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As we'approach the threshold of another year our thoughts
turn gratefully to those whose courtesy, good will and
ldyalt:y have heiped make our progress possible. In this

spirit we extend to you the
SEASON’S GREETINGS

CHARLES C. ROSSOTTI ALFRED F., ROSSOTTI
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REGIONAL MEETINGS

HALF a hundred macaroni
manufacturers and allies cele-
brated National Macaroni Week at a
luncheon of chicken tetrazzini in New
York's Hotel Belmont Plaza October 27,

Reports and Comments

The group heard Ted Sllls and Eli-
nor Ehrman of Sills’ New York office,
public relations consultants for the Na-
tional Macaroni Institute, report on
current publicity placements for Na-
tional Macarcnt Week. With the asist-
ance v’ Nika Hazelton, account execu-
tive, ana several volunteers from the
head table, a folded accordian of poster
sheets covered with reclpe releases
and pictures was extended around the
room to graphically demonstrate the
volume of activity going on to publi-
cize macaroni, spaghetti and egg noo-
dle-products.

Mr, Sills reported on the Lenten
plans of the American Dairy Associa-
tion which will kick off a Dollar Din-
ner campaign in the February issue of
Better Homes and Gardens, They will
feature a 18-page recipe booklet with
24 recipes for dairy foods. Four of the
recipes will call for macaroni and egg
noodle products. Point - of - purchase
pleces were displayed.

James J, Winston, Assoclation direc-
tor of research, called on manufactur-
ers lo submit samples of imported
products suspected of not complying
with standards of identity to the lab-
oratory for analysis and referral to the
Food and Drug Administration. He
noted a sharp Increase in the volume
of products coming into the East from
Canada.

C. C. Fifleld, cereal chemist on durum
rescarch with the United States De-

ol Agriculture research chemi-:

pariment of Agriculture at Beltsville,
Maryland, reported on quality studies
going on in the prime raw material for
macaroni products. He had a display
of charts and graphs und graphic color
samples to demonstrate findings in
their works. As soou as his paper is
cleared for publication, it will appear
in the Macaroni Journal,

Assoclation Secretary Robert Green
called attention to the Increased rail-
rond charge of $10.00 a day on bulk
flour cars, which has been suspended
for seven months, but may be reinstat-
ed at that time. He urged manufactur-
ers to write the Interstate Commerce
Commission to protest this increased
rate showing how it affects costs in a
situation that was developed to cut
costs.

Various members who had attended
sessions of the Grocery Manufacturers
of America convention reported on
ideas gleaned from

the meetings.

T"l‘ nl'nqull (left), Paul Ambrnlle. ond Sal Moaritato (right) chat with Belgian visitor
ry (center), AI Ravarino is In the background.

Dzcempes, 1960

i, Jr. on the left; Colburn C. Fifield, United Stet.s Department
; James J. Winston, Association Director of Research,

Among the speakers were C, F. Muel-
ler, Lloyd E. Skinner, Al Ravarino,
Paul Vermylen, and Vincent F. La-
Rosa.

Pierre Soubry, son of the proprietor
of the Belglan macaronl manufactur-
Ing establishment Joseph Soubry in
Roulers, spoke expressing his grati-
fude at the hospitality that had been
extended to him by macaroni manufac-
turers he has visited in the United
States. He has combined his business
tour with a honeymoon,

Ettore Berinl of M. and G, Braibanti
Company of Milan, Italy, expressed
words of greeting and an invitation
for macaronl manufacturers to avail
themselves of the opportunity present-
ed in the study tour planned for Eu-
rope next spring. He emphasized that
in addition to the ideas that would be
zathered, there would be interesting
shoptalk with European counterparts.

Soclal Activities

Tom Sanicola and Faust Falconi of
the Faust Carfon Company served
cocktails and hors d'oeuvres in their
hospitality suite following the meeting
and prior to a dinner held by the sup-
pliers for macaroni manufacturers at
the New York Rifle Club.

