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The Finest For You

Amber Milling has again secured the finest
Durum Wheats grown this season to assure you
of continued uniform color and quality in

each shipment of Amber’s Venezia No. |

Semolina and Imperia Durum Granular.

You can always depend on owr best to safeguard

the quality of your best . . . and you can

Yes! Your macaroni packsge can deliver FREE advertising power - with 100% “purchasing count on prompt shipment each time you order.
ageni® readership | That's if is a ROSSOTTI-designed package, because ROSSOTTI powers
it with ;

o A real-life visual of your product ém wse...to fan consumer interest to “want-
it-now"” appeal !

e A scientifically designed, distinctive trademark, and instantly visible hrand
and product identification...to capture consumer attention, build package
recognition |

e Ideas for related-item tie-ins or premium promotions...with a rare o, por
tunity for multi-exposure advertising a# mwo extra cost !

o Economical, t0o. . . looks like a luxury carton but costs far less than you tl:‘ak!

Your package, too, can gain hard-selling advertising or promotional power...and inc =ased
selling vigor over related products as well! Write us today to learn how.

| AMBER MILLING DIVISION
Eosso//i il Neomiion

“EIRST IN MACARONI PACKAGING"

—"
A reliable source of supply since 18% MILLS AT RUSH CITY, MINNISOTA [ ) GINIERAL OFFICES, ST. PAUL 1, MINNISOTA
'}‘ Esscutive Officon Weslern Divislen Caniral Divislen
§ ROSSOTTI LITHOGRAPH CORPORATION ROSSOTTI CALIFORNIA LITHOGRAPH CORP. ROJSOTTI MIDWEST LITHOORAM coir. B
?i North Bargen, New Jeriay San Franclice 24, Calltemia Chicage 10, lilinsls

Sales Offices: Rochester @ Baston ® Philadelphla @ New Orleans @ Los Angeles @ Orlando @ San Juen

Novemae 1959




'.f

he

MACARONI

JOURNAL

November, 1959
Volume 41, No,7

Ofices

President ........cvv00000 . Horace P, Gioia
1st Vice Pres, ........Emanucle Ronzoni, Jr.
2nd Vice Pres. «....v.00.0 Albert Ravarino

3rd Vice Pres. .o.ovvvaveeo Fred §
Secretary ........:1000...Robert

afora
. Green

Research ......cv0vv000..James J. Winston
Emeritus v.ovvvvvaveesvnssss. M. J. Donna

:biracfard

Region 1 Joseph Pellegrino

Region 2 Saverio Arcnsa
Emanuele Ronzoni, Jr.
Raymond Guerrisi

Region 3 Horace P. Gioia
: Albert 5. Weiss
Region 4 A. Irving Grass
Henry Rossi
Region 5 Albert Ravarino
Peter ). Viviano
Region 6 Kenneth ). Forbes
Ralph Sarli
Region 7 John Laneri
Region 8 A. L. Kawskee
Region 9 Paskey DeDomenico

Region 10 Vincent DeDomenico
Region 11  Alfred Spadafora
Edward DeRocco
At Large  Robert 1. Cowen
Vincent F. La Rosa
Nicholas Rossi
Walter Villaume
Jerome L. Tujague
Robert William
James T. Williams, Jr.
Past Peter La Rosa
Presidents  C. Fred, Mueller
Lloyd E. Skinner
C. W, Wolfe
Louis S, Vagnino

Subseriplion ralens

Domertle o onvvviisnracnssssnsses «33.00 por yoor
Foralgn .oouenen dessinansranns v+ $4.00 par yeor
Single Copies +evevianrvvrvnrssrmassnnenie il

Bock Copies ccvvvvsvnnsssanrnnnn. dasee

ceeedde

Official publication of the National Macaroni Manufa.
turers Association, 139 N, Asbland Ave., Palatine, linois,
Address all correspondence regarding adverlising or edi.
torial material to Robert M, Green, Editor

Yourll Find

Retail Grocery Store Trends .....oovecinnniiaens 3
Plenty of Publicity for National Macaroni Wecek .. 8
Convention Coming Up .vvvvvvrvrevrersriiiinn il
Colonel Cuneo Passes On - John Jeffrey Mourned ..
Plant IMPrOVEMENTS . .uuusvsssarnanssnarisnsises 16
Abotis Bgs s (isaesnsiisveisrsns e s il

Durum Data - Crop EStimate «.....ovverrirsee oo B8
About Millers - Macaroni at Seaway Celebratici: .. 3
New Light on Grain Dryiog ......oveevneer w00 3
RELrospPections ...vveveeresrsarsersnsnnares oo Y
Index to Advertisers ........cccoaovuivvrrinins i M

alfif p‘olo

Spagherti is a good mixer. Blended with Swiss ¢l esennd

seasonings in a pretty ring mold, and filled witi a o
sauce of ham and mushrooms, this dish is delic, us
attractive as can be, Spaghetti is a real help to the &
tertainment budget.

National Macaroni Week release by the Natioual M
aroni Institute,

—

The Macaront Journal Is reglslered with U, S, Patent Offlce.

Published monthly by the Natlonal Macaronl Manufoclurets Avsoclatio®
os Its officlal publication since May, 1919,

Enlerad o1 second-class matter at Palaline, lilinli, addilional antey o
Barringlon, Illinols, pending, under Act of March 3, 1879.
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RETAIL GROCERY STORE TRENDS

A C. Nielsen Company, “world's
largest market researching organiza-
tion," services manufacturers in the
food, drug and allied industries by
gathering continuous factual marketing
data on products sold through grocery,
drug, variety and other types of retail
outlets.

The facts and figures are gathered
by full-time, highly-trained auditors
via personally conducted bimonthly
sudits of rctail stocks and dealer pur-
chase invoices in a scientifically-se-
Jected sample of chein and Independ-
ent stores. The basic field data are
qarefully checked and tabulated, and
in the p.aduction process all data from
the sampic stores are expanded
through the use of electronic business
machines to represent totals for the en-
tire couniry. They have just issued
their 25th Annual Review on trends
in the retail grocery store. Highlights
follow,

Steady Sales Increase

Sales of grocery stores increased at
wn average annual rate of 8.3% per
year since 1950 L» reach @ peak of
$6.7 billions in 1958, Over these years,
independent food markets showed
gains of 5.0% each year on the aver-
age, while chain organizations (consist-
ing of four or more stores) doubled
innusl sales with average annual in-
creasc. of 12.7%.

All :rocery stores averaged a 6.3%
gain i1 1958 over 1057 with independ-
ents ¢ atributing 6.0% and chains 6.8%.

Dui ng the closing months of 1858 a
gener: | business upturn took place,
partic .larly in certain durable goods
indur les, but sales increases of gro-
cery - ores during each bimonthly pe-
ried  ere smaller In the second hall
than - the first half of the year. This
trend - ontinued into 1058,

Ga: s for independent grocers were
18% or the first half of 1858. How-
ever, haln store sales increased 4.0%.

P ™ e S s e -

A brand new A & P supermarket in Palatine, Illinois,

Together the two types gained 2.8%
over the first half of 1958, Tetal sales
in all stores for the first six months of
1959 were $23.61 billion compared with
$22.96 billion the first six months of
1958,

In 1058 sales gains by the nine geo-
graphical areas set up by Nielsen for
tabulation were spotty. Gains in five
marketing areas, New Ergland, Metro-
politan Chicago, West Central, South-
east, and Pacific, excreded the national
average gain of 63%, while the re-
malning four, Metropolitan New York,
Middle Atlantic, East Central, and the
Southwest, dropped below the national
8.3% incrense. Stores in the Southenst
topped those in other areas, with an
incrense of 9.6% over 1957, Two other
areas, Metropolitan Chicago and the
Pacific states, were not far behind,
with increases of 8.0% and 8.4% respec-
tively.

In the first half of 1859, sales trends
continued to show wide differences. At
opposite ends of the country, New Eng-
land and Pacific grocery store gains
exceeded those of other arcas by a
noticeable margin. The Southeast
stores nlso continued their better-than-
average gains. Grocery outlets in the
other six territorial divisions made
only nominal increases. It is significant,

Ocrosza 1959
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nevertheless, that In every area, in the
face of declining prices of a number of
food commodities, volumes for the first
half of 1950 were ahead of the same
period in 1958, Recent grocery store
sales trends by these markeling areas
are listed below. The 1958 and 1859
dollar figures represent millions of
dollars.

6 Mo. 6 Mo, % In-
Marketing Area 1958 1959 crease
New England $1515 $1612 64
Metro New York 1808 1934 1.9
Middle Atlantic 2693 2630 1.7

East Central 36800 0945 14
Metro Chicago 8062 972 1.0
West Central 3268 3336 2.1
Southeast 3242 3364 38
Southwest 2158 2164 03
Pacific 3439 3643 59

Fewer Stores - More Volume

Despite a 10% drop in total number
of food outlets within the tlen-year pe-
riod 1048.58, chains and large inde-
pendent supermarkets did nearly two-
thirds of the total dollar volume in
1958, compared with 44% in 1948. Dur-
ing this decade, chains increased their
share from 36% to 44%, ond the in-
dependent supers scored o striking ad-
vance, moving from 8% of the total to
10%. The remaining large independ-
ents dropped from 18% to 16%, the
medium sizes from 18% to 11%, and
the small volume stores from 20% to
10%.

In one year, 1958 versus 1857, the
combined’ dollar volumes of all chain
and lorge Independent supermarkels
increased from 61% to a 63% share of
total fooul store sales, In the Middle
Atlantic, East Central, and West Cen-
tral marketing areas, there were in-
creases of three points; in New Eng-
land and the Paclfic marketing arecas
the share goins aniounted to a single
point; and in the Metropolitan New

5
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PLENTY OF PUBLICITY FOR NATIONAL MACARONI WEE

National Macaroni Institute Hails Food Industry

National Macaroni Week, October 15
to 24, made a bow to the food industry
for the great plenty of quality food
we have to enjoy. Dairy products, fish,
meals, poultry, CBES, vegetables and
fruits all abound. And all of them gain
variety, nutrition and popular appeal
when they join forces with a member
of the macaroni family. Combinations
are almost endless - from the simplest
family meal to the most gourmet
party dish, Macaroni products’ versa-
tility was pointed up by food editors
all over the country.

Publicity placements provided by
the National Macaroni Institule went
to syndicated columnists and news-
paper supplements as follows:

Gaynor Maddox, Newspaper Enter-
prise Association, carried a column
syndicated to some 800 newspapers
with 25,000,000 circulation with three
menu ideas: Orange-curry Spaghetti
was offered with a company menu for
entertaining; Noodle Egg Custard with
sauteed Canadian bacon and buttered
broceoli for a family dinner menu;
Cheese-Mushroom Macaroni Casserole,
green besns almondine, orange and
sliced onion salad for a supper sugges-
tion.

Cecily

Brownstone of Associated

Press received recipes for Fish Rollups
with Noodles, a simple, colorful one-
dish meal; and Herbed Meat Loaf with
Noodles.

