. Similar Lines
are available for Twisted and Short Cut Goods.

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

=00 Braibant
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Food Editors Follow Up

IVIDEXDS Bom the presentition on
i at the Food Fditors Con-
feremee (page O, AMacatoni Journal, No-
vember 19058 have been bountiial,

For esample, Clementiy addlefond,
wellknown demn of the Jod editons,
wiote i the New York Herald Tribume:
“Back 1o school we g 130 newspaper
fooed editons meer with o group ol ome
ceonomits students ol New York Ui
vensity whoo present the miochoup chiss
e Maconi Primer.” The o
on s the Natiomal Macaroni Tosti
tne's program at the Forudl Edlitons Cone
Terenee held recenth at e Walidli -
Astoia Howel

“Ihe olass session was condmcged In
Mis, Cleire Bell, New York Universin
Bome coonomits imstincon. The students
were hand picked 1o represant a numbier
of countries: T, €1 e,
United States. Ve the gquestion amd an-
swer session each studont presoatad g
macaroni dish ol Ty own making.”

Basic Macroni and Cheese

She ahen presented  the
Iasic Macaroni amd Cheese,
R oumces or 2 cups elbow uicnoni

3 tablespoons hutter o1 margarine

3 tablespoons o

1 teaspoon silt
114 cups milk
Py onps graned process Cliedidin dheese

Cook neacroni acomding to package
directions, Draine Melt buter. Blewd in
flour and salt, Add milk aned cook, over
low heat, stiing comstantly, until thick
ened, Add cheeses stiv until melwed, Com-
hine  sauee and aronic  tarn into
greased Zquint caserole, ake 350 de-
prees Foofor 20 minutes, Garnish s de-
sired, Yield: 1w 6oservings.

Variations:

Caraway: Ml 11s tablespoons coaway
seetds with macaironi o sauce,

Stufled Olive: Add 15 cup chopped
pimicntostutled green olives with maca.
1Oni 1o sae,

pecipe lor

Mis. Bell illustrates spaghetti with low calorie meat sauce.

MACARONI

Mrs. Claire Bell, New York University home economics Instructor, presides over stuse
panel: (left to right! Robert Elting, Louise Cecchini, Elizabeth Cavanaugh, Kazubo Niu

jima, Lorraine Jacoby, and Claire Grat.

Pepper: A 1y cup dhopped green
pepper with acHoni o s,

Chive: Ad 1y cup chapped chives
with mesanoni o samee.

Pimiento: M 1y cup diopped canned
pimicntos with nacunoni o sauee,

Pappy Seads Ml 2 tablespoons popps
seeds with mi o sauee.

Garlic: Adld teasponn garlic salt
with mcioni o sine,

Scallion: Al Vo cup chopped scallions
with macaroni o s,

Tomato: Top 1
with 2 medivnesised
hetore haking,

theese
slived,

oniaml
lankitaoes,

Macaroni Primer

Fouod cilitors all over the countiy were
impressed with The Macaroni Primer.
They have mide extemsive e of the
Tollowing questions and answers: What
is macuroniz The generic e “nia-
o™ amd macroni producs™ indwde
not only the popular wrio of madroni,
spaghetti and egg noodles, but approsi.
mately 1530 piciuresque shapes, vach with
i manie of its own,

What's macaroni made from? Virtually
all macaroni products are made om
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coanse-gringd semaoling Rowe willod b

o wheat, Macioni and spagh

arve e by aising the o witl s
1o still deugh which s bored thia
dies W produce the ditleronn fo
Nooles are mde of durin o,
amd water amd the dongh is ollad o
thin sheets amd aut into strips

How mede macaroni should 4 b
maker buyd Mactoni amd spoaghos
went double in solume when cookal 1
not s the egg noodles, Two cups ol
cookedd macitoni o spaghetn will v
fomn cups after conking, bat two e
e moodles will remain two e |
must cwecroles  awmd ook e
dishes, B ountes ol macioni - spahes
aned egg noodles will make 1o i
When spaghenti s servedd with same o0
main dish, cook 1 poud G et
Poartions,

How  should  macaroni ol
wooked? Lo ook B ounces of mats
spaghenti or egg noodles, aldd (N
spoon salt o 3 quarts vl Imilin.
water, Gradually add  the o~
that water continues 1 boil. Gk &
conered, stitring occsionally, il B
aroni iy tender; the time will v 08

.
§|
. f
L
B
1
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Dwhole wheat's
¢ meaning the fibnous b, olten o vanse

i exhibits ol chacolare

AN, 1U34

A model kitchen was set up by macaroni manulacturers at the
Swiss Exhibit of Wemen's Work this summer 1o serve thousands

of visitars.

o 20 minmes depending on the i,
ety ol procduc andd s thickness, In

eneral. howeser, lollow packige dire

ns.
Wit does conking spighetti “al dene”
2 Cook “ta the ool or “laithy

m.
fo on Tet's sy wook “until harely wen-
Sder” Test degree ol tendermess by the

willy test on by pressing 4 strand hetween
ngers or agdinst side ol hettle with side

1 spoan.
What pereentage of the macaoni in

s coumtry iy enricheds The amwer s
L er 80 per cent, b what s the mean:
*ing of enricheds When wheat is milled to
L prodwee refined Howr, the milling proves
S remomves some ol the Vi
s, The product s an entiched mace

miny aml

oni when thia riboflavin, niacin and
on are restoredd (o the Hour in amounts
ceommentded by prominent nutritionists

and specified in the Food and Drag Ml

ninistri Standards of identity, The
ariched macaroni las a vitmin and i
antenn approaching whole wheat and e
ceding i in viboflavine Amd o withew
abjectionable  leatares,

il digestive distuthances, and the wheat

L gen, which becomes rancid during o

longerl storage, ane removed,

Swiss Exhibit

Capel, the exeeutive director ol the
\wociation of Swiss Macaroni Manulac-

wiers reports that 32 members particic
pated in the
FWork  (Sthweirerische

Exhibition ol Waomen's
Ausstellung  fur
Frau natheit) held on the shares of heae
tiful Lake Zurich trom the 17t ol July
Gl the 1th of Seprember, '

More than LE0OO00 persons visited the
exhibition, more than o thitd ol the
wholt Swise  population. Hundieds ol
thousamds o visitors p.ml'd through the
hall of the foml inclustry, whicle inclhuded
e fomd ol
ucts, hiscuits, confeations, and i,

Indlustry Piciured

The wacaroni exhibit was of good siee
and was manned by @ macaroni m
lllll‘l'. ay direcor, assisted v Bilieen ar
Wactively dressed young Tatlies. As visitons
Approached the exhibit, they were ime
H'l:m"l-h’. thiee giamtsine l!llllli'll Mitles

imated from the back, The fist illus
Wation showed an automatic spreader

MACARONI
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them for sale

with an atnactive lemale opertor iemoy
iy o stick Tl ol spaghetic T seconil
illwstration showed a0 spotles Laboraton
weehmician miking tests on producs in
process. Lhe thind picimne was that ol a
Bappy Lamily enjoving @ meal of i aoni
pronducts.

Neat to the panotama of piciines was
a st edern packaging nichine aper
atedd by two e tise giths packing maca-
woni and spaghetti into specially designed
cellopliane bags lor sale the exhibit,
Uineder o blue and white cimopy an ot
Wactive pepresentative sold mme  than
10000 packages during the exhibition,

1 lree experienced amd specially ained
i demamtrated the preparation ol
dishes and diflerent sauees mea
model Kitdhen, Explanations were given
in Gernan, Frendh and English, Timer-
estet] homstsives gathered inoa aowd
atomed the  demonstiations  thioughow
the shiow, and at the end ol cach demon:
sration  they  were gisen twa separnite
pamphles. Al old tan 20,000
leallets were distributed.

Spaghenti Bar

AMier whetting vivitons' appetites with
the demonstrations, Spaghetti Bolognese
s serveed at i spagheud bar Dinees were
invited o garnish their spaghenti with
an mch ground cheese as desited. Thes
were abo ollered a choite of nomdles o
cold macaroni sakad which was especially
popular during the wann season. I'he
G000 visitor, a Tucky young chap, was
feted and senved with spedial atention.

Besides serving macvoni products
their bouth, the exhibitons supplicd all
the restanrants ol the exhibition with
neacaroni producs.,

Fhe exhibit was considered @ complete
siccess gl gained considerable publ
for Swiss macnoni and their producers,
I he cooperative tonpetitons comtributed
about a dollar per 20000 pouds ol an:
mual production s their comuribintion (o
ke the esenn possiblee.

The A B C's of Macaroni

The Nowembier isue ol Good Tl
hevping Magazine carviva amw anticle: 1 he
ABCYs ol Maciani, Spaghetti. amd Fuy
Nolles.”

cWhat's the differenmer 10 st
mwatter ol shape. \p.u:lu't(i. nonlles, L
sagne, and ziti, 1o name o lew ol the 150

Two young ladies operated a bright red packaging machine to
{ill macaroni and spaghetti into cellophane bags and offered

Bl P

P M

e Ol sul
L e :

varietivs, are a1l members of the o
Family, Moreover, thev'ie made ol pra
vicalls the same thing - water and o pa
ioubar Kined ol whear Howe Nowndles b
ees adided Macarni dlong
thiesngh special machimes 1o lorm s
manmy ddeconative shapies. N le donsh
is tolled o thin shoets ol cut i
strips, Below i prime ol several popu
Lar Kitnds ol macaroni.

b mcaronamd s hoese s a0 vasse
ol Lavenite, Senve abse witle sances, in
saladds, fomg macaven iy good with st
watieess iy it with dheeese same spanked
I il ol peilered winger.

Vo loneed

wined maea
\entaccaol

Messinr vigat e ot
ponni. Coonnd with
prgalr e '_:lnn\ld macatoni ot on e
diagonal, Bake with tomato siiees sene
with st sanes

o st

St shadd mraron i adeal with svae
food satces o combined with peas or
oceali, Lasagre — boawd, 1 W aroni
—ane wsedd sty i the Tadian meatamd-
chieese dish ol the same namee,

Rigatoni e large grooved (ITHTRI T
st with weat o cheese misture: hake
with sanee, Fufole are esta lage maca
yoni, Studl with meat or dheese wistee,
el bake i tomato sanee,

Zitt —macatoni cut i lengths — e
gomd in gweroles o with most saees.
Meszam e ul macioni, sometimes
grooved, Fartivalnly good with  tomato-
meat or tonatosegetable sanee.