At the Rifle Club a full Italian style
dinner was served, The menu includ-
ed o fobulous antipasto, pasta, steak
and chicken, fulluwed by fruit, cheeses,
and demitasse. Alfred Rossotti, who
had just returned from Europe, was
honored by his brother Charles, who
though unable to attend the dinner
meeting sent a beautifully decorated
cake and greetings in song. Alfred Ros-
sottl responded wtih o few words of
thanks and comments on the highlights
of his European visit.
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After some story telling and good
fellowship, the meeting adjourned.

Those in attendance at the dinner
included Emanuele Ronzoni, Jr. and
Roger DiPasca of Ronzoni Macaroni
Company, Vincent F. LaRosa of V. La-
Rosa and Sons, A. Sevedra and John
Natall of La Rinascenli Macaroni, Alex
Frank and Anthony Conetta of the De-
Martini Macaroni  Company, Joseph
Santoro of G. Santoro and Sons, Adolph
Torio and A, Molinaro of Refined Maca-
roni Compaay, und a contingent from
Paramount including Joseph Coniglio
and Joseph Coniglio, Jr., Rosario Con-

iglio, Louis Coniglio, Louis J. Coniglio,
and Louis J. Saggio. Anthony A. De-
Bole of the American Artichoke Com-
pany was also present.

The suppliers who served as hosls
included Walter Ousdahl of Amber
Milling Company, John Amato of Cler-
mont Machine Company, Dan and
Ralph Maldari of D. Maldari and Sons,
Ernst Horstmann of Commander Lara-
bee, Charles Moulton of Bralbanti-Le-
hira, Mary and Jack Campanella of S.
Campanclla Sons, Lee Merry and Joe
Je Marco of General Mills, Inc,, Lester
Swanson, David Wilson, David F. Wil-

At the New York Rifle Club...

Left to right: A. Molinaro, Frank Fodera, Joe Santora, Gus Alatl,
Not Dufrancisci, Leonard DeFrancisci, Anthony Conetta, Josch
DeFranciscl, Adolph lorio,

Left to right; Anthony DePasquale, A. Savedra, Joseph Coniglio,
Dan Moaldari, Louis Coniglio, Sal Maritato.

son and Frank Fodera of King M.das
Flour Mills, Tom Sanicola and F.ust
Falconi of Faust Carton Company Jo-
seph and Leonard De Francisci. Nat
Bont:mpi and Gus Alati of De Fiun.
cisci Marhine Company, Jim Afllec s of
Williamy Punn Flour Company, A L
De Pasquale, Sal Maritato, and Andrew
Rondello of International Milling Com.
pany, Alfred F. Rossottl, John Tobi,
Arthur Tarditi, Ernest Williams, and
Miriam Morris of Rossottl Lithograph
Corporation. Miss Morris coordinated
the party.
(Continued on page 34)
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| Who really
iImvented macaroni?
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! WhO knOWS? The origin of this delightful food is lost in legend—and many of

|
| those 0 i d i
{ thosc legends have become classics. We'll again present these legends—-along with facts about

i the py ot I " .
srowth of the macaroni industry—during the coming months in this magazine. Maybe

v 0
You've seen them before, but we hope you'll
¥ 4 L - ® \
Lester § , David F. Wilion, David Wilson, Mary Comnanella and Joc De Marco, In the bockground: Andrev {
il Rondello \ .ft), Anthony Conetta (center), Vincent F, LoRoso (right DURUM PRODUCTS
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| enjoy this popular series which we are planning
| to repeat.