Eggs Benedict take on a new sparkle
when served on delicious egg noodles.

King Features' Joan O'Sullivan was
sent recipes and photos of Spaghetti
with Onion-Beef Sauce and Macaroni
Tuna Cheesee. Alice Denhoff of the
same syndicate received material for
Cottage Cheese-Apple-Noodle Casse-
role, Spaghetti with Chicken Sauce,
and Mush ‘com-Pepper Casserole.

Football Season Specials

Spaghetti specials for football season
entertaining were designed for Edith
Barber of General Features and Zola
Vincent of Pacific Coast Dailies. Ideas
were for n spughetti buffet featuring a
spaghetti-tuna casserole with three
kinds of cheese - American, cottage and
Swiss - apropos for the October Cheese
Festival sponsored by the American
Dairy Associntion; the other called for
chili meat balls and spaghetti.

Jeanne Lesem, United Press Inter-
national, had suggestions for hot dish
accompaniments for sliced rold roast
or cold cuts: Party Macaroni Casserole
for ten; Salmon-Olive Macaroni Casse-
role; Savoery Buttered Noodles,

Philomena Corradeno of Bell Syndi-
cate had Fronkfurter-Macaroni Loaf,
Sherried Spaghetti and Meat Balls, Egg
& Noodle Casserole recipes sent to her.

The food editor of the National
Wecekly Newspoper Service, Ertta Ha-
ley, had features for Mother’s Spaghetti
Dinner und Lasagna made with wide
noodles,

The New York Daily News, West-
chester Dailies and Pennsylvania Home
mown Dailics were all serviced with
Nati=:. il Macaroni Week material.

In the Sunday supplements Isabel
McGovern of Today's Living and Mel-
anic DeProft of Family Weekly had
a choice of quick supper recipes, one
hot and one cold: Tuna Stuffed Eggs
and Macaronl Salad; Sapghetti with
Creamed Beef Sauce. Clementine
Paddleford, food editor of This Week
supplement, hod material for Grand-
ma's Wonderful Macaroni & Cheese,
Spaghetli San Remo, and Fish Rollups
with Noodles.

Newspaper Mailing

A general mailing to newspapers
using color pictured “Macareni et All".
A handsume color photo showed Cali-
fornia Chicken Spaghetti, Macaroni-
Vegelable-C heese Casserole, Swee!-
Sour Ham and Noodles. A special 1e-
lease to the Milwaukee Journal color
syndicate servicing a string of papers
had Macaroni Seafood Medley and

Spaghettl with Shrimp Sauce.

For rural readers recipes rel ised to
Farm & Ranch magazine  cluded
Macaroni Chill Skillet, Tuna Touch.
down Lasagna, Spaghetti with Sauce
Pakistani, Noodles & Pork Chops with
Apple Gravy, Veal Paprika with Egg
Noadles, A general mailing tv farm
papers Included ideas fov Fronkfurter-
Macaroni Loaf, Sherried Spaghettl &
Meat Balls, Egg and Noodle Casserole

Six hundred labor newspapers and
one hundred leading Negro publica-
tions were sent the recipe and phote-
graph for Macaroni Cheese 'n Bacon
The Pittsburgh Courler had o special
release for Mother's Spaghetti Dinner
and Wide Noodle Lasagna.

A mat release to 1500 daily and
weekly newspapers piciared  Savory
Beef Sauce with Spaghetti along with
the reminder that macaroni goes with
everything., National Macaroni Week
slugs were included. To some 75 news
poapers carrying the feature “It's News
tfo Me" macuroni's wversatility wa
played up in the caption “Her Majesty
- Macaroni”.

Clipshect For Food Editors

A clipsheet went to the focd editor
of every Jaily and weekly nu. spaper
in the country. Glossy prints + mat
for illustrations were offered . excl-
sive basis to the first replying fterin
each city. It was pointed out at the

recipes had been kitchen-teste in the
Home Economics Department  The
dore R. Sills & Company in N York
City. Among the Ildeas presc: d was
that of spaghetti as a side di “Spa
ghetti is so good in many di but
don't forget that it's just as ¢ 1 with
many others. Just cook it acc ing 10
the package directions, then 1 light-
ly with melted bulter, garlic  uer
your favorite French dressing  * trya
combination of butter and gr d Par
mesan cheese, poppy seeds, \raway
seeds or tonsted sesame seeds. Ny Ot
of these makes spaghetti an it resting
accompaniment to o roast, ¢l 5 fish
or a vegetable plate”

For do-it-ahead frecze! {inners
many macaroni, spaghetti an noodle
dishes are wonderful. The ipshee!
said, “It's a nice comfortable f ling 10
have a few of your own EOC home
made specialties waiting therc for the

inevitable day when you know you©
be late getting home or when your b
band announces at dinner he's in¥t

THE MACARONI JoURA:

serviny
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for tomorrow and you won't
ne to shop. Even barring emerg-
(\here are days when you just
¢l like cooking, or would rather
.our time on some other proj-
W  recipe was given for Macaroni
i, a combination ground beef,
yms, tomato sauce and cheese
ully blended with scasonings
¢ o]l macaroni. It was pointed out
.1 dish is delicious for immediate
as well as for freezing.
Shapes Add Glamor
Macaron's many shapes add glamor
10 the versatility theme. The informa-
tion piece pointed out that though el-
bow macaroni, long spaghetti and egg
noodles are the most familiar, altogeth-
er there are more than 150 dilferent
shapes of macaroni products to choose
from. “Next time you shop”, the home-
maker was advised, “browse through
the shelves and pick out some new
macaroni products to try. All are
equally easy to cook, and equally adept
al teaming up with other foods for
many a delicious dish."

Delicious Flavor

Another tip: “The delicious, delicate
flavor of macaroni products comes
from top-quality semolina flour, milled
from durum wheat. In the case of
noodles, egps are olso added. This
whtle but distinctive flavor comple-
ments other foods, und adds a new
note of its own. The many shapes and
sizes uwre so attractive that even o
Plain June dish becomes o pretly ap-
petizi: o sight. Economical too - cight
ounce  will serve four to six and in
the b sain stretch other more expen-
sive + ds so a little goes a long way."”

Suggestions for Noodles

Th  ersatility of noodles were
deon trated in this statement:
“Nou s are good so many ways, can
add - interest to many a familiar

dish ke for instance Eggs Benedicl.
This a fine luncheon, supper, or
brur  lish - and hearty, too. Its Can-
adia:  con slices topped with poached
eggs | a savory sauce, all nestled in
abee ¢ noodles. A gelatin mold with
veger les or fruits is a nice accom-
pani: it to add a touch of cool tart-
- ness d contrast in texture Try
‘ :;m':t as a new touch for other ‘saucy’
| dishe-

uch as crenmed eggs, chicken

' ala k. 4, senfood newburg, or a rich

meat - ew, They are also a fine ‘vege-

o serve with ony meal when
they u:e dressed with butter and a little

| Pepper or your favorite spice or herb,

as well as an ingredient in all sorts of
Popular casseroles,”

Recipes were given for a noodle des-
‘et Old Fashioned Noodle Puddirg,

Cheesy Macaioni, Spaghetti Ring with
Ham Sauce,

. Novemper 1959

The odds are good that the item you
muy have seen recently on macaroni
products in your local newspaper came
from the National Macaroni Institute.
If it didn't come directly it is quite
possible that the barrage of releases
stimulated editors to produce copy of
their own. Either way the consuming
public was impressed many, many
times with the message on macaroni's
versatility.

e

Millwheel Feature

The Modern Millwhee! for Septem-
ber, published by und for the men and
women of General Mills, had a feature
on page len on National Macaroni
Week.

The item points out that durum
milled by General Mills goes into some
of the more than one billion prounds of
macaroni consumed by Am ericans
every year.

Recipes are given for Quick Italian
Spaghetti and Noodles, Cottage Cheese
Ring. 1ustrations show two Bettly
Crocker girls, Caroline Delay and Shir-
ley Thomas, preparing the dishes and
then saying, “Hmmm...looks so good...
think we'll eat it ourselves!”

Along with the feature on National
Macaroni Week o copy of the latest
Betty Crocker full color recipe book-
lets for macaroni, spaghetti and egg
noodles was sent to a mailing list of
over 30,000 employees und storkhold-
ers.

PEE———

Diners' Treat

The Diners Ciub Magazine for Sep-
{ember carries an item headed: “John
Gunther, the best-traveled traveler of
them all. tells us about spaghetti” This
is what he has to say:

Spaghetti, it would seer s @ simple
topic. But it is the basis ¢ life in Italy
and its ramifications ure multifarious
and profound. Every normal Italian
meal contains one course of “pasta.”
the generie name for spaghetti and its
derivatives. The Italions are an im-
aginative and quick-witted race, and
therefore pastn may be had in an enor-
mous variety of forms. As for instance:

Spaghettini is spaghetti's  vounger
brother. Vermicelli, which comes from
Naples, Is [finer and less robust than
spaghettl. Vernucellini s finer sull.
Capellini, meaning *“thin hairs,” is even
finer, served often in soup; sopracapel-
lini is the finest of all, practically in-
visible,

Going the other way, feltuccine is
broader than spaghetti and ribbon-
shaped. Fettucee is still broader. Mac-
cheroni is tubular. Ziti is fat macche-
roni with a large hole, tremendously

Cheesy Macaronl is a new way 0 en-
joy an old favorite.

slippery, to be eaten only by pasta ex-
perts. Mezzi ziti hus a smaller hole,
Perciatelli s like ziti but even more
slippery. Cannoli is five-inch macche-
roni stuffed with spinach and meat.
Four of them make a course. Calzoni
is cannoli which is empty. Cravatie is
maccheroni cut into inch segments and
corved with delicious tomate sauce.

This by no means exhausts the clus-
<ie line of pastas. There is, of course,
ravioli, Ravioli was d jscovered in
Genoa, and consists of two-inch squares
of dough enclosing vither spinach or
meat or cheese or cumbinations of the
three. Angolotti is ravioli slightly un-
dup-sized.  Cappelletti  is angolotti
sorved in broth. Gnoechi is a true Ro-
man dish, and something Rome s as
proud of as the Coliseum: Liny balls of
pasta served  usually with butter or
cheese.

Oreechictte is dough in the shape of
little cars. Timballo di maccheroni is
pusta pie, served usually with tomato
juice and chicken hvers, Maltagliati,
which means “poorly cut,” comes in all
imaginable shapes, and because it was
the favorite dish of Rossini is much
loved by opera stars. Penne is pasta cut
hke birds' wings, Lingue di passeri is
tongue-shaped. In broth you have pasta
shaped like stars (stelline), jelly beans
(piperini), letters of the alphabet (let-
tered, littie points (Ave Maria), or rings
tanelling),

All pasta is, or should be, served
with a souce. Alln Bolognese means
with meat and tomatoes, alla Genoese
is tomato sauce only, alla Matriciana
is meat sauce plus bits of bacon.
Grated pecorino cheese is also an es-
sential to proper pasta. More special-
jized sauces ure vongole (liny clams), al
tonno (tunnyfish), and alici (anchovies)
Finally, there is pasta verde, which is
fettuceini dyed in spinach juice.