Ditali e shant lengths ol nacaroni.
I hey e especially god in salads, Mam-
collr vigadt e estta-binge, ;.:!uu\nl {LIET}
vomi. Doy stulling them with meat on
Talian cheese and haking,

Alphabers

Letters ol the alphabet e oo,
werd clielly i soups. Pasiinag voisishy ol
LN e picees,  sometimes st
shaprals wlten cnnes in v clable Havors.
Usenl i sompes soledier ddishes.

Fralli we spindlelive spaghetnie Theyiae
gootl with savces, panticnlaly ot
Folded fine egg nmoatles e wsal - hie
quently in vewr soupse I them ddeep
Ticd lon siacks on i chop suey

Crode ot callo e macatoni shaped
like o conhscombe ideal Tor serving with
amy samee shape holds gy welly
Ricomt wie maroni with ool shape.
theyve ool witle st sawoes

(Continaed on puge 38)
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CONTINUOUS
PRESSES

Januny 14954

FOR YOU i

ADVANCED TECHNOLOGICAL IMPROVEME : ’5\\@“ sup

Save Space - Increase Production
Improve Quality

SHORT CUT MACARONI PRESSES
| I * NEw POSITIVE SCREW . Model BSCP — 1500 pounds capacity per hour

FORCE FEEDER Model DSCP — 1000 pounds capacity per hour

improves quality and increases production of long goods,
short goods and sheet forming continuous presses,

* % NEw 3 STICK 1500 POUND {|ONG MACARONI SPREADER PRESSES
LONG GOODS SPREADER Model BAFS — 1500 pounds capacity per hour

d hil E Model DAFS — 1000 pounds copacity per hour
increases production while occupying the same space as ]
a 2 stick 1000 pound spreader. ' Model SAFS — 600 pounds capacity per hour

NEw - 1500 POUND PRESSES | (OMBINATION PRESSES
AND DRYERS LINES  Short Cut — Sheet Former

Short Cut — Spreader

i Model SACP — 600 pounds capacity per hour
| Mode! LACP — 300 pounds capacity per hour

T e hs

now in opcrnti?n in a number of macaroni-noodle plants, ™
they occupy slightly more space than 1000 pound lines. | Vi Yoy Combingtion

x

These presses and dryers Model BSCP |

are now giving excellent
A controlled dough as soft as desired to enhance texture and

results in these plants. Q UA L I T Y appearance,

i Positive screw feed without any possibility of webbing makes l
PRODUCTIO N == for positive screw delivery for production beyond rated
* Patent Pending :

copacities,
* % Patented

CONT Ro L s — — ::i:i:;::"c—m:n positive that presses run indefinitely without

SAN I TA RY wmmmm wmeww Easy to clean and to remove ottractive birdseyed stainless
i steel housing mounted on rugged structural steel frame.
MACHINERY CORP.

156 Sixth Street

e e M e s

PLANT
156-166 Sixth Straet

b 1. e Yo ,4, ; !g’t etze
- "““!accn"lnnuooono.uuuuuouo
Brooklyn 15, New York MACHINERY CORP.

) ety | &
;‘ i MODEL BAFS — 1500 Pound Long Goods Contir=aus Spreader \, l :
4
|

TN e v, e s
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Boy Bags Boodle
(Continued from page 16)

More than two thousand prizes were
awarded in the "Name the La Rosa Rose
Contust.” First prize (for Mom and Dad)
was a 195 Ford Custom 300. Second
prize (for the lucky boy or girl) was a
Ford Thunderbird, Jr., a battery-operated
model of the real automobile. Third
prize, a Remco Treasure Chest of elec
tronic toys.

In addition, on each of the thirty-five
TV shows where the contest was pro-
moted, first prize ol Remco Treasure
Chests was awarded as well as 50 other
prizes of Remto, Jupiter Signal Guns,

La Rosa Advertising
Commended ...

Vincent S. La Rogge.vice president,
advertising and marketing for V. Lia Rosa
& Sons, Inc, manufacthrgrs of macaroni,
spaghetti, and egg noodles, has been com-
mended by the Radio Adtertising Bureau,
Inc. for “his creative approach in radio
broadcasting." .

“Mr, La Rosa is an-outstanding radio
advertiser,” said Kevin B. Sweeny, presi-
dent of the Radio Advertising Burcau.
“His approach not only does an excel:
lent job of selling the advantages of his

product, but also builds a personality for *

La Rosa that insures brand recognition.”

The citation suggested that the ana-
lytical way in which La Rosa approached
its radio campaigns is a reftectior®of . the
success which® the company enjoyed in
the highly competitive food. field.

*The time buying patternsiof La Rosa,”
it said, “take advantage 'of l‘lc‘ﬂnxiblli(y
of radio and succeed,in reaching the cus-
tomer at the strategic time — when the
buying decision Is m:ldc.',"__‘

Strategy Explained

Mr. La Rosa was invited to explain the
strategy beliind his company's radio com-
mercials before the Fourth Annual Na.
tional Radio Advertising Clinic, spon-
sored by the RAB, at the Waldor[-Astoria
in New York City.

“In today's market, a product’s quality
and the experience and family pride that
go into it are not enough,” Mr. La Rosa
told the several hundred top adveriising
and broadcasting executives present,

He cited La Rosa's own cxperience.as
an example. With a product containing
the best ingredients available, a name that
for years has been the leader in its field,
and a company managed by one family
exclusively for a hall century —not even
this is enough to have the public beating
a path to La Rosa’s door.

“1t's advertising and selling that counts,”
Mr. La Rosa emphasized.

La Rosa, Mr. La Rosa pointed out, has
been advertising on radio for almost
three decades, sponsoring everything from
daytime dramas to concerts, and always
changing to keep pace with changing
listening habits and changing marketing
and selling needs.

“We are now concentrating on saturas
tion spot campaigns specifically tailored

Delmonico Foods, Inc., Loulsville and Cin-
cinnati, has Just recelved an award for out-

standing radio advertlsing, presented the
Affillated Advertising Agencies Network, an
International organization of more than 50
advertising agencles, of which Delmonico's
agency, Leonard M. Sive and Associates, Is a
member. Dominic Palazzolo, Delmonico vice
president In charge of sales, recelves the
award from Jim Jacobs, agency account ex-
ecutive,

to the 13 different market arcas where we
sell,” Mr."La Rosa said.

<+He pointed out that La Rosa has one
commercial that sells spagheuti and meat
balls, another that sells meat sauce, a
third, the company's new line of [rozen

‘food “products, and so on —all of which

are varjed in area and frequency to meet
the particular demands of the area.

“And we don't stop there,” Mr. La
Rosa added. "We also ‘'merchandise’ our
radio advertising so that the supermarkets
and thains with which we do business
can reap from it additional benefits of
their own.”

Mr. La Rosa pointed out that the re-
sults of these campaigns have been out-
standing. Not only are new radio com-
mercials being played back more than
ever before, but the company headquar-
ters in Brooklyn, N. Y., has hundreds of,
letters about them."”

“More important, though,” he said,
“we are finding out that because of our
radio campaigns, more varicties of La
Rosa products are moving on the grocery
shelves. Customers are now asking for
fancier macaroni shapes, and they are
buying more tic-in items like cheeses,
spices, and olive oil.”

Rigoletti Offer

A growing interest in special macaroni
shapes on the part of American home-
makers has led macaroni manulacturer
V. La Rosa & Sons to offer a money-off
package on a special shape. Picked for
promotion is Rigoletti, a narrow accord-
dion style shape, developed and registered
by this long-cstablished Italian-American
firm,

La Rosa's objectives in featuring Rigo-
letti are 1o give added sales emphasis 1o
this already fast-growing item and to at-
tract new customers to the entire line of
La Rosa macaroni, spaghetti and egg
noodles. Rigoletti has already shown very
good acceptance by both Italian-American

~ this year foy Delmonico, Tnc., Louisilk,
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consumers and by purchasers not i [,
miliar with fancy macaroni shapes,

The special Scent off purchase prie
package eliminates coupon handling, dj,
play problems and cross promotion di.
culties of retailers. The Rigoleui promo.
tion is backed by La Rosa's current iele.
vision and radio commercials schiedule
in selected market arcas throughout he
Northeast.

New [ielmonico Cartons
Adaption of a new line of family pad.

ages for i9 product varietics has resulied

in a 20 per cent increase in sales so Iy

one of the nation's leading macaroni
makers,

Dominic Palazzolo, merchandising vie
president for Delmonico, says the new
cartons were designed to capture a greater
share of supermarket impulse buying, He
reports that afier the new packages were
adopted late last year sales rose 135 per
cent above 1956 and that, 1o date this
year, another 20 per cent increase ha
been recorded,

The new packages, designed and pro-
duced by Container Corporation of Amer:
ica, replaced cartons used by Delmonio
for the past 30 years,

As part of Delmonico's vigorous mer
chandising program, the new cartons tie
in with its expanded advertising and pro
motion campaigns. Palazzolo says retailen
reacted immediately to the new packige
design and that mass displays appeared
throughout the compgpy’s 17-state selling
territory. In addition, orders were e
ceived from dealers who had never be
fore handled the Delmonico line.

' Package Analysls

Alter” a- thorough ‘analysis of the o
packages, Container Corporation’s design
specialists recommended these changes in
Delmonico's cartons:

Toning down of colors.

An cntirely new surface design faur

“Ihig curved lines that bring the cye o ihe
catfout in the carton’s center.

Greater emphasis on the wellknow
Delmonico trademark figure, Chel Ton.
thus tying in the new package favil
with the company's advertising and pr
motion, in which Tony is alw featured

Achieving a product-in-use cflect by &¢
signing the cut-out as a dish.