HE food Industry faces a serious
situation of constantly rising oper-
ating costs and squeezed profit mar-
gins, These cost increases stem primar-
ily from higher taxes, higher wage
rates, and higher transportation rates
. .. all of which are pretty well fixed
and beyond the control of individual
management. Since 1046, about 75 per
cent of the cost increases between farm
and table prices have been due to high-
er taxes, higher wage rates, and higher
transportation rates. While manage-
ment faces these cost increases, it also
recognizes the fact that competitive
pressures.are such that parallel price
increases are not presently in the of-
. fing. Therefore, In order to maintain a
profitable and expanding business,
management must find ways of increas-
ing efficlencles and cost savings in its
operatlons. That is not easy because
management has tried to operate at
top efficlency all along, and very suc-
cessfully.

Each year we aim to select a theme
that concerns itself with matters that
are of timely interest to this industry,
and to plan discussions which might be
helpful In the solution of them. Accord-
ingly, a very appropriate theme for this
year's meeting i{s “The Challenge io
Grow . . . Profitably.”

Operating Problems

There are several areas where groc-
ery manufacturers have heavy expen-
ditures, Those selected for discussion
include the payroll of employees, trans-
portation costs, the cost of.operating
the sales organization, and the cost of
the advertising bill. Speakers will sug-
gest ways in which management might
obtain Increased benefits by working
more clrsely with its people, its em-
ployees . . . that is the payroll; exam-
ining Its over-all methods of the dis-
tribution of its products; how to get
more profitable sales from the adver-
tising dollar; and how salesmen might
revise their work in order to produce
more profitably for the company. And,
there will be a group discussion by
manufacturers and distributors on how
we can work most productively to-
gether in the distribution of our prod-
ucts, These are all potential areas for
improved efficlencies and cost savings.

GMA members are great bellevers in
the constructive force of advertising
and use it extensively. A recently pub-
lished list of the top 100 leading adver-

tisers In the United States showed that
28 out of the first 50, and 51 out of the
total 100, are GMA members, Because
of this great interest in advertising,
we will talk about its importance and
its essential function as related to total
operations; and we will discuss ways
of getling more profitable sales from
the adviviising dollar.

So far . have talked mainly abuut
the program and some of the major
operating problems confronting man-
pgent.rnt. There are of course other
arén: which concern us, and I want to
talk about them from the standpoint
of the public interest,

‘The Public’s Interest

One of these areas is the important
mutual interest which exists between
the food industry and the American
public. We need no reminding of the
fact that the food industry has a tre-
mendous stake in the public, and our
immediate dally contacts with con-
sumers convince us that we must serve
them satistactorily every doy—or else.

We are naturally the most “consumer
minded” Industry in the country. We
know that our overall common objec-
tive is to find ways in which to further
reduce the cost of distribution, improve
our services to the public, and con-
tinue to provide a food supply which
must be safe, nutritious, enjoyable,
abundant, reasonably priced and con-
veniently available at all times. We
recognize the fact that we must serve

o T FEEGEEE W ROS TR S R

The Challenge to Grow ... Profitably
By Paul S. Willis, president, Grocery Manufacturers of America, Inc.
at their Fifty-second Annual Mesting

Mrs. Consumer well In every way so
that she will continue to spend a fair
share of her purchasing dollar at the
food store.

The American public likewise has
a great stake in the welfare of the
food industry., Therc ave many reasons,
1 shall mention unly a few.

One reason 's that the food industry
from farm-to-table, directly and In-
directly, employs nearly one-third of
the total labor force—one out of every
three workers. Almost every industry
enjoys part of its sales, employment
and profits from purchases by the food
industry.

Continued growth of the nation's
largest industry is the efore a polent
force contributing to the natlon's total
economic growth,

Another important consideration Is
the fact that the food industry's growth
is a steady one, Especially during re-
cession perlods, this steady increase
provides a stabilizing force on employ-
ment and consumer buying, which
helps to offset the effects of the wide
fluctuations which frequently occur in
industries like housing, steel, and heavy
goods.

The public also has a stake in our
future growth from another angle;
namely, that the food industry's growth
provides the one obviously sound way
to help solve the farm economic situa-
tion, which is of national concern.
Otherwise the government will surely
move in with even tighter controls
which might gradually lead to controls
on everything else—and everybody.