9
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FOR YOU

ADVANCED TECHNOLOGICAL IMPROVEMEN §

Save Space — Increase Production

Improve Quality
* NEW

POSITIVE SCREW
FORCE FEEDER

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

3 STICK 1500 POUND
LONG GOODS SPREADER

increases production while occupying the same space as
a 2 stick 1000 pound spreader.

1500 POUND PRESSES
AND DRYERS LINES

now in operation in o number of macaroni-noodle plants,
they occupy slightly more space than 1000 pound lines.

These presses and dryers
are now giving excellent

results in these plants.

% Patent Pending
* % Patented

Ambrette

MACHINERY COREF.

156 Sixth Street

Brooklyn 15, New York

MODEL BAFS — 1500 Pound Long Goods Continuous Spreader

B e

CONTINUOUS
PRESSES

 SUPER

SHGRT CUT MACARONI PRESSES

Modcl BSCP — 1500 pounds capacity per hour

I

Modc! DSCP — 1000 pounds capacity per hour
Model SACP — 600 pounds capacity per hour
Model LACP — 300 pounds copacity per hour

LONG MACARONI SPREADER PRESSES

Model BAFS — 1500 pounds capacity per hour
Model DAFS — 1000 pounds capacity per hour

Model SAFS — 600 pounds copacity per hour

COMBINATION PRESSES

Short Cut — Sheet Former
Short Cut — Spreader
Thr:c Way Combination

X

c J ‘ L I T Y - A controlled dough os soft as dusired to enhance texture and
appearance.

Positive screw feed without any possibility of webbing makes
‘ p {ODUCTION m— {or positive screw dclivery for production beyond rated
capacitics.

c ) NT Ro Ls e !';zi:i::::“c—m:o positive thot presses run indelinitely without
SANITARY — —

PLANT
'56-166 Sixth Stewet
155-167 Seventh Strect
Brooklyn 15, New York

Easy to clean and 1o remove attrachive birdseyed stainless
steel housing mounted on rugged structural steel frame.

Aubnette

MACHINERY CORP.




yays to merchandise your new full color Betty Crocker
caroni foods recipe hooklet—for_increased sales

CONVENTION COMING UP

Cost Conference Scheduled for January

= o

|

National Macaroni 4
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e
o

Manufacturers Associafion

> ¥

Winter Meeting
Janvary 19, 20, 21, 196N

£y

yll .

18 Inflation s the day's biggest probe
= e according to @ poll of business
4 apinton made by Nation's Business.

P

Wavs to reduce costs, inerease sales
and boost profits are the objectives of
oy alert manager today. Consequent-
Iv the eonvention committee of the
Nutional Macaroni Manufacturers
Assoviation plunning a “Cuost Con-
ference” for the winter meeting sched-

Diplomat West on the waterway &l Holly-by-the-Sea, Florida.

uled @t the Diplomat West, Hollywood-
by-the-Sea. Florida, January 19-20-21,
1060 Directors will hold their board
meeting on Monday, January 18,
Work and Play

Detuils have not been worked out
for program plannng but seminur ses-
sions much along the lines of last
yveat's successful meeting on “Develop-
g Exceutive Skills” are contemplated

managenent  principles in macaroni
operations will be sought. The subject
1% timely inasmuch as macaroni prices
are experiencing their first general ad-
ance since 1034 because of higher raw
material costs, higher tabs on packag-
ing materials and labor.

The scene of the conference will
again be the fabulous Diplomat Hotel
and Country Club, Rooms in the Dip-
lomat West have been set aside for

Manufacturers Association confurence
Reservations manager is Edward Vec
chione.

Facilitics on the four hundred acr
resort estale include an 18-hole tour
nament golf course under the direction
of Cary Middlecolf, famed professional
The Tennis Club has six championship
courts. There is o swimming puol for
both Diplomat Woest and Diplomat
East with spacious cabana clubs Then

IN SHELF RACKS ON SHELF HANGERS

B

B3 ase e W

Arrriscaraa

OUTSIDE YOUR PACKAGE

Cose-studies and direet applications of delepates to the National Macaroni is bathing on the more than 1,000 feet

of private ocean-beach. -
¥ Jai alal, deep sca fishing, th ughe
" bred and greyhound racing & o jus k&
5l minutes away from the estute tune
i of the hotel.
‘ Casual or Formal
Life can be as you want it this
grand and glorious resort - mag-
‘j 5 nificently formal as o banques ‘-f‘-'-
]_'1 splendor of Les Ambassadeur 9t
o Diplomat East .. champag: @3¢
g wines, pourmet cuisine; the sereet L
H romancing of the strings in U back: A e P -
H ) Al il 3ASS-OUTS AT SUPER WITH MAIL-IN COUPONS WITH MAIL-IN OFFER
i ground. Or it can be rc.-_laxmg, i apE MARKETS FROM YOUR ADS Y LR PACKAGE
i nic - snacks on the patio of th ¥
& Terrace in the informal Diplon Wes! " .
E ~Ciressed casunlly, watching t bt 1 asimple matter getting the new General Mills macaroni,
. cruise gracefully by. Life ca :)rl;'-‘f ¢ hetti and noodle recipe booklet into the housewife's hand.
' l[;n_xunuua-l.\ perfect s o lunche -"‘ I vas designed with that in mind. And it's just us easy to get the
(" . iplomat Country Club - lov: 8 % i oAl ¥ :
i : over the gulf course through cuk Iempxer to use the recipes regularly. Betty Crocker saw to
! d ing-tall windows - or as gay d o Ut by including in the booklet only her tastiest and
3 the-go as cocktail dancin ? the €. ivst-to-follow recipes. All this adds up to more calls

unique Tuck Room. ) fi

A huppy balance between v # ans W
play is sought in having ses: for
business ideas in the morning ¢ 1 s

vour mucaroni, spaghetti and noodles,

make this new full color recipe booklet available to you
with your own brand imprint on the front cover at less than cost.

for sucial activities and recr¢ “"*r". A<k your General Mills representative for o sample copy

the afternuons and evenings. T < €™ and prices or write tod

bination of concentrated wi & & oSO

then fun in the sun is just t! nght
G |
DURUM SALES (mii

prescription for recharging 1t -dov®
batteries in mid-winter. Plan ow L]
Mills
N Minneapolis 26, Minnesota
| MNOVEMBER 1959 13

when folded, the hoaklet his
neatly in ordinary recipe boxes. b
When open, the booklet fits
Hetly Crocker's cook book or

uucnd, any standard 3-nng binder.

THE MACARONI juurﬂl
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COLONEL CUNEO PASSES

A leader in the macaronl field has
passed on, Colonel Thomas A. Cuneo
succumbed aofter a short illness on
September 30.

Popular as president of the National
Mucaroni Manufacturers Association,
Colonel Cunco was elected for the
years 1852-1054. On the board of direc-
tors he had a reputation of genially
keeping discussions on the track and
for calling for the proper parliamen-
tary procedure when the occasion de-
manded It,

Tom Cuneo was & veteran of both
World War I and World War II. During
the first war he served in France in
the 30th American Division and worked
his way up through the ranks to be-
come a captain. He served in the Air
Corps during the second world war for
three and a half years and rose to the
rank of colonel.

In 1020, after completing his Army
service, Thomas A. Cuneo and John 8.
Robilio formed the firm of Robilio and
Cunco, As importers and jobbers they
handled such items as sardines and
anchovies and otl. ¢ specialties,

The death of Mr. Robilio in 1828
brought a new member into the part-
nership, John Robilio's son, Albert F.
Robilio. The name “Ronco was
ndopted and the importers expended
their activities to macaronl manufac-
{ure. Their original equipment included
a ten-inch hydraulic press thal turned
out 625,000 pounds annually. The firm's
growth was rapid and steady.

After Colonel Cuneco's return from
World War 1l a new building was
built at 70 Adams Street in Memphis
to house the growing organization. In

John T. Jelirey
14

Thomas A. Cuneo

1950 the plant was enlarged by the ad-
dition of an adjoining building to the
original building at 124 North Front
Street. By keeping up with modern
trends the company grew and pros-
pered,

Tom Cuneo was an actlve organiza-
tion man, He held the office of Com-
mander, Memphis Post Number One
of the American Leglon. He was at one
time State Vice-Commander of the
American Leglon of Tennessee and
President of the Tennessee Reserve Of-
ficers Association, He belonged to the
Forty-and-Eight and held the position
of Grand Chef de Guerre for Tennessee
in that organization.

Active in community affairs, he
served as a trustee of the John Gaston
Municipal Hospital, Memphis Military

John Jeffrey Mourned

John T. Jeffrey, 54, Vice President
of the Skinner Manufacturing Com-
pany, died in an Omaha hospital, Sep-
tember 27. Mr. Jeffrey, who was in
charge of Skinner advertising, had
been alling for more than a year. He
had been associated with the company
for more than 35 years,

Mr. Jelfrey was a member of the
Omaha Advertising Club, Omaha
Sales Manager's Club, and was on the
Brokers Committee of the Grocery
Manufacturers Association. He was
well known to the grocery trade
throughout the Midwest, South, and
Southeastern states.

Mr, Jeffrey resided at 1525 Ridge-
wood Road, Omaha. He is survived by
his wife, Margret; one son, Jack C., of
Dallas; and one granddaughter, Laurie.

b e 8 & i S B o g s el i Aot A Gt
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Affairs Committee, and belongec ‘o the
following clubs and organi: tions
Army & Navy Club, Kiwanls, C lonial
Country Club, Tennessee Club, Petro-
leum Club, Veterans of Forelgn Wars,
Chamber of Commerce, The Gavel
Club, and Grocery Manufacturers Rep.
resentatives,

Tom was active in the Natlonal Food
Distributors Assoclation where he
served as director and was president
in 1949-50-51.

The old soldier got the job done
without fuss and fanfare, and he did it
with efficiency and good humor. He
will be missed by. his comrades.

Mr. Cuneo resided at 684 East Drive,
Memphis. He is survived by his wile
Zady and his daughter, Martha, M
Stass Reed of New York City.

Grass Expands Radio Ads

1. J. Grass Noodle Company, pro-
ducers of Mrs. Grass' noodle soup, is
expanding its radio advertising this fall
to more than 200 NBC stations.

F. Denby Allen

F. Denby Allen has been named gen-
eral sales manager for the Red Cross
brand macaroni products of the J hnB.
Canepa Company, 99 year old  .icag0
tirm. Allen has been associate: with
the Canepa Company since 1051 Prior
to this promotion he served as a. stant
sales manager.

F. Danby Allen
THE MACAKONI JOURNAL
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e BRONZE ALLOYS
@ STAINLESS STEEL

® SPECIAL ALLOYS
o TEFLON

AMERICA’S LARGEST

MACARONI

DIE MAKERS
SINCE 1903

Management continuously

{

&k

retained in the same family.