These recommendations were adopted
by the company and, according 0 PJ!J*
200, have resulted in steadily increas™
sales,

Delmonico, Inc, one of the .
largest manufacturers of macaroni pro¢
ucts, was farmed in 1955 through !
merger of the Delmonico Macaroni (-Ul;
pany of Louisville, and the Palain
Macaroni Company, Cincinnati.

Military Business

Men in uniform were § Lt
of macaroni products in 1958 l["‘mr
ment through the Military Subsitcir
Market Center totaled better than 5
000 pounds of long spaghett: 3%@
pounds of clbow macaroni; and 290
pounds of egg noodles.

nation’

ood consume®
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YOUTH WILL BE SERVED

+ « » especially if the spaghetti

is made from the semolina that
mal:es youngsters really enjoy

ony macaroni products dish .. .coveeaeses

1A Crl

Commander_-Larab_ee

23
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Minneapolis Meeting

pContinued from page §)

While durum was selling above this
vate in Julv. it dropped Iy September 1
0 Ol has ddimbed steadils singe
it time 1o staned at SZAR in mid-Noven-
Ler, il wnder the government selling
it v oo cents,

Phiere was 4 comsensis it this ves
o was e est in many vears with a
low grit connt ol bandling nicely
the wills amd in macaroni plants

in Enrope than in the United States, and
antomatic conttol ol divers for hoth con-
timtous amd hatch operations is abo e
quently found in Fuope.

While in talv, M, Hiskins was shown
wveral Talian macaoni Gowries, and
visited two ol the Taibanti - establishe
ments aceompanicd by Mr. Etone Berini.

In Rome. he had the opportunity 1o
dine on “lemucdine di Mbedo”

Ve, i mister showman, mised with
mgic Tameds, the  fetuceine with the
world renowned golden fok and spoon

FiIreE MANCARONTD JOPFRNANL

COLOR EGG YOLK

B g R e e G AT
AP ) A e " g0 Py

CORN BELT

Sprulation on planting lor 1950 s just paesented o B Iy Moy Pickford and
that, 10 will be dependent onawany Fi Donglas Fairhanks,
wirs including price. whether spring is o Messs Toskin i Berini ave pictued At Alfreda’s in Rome: Charles boshing o
Late on el wer o drv, amd what e the vight Ettore Berini.
podivical climare might Te. 10 wias anan
ionshy agreed, howeser, that something '
ol e done o arrest the deedine in Spaghetti Museum
€ durnm aerease which las Leen alunming
' since the removal of the duram incentive

Record Crop for ltaly

Revised  official  estinates vow plae

v et congress of humorists from y &
R Taly's 1938 wheat crop ar et millig

A oner e warld oflicially opened the

k 3
] i A an. B 4 : an alltime veond, iv v a
| I wn undder the whear allotment plan spaghetti Hlistonical Museam in the vil- ““-;“:H.I'lli”ll l|l|l|' 1l hln- iv 4 ‘
. . « ¥ X Ll o "h
| Lage of Powtedassio in novthern Taly. SRR BLEEL eSS
} ' 2ol Polivical, municipal and drch anthori I slightly lew than in Wi b
I Hoskins Visits Eurnpe . d R = vields are an g new highe The cios
M Charles 11k Cid E ties attended the sccnion wogether with = hatate Tt 400 T ans. it shels ok
g g . N » b . . P B y H » { d t
: Miarles Hloskins visited - Fatope 00000 and cimoonists, who ook the : A LD
N wently, . : the previous reconsd in 1990 and i
| e - : dav ol from theit annual congress at S A 4
| While in Switzerhand. a0 conhuail panty o s nordighera above the 10051 average, 10 is some %
o wirs snpanged Iy M B Gastpar o Bubile e T ; million hushels alove nonmal domet
1 On the ol she .
3 i o the putinne ol a spagi hCTEE i 3 .
: Praothers, Urwil, in the Totel St Gotthard facturer, who oflered his home  here reguitements, Carryover stocks of what
; in Zurich. A dosen e w wmoni o . * o the beginning of this season woe o
o i X e crenvthing that tells the sty ol spa- al at al ekl e ) ;
manalacim s ol Switerland were pres o aking s been wlleaed for ess mated at about 55 million bushel .
¥

which about a quarter was dunan, nd
threegquarters was solt wheat, Fhe o
Larvest ol duram will cover the conmme
requitements, The wheat crop s wepuited
o e ol generally good qualin

ent, indluding ists anel scientists of

i he lon daele. G statemie [ H 0oe 4
_ the food tpade. fna statement o the On exhibit ae andient amd moderm
B wioup, M. Hoskins com aed Fmo A 1 ¢
i ] pocis, paintings, etchings and  photo-
with American acaoni nimubacaring . s 2
methods, e saild that the avcra 1 Heapbn sdeating with spayhersl, kol lunika
3 N, O H U age per- : : :
b BIRE with thousands ol redipes for spagheni.

hibition.

Phone: Garfield 5-1700 | American & Berks Sts

fonmanee of the machines in Fwape and \ v W i : -
the petlecion o prodution was on it L‘I",\HII "!llml 'Ih“.““ ‘}'”"'HI'!'".L mllhu_'. H " .
high' standand. e b ph ST that .|‘\u‘ the ive ol spag with, anel one HO"I’IIEIII'I-LG ROC‘IG § llsl‘lll'_lg Hens 1y cents while solks were o at 3 Dyrum in C d E
winitation statdareds were izl aml Euros decree prowiding up e e in 1:||.I A . Fpg ices e on o dowowand peml. 0 0 gents lor Now 1 golon, 6l B oents 1058 'I ,u“ﬂ a !
pran plants were i wn - win §itorting. i 0] .:luu:lu- |-1|||»I|:\|ng lumiul lllg!nh ppomtmcnls e ity prade ol eges that whole lor very scnee Now 3 golon, “ll;.||.|| 4 I'::"‘I"'I"1 'I!""“l wheat in :
g r . s u q Y U - H .t H . - » o N o i ol .

e et Americon waditions. 1e noted ety tor the manulacne of spaghetti. Rovinotid 1. MMy Tas been ap el on 31 cents wdoven in Chicago as Dricd wolk solids hucked the vend amd 4y, ”'"ll'”ll|[“[ :I.illllu.,(il..l|.:.lillllll:: l;u.lu In

L UL - LTI TR

Aba exhibited s o functioning repro-
duction ol a spaghetti Lacony dativg ack
1o 180,

Juenthy as September liought only 45 tose hom e range ol S 0 SLAL
wits 1 the end of Nosvember, The powind o SLAS o SEEE at the cd ol
s oents below the period o ven the month.

well below Last sear’s cup ol LI 00

pointed to Gill the newly oeatc! ot
bushiels, Fhe najor pant ol this seduction

ol general conmsel of Hotlann Fa Realt

that prachaging in bwape is qquite ditter-
ent from methods wsed in the United
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Challenge of Leadership
(Continued from page 6)

please her in new ways, and to please her
pocketbook, This means more than just
maintaining and improving product qual-
ity. It also means improvement in services,
packaging, labeling, recipes, and more
appealing advertising.

She will be looking to manufacturers
to bring along new products, new con-
venlences and greater varicties,

During the past two decades we have
brought forth such an astounding flow
of new products and conveniences that it
sometimes makes one womder whether we
can maintain this pace of creation, and
where these new*things will .come from.
Then as we look Into the past, we are
quickly recharged with the faith that the
creative ingenuity of the: management of
our companies will match and exceed the
past record,

Rising® Costs

Another real challenige for management
is the matter of constantly rising operat-
ing costs, stenpning mainly from repeated
increases in wage rates, in transportation
rates, and higher 1axes. These. increases
have put a real squeeze on profit margins.

There was a time when manulactufers .

were able to lower the cost of production
through more cflicient equipment and in-
creased volume, which savings they passed
on to consumers in lower prices. In recent
years, this has not been possible, because
any cost saviings resulting from modern-
fzrd plants and new equipment have been
used all—or in part—to pay for the
aforementioned higher costs. -

For example, since 1946 our manufac.
turers have spent. more than $7 billion
for new machinery‘and, plant moderniza-
tion, which accounted for more economi.
cal operations, but such economies were

* absorbed all or in large part by higher

wage rates,

This creates a real challenge and also
raises the question: Do we now accept
the premise that any cost savings in pro-
duction will henceforth be automatically
used to pay for higher wages, and that the

;consumer will be the forgotten person in

this scramble? In the intcrest of the future

growth of the industry, 1 sincerely hope
our answer can be a resounding NO!

Before leaving this matter of challenges,
we must mention the all-important stock-
holder who provides the money with
which to operate the business, Unless he
is adequately rewarded, he will dispose
of his stock and invest his money else
where,

Many Challenges

All of this means that the manufacturer
faces a four-sided set of challenges:

,® He must price his merchandise attrac.
tively and competitively so the public
will buy it

e He must provide his employees with
goad working conditions and adequate
compensation,

o He must make and retain enough profit
in order to have the capital with which
to expand.
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"[e must earn a satisfactory return on
the stockholder's investment to retain
his interest.

The various challenges facing the in-
dustry in order 10 maintain its leadership
are:

e The growing competition from owtside
industries,

® The necessity of pleasing the customer.

e The necessity of providing good work-
ing conditions and’ adequate compen-
sation for employces.

e The problem of meeting rising operat.
ing costs,

e The need of carning a profit,

e The need of satlslying stockholders.

o The necessity of creating vew products,

Tieing in with all of these challenges
is the allimportant challenge of main-
taining a marketing organization to sell
your products at a satisfactory profi. Un-
less you can <o this, the rest of the opera:
tions become  pretty much  academic.
Management, therefore, needs to review
its marketing policics and practices to be
certain they are contributing successfully
to building a growing and profitable
business.

Then we must be ever-mindful of our
responsibility to create a good public
understanding of our industry's opera-
tions, particularly an understanding of
the facts about food prices and about
profits. The homemaker needs this infor-
mation for encouragement to buy [reely
and with confidence that food is a “good
buy.”

| have every confidence that the food
industry will continue as a bright spat
in our economy.

Restless Unsatisfaction

It will continue to be so because gro-
cery manufacturers as a group are imbued
with a spirit of “restless unsatisfaction.”
They are dedicated to pleasing the con-
sumer better and in new ways, and are
creative and willing to invest in research,
and risk their capital in developing and
marketing new products.