Another interest which the public
has in our growth relates to the inter-
national situation, As American groc-
ery products are increasingly displayed
and sold throughout the world, we are
finding that these products are more
than just merchandise. They are prov-
ing to be “smbassadors of good will'
doing a practical job of selling Amer-
ica and its way of life.

©Of course, the most immedlate stake
the public has in our continuing
growth Is their interest in good eating
and good nutrition, Americans don't
like to “stand still” in their eating. A
in every other fleld they are interested
in moving ahead, They want a contint-
ously wider variety of new,.,lmpm"ed
and more convenient foods, Only 8
constantly growing industry can pro-
vide these products.

(Continued on page 30)
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Charles Ritz Honored

Golden Anniversary

Charles Ritz, chairman of the board
of International Milling Company, cele-
brated fifty years of service with the
company on October 16.

He was honored by the company’s
United States salesmen at meetings in
Buffalo, Detroit, Atlanta and Minne-

apolis. On October 14 the girls in the

Minneapolis office presented him with
a spray of flowers commemorating his
fitty years with the company, On Octo-
ber 15, he was honored at a dinner
given him by Atherton Bean, president
of International Milling Company. On
October 20 he was feted at a luncheon
given by department heads from the
Minneapolis office and laboratory,
membe.s of the Quarter Century Club
and Invited guests.

In the Grist, company house-organ,
president Atherton Bean wrole this
about “"CR": "Many do not fully real-
{ze the tremendous impact his ideas
have had on our company and on the
milling industries of Canada and the
United States, This impact began very
goon after he joined the ranks of Robin
Hood in Moose Jaw on October 18,
1010, How many sales managers do we
have today or have we ever had who
assumed that responsibility at 217 How
often has o man 24 years old been sent
to open an office which would mark
our entry into a major new market?
How many men have been made gen-
eral manager of an important division
of the company at the age of 40?7

“The aswer to nll these questions is
‘just one'—and that one was CR.

“What were the qualities which made
him so unquestionably ouistanding
that within four years after joining
the company as a stenographer, he was
chosen to open the company's first of-
fice In Eastern Canada? It Is, of course,
impossible to put into this short trib-
ute a real analysis of so versatile a
man, but let me list a few of the
things which have struck me most forc-
ibly in working with him for the last
23 years.

“Energy—Who is a betler example
of the man-in-motion than CR? And Is
there anything more inspiring to an
organization than working with a man
whose mind is always alert to see, to
absorb, to understand and {o pass
sound judgment upon the flow of sur-
rounding events?

“Memory—Who has a grasp of de-
tail and recall of the past which can
equal his? Hardly any of us who have
worked closely with him have failed
to be amazed at times by his ability to
correct our recitation of long-past hap-

10

penings with distressing accuracy,
What a wonderful gift and what a won-
derful ald to balanced judgment and
quick decision this Is.

“Devotion to the company—Could
anyone have given more ideas, more
hours, more energy to a company than
CR has glven this one? I remember
well a day some years age when the
company had a problem with the
Canadian Wheat Board that we thought
only CR could handle. He was sched-
uled to leave on vacation with Mrs,

Ritz at noon that day (I'm sure she -

will remember this well). Without a
moment's hesitation, he changed his
plans, went to Winnipeg, handled and

sulved the problem. Only then did he .

continue with his vacation plans, In
this connection, it is most appropriate
to pay tribute to the similar devotion
of Evelyn Ritz who went to Arizona
that day w'thout her husband and who
has carried with good humor the in-
evitably changing plans of a very busy
business man these many years.
“High personal standards of perform-
ance and conduct—In my opinion, CR
falls Into that very small select group
of great business men. A great busi-
ness man must have high standards.
He must be a clear example of that
gelf-discipline which is required by de-
votlon to the best and highest that our
civilization knows. Unwavering hon-
esty; unquestioned rejection of the
questionable; stern demand that those
for whom he Is answerable follow his
high code; a delightful and successful
family life; generosity in support of
good publlc causes; these are the kinds
of thing—the list of the estimable qual-
ities could be lengthened interminably

|

—which make him a man to whom our
organization can look with pride and
the community follow with confidence,

“The above i3 an exceptional trib.
ute. It should be, for here Is a man
who has been a major factor in cun-
verting a struggling company of limit.
ed resources, in an Industry which
many sald had little future, into one
of the significant business organizations
of the world.”