/
-~
Satisfied customers in over twenty-five countries
o ENOLAND ® BRAIIL e |TALY
e OREICE e CHILI * MEXICO
e JAPAN e PEIRU o VENIZUILA
3 o UNITID STATES ® AROCENTINA o [SRAEL
o PUIRTO RICO e ECUADOR o HAWAINI
@ CANADA e URUGUAY o COLOMEIA
l" \ ® PANAMA e CUBA o DOMINICAN REPUBLIC
( o SOUTH AFRICA .
A [ ]

me v 88

every die unconditionally guaranteed !

send for our

FREE catalog

to supplement your
present products. Written in
SPANISH, ENGLISH, ITALIAN.

Q
: . J
D. mnwnm & Sons, IncC. 68

557 THIRD AVE.  BROOKLYN 15, N. Y., US.A. ‘@‘\_
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Improvements at
Porter-Scarpelli

Bulk flour handling cquipment has
been pul into operation at the Porter-
Searpelli Macaroni Company in Port-
land, Oregon, which will enable that
firm to expand its preduction and mar-
keting area.

The firm's president, Sam C. Scar-
pelli, said the successful unloading of
the first Union Pacific air-slide covered
hopper car to be delivered at his plant
in August marked the end results of
coreful planning by his company, the
Terminal Flour Mills of Portland and
the railroad.

Scarpelli said about $50,000 has
been invested in an additional maca-
roni press and the new flour handling
machinery. Bulk flour from covered
hoppers is now brought in the plant
by @ large flexible hose and piped to
two huge air slide tanks with a com-
bined capacity of 270,000 pounds. From
this central storage the flour is sifted
and forced through pipes to smaller
stor ge tanks above three macaroni
Presses.

“We will save about $250 a car on
flour by changing from bags to bulk
handling,” Scarpelli said. “plus the in-
plant handling of bagged flour by hand
and conveyor, Also we will be able to
use all of our basement storage space
previously occupied by bagged flour
for finished macaroni products.”

Founded in Portland in 1016, Scar-
pelli said this plant expansion is one
of the most important in the company’s
history.

“The savings we make in production
costs will allow us lo increase our oul-
pul and market Northwest flour in the
form of macaroni to a much wider

s

AN

Plenty of light, air and space for maneuvering trucks
in the dryer room area of the new Ideal Macaroni Com-

pany plant in Bedford Heights, Ohlo,

16

pelli, the firms' president.

area,” he said, “and the durum flour
we use s recognized by the industry
as producing the ultimate in quality
macaroni,”

The firm now distributes to Alaska,
Oregon, Washington, Idaho, Montana
and California,

Ideal Conditions

Ideal Macaroni Company in Bed-
ford Heights, Ohio, a suburb of
Cleveland, has plenty of room for op-
erations and expansion. Occupying
35,000 square feet on five acres of land
is quite a contrast to their previous lo-
cation in downtown Cleveland. They

Henry Schmitt, left, president of Terminal Flour Mills, Portland, Oregon, gels
an acount of the conirol panel governing the operation of new flour handling
machinery at the Porter-Scarpelli Macaroni Company Plant from Sam C. Scar

49

had been at 2006 Scoville Avenue since
1920. The business was established in
1803,

Leo C. Ippolito, owner and manager
of the firm, states that the company’s
previous capacity has been doubled
and that aggressive merchandising will
move quality products to a read mar
ket. The factory is the only est blish-
ment in the state of Ohio muting 8
full line of macaroni products .

Mr. Ippolito's son Pat, who :ts in
the capacily of sales manager s an
enthusiastic supporter of Nat ynal
Macaroni Week. To excile local  terest
in the event and Ideal produ s the
company had a float in the Ct mbus
Day parade.

Large roomy stock room simplifies order-filling and
shipping, The new plant has bulk-flour handling facili-

ties and is fronted by handsome executive offices

test kitchen.
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AFTER YEARS OF RESEARCH, EXPERIMENTATION AND ENGINEERING,

!ff/ﬁ’f/ﬂ.’/jff HAS ADDED THE MISSING LINK

TO ITS DISTINGUISHED CHAIN OF COMPLETELY
AUTOMATED MACARONI PRODUCING EQUIPMENT ...

a SPREADER which combines slow extrusion for a superior quality
product with top production for increase in volume; a SPREADER
which extrudes uniform stick patterns for minimum trim and an
! eye-appealing product of invariable smoothness, color and con-
sistency; a SPREADER which produces continuously on a 24 hour
e daily operation with the Clermont VMP-5A, 2000 Ibs/hr press—
“The Greatest of All Long Goods Presses."

| k This SPREADER is destined, like other Clermont long goods equip-

ment, to meet the exacting requirements of particular manufac-
turers. After you have studied the features of this machine only a
personal inspection can reveal the full measure of its superiority.

FEATURED COMPONENTS

1 VMP-5A, 2000 LBS/HR PRESS 5 SPREADER 'IEADS 9 SPREADING STICKS
2 ELBOW FEEDER 6 WATER JACKET 10 TRIMMING DEVICE
3 RADIAL FEEDERS 7 DIE RETAINING BLOCKS 11 CHAIN STICK DELIVERY

4 EXTRUSION ADJUSTING CAPS 8 STICK FEED MAGAZINE 12 MOTORS & CONTROLS

This matchless 4 stick—2000 Ibs/hr spreader was designed, as
shown, to work in conjunction with the Clermont VMP-5A, 2000 Ibs/hr
Long Goods Press. This press, like its counterpart the spreader,

is distinguished by its radically advanced design to give consistently
high performance which shows up—where it counts—in the product.
Increased capacity, more product, less maintenance expense for

added net profit are the economic end results to the Macaroni Industry.

THE MACARONI PLANT OF THE 60's TAKES SHAPE TODAY AT CLERMONT! COME SEE FOR YOURSELF.

RADIAL FEEDER CLEANOUT TRIMMING DEVICE OPENED

b4 ey |
4
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VISIT OUR NEW ENGINEERING & ADMINISTRATION OFFICES.

2 HEADS:AND 4 STICKS

The first spreader which extrudes through
2 heads and on 4 sticks. Each head, with
its own die and 2 sticks, produces 1000
Ibs/hr an high speed for a total of 2000
Ibs/hr and 750 Ibs/hr on low speed for a
total of 1500 Ibs/hr.

ELBOW FEED WITH
RADIAL DISTRIBUTION

The first spreader to eliminate complicated
piping. Has one elbow feeder from the
press supplying the radial feeders going
to the 2 spreader heads, Each radial feeder
is of the same length to insure equal dis:
tribution of pressure to give constancy in
product texture, tenderness and flavor.
Each radial feeder is easily adjusted to
regulate flow of mixture through each die
by turning the extrusion adjusting caps
with a wrench.

WATER JACKETED HEADS

The first spreader to have 2 extrusion
heads totally enclosed in water jackets to
maintain a fixed, stable temperature on
each die. This also contributes to equal-
izing flow of mixture for an evenly extruded
preduct with only minimum trim required.

TRIMMING DEVICE PREVENTS CHECKING

The trimmer has sickle blades to prevent
crimping or closing of holes on tubular
products and trims product straight and
even with no ragged edges. It Is easily
ralsed or lowered to trim products 18 to
24 inches long. Designed for long, effi-
cient, trouble-free performance.

{4

5

RAPID FEED MAGAZINE.

The magazine holds and feeds approvi-
mately eighty %" dia. ribbed aluminum
sticks but is designed to also handle any
type and size of stick. The %" aluminum
sticks, which are straight and have just
enough give under product load to prevent
rolling, are more adapted to rapid maga-
zine feeding and elimination of excessive
waste,

SIMPLE AND FAST DIE REMOVAL

Each die is quickly removed by sliding it
out of its head after simply loosening and
removing the die retaining blocks.

ULTIMATE IN SANITATION

Meets the most demanding sanitary re-
quirements — stainless steel and chrome
plated construction with streamlined,
bright, clean appearance. Cleaning greatly
simplified since only the elbow feeder re:
quires removal, Each radial feeder is easily
cleaned by simply removing the extrusion
adjusting caps and using a cleaning rod.

VERSATILITY AND COMPACTNESS

Extrudes all types of long goods: round,
solid, flat, fancy and tubular. Operates with
all existing long goods presses and dryers.
Designed to occupy a minimum of space
and fit into any existing long goods lin:.
All motors, controls and mechanisms ar2
neatly housed in the frame and complete'y
accessible. The chopper-blower is al 0
housed in the frame to eliminate the hi
ard of personal injury.

fgg “rices May Skid

The Agriculture Department hinted
that « g prices may skid downward
later nis year unless there is a “sig-
pifica: " pickup in consumer demand.

The agency said egg production cur-
rently is &t its seasonal low for the
year, As cool weather brings heavier
output from the nation’s hen houses,
prices should tend to drift lower.

This would reverse the price Im-
provement enjoyed by egg farmers
during recent months, os markets re-
bounded from their ultra-low spring
levels, Farmers recelved an average
309 cents a dozen for eggs in mid-
August, up six cents from the June
low, but still 6.8 cents below August
1058,

Atop the market-depressing produc-
tion increase, officials warned, year-
end prices also may suffer from a con-
tinued lag in consumer demand. The
agency said in its latest report on the
poultry and egg situation that con-
sumption in June and July averaged
only 48.7 eggs per person, the lowest
since monthly figures were started in
1938.

Low egg consumption was blamed
on the trend toward skimpy breakfasts,
“advertising of competing breakfast
foods and general changes in American
food habits.” The report said the con-
sumption drop “seems particularly sig-

niticant” because it comes at a time
when eggs are cheap.

The report said, “Significant more-
than-seasonal increases from June and
July levels of egg consumption will be
necessary to clear the market” of egg
supplies in the remainder of 1859, It
this fails to happen, the report con-
tinued, “substantial diversions of eggs
from normal commercial channels will
be necessary in the last few months of
this year."

Without such “diversions,”" the report
said, egg prices would have to drop to
a point low enough to induce buyers to
absorb the market supply.

Processed Egg Production Up

Liquid egg and liquid egg products
production (ingredients added) during
August 1859 totaled 46,203,000 pounds.
This was 64 percent more than in Au-
gust 1958, and the largest production
for the month since 1944, The quanti-
ties used for immediate consumption,
freezing and drying were all larger
than in August last year.

Egg solids production at 4,827,000
pounds compares with 1,868,000 pounds
in August 1858 and the 1853-57 August
average production of 1,636,000 pounds.
The large increase over a year carlier
continued to be in the production of
whole egg solids produced under Gov-
ernment contract. Total production in

T T e e N e i

August consisted of 3,125,000 pounds of
whole egg solids, 617,000 pounds of al-
bumen solids, and 1,185,000 pounds of
yolk solids. Production in August 1958
consisted of 555,000 pounds of whole
egg solids, 681,000 pounds of albumen
solids and 732,000 pounds of yolk
solids.