They are vigorous competitors, and
know how to use advertising and sales
promotion in the neverending competi-
tion for a fair share of the consumer
dollar. They are aware of the potential
payoff in sales from good public relations,
and are fully conscious of the crucial
importance of better communications all
along the line. They are completely cog-
nizant that meeting the challenge of lead-
ership is a never-ending job, That it is a
continuing day-by-day, week-by-week re-
sponsibility of all of us,

I am confident that we will meet the
challenge by continuing to find new and
superior ways of supplying better foods
and Improved services at reasonable prices,
as we move into GMA's second hall a
century,

New Vice-President

The Ideal Macaroni Company has
named P. A. Ippolito to the new post of
vice-president. He has been associated
with the Cleveland firm in a sales capac.
ity for the last five years.

“Program Plans™
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(Continued from page 5)

and individuals within the onipany v
be introduced by Kenneth ). Forbe,

“Compensation Methods," with ay,
tion to aspects of incentive plany g
motivation will be handled by (he gy,
ciation sceretary, Robert M. Green,

Peter J. Viviano will discuss Delmosi
Foods' experience with “Muliiple M
agement.” He will report how vari
hoards from different plant departmemy
and the sales [orce act as a verhal sugey
tion box in their organization,

These problems of  conmunicatio,
training, and incentives, exist in Wk
small, [amily-operated busines or in i
large industrial complex so ommon w
day. The discussion of these principles s
they apply specifically to macaroni open
tions should be of particular value o ihe
seminar participants,

Wednesday afternoon and cvening wil
be left free for sightsecing and relaxation

Thursday Meetings

The final seminar session begins 2
10:00 aim, Thursday morning,

C. Frederick Mueller will lead off wid
a report on his company’s policies la
recruiting, training, and supervising w
persanncl.
~ paul Vermylen has been asked to e
view experience in other companies ot
side of the macaroni manufacturing el
while a representative of A. Goodman k
Sons, Inc. will give speclal mtcntion o
“Progress in Production Managemenl.”

The Association’s immediate past pist
dent, Lloyd E. Skinner, will hring ¢
seminar to a conclusion with remarks o
“Developing Tomorrow's Lenden”

The convention climax will be ik
Assoclation Dinner Party on Thundy
evening, No speeches are planned, b d
short movle. presentation on the Quer
of Bermuda, convention ship site for ¢
Annual Meeting next June, wil ke
shown.

The Diplomat is the new hotel n
Miami area this year. It hul its ¥
premicre on the NBC-TV show, B
and Brawn,” in December, Room reent
tions are being received dircetly by &
hotel’s reservation manager. Convented
registrations should be sent 10 the Aw
ciation office.

New Product -
Buitoni s currently introducing 2 A
product, heatand-serve Spaghetti ‘m_
With Meat Balls, The novelly ll'-‘ﬁh‘"
is combined with six meat balls i tomat
sauce; it can be heated easily in tllrfn‘
alter removal of the top, or warm n
sauce pan over low.heat. L
The net weight of the product It nt:
ounces; its suggested retail price 37"'
As an introductory offer through €0

o
wl A

e Mocaron! Manufacturing Company now operates
@ two Buhler Short Goods Lines side by side.

Prince Macaroni Manufacturing Company repeats its choice of

| BUH L.E R short Goods Lines

because these features pay off in profits—

« Relatively small space requirement
o Sturdy construction
o Less down time

o Superior performance
o Easy maintenance
o More drying capacity per sq. ft.

Wreite for full information

l“m Bﬂm, INC. s g BUHLER Bnn'l'ms, canson LD

' { a

of the year, housewives will get 3 ¢ 130 COOLIDGE AVENUE, ENGLEWOOD, NEW JERSEY 8] i~

off the regular price. Scles Reprassntotives: E, C. Maher Co., L'n- Angeles, Cal, &/ bl W
Hans Zogg, Los Altos, Cal, ® Arthur Kunz, New Otlean, Lo, n'l.;f‘.:':llu TORONTO 1, ONTARIO

For Lent i
Olive-Salmon Noodle Ring i
national advertising during Lent

PRI e B> DT
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Packaging Symposium -

HE Food Packaging Council held its

second national food packaging sym-
posium at the Palmer House in Chicago
in early December,

A punel of Chicago newspaper food
editors moderated by Mrs. Charlotte
Montgomery, Good Housckeeping col-
umnist, let fly with a collection of house-
wive's complaints about today's food
packages. They pushed, pulled, pressed,
and  punched  packages that didn't re-
spond the way they were supposed to,
Among their assortment ol gripes were
plastic containers that smell, instructions
in_print too fine o read, misleading di-
rections, incorrect yields in recipe direc-
tions and the promise of guickness that
isn't there, They objected that no ad-
dress is given on the package where
consumers an  write about theit com-
plaints. About a noodle bag one «ditor
said: “There is enough contents in this
package to feed an army, but after I use
what I waui how do 1 close this bag
which wil spill all over my pantry?”
The answer came later on in a look at
the future when one packaging supplicr
suggested  that  materials  will  become
available that will roll down like a stock-
ing., The panel’s conclusion was that the
consumer wants convenience — to sce in
the store, to carry home, to store in the
pantry, and 10 use, !

Retailers Recommend

Retailers Howard Rasmussen of Jewel
Tea Company, George P. Kokalis of
Sure-Save Food Markets, amd Val Bau-
man of National Tea Company-called for
consideration in costs of handling mer-
chandise today. They emphasized that
good packaging must reduce long range
costs, It was pointed out that . novelty
packaging has only short range henefits,
Design and construction is important o
the rewiler when he stocks the iem in
the back roum or on the shelves. Ile
-ants oblong packages, not squares. He
wants more palletizing to speed up han.
dling. Trays instead of shipping con-
tainers for potato chips being sent on
short hauls and stacked on dollies are
resulting in substantial cost savings,

George Kokalis of the Sure-Save Food
Markets demonstrated  dramatically the
need for a ple on packages for price
marking. He demonstrated the problem
of the stockboy and the checker in‘tarn.
ing containers and packages arouml and
around to find out what the price is.
This lost time is costly to the rewiler,
rnnoying to the purchaser.

Val Bauman of National Tea called
for packaging to help increase volume
and reduce costs, stating that diseribution
is primarily made up of labor and trans-
portation costs. Anything that will re-
duce the number of four billion pack-
ages handled annually in National Tea

filenn

Macaroni is a strong lmpuiu Item,

Stores will help their operation. This
may be in unit packaging, in larger sizes,
in combination packs, or by improve-
ment of shipping containers. He summed
up by saying, “Let's get less handling of
packages and more fondling by the con-
sumer with a love to buy,”

Joseph G. Foy of Spartan Stores said
that the primary problems with ship-
ping containers in warchousing was size
and shape and the identity ol contents.
He said that several years ago there was
agreement that pallet sizes should be
10 by 32 inches or 40 by 48 inches, but
apparently many grocery manulacturers
have never heard of this,

With « series of slides he illusirated
the difficultics of the warchouseman in
identilying shipping containers that are
poorly marked with regard to contents
andl size of product, He pointed out that
tode numbers are necessary today for
1BM operations that are becoming more
ommon in distribution work, A sugges-
tion was also made that color would be
helpful for identification  on  shipping
containers with a dilferent color stripe
or dot for different months.

Manufacturers Check-list

In giving the food manufacturer's
viewpoini, Les ] Rellough, vice presi-
dent in chirge of sales for Curtis Candy
Company, said the food package must
sell in the supermarket today, The prod-
uct must sell 1o survive, 1l it moves off
the counter prompuly, it stays, If it slows
down or fattcrs, then out it goes. The
IBM monitor system sees to that,

Quality, value, and advertising of the
procuct are all necessary, but planned
packaging is the last voice to be heard
just before the purchase. If the package
is 1o have full approval of Mrs. Con.
sumer, it must be the right sire for
modern consumption, the right price for
a family budget, the right appeal o a
housewife and her family, the right com-

2.,
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bination for repeat business. ln sy
it must be a faithful old friend
familiar attire or a refreshing, extiling,
new friend, pleasingly dressed,
When a package sells, it denotes Pope
larity and broad appeal which has mad
Mrs. Consumer satisfied, It insures fred
ness, it denotes quality amnd value,

* gives character to the product,

The food package must be swaled o
protecied to insure against ousside in.
festation or outside influences, It muy
keep moisture out or, conversely, it mug
keep moisture in. It must be kidhen
fresh and clean. When the fol package
has these features, it gives Mrs. Con
sumer confidence to buy, it helps make
her decisions in the market place eay,
and it gives her assurance that her de
cisions are the correct ones.

Because this s truly the age of sclectiv:
ity, the food package must motivate. We
cither like or dislike, The conumea
agrees that all of the well known brands
and the well advertised products are
good, but she selects one out of many
because it appeals to her fine sense of
selectivity, It motivates her to buy on
the spot. It may be the appearance of
the package, its color, its shape or some-
thing else —it may be indefinable, bu
it must motivate,

The food package must Iave good
pantry manners, It must be easy to open
and to close if it Is not all used in the
first opening, It must be flexible to mee
local conditions. It must keep the prod-
uct edible and favorful to the end.
When the food package meets all of
these requirements, [t gives the consumer
pleasure and makes for repeat husines.