* 4 ¢

Dr. Kahlenberg Joins Tranin

The Tranin Egg Products Company
of Kansas City announces that Dr. O.
J. Kahlenberg has joined the staff as
Director of Sales and as Technlcal Di-
rector.

Dr. Kahlenberg, one of the nation’s
outstanding authorities on eggs and
egg products has most recently been
Professor of Poultry Husbandry at Mis-
sourl University. Prior to that, his po-
sition was Director of Research and
Products Development for the F. M.
Stamper Company, Moberly, Missourl.
From 1047 through 1850 Dr. Kahlen-
berg was Director of Research for the
National Egg Products Assoclation.
From 1942 to 1947 he was Chemist-in-
Charge of the National Laboratory of
the Dalry and Poultry Inspection and
Grading Dlvision of the United States
Department of Agriculture. Statloned
in Chicago, he headed a large staff and
was technical advisor for branch lab-
oratories at Seattle and San Francisco.
Larlier employment was with the Bor-
den Blological and Chemical Labora-
tories in New York and with the Penn-
sylvania State University Nutritional
Research Stafl,

Dr. Kahlenbergg received his B.S. de-
gree in Agriculture at the University
of Wisconsin, his M.S. degree at Rut-
gers Unlversity and hls Doctorate from
Cornell University. He Is a member of
various professional soéleties in his
firld and Is the author of some 50 pub-
lished scientific and non-technical pa-
pers. His papers on eggs have appun_red
in many leading food industry publica-
tions, magazines and journals.

Soy Supplement

Proteln-rich soy flour which Is sald
to be neutral in taste and odor has
been developed by Archer-Daniels-
Midland Company, Minneapolis. Ac-
cording to the ‘company, the product
can be used In bakery products as 2
milk proteln replacement, allowing
substantial cost savings, and also as 8
supplement for such foods as soups:
baby foods and prepared meat prod-
ucts.
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Don Price, Discussion Leader

Marketing Management
N.M.M.A. Seminar

Jonuary 17-18-19
Hotel Diplomat, Hollywood, Fle.

‘") ON PRICE, a salesman's salesman

and marketing expert, will be a
discussion leader and source expert for
the * seminar sessions on marketing
management planned for the Hotel
Diplomat January 17-18-19.

Donrld L, Price started his career
vith Narton Company as a mailboy in
1920. He rrse through the positions of
stockinan, sales engineer, fleld engi-
neer, and district manager of compa-
n7's Detroit office, a post he held for
several years, In 1249 he svas made a
regional sales manuas:r and in 1955
sales manager of grinding wheels in
Worcester, Massachusetts, the position
he held untll his promotion to vice
president in January of 1050,

About Norton

Norton Company manufactures abra-
sive and grinding wheels, coated abra-
sives, and pressure sensitive tapes,
electric furnaces, grinding and lapping
machines, refractories, electrochemi-
cals, sharpening stones, and floor
tile. The company's headquarters and
general offices are in Worcester, Mas-
sachusetis—forty miles west of Boston,
almost exactly in the center of the
state. L