Liquid egg sold or used for immedi-
ate consumption during August 1959
totaled 3,207,000 pounds, compared
with 1,234,000 pounds in August 1958.

Liquid egg frozen during August to-
taled 24,849,000 pounds—up 32 percent
from August last year and slightly
more than twice the 1053-57 average
for the month, Frozen egg stocks de-
crensed 4 million pounds during Au-
gust, compared with o decrease of 6
million pounds in August 1858 and the
1953-57 average decrcase of 15 million
pounds.

Government Stops Buying Eggs

The U. S. Department of Agriculture
terminated its weekly purchases of
dricd eggs under its surplus removal
program in September. The program
began in April. They slated that the
market reflected “seasonal improve-
ment, and available supplies of high
quality shell eggs at rclatively low
levels.”

Some 11,685,600 pounds of dried eggs
were purchased at a cost of $13,004,000.

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

SUBSCRIPTION BLANK

The MACARONI JOURNAL
139 North Ashland Avenue
Palatine, lllinois, U.S.A.

Co: ulting and Analytical Chemists, specializing
in .!| matters Involving the examination, pro-
duc ion and labeling of Macaroni, Noodle and
fge Products,

1-\'tamins and Minerals Enrichment Assays.

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

3-Somolina and Flour Analysis.

4-Rodent and Insect Infestation Investigations.
Microscopic Analyses.

S-SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

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

Please enter the following subscription for
twelve monthly issues. Our remillance is en-
closed.

New rates effective
January 1, 1960
$4 Domestic - $5 Forelgn

Name

Address

Please include postal zone number,

Subscribers ordering o change of address are
requested to notify us at least four weeks in
advance and give us their old address as well
as the new.
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Grocery Trends
Continued from Page 6

The concept of convenience as a
prime characteristic of certain com-
modity lines has been an important
factor, not only in changing consumer
buying habits, but also in increasing
sales volumes. Stemming from changes
in employment, spending power and
consuming habits, products featuring
convenlence of use, handling and prep-
aration now play a great part In food
store operations. In just six years,
sales of a selected group of convenlence
foods increased 157%, while sales of
another group consisting of relatively
unchanged products increased only
unchanged products increased only
14%.

A study made recently of 118 natlon-
ally advertised brands selected at ran-
dom emphasized the importance of
new and improved products, Where 53
of these brands showed tompetitive
gains in recent years, the primary rea-
son in over a third of the cases was
that the product was either new or im-
proved, Conversely, 65 of these brands
had lost ground, due In nearly half the
cases to competition with brands which
were new or improved.

Added Values

A recent Nielsen study confirmed
the fact that, to the consumer, major
advertised brands have added values,
This, translated into food store sales,
means more volume. A typical example
Is sales of tea bags which, in 1958,
amounted to 48 million pounds, with a
retail value of $125 million. Of the ton-
nage sales, major advertised brands
accounted for 77%, and of the dollar
volume, they represented B1%. The
average price differential between the
advertised and the remaining brands
was 42 cents, This multiplied by the
37 million pounds of major brands
sold, resulted in increased income to
food stores of over $15.5 million In just
one year. Considering the many other
and larger commodity lines in which
major advertised brands are important,
a huge amount of additional food store
Income can be attributed to added con-
sumer values,

A recent Bureau of Labor Statistics
study of consumer buying hablts re-
veals some Interesting comparisons
with a similar study back in 1940, Two
changes have profoundly influenced
many lines of retalling - particularly
food store operations. One is the 38%
decline in the number of employed
domestics. The other is the number of
women employed, which has increased
74%. These changes, perhaps, are fac-
tors contributing to the growing de-
mand for convenience items. Accom-
panying these trends has been a sharp

22

increase in per capifa disposable buy-
ing power, This 'when measured in
1039 equivalent (l~'lars, is 60% larger
than before America's entry into World
War IL .

Out-of-Block Problem

What do customers do when a brand
or a specific size of a brand is out of
stock? Studies demonsirate that in
some arcas, and quite frequently in
some brands, this situation is quite a
factor. It can mean a substantial loss
of business.

When a store does not have any size
of the requested brand, rather than
take another brand, over half (56%) of
the customers go elsewhere or don't
buy at all. Even when only the re-
quested size is out of stock, business is
lost about 30% of the time because the
customers either leave the store or
won't take a substitute,

They buy by eye, The latest Du Pont
survey on the importance of impulse
buying in retail food stores focuses at-
tention on the startling degree of im-
pulse buying for many of the most
important food store commodities, Dis-
plays that catch the eye promote im-
pulse buying, and if anything Is neces-
sary to highlight the importance of
such displays, this survey clearly
brings it out. In addition, it was shown
that a good many of the products
which were bought largely on impulse
were also those lines which carried the
higher profit margins.

Results listed for 88 separate com-
modity lines cover practically every-
thing sold in food markets - from
every-day items such as bread and
milk to such non-food lines as health
and beauty aids, hardware and soft
goods. Considering this list of com-
modities, it was found that over half
of them (45 commodities, including
macaroni and noodle products) were
bought largely on impulse - between
50 and 70% of the purchases not hay-
ing been planned before the customers
entered the store. For another 10 com-
modity lines, from 70 to 80% of the
purchases were impulsive, Only 33
commodities were listed with less than
50% Impulse purchases,

Habits Change

Eating habits are changing, the De-
partment of Agriculture reports. Per
capita consumption of some food com-
modities has changed drastically over
a twenty-year period. Figures reveal
that in 1058 people were consuming
over twice as much chicken and turkey
per person as they did in 1938, The
same is true for canned and frozen
frults and juices combined, Per capita
consumptlon of meats was up 20% but
the consumption of grain products was
off 25%, with the exception of maca-

ronl which has risen counter , (e
trend.

When the first Nielsen annu = gro.
cery store review was publisi .4 25
years ago, the domestlec popule on of
the country was just over 125 1 |ljon.
In 1058 it topped 175 million. TI .« 1059
estimate exceeds 17€ million, Th: addi.
tion of 50 million people in a quarter of
a century has been a major reason be-
hind the revolution in iood store retail.
Ing which has taken place, The mush-
rooming population, impelled by an
annual rate of 4 million plus births in
recent years, has spread out in all di-
rections and has demanded more of
everything, profoundly changlng many
of our social and economic aspects.

Will the population reach 226 million
by 1873 or 1974 - in just 15 years? The
prediction is that it will. The rate of
growth s accelerating, and in the next
decade, the "Soaring Sixties", a fre-
mendous expansion of population will
affect the lives of all.,

Youth Market

At the extremes, children and old-
sters will increase, both in number and
in share of total population. In retail
lines where products sell mainly to
those up to 20 and over 04, business
will increase faster than the average.
Of particular note is the anticipated
large expansion of the 10-18 age group
during the ten year period. These
young people, the bulk of them teen-
agers, will be a very Important seg-
ment of retail customers by 1870.

Not only will today's baby crop add
to the retail harvest of the future, the
over-4 million bables born each year
aside from their other many needs,
consume amazing amounis of food.
Here is a list of the common ilems
consumed by one baby during b  first
year according to the Bell 1.ngern
Ladies’ Home Journal:

191 cans (13 oz. each) of eva; rated

milk.

21 pints of corn syrup or 11 bs. of

instant sugar additives.

28 gallons of whole milk.

135 jars of strained vegetablc

120 jars of strained fruits.

80 jars of stralned meats.

80 jars of puddings.

44 6-0z, cans of frozen orang: juice

or 55 dozen julced oranyws.
10 8-0z, boxes of pre-cooked ccreals-
. 17 dozen eggs,
20 ripe bananas,
24 pounds of potaloes or starch
foods (could be pastina).

18 boxes of zweiback or arrowroo!
crackers.

12 pounds of bacon,

Multiply these figures by four mik
lion to get the big plcture of the im:
portance of new bables to the food if-
dustry.
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UHLER introduces the entirely new

SHORT GOODS DRYING LINE TVK/TTQ
with Pre-Dryer and Finishing Dryer

condensation.

" o Specially designed panels afford immediate
e access to inner parts of the dryers for

n » Sanitary off-the-floor construction prevents

fast cleaning.

« Positive air circulation provides efficient
drying and accurate control,

o Aluminum alloy S-element design gives
drying conveyors added strength and

reduces down-time.

BUHLER BROTHERS, INC. .

DEOOLDGE AV INGIIWOOD NEW JERSEY -« LOw: Il 7 2200

gy

New S-element conveyor design.

Gl
L] 4@4-.‘ Englnaars for Induistry

\ l Since 1840

WRITE OR PHONE FOR FULL INFORMATION

BUHLER BROTHERS, ... LTD.

74 MING STRIIT WEST TORONIO | ONTARIO - EMpire 7 2575
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SBoaring Slxties

As previously mentioned, we are
sboul to enter the “Soaring Sixties".
Another name for the decade is the
“Selling Sixties". Both designations are
apt. What seems to be assured Is a
steadily rising and expanding econ-
omy with higher levels of national in-
come. Accompanying this trend will be
an expansion of the food industry, A
noted economist, Arno H. Johnson,
makes o conservative estimate of 60%
expansion by 1060, He predicts that
total expenditures for foods will be
$115 billion for the year. A reasonably
safe estimate of grocery store business
can be based on the expected growth
in population to 213 million by 1870
and an anticipated increase in national
production and business activity to
some $700 billion by 1869. In line with
this, there is a good chance that the
volume of grocery store business will
reach some $75 billion by 1469 versus
a $47 billion figure for 1858,

In 1058, sales in grocery stores ac-
counted for about 65% of all food ex-
penditures. Disregarding any upturn in
living standards and applying this
same percentage to the predicted $115
billion total for all food sales in 1868,
confirms the expected $75 blllion level
for grocery store sales ten years hence.
This estimate appears conservalive,
based on events of the past decade, be-
cause living standards will continue to
rise and food markets will expand vol-
umes by not only selling more food to
more people but also by selling other
lines of merchundise. The maximum is
limited only by the ingenuity and en-
terprise of food store operators.

Ragu’' Offers Bib Premium

Ragu' Packing Co,, Inc, a firm which
has had a good deal of success with
novel and exclusive premiums, is offer-
ing another one on its spaghettl sauce
line — a red-striped cloth bib for home
spaghettl eating.

Designed and menufactured especial-
ly for Ragu', the washeble, ‘Sanforized’
bib is a self-liquidating premium ob-
tainable for two ‘Ragu" spagheill sauce
labels and 25 cents. In addition to news-
paper and subway advertising In the
metropolitan New York and other cast-
ern markets, the offer is being made
on the jar lids of 1,000,000 of the prod-
uct containers.