A Consultant Says

Consultant Bill Nigut questioned the
clamor for change, pointing to old stand-
bys as Campbell Soup, Coca Cola, Her
shey Chocolate, Arm & Hammer Baking
Powder as examples that have sood the
test of time for many years, Camel cigar
cites were cited as a well known package
succumbing to the pressure for change
and -then going back to their ol pack:
aging with very slight modifications. e
said, “Consumers are not looking for
sophistication; they are looking for
venience,”

Future Look

“Gimmicky over-packaging” could Tead
10 consumer resistance unless dhecked
in the opinion of Alcon packiging exet
tive, Philip C. Althen. S

In taking a look at packaging in 197
he predicied that in matters of freshnes
taste, appearance and durability there
will be a general upgrading all_along
the line, Packages of the future will e
ploy a greater variety of form, with )m¢
use of triangular and goncave-omex

i A
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anes, he notedl. These will be ll(.‘!{sl?l.‘d
ho interlock for efficient shell stacking
. both store and home,

Destribing packaging developments
pich Alioa has been working on, Mr.
Althen mentioned these items:

o Prepared mats, packaged in alumi-
num foil pouches that can be heated in
ihe family toaster or dropped in a pan
of boiling water, In a few minutes time
they art ready for serving.

o Jellics, catsup, jams amd syrups, and
dividual serving size cans called unit
ontainers that allow an alternmative to
(lipping, shaking or pouring sticky con-
hents from a jar or bottle,

» Cereals in colorful foil dishes that arc
individual serving packages,

s Muffins or rolls, packed in separate
vered aluminum ting allowing as many
s needed 10 be heated or cooked [for
wersing. The tins, used for serving, keep
the rolls hot till eaten.

s To the extent that production require-
ments and cost factors permit, unique
new surfaces, cmbossed patterns, new
roatings, and improved printing patterns
will have brought a greater realism and
more sophisticated beauty to package ex-
teriors, Mr. Althen stated.

The Agency Interest

The package and the advertising
agency were discussed by Alexander Gunn
of J. Walter Thompson Company, There
in't any doubt, he said, that most agen-
des nowadays | consider themselves ac-
tively concerned with packaging. Adver-
tiing Age recently asked 87 leading
agencies about their | participation  in
packaging design and decision, and found
only 5 who thought that packaging was
not their baby, The survey showed G5%,
of these agencies' package-goods clients
expect the agencies to render major
wreative packaging services, but 80% of
the agencies recommend that their clients
we imlependent package designers.
Packaging has become an cnormously
wmplex specialty, and no agency can
afford 10 compete in this highly special-
id field, Rather, the agency contribu-
lion 10 packaging results from its role
in the total marketing process.

Case-Study

He illustirated with a case study: @
new ready-to-eat cereal for the Quaker
Oais Company, "The first step was a con-
sumer survey to find out what consumers
h!.“l and disliked about cereal products.
With these specifications Quaker's labor.
dtories experimented and developed o
dream procuct with  desirable physical
and nutritional  characteristics,  While
there was consumer testing of the new
troduct, ie agency was deep Into the
Mudy of advertising appeals.
‘,Thl: name LIFE was chosen to suggest
8%, happiness, health and enjoyment,
-ﬂ;\w:llm Wwas a strong nutritional story
ek vmmp!e(e proteins, A copy plat-
e mll tested on consumers to sce il
tedi Ty could be put across without a

oU educational . campaign.
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Then back o packaging — the package
had o communicate the key selling
points, The packaging designer ties in
advertising copy phrases so the package
will remind consumers of the advertis-
ing they have seen. He improves the
graphic treatment, The package becomes
more than just a good esthetic design,
a good product poster on the shelf; it
is a real member of the keting team,
and should perform effectively in com-
pleting the sale for LIFE cercal.

Packaging improvement results in the
best sales curve when the new package
design s of a nature that permits it o
be made an [megral part of the brand
sules, advertising amd  overall  promo-
tional  campaign,

Mr. Gunn made a special plea to pro-
fessional  designers.  He  said - agencies
want to work with them in partuership
with their clients, but to be full mem-
bers of the marketing team, designers
must be marketing men understanding
the importance of product jmage and
willing to work with the modern tonls
of research,

Enforcement Crackdown

Director of Research James ]. Winston
reports that investigators from the Food
& Drug Administration have been espe-
cially interested of late in slack-filled
packages, short weights, and deficiencies
in enrichment ingredients.

e notes that in 1946 there was agree-
ment between the Food & Drag Admini-
stration and the Association’s Comminee
on Slack-Fill that long macaroni in car-
tons should show a fill of at least 75 per
cent or better; long spaghetti and vermi-
celli should show a Gl of at least 70
per cent or better; clbow macaroni and
ather free fNlowing short goods shoukd
show a fill of at least 80 per cent or
hetter,

Food & Drug stipulated that the Gl
of containers should be materially in
excess of the minimum figures, depend-
ing upon factory controls employir . ew
engineering  principl” | to  auain  the
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maximum Gl Manulictwrers are urged
to survey their cartons for fill of con-
tainer and be sure they are in complianee
with regulations.

Similarly, manufacturers should cheek
periodically  scales wsed  for - weighing
moduct, Automatic medianicl saailes do
from time 1o time yicld weights dey
significantly from the declared net we
an the  package, Management  should
heep a daily record of checking net
weights in order 1o make the necessary
vepitits of the scales as prompuly as possi-
ble, ‘The yecord ket on various products
can be very important in demonstrating
compliance with packing regulations in
the plant, Any deviation might be aurib:
e o storage  conditons at o low
velative humidity, which is conducive in
the loss of moisture, ihus allecting net
weight,

Enrichment Levels

From time 1o time different manul:
trers lave been dited for low levels of
enrichment, helow the legal standard.
Purchasers should make certain that the
farinaceous  ingredients  that  they  buy
comply with the Federal Standards for
quantities of thia ,, ribollavin, niacin
and iron, This requires periodic assays
both of the semolina or flour used and
the finished products made from them.
Records should be kept to prove com-
Piance.

Oceasional cars of enriched  material
Iiave been found deficient in thiamine
or riboflavin. 1T 2 manulacturer s not
aware of this, he is permitting himsell
to he open o a citation or o seizure
hecause of vie, lon of these standards.
In general, o chemical assay for thinmine
or riboflavin  will sullice 10 indicate
whether products are up to standard.

Packaging Merger

American Box Board Company, Grand
Raplids, Michigan: Central Fibre Prod-
ucts  Company, Quincy, linois; and
Ohio Boxhoard Company, Ritiman, Ohin
in a joint statement have announced
plans 10 merge their companies. '

The announcement said the plan for
the merger, with the approval of cach
company's Board of Directors, will be
presented 1o the stockholders of each
company as soon s necessary details can
be worked out,

All three companies have been emi-
nently successful in the packaging prod-
ucts field in their respective areas. “They
are not essentially in competition with
each other, ‘The consolidation will bring
topether  facilies  producing  jute and
kraft  linerhoard, boxboard, bleached
kraft, corrugating medium, molded pulp!
products, cgg packaging products, ship-
ping containers and folding cartons in
an arca stretching from New York 1o
Utah.

"
Festive Touch ,

For a [estive touch, serve macaroni
salud in scooped-out pincapple shells.
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b /7 SHENG DOUBLE? NO—YOURE JUST GETTN A SECOND LODK AT
VMP-3 Extruded Noodle Dough Sheeter

Ci'ﬂmmll Extraded Noodle nmtgh Sheeter VMI-3
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f %Mwni_ Unique New VMP-3
Extruded Noodle Dough Sheeter - 1600 Pounds Per Hour

Clermont Extruded Nood| ”““3‘:,5:;;:“' VM-8

Vil

¥

§

Clermont Sugcr Hiah Speed Noodle Cutter, Tyre NA-4 working in con- = y _
Junciion with the VMP-3 lor continuous 1600 Ibs, per hour operations, Clermont 'aurcr High Speed Nowdle Cutter, Type \H‘\uuklng in i L
FOR THE SUPERIOR IN NOODLE MACHINES }umllnn with the VMI-3 for continuous 160 [bs, per honr opevition, ‘
{

1

1T’s ALL ways Clmont!

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

; ' VMP-8 with short cut attachment, TAILOR‘MADE FOR THE NOODLE TRADE
Available with or without vacuum process

Two speed motor affords flexibility for 1600 1bs, or 1000
C apaClty range =y, pc[r hour or any two lesser out’;':uls can be arranged.

DOUBLE VALUE FOR YOUR MONEY:
High Output
Quality Engineered
Peak Efficiency
Cuts Costs %
Solves Your Processing Problems

VMP-3 with short cut attachment,

=

ALZE screw for slow extrusion for better qunli:y.

ngiﬂeerﬁd for simplicity of operation.

GIVES DOUBLE PLUS TO YOUR PRODUCT:

Brighter Appearance

s controls. Automatic proportioning of water with flour, Consi ! !
onsistenc
atChlc Temperature control for water chamber, Better Texture and )]

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

-
EIE !HHHII

. i 1 | Y
h 4 1 one piece housing. Easy to remove screw, easy to clean, Fives Kyt |
& n Y No separation between screw chamber and head. R
41 | e
F ery designed die gives smooth, silky-finish, uniform sheet, ; | i
&1 | W8
¥ enclosed in steel frame. Compact, neat design. ‘ | --:
& Ota“y Meets all sanitary requirements, : .'.'
lr h «

%’”_’”JM‘%”Q 53 :::-:rz :‘:agz::u:‘ s:“:,sx : Weke Your Dough Wik ) _ ”Z,_ _f
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Sales Up For International

International Milling Company at ils
a* 1ual stockholders meeting in Minneap-
olis announced the greatest volume of
sales in its GG year history.

During the fiscal year which ended
August, 81, more flour, formula feed and
other company products were produced
and sold than in any previous year, Bulk
shipments of products in the company's
fleet of specially built bulk. railroad
cars and trucks reached an all-time high.
Payments for wages and retirement bene-
fits were also greater than any previous
year,

Profits Down

The annual report showed profits of
$1,874,405 which compare with last year's
net of $4.861,804. Earnings per share of
common stock were $6.34 compared to
$7.01 last year,

In a letter prefacing the annual report,
Chas. Ritz, chairman, and Atherton Bean,
president, «aid that “the long strike at
Humberstone (Ont.,, Canada) was in part
responsible” for the decline in profits,
“but the principal cause was the intense
competition which characterized the
United States milling industry.”

“We are hopeful that the industry's
wresent level of production, which is the
righest in years, will bring about an im-
provement in mill =arnings,” the letter
concluded.

Stockholders were also told of the suc-
cessful marketing of several new products
for the bakery trade,

At year's end, the company employed
4,228 ‘men and women in the United
States, Canada and Venczucla of whom
2442 are members of the company's
profit sharing retirement plan which is
now in its seventh year.