Ragu' emphasized that the bib offer
would not conflict with its current
premium success, an apron with a
built-in potholder currently being of-
fered for five labels. Both offers will
be promoted simultaneously. Wright
Advertising, Pittsford, N. Y., is the
agency.
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At San Giorgio Macaroni Dinner

The Washington Redskins professional football team along with Washington

food buyers and executives were guests of San Giorglo Macaroni, Inc. at a real
Italian dinner held at the Washingtonian Motel September 14, The Redskins
figure prominently in San Giorgio advertising this fall,

Pictured left to right are Irv Cook, whose firm represents San Glorgio in the
Washington-Baltimore area; Jack Weiner, Grand Union; Bernie Stein, Gient
Food; George Preston Marshall, Redskin boss; the Guerrisi brothers, Ray, Joe,
Bob and Henry, In the rear are Andy Anderson of Safeway and food broker

George Cook.

Favro Spaghetti Sauce

Spaghetti Sauce “Itallano”, an Ital-
jan style spaghetti sauce containing
meat, has been added to the popular
line of institutional food products
manufactured by Favro Corp, It is a.
companion product to Favro Spaghetti
Sauce, which is made without meat.

The new Favro Spaghetti Sauce
“Italiano" is packed in 3-quart cans
(No, 10). It may be used as a spaghetti
sauce without further preparation, or
as a sauce for other meat and f{ish
dishes. It can be extended without loss
of flavor by the addition of eight ounces
of olive or other salad oil.

Ingredients of the new product are
meat, pure tomatoes, onions, mush-
rooms, salt, vegetable oil, sugar, garlic,
selected spices and artificial color. It
contains no fillers nor tomato skins,
and is free of cores, starches or flour,

Favro Spaghettl Sauce “Italiano" has
been expeclally designed, both in con-
stitution and flavor and in packaging,
for use in institutional and mass feed-
ing operations. It is available through
all Favro brokers, or directly from the
Favro Corp. of Jersey City, New Jer-
sey.

Canned Specialties

A spaghetti and hot dog combination
and another with noodles and beef,
both packed in eight-ounce cans, are
being introduced by H. J. Heinz. Both
items are intended primarily for insti-
tutional use, but local sales regions
have been authorized to sell them
through supermarkets. The retail prices
have not yet been delinitely estab-
lished,

Credit Cards for Groceries

Credit Cards are tested in four in-
dependent supermarkets by Califor-
nia’s Bank of America. Merchants pay
an average charge of 3.7% on credit
card volume, prompting one store o
withhold trading stamps and insist on
$20 minlmum purchases from card
users.

Rice-A-Roni Moves East

Rice-A-Roni, a new combination
product made by Golden Grain Maca-
roni Company, San Leandro, ¢ alifor-
nia, now ls being distributed n the
greater New York area and int/ ¢ Chi-
cago area including Indlana, !linois
and most of Wisconsin. The pr. 'uct is
now available along the Wes: Coast
and in the Southwest.

Rice-A-Roni is made up rice nixed
with thin vermicelli in a chicke soup
and herb base, It is packed in o ight*
and-one-half ounce box and ret s fof
about 29 cents,

Proud Grandparents

Mr. and Mrs. Sam Arena, Conte
Luna macaroni products, Norrislowh
Pennsylvania, hurried home frem an
European excursion when they becamé
grandparents. Daughter Catherine @
husband Louis John Educato presented
them with a granddaughter June 10
Rose Anne. Son Buddy and wife Nanc/
Arena produced a grandson, Saverlo,
on August 4.

———
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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 Automotic Dryers,

? H [y 'F b i
Paank TR TN
Automatic Lines for Long Goods, Entrance of Products showing automatic spreader.

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

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

“end your inquiries to:

Lehara Corporation, 60 East 42nd St., New York 17, N. Y.

s.r. |l Dott. Ingyg. M., G.

BRAIBANTI & C.

MiLAND  Via Borgogna, |
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The ultimate test of any automatic spreader takes place in actual
production.

Our actual experience with automatic spreaders dates back to
1941. This experience includes the design and building of over
100 spreaders. '

Come and see the new DEMACO 1500 Ib. — 4 Stick Automatic
Spreader in actual operation. Come and get the facts—as only

DEMACO gives you these features.

1. EXPERIENCE —
2. QUALITY BUILT —

3. RUGGED CONSTRUCTION -~

4. SMOOTH OPERATION ~ p,

5. SLOW EXTRUSION OVER 4 STICKS 7 P
6. SPEEDS PRODUCTION 7 /

7. CUTS OPERATING cOST” /

8. SPACE REQUIREMENT EQUAL TO /
1,000 LB. PRESS

DEMACO Long Goods

offers you the continuous ® Long Goods °
complete automatic Dryers Finish Rooms

line ;
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Y THE ULTIMATE TEST is
ACTUA[ PRODUCTION!

AW

DESIGNED
WHH EXPERIENCE 7
AND

BUILT BY

DEMACO}

THE CHOICE
of Ihu«
LEADERS De FRANCISCI MACHINE CORPORATION
45.46 METROPOLITAN AVENUE, BROOKLYN 37, N. Y.
EVargraen 6-9880

’

Noodle Cutters
Conveyors
Macaroni Cutters

° Short Cut ° Sheet Formers °
Presses for Noodles

Ocroaex 1959
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DURUM DATA

Final Crop Estimate

A durum wheat crop of 20.5 million
bushels has been harvested, Produc-
tion took minor losses during August
as wet, damp weather conditions de-
layed harvest. The final outturn ran
1.8 million bushels less than last year
and nearly 9 million below average,
Indicated yleld of 161 bushels falls
sharply below last year's 23.8, but is
above 12.2 bushel average.

The North Dakota crop reached ma-
furity during August with above nor-
mal temperatures pushing the crop to
an early maturity that reduced ylelds.
Harvest progressed rapidly until wet,
damp weather conditions set in toward
the end of the month and slowed com-
bining operations. The government set
production in North Dakota at 17,540,-
000 bushels compared to last year's
19,176,000 bushels and the ten year
average of 23.000,000 bushels. Average
yleld was 16.5 bushels per acre com-
pared with last year's 24 and the ten
year average of 12. The Galvin esti-
mate os of September 1 placed durum
in North Dakota at 18,602,000 bushels,
better than 1,000,000 bushels more than
the government estimate.

Drought in South Dakota

Sonth Daokota suffered drought and
half 2/ the crop was not harvested at
all. 1950 production as estimated at
497,000 bushels by the government
compared to last year's 1,481,000 and
a ten year average of 2,358,000, Yields
were only 7 bushels to the acre com-
pared to last year's 21 and a ten year
average of 10.4. Galvin thought the
crop was even smaller in South Dakota,
estimating it at 426,000 bushels,

Minnesota had an Increase over a
year ago producing 705,000 bushels
compared with 570,000 bushels in 1858.
The ten year average is 818,000 bush-
els. Yields turned out best in Minne-
sota of any state with 23.5 bushels to
the acre compared to last years 30 and
a len year average of 14.2,

Montana also showed a sharp gain
In production over a year ago with
1,712,000 bushels produced against
840,000. Yields amounted to 18 bushels
{o the acre compared to last year's 21
bushels. There are some in the durum
trade as well as elevator managers and
field men in Montana that {eel the esti-
mate is considerably above actual pro-
duction,

All in all, the 1859 durum crop ap-
pears to be of good quality milling
wheat, Government holdings should
plece out the shortage, but carryover
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will be down to nothing next year, and
acreage increases will be essential if
the macaronl industry is to have
enough durum In 1860-61.

Canadian Crop Cut

Commenting on the Dominion Bu-
reau of Statistics preliminary estimates
of acreage showing the area planted
to durum wheat ot an estimated 1,018,-
400 acres, 8% below last year, Catelli
Durum Institute notes that Alberta
farmers are rapidly going out of durum
varieties.

Saskatchewan farmers, on the other
hand, are holding the line on durum
through the necessity of having an al-
ternate crop to bread wheat. Manitoba
farmers are cutting down slightly on
durum acreage.

Catelli forecasts that western Can-
ada will harvest 15,275,000 bushels of
durum wheat this year, from an aver-
age yleld of 14.1 bushels per acre, This
was the same average yield as a year
ago. With very dry conditions eurly in
1059, a great deal of durum headed out
early and had short stems and short
heads, The hot, dry weather in August
did not help kernels to fill. “However,
it Is never wise to sell the wheat crop
short on the Canadian prairies due to
weather alone, becausz it is a most
hardy and adaptable plant”, it is noted
in the Institute report.

Commenting further, the report says:
“Since 30,000,000 bushels of durum are
now in store in Canadian elevators,
and since a further 15,000,000 bushels
may be left on Canadian farms, the
1059 crop will be more than adequate.
Canadian sales of durum at home and
abroad during the 1058-59 crop year
tuuhted approximately 20,000,000 bush-
els.

Durum Prices Firm

Heavy movement of new crop wheat
created a situation in mid-September
similar to that of a year ago. Higher
prices brought heavier receipts. Stor-
age facilities fllled up and buyers
backed away. Prices declined slightly,
the congestion cleared up, and buyers
became active again.

Cash durum, No. 2 Hard Amber
grade, held within a few cents of $2.40
a bushel Minneapolis from June to
August 10, The Commodity Credit
Corporation started the market jump-
ing with the release of almost a million
bushels of durum at Minneapolis at 3

cents over the market pricc Thiy
moved the market up 6 to 8 cer 3 and
many macaroni and noodle m: ufac.
turers contracted for supplies 1 nging
from 30 to 80 days and occa: mally
for 120 days. With prospects of short
durum crop and good macaron. busi-
ness semolina prices held firm vithin
a narrow range throughout Sept-mher,
Millfeeds turned in a good pu:form-
ance as well.

Price Spread

A subject of perennial interest is
“price spread” - the difference In price
between what the farmer receives for
raw agricultural commodities and the
prices pald by the housewife at the
grocery store for food products. Spread
pays for all of the costs of transform-
ing the raw commodity into a finished
food product in the form, in the quan-
tity, at the time and place, and in the
packages which consumera want.

What are the factors which have
caused an increase in price spread
since the end of World War 11?7 To help
answer this, the Grocery Manufaclur-
ers of America have analyzed the an-
nual retail cost to consumers of a rep-
resentative "Family Market Basket of
Farm Foods,” as defined by the U. S.
Department of Agriculture,

In 1846, consumers could purchase
the annual market basket for $767, of
which $383 was spread. In the first
half of 1859 the basket could be bought
for $1,038 (annual basis) of which $634
was spread. The 13-year Increuse in
spread was thus $251.

Higher Costs

Higher labor costs pald out d.rectly
by food manufacturers and distributors
are by far the largest factor in the in-
crease, accounting for $134 - mor - than
half of the total. Higher transpo tation
costs amounted to $34, and highc Fed:
eral taxes on business incom« were
$10. These three factors - the igher
cost of labor, taxes and transpc tation
(in which wages and taxes are mpor
tant costs) directly account for about
75 percent of the spread incre se in
most post-war years. Consider: ¢ in°
direct effects, they account for t even
larger part of the rise In spre: |, for
they are the basic faclors exp dnln's'
the $76 Increase in “other exp: !ses:
This category tripled since 104/, and
all local transportation, Also in:luded
are such items os the higher cost of
rent, packaging materials, plant 8n
equipment depreciation, in which &
bor, tax and transporiation costs 8r¢
important underlying expenses.

The only element of spread which
was lower in 1950 then in 1946 W&
the rate of net profits of food mant"
facturers and distributors, Their com
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SALES REPRESENTATIVES

Ecst zone: ROBERT MARR & SON, INC.
154 NASSAU STREET, NEW YORK 38, N.Y,
WOrth 2-7636
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R most important long goods plants

‘icated throughout the world

ABASCAL TOLUCA MIXICO
UNITED MACARONI JOHANNESBURG soutH arrica
LA MILANESA 204 order MARACAIBO  vinrczusia
BUCK MENGEN GLAMANY
GRIEB GIESSEN GERMANY

- WIEGMANN MEYER HOYA Weser  GERMANY
ZITOPROMET SENTA YUGOSLAVIA
P.AF, MARSEILLE FRANCE
LA FLOR DEL DIA BARCELONA SPAIN
ASTRON ADDIS ABEBA rTHioria
ABEZ THESSALONIKI casrcr
And several plants In ITALY

Novemeen 1959
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West zone: SYSTEM & EQUIPMENT ENGINEERING, CO.
P. O, BOX B42, LOS ANGELES 28, CALIFORNIA

OD PRODUCTS LTD. MONTREAL CANADA
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Completely transparent wall,

Automatic return of sticks in closed cir-
cult,

Synchronized sticks unloader with cut-
ting machine.

Qutput over 900 lbs. per hour,

AVAN

Dott. lngg. NICO & MARIO

OFFICING SPICIALIZZIATE
MACCHINE £ IMPIANTI PER PASTIFICI

GALLIERA VENETA - PADOVA - ITALY
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bined rate of net profit declined from
an average of more than 5 cenis of the
consumer's food dollar in 1946 to about
3-1/2 cents In 1959, Thus net profit rep-
resenis $3 less on each market basket
today than it did 13 years ago, thereby
somewhat reducing the effect of the
cost Increases on food prices.

Emphasis on New Varieties

The North Dakota Wheat Commis-
sion will devote major attention to fli-
nancing research for improved varie-
tles of wheat, it was announced by
Paul E, R. Abrahamson, administrator
of the commission. Mr. Abrahamson
made the announcement at a grain
marketing seminar in Minneapolis held
during the first week in September,
where he and several commission
members were special guests of the
Minnearutis Grain Exchange.

He said that the commission has de-
cided that wheat variety research is
more important for the moment than
work on the development of new do-
mestic and export outlets, the main
concern of other state wheat commis-
sions,

Durum Exports Up

The U, S, Department of Agriculture
reports that exports of durum wheat
flour for the crop year 1958-50 totaled
238,762 hundredweights, This compares
with 174,087 cwts. the previous year
and 167,408 in 1956-57. It was the larg-
est outgo since 1047-48 when 247,234
cwis, moved into foreign markets,

Macarcni products exports for the
crop year were down. 1858-59 totaled
6,002,000 pounds compared with last
year's 8,383,000,

General Mills Announces
Deal Policy

Recognizing the problem connected
with the handling of Special Deal
Packs, General Mills announces a new
national policy.

Effective August 17, 1850, General
Mills instituted a policy allowing an
extended 30-day dating on all Speclal
Prire Pack Deals (especially marked
pockages carrying price discounts) and
Special in-Feckage Premjum Deals.
This allows the distributor an cxtra 30
days' time and still provides the 2%
cash discount for payment within 10
days.

The net effect is a new policy appli-
cable to special deals, providing a 2%
cash discount if paid in 40 days. This
new policy in effect means that special
deal packs of General Mills' merchan-
dise will represent no capifal invest.
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At the opening celebration of the Bi. Lawrence Seaway over 250,000 persoms
viewed the above display of various macarori products. This display represents
over thirty manufacturers of macaronl prodi .is and represenis worldwide dis.
fribution, The display was viewed in the new multi-million dollar Habe

Terminal Bullding, Duluth, Minnesola.

ment by the food distributor when sold
within the normal deal period.

The Grocery Manufacturers of Amer-
ica and the several leading food dis-
tributing trade associations have co-
operated in working outl satisfactory
solutions to many trade problems. The
problem of handling special deal packs
was one that justified a practical solu-
tion for both the manufacturers and
the food distributor, It involved set-
ting aside stock, thus tying up and
duplicating capital Investment, exira
warchouse space, ete. The new General
Mills policy Is a step forward in solv-
ing the problem of hendling special
deal packs and special in-package
deals,

International Representative

M. C. Alvarez, general sales man-
ager of International Milling Com-
pany's eastern sales division, has an-
nounced the promotion of James H.
Kallestad to the position of assistant
division manager within that division,

Mr, Kallestad is a graduate of the
University of Minnesota with a degree
in economics, He began with Inter-
national in 1952 in the traffic depart-
ment.

In 1054 he was promoted to manager
of order scheduling for the company
and in 1056 he became administrative
bakery sales amssistant in Minneapolis,
In 1858 he moved to International's
New York office as assistant to the
general sales manager.

Never omit an opportunity of doing
a kindness, speaking a true word or
making a friend. — John Ruskin,
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New Buhler Flour Silo

Buhler Brothers of Uzwil, through
its Milan affiliate, has just engineered
and provided the equipment for a new
flour storage silo in Ravenna, Italy,
with a total capacity of about 51,000
cwts, The silo is operated by the Sovi-
eta Padana di Macinazione.

Flour is stored in 18 silo bins, The
bins are equipped with chain-discharg-
ing machines which discharge the flour
through the entire bin area, According
to Buhler, this bin form, without in-
clined hopper walls, allows for maxi
mum mixing efficiency and makes
bridging impossible,

All conveying in the plant is | ndled
by the Buhler Fluidlift pneume c sy
tem, which is controlled and « rected
from a central panel.

o

For sacking-off and mixing, luhler
installed in the plant the larg: ' con
veyor ever built in Europe, 1 has 2
conveying capacity of about 1,1t  cwis.
per hour over a distance of 1. | feet
The Fluidlift system provides pneu
matic pressure conveying with . very
high mixing ratio of little ai with
much product, As a result, cor 'eying
speed is slow and power consu'ption
is ot a minimum, Buhler said thit such
a system is especiolly appropriste for
high conveying volumes.

also

AVAN PRESSES

v+ .5 Slzes, 100% Vacvum

IAVAN DRYERS

. . . Continuous, Automatic
.. Long or Short Paste

RICHER, MORE GOLDEN COLOR
SMOOTHER, GLOSSIER FINISH

J'us LOWER INITIAL DIE COSTS
GREATER HOURLY YIELD

Send for samples of macaroni products made in
U.S.4. on a PAVAN Press with PAVAN Teflon Dies,

/ASEECOINE“ r.o. sox 102

CALIFORNIA

No man can tell whether he is rich
or poor by turning to his ledger. It b
the heart that makes a man rich. He 8
rich according to what he ls, not 3
cording to what he has. — Beecher:
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154 Nossou Street
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King Midas Modernizes
An Historic Mill

An extensive modernization program
has been completed at the Hastings,
Minn., mill of the King Midas Flour
Mills, The major change is a new
wheat cleaning plant equipped with
pneumatic handling equipment of the
latest design. Also added are bulk
flour loading facilites, an automatic
cur unloader for wheat, along with the
new graln elevator and cleaning
house. An open house recently was
held for employes.

With the new facilities, the mill's el-
evator capacily remains unchanged at
1,300,000 bus, The modern plant has a
daily milling capacity of 8,000 cwts,

The Hastings mill occupies an impor-
tant place in the history of milling in
the United States. It was the first flour
mill constructed in .Minnesota, in 1853,
by the Vermillion Falls, which pro-
vided the water power {o operate the
plant, The mill is now operated en-
tirely by electricity, but the site still
retains Its scenic beauty and is a fa-
vored picnic spot. The mill pond above
the falls Is still considered locally as a
favorite swimming spot,

In 1863 the Hastings mill was pur-
chased by Stephen Gardner, who plo-
neered in the development of “patent
flour,” One day during a routine check
of the mill's operation, Mr, Gardner
saw the polential of obtaining more
flour from the wheat middlings. He
had his miller rig up a reel with a suc-
tion fan to remove the bran from the
middlings and then set up a separate
pair of stones to regrind the wheat
fragments. Many millers came to Hast-
ings to sce the Gardner “purification
process,” and “patent flour” rapidly
spread through the milling industry.

King Midas Purchases Mill

The Hastings mills became a unit of
King Midas in 1912, when it was pur-
chased by Fred O. Shane and George
C. Shane, brothers of Philadelphia,
who were prominent millers. They had
developed the King Midas brand name
in 1805, a name incidentally suggested
by a customer in Scranton, Pa., who
had been reading Greek mythology
the evening before George Shane called
on him to discuss the new flour,

At the time of the Hastings purchase,
King Midas flour was being milled by
the Shane Brothers at their Millbourne
Mills in Philadelphia. After the King
Midas start, W. J. Wilson became a
partner and the name was changed to
Shane Brothers & Wilson Co.

In 1034 Van Dusen Harrington Co,,
which already was operating the Da-
kota Mill In Minneapolis, purchased
the King Midas mill at Hastings. From
1014 to 1839, the mill ground durum
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wheat as well as hard spring wheat
bakery flour, but in the latter year, the
company acquired a mill in Superior,
Wis., for milling durum flour. With the
Superior purchase, the entire Hastings
production was converted to bread
wheat flour, then making the Hastings
mill the largest exclusive bread flour
mill in Minnesota,

With the years of change in milling
methods, including the recent modern-
ization program, the old Hastings mill
was partially destroyed to make way
for new bullding, but a part of the
original structure still remains within
the present modern mlll

New Light on Grain Drying

Agricultural engineers and cereal
technologists of the North Dakota Ag-
ricultural Experiment Statlon are find-
ing out how forced air drying affects
the malting quality of barley and the
milling and macaroni processing qual-
ities of durum wheat.

This Is important to farmers and to
the malting and milling industries, as
the use of forced air drying of grain is
becoming a general farm practice in
much of the state,

From the research resulls, recom-
mendations as to safe drying tempera-
tures and most efficient and effective
procedures can be made, For example,
the sclentists are finding that the mois-
ture content of grain when it goes into
the dryer has an effect on the maxi-
mum temperature that can be used for
drying.

The dryer plctured Is designed to
simulate a section of a batch type dryer
of the type now being manufactured
for use on farms. Grain Is held in the
foot-wide vertical column. Heated alr
is blown through the column from side
to side, The grain may be circulated
continuously while drying. It meters
from the bottom of the column to an
elevator which returns it to the top of
the column.

With this dryer it is possible to con-
trol air temperature, the amount of air
flowing through the grain and the rate
at which the grain is circulated. Grain
with from 14 to 30 per cent moilsture
content is used. The air temperature is
varled from 105 to 160 degrees F, The
equipment makes it possible to evalu-
ate effects of circulating and mixing
grains while drying.

Two batch dryers detigned to evalu-
ate the effect of exposing wet grain to
heated air without circulating also
were used.