For the fiscal year just ended, the com-
pany contributed §410,343 10 the profit
sharing retirement plan thus boosting the
total amount in trust 1o $3,378,000 to be
used for [uture benefits of employce
participants,

In South America

In July, Malines Nacionales C. A,
(MONACA), a company affiliate, com-
pleted a modern, pneumatic four mill at
Pucrto Cabello, Venezuela, This was the
first plant expansion outside of North
America for the company.

Also in July, the entire output of an-
other Venczuelan mill was contracted for,
This brings the company’s total capacity
in Venczuela to about 6,000 hundred.
weight daily.

The annual report stated that during
the year, the company released its bulk
flour handling patents to the baking and
macaroni manufacturing industries pro-
viding them with the results of over four
years of company research and pioneering
in the bulk handling of flour and other
products. ;

During the year, a new experimental
rescarch farm went into operation at
Courtland, Minn. This was the first phase
in a five step farm building program at
Courtland, the annual report said.

HENRY BONAMICO

Prince Sales Director

Henry Bonamico of Lawrence, Masa-
chusctts has been named National Direc-
tor of Sales for the Prince Macaroni
Company, He was general manager of-
Prince Melsenzahl Food Products, Inc.,
in Rochester, New York and formerly was
factory manager for Bendix Aviation in
California. He will coordinate all sales
and promotion activities of the Prince
Macaroni Company and its subsidiarics
throughout the United States.

Twenty-Five Year Club

Two Hoffmann-La Roche employces
have recently received awards for comple-
tion of 25 years of loyal service, Parke
Richards, Jr., who recently was made
Director of Sales Operations of the com-
pany’s Roche Laboratories Division, re-
sides at 53 Alexander Avenue, Nutley,
N. J. Lee F. Donley is a member of
Hofimann-La Roche’s Vitamin Division
and resides at 1 Covington Lane, Clayton,
Missouri,

Mr. Richards was presented with his
centificate of membership in the Roche
25 Year Club by President L. D. Barney
and Industrial Relations Vice President,
P, J. Cardinal. In addition to the check
cach member of the group reccives from
the company upon indoctrination, Mr.
Richards chose as his commemorative gilt
a ring carrying on the inside a miniature
plaque of the Roche trademark, His asso-
ciates from his immediate department in
Nutley also honored him at an informal
party.

Mr. Donley was initiated into the
Roche 25 Year Club during a sales meet-
ing of the Vitamin Division in Haddon
Hall in Atlantic City, President Barney
and General Manager of the Vitamin Di-
vision, R. W, Smith, presented him with
his credentials, check and gift at the Di-
vision's dinner. For his commemorative
gilt Mr. Donley chose a sterling silver
coffee set,

A total of 42 members of the Hoffmann-
La Roche personnel now constitute the

_ Roghe 25 Year Club, in addition to 13
retir@: employees.

PTYTR
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New Monark Executive : .

Mel Krigel; Vice President, Mopy
Fgg Corporation has announced thay gy
Joern has joined their organization 4
Sales Exccutive and will handle wly ¢
froren and dried egg products thioeg,
out the United States.

Mr. Joern came to° Monmk from de
Cremeens-Bealrd Company, Chicago, fi
ten years he was with the Ocomo Foudy
Company, Omaha, Nebraska where i
dirccted the sale of dricd and from
epg products, Prior to this he was wid
C. A, Swanson & Sons in Omiaha, Fils
delphin and Washington, D. C,

Mel Krigel pointed out that Monal
las greatly expanded their Lreaking and
drying operations  this year, and the
addition of Bill Joern to their staff vil
vastly improve customer services, Jill b
well known to the trade, having ke
instrumental in the development of
eral prepared food items involving diid
cgg products, He will be located at e
headquarters of Monark Egg Corpon
tion in Kansas City, Missouri,

Forsythe Elected

Dr. Richard H. Forsythe has bem
clected a vice-president of Ienningea
Foods, Inc.

Dr, Forsythe began his association wilh
Henningsen when he was a gradu
student at lown State College and b
formally joined the organization in 19}
as director of Central Laboratorics ia
Springfield, Missourl, Since then, he has
covered a great many technical aspects d
research, quality control and technic!
services and sales, Dr, Forsythe has m&
valuable comributions to the entire
dustry and this year was recipicnt of th
Institute of American Poultry Indusirid
award. He is credited with organint
and directing a collaborative study reet
ing in a standard method of determining
yolk color in egg products.

In his new capacity, Dr. Forsythe sl
continue many of these activitics but
primary responsibility will be to <
Henningsen customers in & tedhnic
sales capacity. He has much experient
in the function of egg solids in the €
and bakery fields as a result of his ad™
ties "as pouliry products technologht
rescarch administrator, indusrial ¥x*
tist and educator,

More EyMppeﬂl in the package!
| More TﬂStB-Apl’Bﬂl on the table!

On the grocer's shelf they reach for it first...ut home they
go for it most — if it’s macaroni or spaghetti made from
quality semolina and durum flours milled at the North
Dakota Mill and Elevator from 100% durum wheat.

Perfection Advertising
A winter drive for Perfection
macaroni products has been annouts
by West Coast Macaroni Conmpany:
Advertising will be carried on new
casts over two Bay Area raliv a2
KCBS in San Francixo and KL ¢
Oakland, In addition, the firms will ®
space in newspapers throughout nort

Grown ond milled in the heart of the world's greatest durum area
California, Z
The campaign, according Ilﬂ.s"‘"‘"' NORTH DAKOTA AND ELEVATOR
is dlesip

| I
manager Julio Didonato, - - Floar Miling Divisien | I l “ Grand Forks, Norik Daketa
capitalize on the heavy demand “:‘ : .
aroni products during the cooler W “
season.
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Chicken and Noodles

HICKEN and noodles e oldtime

favorites . . . and a particularly good
buy now with chicken on the govern-
ment's Plentiful Food List.

Supplies of broiler-fryers are likely to
he 12 pereent ot more larger than in
Janwary a year agn. This hountilul sup-
ply can be a real pacesetter for Januiry
entertaining, as well as hearty Family
meals.

Here are some National Macaroni In-
situte recipes which put ciicken andd
poodles  into the “something  spedial”
(liss:

Roast Chicken with
Fruit:-Nowmdle Swufling

1 tablespoon salt

3 quaris hailing water

9 oz, or 1 cups fine egg noodles
cup butter or margarine
medinmaized onion, diopped
medinmesized apple, chopped
cup cooked prunes, pitted and
chopped

aup chopped parsley
teaspoon silt

teaspoon pouliry seasoning
G-pound roating chicken

Salt

Melted it

Add 1 tablespoon salt o rapidly boil-
ing water. Gridually add noodles so thint
water continues to hoil. Cook imcovered,
stirring occasionally, until tender. Drain
in wolander,

Meanwhile, melt butter or wargarine:
adkd onion and apple and saute until wen-
der. Adid noudles, pranes, panstey, 1 iea-
spoon salt ad poultry seasoning; mis
well, Rub badv and neck cavities ol
chicken with salt. Stull with noodle mis-
e, Fasten with skewers, Plhe on rack
in shallow roasting pan. Brnh with fat
Bake in slow oven (325%) about 3 hours,
ar until meat thermometer egisters 190°,
Brosh chitken with Lt dwing  baking
peviod,

———— w

And Fur Lelovers

Real gond for left-overs or giblets s
this redipe to Monday Nowdles, which
makes Tour o sis servings:

Paul Reining, Sr. describes products to a
group of visiting ladies.

Roast Chicken with Fruit Noodle Stufing.

Monday Noodles
Chitken giblews (liver, heart, girzard
and nedk)
aups boiling salied water
2 tablespoons shortening
Ve cup chopped onions
V4 cup chopped green pepper
(07, CAN Lnmato prste
Uz, can toaialoes

I teaspoon salt

# o or | cups e noodles

Add heart, gizzard and neck o boiling
salted water. Cover and ok over low
heat until tender, about 45 minutes, Add
liver and ook 15 minutes, Draing re-
serve stock, Dice giblets. Melt shoriening:
adid onions and green pepper and cook
until tender. Stir in wmato paste and
fomstoes: simmer about 20 minutes, Add
giblets.

Meanwhile, heat reserved stock 1o boil-
ing point; wdd 1 teaspoon salt. Gradually
add noodles so thae stock continues W
hoil. Cook uncoverad, stirring occasion-
ally, until wender. Drain in colander.
Serve sauce over noodles,

G
9

Business Built
On Famous Dish

Chicken dinners at the Smithwille Ton,
famons around the world, have put the
Paul Reining  Gamily it the nomdle
business.

The Inn in Smithville, Ohio has been
famous since 1818 for it familysiyle
service of excellent chicken and noudles,
The seputation of this cating establish-
ment diew i cientele from all over the
state, o as the busines grew there wis
a demand for the items that went along
with the mical, Consequently the Rein-
ing” family began  manufacuring  and

ﬁ}wm-m YN e 15T
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Time's

aging process knows no dis-
tinction, whether it be in the realm
of friendship or the field of technological
advancements,

We bow to time's onward march—endeavor-
ing to make our old friends grow dearer, our
new friends more cherished, and our serv-
ices to the industry more scientific, expedi-

tious and economical.

D.MatLbaR! & Sons, InC.

packaging noodles andd put out a
pared muflin mix,

Noodles are sold under the Ton Ml
label. The product is enriched amd oo
tains more than 127, cgg solilds, lee
packaged in a cellopline hayg with
bright blue label showing the lid stz
coich that used in stop at the dnn ha
in the 180,

Faul Reining, Jr. manages the
facturing establishment located on Pt
Wiashington Road in Millershurg, Ol
The plant and it facilities we ol L
the  public, amd  women's  group I
quently tour the plice. On wiasion et

are accompanied by i or 02 AAmerica's Largest Die Makers . od
(f.'unlrl'llu'd on next i) /‘9 < Cp
% 557 THIRD AVENUE & Q
~ BROOKLYN 15, NEW YORK \\«S’ O

U.S. A ?&;ﬁ"

N,
2 34
SEMENT contmuoUs

Paul Reining, Jr. discusses P
with Food Inspector R, F. Clarke.
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Catch the Calorie-Counter

C:\I.ORIE—FOUNTERS are fair game
right after the holidays. They usu-
ally do too much festive feasting and
then make resolutions they find hard to
keep.