The Department of Cereal Technol-
ogy is making many of the quality
tests on the dried grain, The project Is
financed in part by the Malting Barley
Improvement Association, Commercial
malsters will perform some of the
quality tests,

La Rosa Introduces Two Hew
Pizza Pie Mixes

sauce and grated cheese, the otl «r with
sauce alone — are now beln; intro.
duced by V. La Rosa & Sons, Inc,

making two full pies (six big sc:vings),
each of the new La Rosa pizza mixes
features a newly-developed yecnst that
makes pizza dough rise In five minules
— glx times faster than previous
yeasts,

La Rosa has designed new, eye-caich.
ing packages that stack easily and are
attractive on the shelf. Featuring one
fourth of a ready-to-eat La Rosa pimza
pie on its face, the packages have the
novel characteristic of forming one-
half of a ple when they are placed
side-by-side with their faces matching.

popular as an American dish," said
Peter La Rosa, company president
“That is why in our new packages we
have added more convenience and
economy to the consumer.,"

largest manufacturer of Itallan style
foods, Its macaroni, spaghetti, and egg
noodle products are distributed in New
. England, New York, New Jersey,
Maryland, Pennsylvania, Illinols, Indi-
ana, Minnesota, Ohio, Wisconsin, Iowa,
Nebraska, and the District of Columbie.

George L. Pratt (1
culiural engineer, works with
Promersberger, agriculiural engines®
on part of the drying equipment

in ressarch with malting barley
durum wheat.

o At AR T ML TP P (Y oA ML s

Two new pizza ple mixes — ve with

Containing 30% more sauce and

To market the new plzza ple mixes,

“Pjzza is becoming more and more

V. La Rosa & Sons, Inc. is America's

The hand that smears the table rules

the home! And when it’s macaroni products
made from Commander Larabee's

Comet No. 1 Semolina, there's no trouble
getting more food into the tummy

than on the floor!

From tots to teens . . . the durum tasle is tops! L
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RETROSPECTIONS

40 Years Ago

e Editorial said that the cure for the
present low consumption of macaronl
is @ “good big dose of publicity, nation-
ally applied.”

e Because of the increased costs of
cotton and jute materials and the poor
quality used in manufacture of flour
sacks, many millers have advocated re
use of the original containers,

o The once familiar phrase, “Made In
Germany"” no longer was appearing on
products of German manufacture find-
ing their way into continental markets,
o Price for macaroni products in Spain
was 11 cents a pound, an increase of
57% since 1913,

e Saild H. H. Teachley, advertising
manager of Gooch Food Products, in a
letter to the editor: “We have seen
National Weeks for everything from
safety razors to clothes styles ... a week
of intensive advertising of macaroni
products, national in scope, might he of
the greatest benefit to the industry.
e Macaroni production in France has
been affected adversely by World War

.

30 Years Ago
e Grocers' cooperation was recom-
mended as a means of increasing maca-
roni sales by James T. Williams,
e The Foulds Milling Company, John
B. Canepa Company, 1. J. Grass Noodle
Company and F. L. Klein Noodle Com-
pany all had exhibits at the food show
conducted by the Chicago Herald and
Examiner in September.
o Edwin C. Forbes, Cleveland, Ohio,
the first macaroni association secretary
(1004-1910), told of his early recollec-
tions as a macaroni association pioneer.
e Canada was fighting macaroni
dumping by unscrupulous American
firms by requiring customs to collect
a 15% deposit of the value of any ship-
ments made to Canada on consignment.
e Sears, Roebuck & Company discon-
tinued their grocery line. For many
years they distributed thousands of
cases of macaroni products and there
was keen competition in the industry
for their macaroni account,
e The 1029 Italian w heat crop is in
excess of 257 million bushels.
o Terrebonne Macaroni Co., Houma,
Louisiana, bought property adjoining
their property for expansion purposes.
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20 Years Ago

e Ingredient labeling advice was a
new service offered NMMA members
by Benjamin R. Jacobs, Association di-
rector of research.

e General Mills' full page color &ad in
the Journal told how Beity Crocker
will plug Pioneer Macaroni & Cheese
on her broadcast, “The Romance of
Macaroni”, on 59 radio stations Decem-
ber 1.

o Publicity campaigns: During Maca-
roni-Noodle Week Piggly-Wiggly used
the Macaroni Institute's unit-display
suggestion in its 1300 stores throughout
the country; E. I. du Pont had displays
of packaged macaroni products in their
Exhibition on the boardwalk at Atlan-
tic City and also in Hotel du Pont,
Wilmington, Delaware,

e The I, J, Grass Noodle Company
was building a $25,000 addition to its
plant on Wentworth Avenue in Chi-
cago, where new equipment will be in-
stalled by the end of the year.

e Ravarino & Freschi applied for the
trademark ‘'Puritan” for its macaronl
products, claiming use since May, 1818,

10 Years Ago

¢ President Harry S, Truman was pre-
senled a portrait of himself done in
macaroni, spaghetti and egg noodles
and a sheaf of durum wheat at a cere-
mony during the Minnesota Centennial
in St. Paul, staged by Maurice L. Ryan,
Association director, and Sills, |nc,
who handle Institute public relations.
e The 1047 Census of Macaroni Manu-
facturers prepared by the Bureau of
Census, Dept. of Commerce, reported
228 establishments that produced a
total of 818,375,000 pounds of macaroni
products,

¢ Twenty-five macaronl/noodle firms
and 18 allieds sent 67 representatives
to the Pacific Coast Conference the cnd
of October,

e Dr. 0. J. Kahlenberg, director of re-
search of the NEPA, explained the ob-
jectives of their egg research labora-
tory program to assist noodle manu-
facturers,

¢ C. Daniel Maldari, of Maldari &
Sons. Inc, reported cii the origin of
the novelty product termed “Rotini",
o Spaghetti and bread rationing in It-
aly was discontinued August 1st due
to greatly improved wheat conditions.

CLASSIFIED

ADVERTISING RATES
Disploy Advertising.....Rales on 2 rplicslion
Want Ads.oouvias sasssns o5 Conis parling

—_—
FOR SALE - Clermont Noodle Culler with fiyy
1ets standard culting width rollars, Dough Bregt.
er, Preliminary Noodle Dryer. In exceliont con.
dilien, in operati now, R bly priced,
Wrile Box 154, Macaronl Journal, Polating,
Ilinols.

INDEX TO
ADVERTISERS
Amber Milling Divisien, G. T, A, ... ..... ]
Ambrette Machinery Corporatlon ..., 10,1}
Avenco, Int, ovvvvnrnannnins AR TR, A

Bralbantl Company, M. & G. .
Buhler Brothers, Inc, ..vvuvns
Clermont Machine

Company, Int. ......... 17, 18, 19, 0
Commander-lorobee Milling Co. ,.vvvves N
DeFranciscl Machine Corporotion
General Mills, Ine. ..
Holimann-LaRoche, Inc.
Ink tlenal Milling C
Jacobs-Winston Laboraterl
King Midas Flour Mills ...

Macareni Joumel ....ccaiinns
Maldarl, D. & Sens, Inc.

Pavan, N. & M. ...covvnnes Teuaenee "
Rossotll Lithogroph Corporation ... Cover Il

Pavan's Western
Representatives

Aseeco, Inc, has been appointed the
distributors for the Pavan line of ma:
chinery and dies for the states west of
the Mississippi River. This will tie lo-
gether with their Vert-i-Lift bucke!
conveyor of their manufacturc. This
concern was formerly known s Sys
tems & Equipment Engineerin: Com-
pany but have recently incos orated
under the Aseeco name. The m:naging
personnel is made up of peo! ¢ who
have been closely associated v th the
macaroni industry for the j st ten
years. D, D, Steve Brodie i among
them.

Calorie Clamor

Television ads claiming few: - cal®
rles in rice than in potatoes p:ive
protests from Idaho Senator Henry
Dworshak, who demanded an vederal
Trade Commission investig tiom
claiming potatoes had fewer ' ilories.
more minerals, FTC looked into the
matter, toock no action, but tie ri®
commercials were withdrawn. 1t is un*
derstood that mass produce 11“!""{'
were also complaining about direct ab
tacks on one food by growers of &%
other. Incidentally, Senator Dwors !
is still complaining that the sch
lunch program provides free rice al;
forces the schools - even in Idaho - ©0
buy potatoes in the market.
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CHECK AND FILE THIS IMPORTANT INFORMATION

FACT FILE on ENRICHMENT

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

ALL FIGURES ARE IN MILLIGRAMS PER POUND

Min, Max.
Thiamine Hydrochloride (By) . .vvvvvvrveneeanss 40 5.0
Riboflavin (Bz) +vveerencssnerrsnssnrasaeses L7 2.2
PBREIN s s i oatete wsiain mioie e e e KA AR 34.0
T PTGy b 11 16.5

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

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

For macaronl, spaghetti, etc., from
which cooking water is discarded—
Four ounces when cooked supply the
following of the minimum daily require-
ments:
Vitamin By v.v0 0. . 50%
VitaminBg .......15%
Iron «coeenvrs e 32.5%
Niacin .....4.0 milligrams

For short-cut goods from which cook-
Ing water s not usually discarded—
Two ounces when cooked supply the fol-
owing of the minimum daily require-
ments:
Vitamin By .......50%
vitaminBs .......10.5%
71, T 1 &
Niacin .....3.4 milligrams

for batch mixing

ROCHE * SQUARE
ENRICHMENT WAFERS

Each SQUARE wafer
contains all the vita-
mins and minerals
needed to enrich
100 Ibs. of semolina.
They disintegrate in
solution within sec-
onds . . . have finer, more buoyant par-
Heles . . . and break clean Into halves
and quurlers. Only Roche makes
SQUARE Enrichment Wafers.

*ROCHE-Reg. U. §, Pat, OMl

for mechanical feeding
with any continuous press

enrichment PREMIX

contalning ROCHE VITAMINS

1 ounce of this pow-
dered concentrale
added to 100 Ibs. of
semolina enriches lo
the levels required
by the Federal
Standards of Iden-
{ity. If you use a con-
tinvous press, get the
facts now on mechanical feeding of en-
richment premix with Roche vitamins.

VITAMINS ROCHE

For help on any problem Involving enrichment, wrile o

Vitemin Division °* Hoffmann-La Roche Inc. * Nutley 10, N. ).

ENRICHMENT WAFERS AND PREMIX DISTRIBUTED AND SERVICED
BY WALLACE & TIERNAN CO., INC, NEWARK 1, NEW JERSEY
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"B;)Wolls.;gpaghettl n }
WitepWhat type 8 of macaroni } gl%f

manufacture, you can be, sure £ whén you
“tig-up' with "Mr. 1", T symbol of
International's personal service*and q_uahly,
products. “Mr. 1" stands for integrity — an
International by- -word! “Mr. 1" means in:
creased ¢ xsumer tance of your maca-

roni_produlits. Yes; 't Ms agood "

‘ "‘&} —a good "man" o have workifig
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