Then is when you can hammer home
the idea that the average serving of spa-
ghetti or macaroni product has less cal-
orles than a small red apple,

Here's proof for the skeptics, menus
that are a cinch for losing weight from
the National Macaroni Institute:

Menu: 59,7 calories

Nibblers: 1 celery stick, 57 long (3)
1 large stufled green olive (7)

1 scallion, 54" long, 14" diam, (4.6)
Slim Jane Macaroni and Cheese (425.9)
Buttered Green Beans (14 ¢ cooked, 13.5;
Ve tsp. butter, 18)

Minted Fruit Cocktail (6 ths, canned fruit
ceaktail and juice, 70; Y4 tsp.
creme de menthe, 8.3)

Black Coffee or Tea

Recipe for
Slim Jane Macaroni and Cheese

(Makes 6 serving)

1 tablespoon salt

8 quarts boiling water

2 cups clbow macaroni (8 ounces)

1 tablespoon butter or margarine

I tablespoon all-purpaose flour

8 tablespoons non-fat dry milk solids

1 cup water

I cup creamed cottage cheese

| teaspoon onion salt

L4 teaspoon pepper
1 12.0unce can luncheon meat, diced
2 tablespoons chopped parsley

Va cup grated Chcd(lar cheese

Add 1 tablespoon salt’to 3 quarts rap-
idly boiling water, Gradually add maca-
roni so that water continues to boil. Cook
uncovered,  stirring  occasionally, until
tender. Drain in colander.

Melt butter or margarine; add flour
and milk solids and blend. Gradually add
1 cup water and cook over low heat,
“stirring constantly, until thickened. Add
macaroni, cottage cheese, onion salt, pep-
per, luncheon meat and parsley; mix well.
Line a 10x2inch skillet with aluminum
foil. Turn macaroni mixture into skillet
and 1op with Cheddar cheese. Cover and
bake in moderate oven (350°) 45 minutes,
Total calories; 2552,

Menu: 5349.5 calories

Hot Chicken Bouillon (2)
(1 bouillon cube)

Deviled Cheese-Macaroni Rumekins
, (864.9)
Buttered California Green Asparagus (30)

(6 medium canned green asparagus
1) stalks, drained, 21; 14 tsp. buter, 9)
i Tomato and Lettuce Salad (39.6)

3 (Ve medium tomato cut in wedges, 15;
3 unnlL_I_r‘.:al\n lettuce, 5; 1 tsp. com-
wfercial French dresing, 19.6)

I Zippy Citrus Cup-(47),
{14 ¢. orange sections, 22; % ¢ grapefruiv

e Rea i ook s LT Gt

January, 193

)

Macaroni and cheese for welght watchers, The recipe for Slim Jane Macaroni

calorles, Mighty good eating and not a bit fattening.

sections, 20; 1 1bs, ginger ale, 5)
Skim Milk (66)
(1 6 oz. glass)

Recipe for
Deviled Cheese-Mararoni Ramekins
(Makes 8 servings)

1 tablespoon salt

8§ quarts boiling water

2 cups elbow macarani (8 ounces)

2 10V4-ounce cans condensed cream ol

mushroom soup

2 teaspoons salt

2 medium-sized eggs, slightly beaten

2 cups grated Cheddar cheese

(about V& pound)
Y4 cup chopped parsley
14 cup chopped onion

2 tablespoons prepared mustard

Y4 cup grated Parmesan cheese

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

Meanwhile, combine soup, 2 teaspoons
salt, egg, Cheddar cheese, parsiey, onion
and mustard. Add macaroni and mix
well. Line 8 individual casseroles with
aluminum foil, Turn macaroni mixture
into casseroles. Sprinkle with Parmesan
cheese, Bake in hot oven (400°) 20 min-
utes, or until lightly browned. 1f desired,
garnish with radish slices and parsley
sprigs. Total calories: 20194,

Chevron Macaroni Casscrole
(Makes 4-6 scrvings)
1 tablespoon salt
3 quarts boiling water
2 cups elbow-macaroni (8 ounces)
_r1pVe-ounce can condensed cream

ol mhmomampp,g._ o

1 cup milk

1 cup grated processed Cheddar cheee

(about 14 pound)

1 teaspoon Worcestershire sa
Pepper

1 12-ounce can luncheon mi
14-inch strips

water, Gradually add macaro

when sefved with buttered green beans, fruit cocktail, and black coffee totals less than 550

Januarys 1Y

| VOULL GET A BIGGER SLICE
| IF WE BAKE A BIGGER PIE. ..

{
|

You will sell more of your brand of
macaroni products if the market is
I expanded.

|
|
i
|

Learn how the National Macaroni
Institute is creating greater demand
for macaroni, spaghetti and egg noo-
dles . . . and how you can tie in to
sell more of your products.

Write for detalls:

| THE NATIONAL MACARONI INSTITUTE

Box 336, Palatine, lllinois

and Chees

e
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= The ﬁt.“ ending to a successful Convention!
' a side-trip cruise while in Florida.

(g 100% AIR CONDITIONID
STROb . YARCELINE

1 Koets + Rades Gqwigped hoe yout Salety
Pitk yawr Datn o Pick your Price « Pick your Ports

e ST INDIES aud SOUTH AMERICA

Modera Ship — Swimming Pool, Sun Dech, Lacellent Curnine and Service
— SHIP YOUR HOTEL ALL THE WAY
oy

,‘ﬂ:L_.

PORT ANTONIO
KINGSTON ] Jemaia {British)
CIUDAD TRUNLLO Do (§panish)
SAM JUAN Puerts B (V1)
ST.THOMAS  Yigin lilonds (US)

Fob. 14, Mor, 17 Apr. 4, 2);

Saih 4 PM » Returm 8 AM

Summar sehedule to be announced

Jon. 39; Feb. 14 4 PM oRelutns [] AM
Summet 3¢hedul annaunced.
CURACAD Nethorlands W.lndias (Dutch)
CIUDAD TRUNILLO Dom. Rap. [§panish}
PORT-AUPRINCE  Waitl (Franch)

= from J’W‘ ; % '“!_“o-!'“ mm_

3-DAY WibK-INp NAVANA CRuisE | 4-DAY NAVANA und NASSAU
Evary Friday Every Monday
ALLLXPENSE am 355, 502 04 1 ot ALLEXPENSE Fram $7 5
ROUND TRIP [1om 40, Sais fui H_—‘ :';L": £.PM + Returm Fri. L AM
ONEWAY  fiom 25, Reluim Mon JAM -y H‘.“.u"":"“‘w s
@ Plasse wiile for dusorjptive foldsr, Rbta ing!
EASTERN SHIPPING CORPORATION Genl Ayent

Fooe t P () hus BB Mam & Tia « Vet PR B BIIY ooee your Trowel Rgent

PORT ANTONIO

KINGSTON ‘ Jsmelcs (itish)

Jan. 23 Mer, 10,20 (Ester Crune)
pr. |
Sails 4 PM + Retuens § AM
Summei 1chedule 1o be announced
14-DAY w5
PORT ANTONIO

XINGSTON Jamakn (British)
CRISTORBAL  Ponama ((omal Zona)

Open dusly neluding Sundoy 8 10 o m 10 3 10 p m

i, cut in

Add 1 tablespoon salt to r.'npi::liy'll:ﬁur:t‘ l lT T AKES Two
\

watcr continues to boil, Cook

stirring ocasionally, until tender. Drain

in colander,
Combine soup, milk, cheese,

shire sauce and pepper: cook over lo¥

heat, stirring occasionally, unt
melted, Add  macaroni and
meat, reserving 6 strips lunc

for garnish, Line a 1V4 quart (a0 Iy
with aluminum foil. Turn macaroni ™ gy

ture into casserole, Place mea
top of casserole to form chev
under broiler about § inches
10 minutes, or until lightly br
sauce is bubbly.

Business Built
(Continued from page
he Pure Food Division ol

Department of Agriculture, amd the &

relationship  which exists Ix

ot ¥
manufacturer and  the l)up.uumnl

noted and approved by the

‘The Reinings, by nature k0%

always have chicken and g

able for their guests. Mr. Reining ¢

the groups at the end of their
about their products and mar

losophy. He has proven conclusively £

there s a ready market for
product, attractively packagel
sonally sold, In spite of in

petition on_ every. side. .
A yi- g s

uncosered

[ The National Macaroni Manufacturers Asso-
I ciation, trade association for macaroni and
noodle manufacturers and their allies in the
Lnited States and Canada, serves as industry
1epresentative, spokesman ard clearing house
ol information. Members receive bulletins, re-
perts, surveys and are called together period-
ically for meetings and conventions.

Worceter

il dheese
Juncheon 1
heon meat ]

t strips 08 N
yons. Pt
{ram hest

n\\'llﬂl ll"

_The National Macavoni Institute is the uh-
| lic relations organization for the industry, dedi-
| cuwd o product promotion. Counsel is retained
to prepare features, photos, and recipes to dis-
tibute through every medium of communici-
tion. Members receive advance news on public

ity and promotions md are kept informed of
1esults,

\
|
|
!

mo.

the Oh0

T : .Il takes two organizitions to do the job, Mem-

pween hets agree it doesn't cost — it pays. Write for
details,

onsumet®
unts

wlivs avd

(2 e MACAR
ANUFACTURERS ASSOCIATION

BOX 336, PALATINE, ILLINOIS

plant todt
keting

aq iy
| and P
Lense (0%

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

1=Vitamins and Minerals Enrichment Assays.

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

3-Semolina and Flour Analysis,

4—Rodent and Insect Infestation Investigations.
Microscoplc Analyses.

5-SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
New York 7, N.Y.
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PETROSPECTIONS
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35 Years Ago
o A review and general forecast of the
IM21 prospects in the macaroni industry
indicate  that “favorable  clements pre-
dominate.”
e The American wheat crop for 1923
represented 2045 of all the wheat grown
ithroughout the world in that year the
Canalinn harvest represented 1895 India
produced 195 France followed  with
1%
o Appreciating the value of public good
will, the Keystone Macaroni Co., Leban.
on, P, opened its plane 1o public in-
spection, After guided tours showing the
manufacturing process, visitors were given
samples of the finished product.
e Canada won the Durum Wheat Cham-
pionship at the Imernational Livestock
Show in Chicago.
o From heer 1o cheese!="The Pabst Brew-
ing Company of Milwaukee, Wisconsin,
wis converting a portion of its brewery
plant_into a cheese manufacturing and
distributing depot
e The Fortme Products Gompany, Chi-
cign,  Nlinois, has registered  “Fortune
Shells” as a brand pame for its shell e
aroni products.
o ‘Ihe John W, Cancpa Company, Chi-
cigo, placed it *Red Cross” team in the
Chicago I|||Iu\1riaLll;hkulh:|Il League,
25 Years Ago
e Southern California macaroni wanu-
facturers, spearheaded by 5, Nunviato, E.
e Roceo, John Kuhl, A, Spadalora, N,
Costit sl T, Lozze, got a Code estab.
lished under the sanction of the Cali-
fornia Recovery At
® Time and Lk of strict enforcement
has dulled the enthusiasm and support
of the Governmemt Blue Eagle Pledge.
o The C. F. Mucller Company, [ersey
City, N. ] acording 1o Food Field Re-
perter, spent 12500 for magasine adver-
tising in 198%; the 1L | Heing Company,
Pittshurgh, spent SIZLEGY w0 popularize
ity canned spagheuti.
e The I, ], Grass Noadle Company, Chi-
vy Hlinais, sponsored a0 Gomd - Will
Dinner in the Del Prado Hotel, Decem-
lier 9. in appreciation of the Taithfulness
al ity employees and the loyalty of s
usiness friemds. About 100 guests enjoyed
the seven course dinner featuring noodles
in varied styles.
o b Fillippone & Company, Passaic,
New Jensey, has registered its “Amorini®
and “Arumvini” trademarks.
o Herman Baur,/founder of the Baur
Flour Mills5t. L., Missouri, died . Jan-
uary 1. ; ™

15 Yeurs Ago
o According 1o figures released by the
Government, the war cost nearly $%10,
140,000 dhaily.
o The Army wis the "Worlil's igpest
Baker,” producing wore than any com-
mercial company. The combined produc-
tion of all army garrison hakerivs was
1250000 pounds of bread per day.
o The St Regis Paper Company  sug-
gested that users of multi-wall paper bags
give thought to simplification and stand-
ardiztion of orders so as not 1o retard
wartime production.
o Fint Lu Joseph A, Gioia, 21, son of
\lonso Gindi, past president of NMMA,
wits awarded the Silver Star medal for
gallamry in action with the "Third In-
Fatry  Division of the Fifth Army in
Italy.
o The Mdvisory Commitiee of the War
Food Adiminstration recoming sled a sur-
vey of the Dry Soup Mix vy ary regard-
ing their requirements o yical mate-
rialy and supplices.
o V. Viviano R Brothers Macaroni Mianu-
acturing Co., St Louis, Mo, wits once
more in the hands of Vito Viviano, who
founded the firm forty years ago.
o Government  agencies  hought  more
macaroni products in 1HS an in the
preceding 150 years.

5 Yeuars Ago
o Lloyd Skinner, NMMA vice-prosident,
crowned the 1931 Macaroni Queen
Devils Lake, North Dakota, October 17,
1o celebrate National Macaroni Week.
o NMMA Director Vincent DeDamenicn,
Golden Grain Macaroni Company, San
Leandro, California, presented o giant
wacaroni key to Miss Macaroni for the
West Coast,
o The support the macironi industry
gives the durum growers was graphically
displayedd by presentation of & $1,000
theck o the North Dakota Agriculwral
College at the 1953 Durum Show.
o Fred Birkel, of Stugart, Germany,
adddressed the New York regional meeting
at the Belmont Plaza Howel in November
o manufacturing  problems abroad,
& Theme for the Grocery Manufucturers
of Americn  Annual  Meeting  in - New
York City in November: Free Enterprise
Is Not Free—It Must Be Earned.
o ‘Phe lile of Guido 1% Merlino, NMMA
Director, was picturel in the Seaule
Times s a rags-to-riches success story.
e Charles €. Rossotti, Rossotti - Litho-
graph Corporation, North Bergen, New
Jersey, was reelectee director of the Label

» Mk faciurers National Association,
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~.LASSIFIED
ADVERTISING RATES
Display Advertising Rates on \ pliciig
Want AdS oo T Cenis Pt Line

FOR SALE — Clermont Noodle Cut er, vy
live sets standard cutting  widily p
Dough Dreaker, Noodle Dryer consisiing 4
iwo units, Preliminary Dryer and ligy
Drver, In excellent combition, in openy
now, Reasonably priced. Write g 1y
Macaroni Jouwnal, Palatine, inois,
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ABC’s of Macaroni

{(Continued from page 19)

Use cither folded medium g noodls
or folded wide egg noodles with 3®
sauce, or try them buttered anl nlmnﬂni
with parsley or chives, chopy | almonh
POppy or carawiy seeds, Nice with s
hraten, pot Toast, curries, sicos.

Gnocehi are  dumplingsh pedd m:t;
roni; goodl in soups, Spagheti s 3 '
like shape, Spaghettini are thin spaghett
Vermicelli are extri-thin spazheitd 87
with sauce and in soups. |

Egg nowdles are ribhonlike b ngile. o
they come in three widths = fire. umlmﬂ;
and wide, "They nay be vepetalile ot
with spinich, curots, or Lonutiks: -

Gut J'mghrm' has an elhow _sll-l[l'- b
it us you woulil elhow macaront. Lingt
is flat spaghentd, ‘T'ry it with tonato uu:]'
parsleyed gurlir-.-lml-nlIrc-nil sty OF
rious sea-fomd siuces.

Both bows and small boas J"'.f'
noodle products, shaped like I'mw l;*m_
butterflies. Good topped - with t‘\h‘
meat, vegetable, or seit-food sauce: ’
be ustdl in casserales; nice in salaily ¥
vegetables.

INSIDE SCIENCE

The Vital Story of

MACARONI ENRICHMENT

by Scicnce Writer

This is the Jowrth ariicle In @ sevies devated 1o the ttory of cereal emvichment

Dramatic results have been re-
corded about the value of en-
richment in improving health,
From the United States, the
Bataan peninsula in the Philip-
pines, Newfoundland and many
- other parts of the world comes

word of the great benefits which result from enrichment.

For years, some forward-looking manufacturers of
macaroni and noodle products have used enrichment to
make their good foods better, They know that enrichment
restores important vitamin and mineral values which arc
unavoidably lost in milling, and they recognize their
responsibility to provide the greatest health-building
benefits for the public.

Enrichment is really n simple process. It adds the fol-
lowing essential elements to the food during manufacture

Thiamine—also called vitamin By, This vitamin helps
to build physical and mental health, It is essential for
normal appetite, intestinal activity and sound nerves.

Riboflavin—also called vitamin By. This vitamin helps
1o keep body tissues healthy and to maintain proper
function of the eyes, It is cssential for growth.

Niacin—another “B" vitamin, is nceded for health

| body tissues. Its use in the American diet has done muc

tonuke a serious disease called pellagru disappear.

Iron—is a mineral used in all enrichment. It is cssential

for making good, red blood and preventing nutritional
anenna,

Products made from semolina may be enriched by two
methods, One uses small square wafers which contain
all the vitamins and iron necessary o enrich 100 lbs.
The wafers break up in a small amount of water which
Is then added to the paste. For manufacturers who use
the continuous press method,
a powdered concentrale of
the vitamins and iron, calle
a premix, is available. This

is added by a mechanical
feeding device.

“Macareni is wied el

denig, Iy
Pl 'l::l‘lu all ali

In the gemeric
LI
abaiti, famu‘, ,u:: :l'.

These are the minimum and maximum levels, in milli-
grams per pound, required by the Federal Definitions
und Standards of Identity for enriched alimentary pastes,

Min. Max.
Thigmine (vitamin By).vvveeveeerens 40..0... 50
Riboflavin (vitamin Ba).vovveerannss LT 22
Niacin ...... R i e L)
Iron cocveennes S (| T [ 4]

NOTE: These levels allow for 30%% to 5055 losses in
kitchen procedures.

Nowadays scientists are able 1o “build” duplicates of
many of Nature's essential complexes in the laboratory.
This has happened with many vitamins. First the chemi-
cal composition is learned and the pure substance is
isolated, Then a “duplicate” is made which is identical
chemically and biologically with Nature's product, A
vitamin is u vitamin regardiess of its source just as sult
is salt whether it comes from u mine or is evaporated
from the sca. So cfficient is large scale manufacturing
that vitamins are sold at a
lower cost than if they were
extracted from natural
sources,

The Hoffmunn-La Roche
people, who produce a
good percent of the vita-
mins used in enrichment,
use amazingly complex
processes with scientific
production controls. This
requires modern, special
equipment filling whole
buildings, cach one a city
block square and miny
storics high.

The combination of scientific rescarch, thorough know-
how and mammoth manufacturing processes—plus the
far-sightedness of leaders in the macaronl industry—is
helping vitally to make pood macaroni products better.

This article, reprints of which arc availuble without
charge, is published as a service to the macaroni industry
by the Vitamin Division, Hoffmann-La Roche Inc.,
Nyutlcv 10, New Jersey. In Canada: Holfmann-La Roche
Lid., 1956 Bourdon Street, St. Lat .ent, P.Q.
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See you in
HOLLYWOOD!

(Florida, that is)
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Yes, “Mr, 1" —symbol of Tnterm bl
tional Milling Company and ity ‘
N

Quality Durum  Products — hopes
o see you in Hollywood, Florida,
this month lor the NMMA winter
mecting at the Hotel Diploniat
West.

"\\

W

¢ welcome these mid-year oppo
tunities to mix business with pleas
ure and to discuss, informally, ou
mutual  industry  problems  an
plans for the Tuture,
See you in Florida!
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I'tL I NG COMPANY‘

A

R

RT3 A0 LA Sy 2

e

s S R L B i S AR

T

.~

S —