The outgrowth of a tiny pottery
shop, the company was Incorporated
in 1885. A year later the first factory
was built on the present site In subur-
ban Worcester, Today with one hun-
dred and twenty bulldings covering
over 1566 acres, the main plant extends
over a mile and a half and employs
about 5,000 persons. The company has
13,000 employees worldwide, with dis-
trict offices, warehouses, and distribu-
tors in all major cities. Overseas,
through its export company, Norton
Behr-Manning Overseas, Inc., Norton
operates manufacturing plants in the
main industrial centers,

About Price

Mr. Price attended Clark University
and the Harvard University Advanced
Management Course. He is past presi-
dent and director of the Worcester
Sales Executives Club. He is also a di-
rector for the American Supply and
Machine Manufacturers Association.
He is his company’s representative in
the Grinding Wheel Institute and with
the United States Chamber of Com-

12,

Donald L, Price

merce. He Is a directoriof the Worces-
ter Chamber of Commerce,

In the Natlonal Association of Monu-
facturers he is 8 member of the mar-
keting committee. For the American
Management Association he is a mem-

ber of the planning committee for the

marketing division. He was a discus-
slon leader at the sales seminar held
by the American Management Assocla-
tion at Colgate University this sum-
mer,

In his own community he is a mem-
ber of the Worcester Club and the
Worcester Co;:ntry Club., He has served
as chairman of the local general fund
campaign for the American Red Cross.

Don's experlence, insight, and en-
thuslasm will help generate stimulat-
Ing discussions on the important area
of marketing considerations at the
seminar sessions for the Winter Meet-
ing. Three intensive morning sesslons
are planned to consider what makes
the marketing concept work, the or-
ganization of marketing activities, and
the management controls for such ac-
tivitles.

About Additives

A speclal session [s being arranged
so the suppliers of additives for maca-
ronl and noodle products can make re-
ports on current developments. Taste
testing and dissemination of literature
are beilng planned as features for this
session. Other afternoons will be free
for fun and relaxation at the fabulous
facilities of the Hotel Diplomat.

Located on a 400-acre resort estate,
the hotel has swimming pools both
at Diplomat East and Diplomat West
plus bathing on more than a thousand
feet of private ocean beach.

s LRI S SN e

The famous golf course of the Diplo-
mat Country Club is under the direc.
tion of famed professional Cary Mid.
dlecoff, The tennis club has six cham.
plonship courts. Jal alai, deep sea fish-
ing, and thoroughbred and greyhound
racing are just minutes away from this
luxurious resort hotel.

On the soclal schedule, the tradi-
tional Spaghetti Buffet will be planned
for the opening night and an Associa-
tion Dinner Party will climax the fes.
tivities on the final evening.

Full detalls on reservations for rooms
and convention registration are being
sent out from the offices of the Nation-
al Macaroni Manufacturers Associa-
tion. Circle your calendar now, and
make plans to attend these important
seminars to gather ideas and inspira-
tion for combatting the cost-price
squeeze,

They Bought It

With marketing in the spotlight at the
recent meetings of the Grocery Manu-
facturers of America and scheduled
for discussion at the forthcoming semi-
nar sessions of the National Macaroni
Manufacturers Association, a recent
profile article in New Yorker magazine
is most timely.

The actlvities of one Stanley N. Ar-
nold, a marketing and sales manage-
ment consultant, Is described as the
crention of business excitement. Mr.
Armold comes from Cleveland where
he and his father ran a chain of fifteen
supermarkets called Pick-N-Pay. Later
he moved on to New York, where, 23
director of the sales promotion division
of Young and Rubicam, the third big:
gest advertising agency in the world,
he generated business excitement
among a group of blue-chip eclients.

Because many of the products sold
in supermarkets are purchased on im-
pulse without premeditation, on the
spur of external stimulus, such items
are moved from their shelves largely
by the customer's excitement.
they are moved to their shelves by the
retailer largely on the basis of his ex:
citement, in the face of competition
from items that are virtually identicl
Stanley N, Arnold is the type of man
that dreams up this excitement.

In selling his ideas to his clients he
frequently dramatizes old cliches
American ‘Tobacco Company, for ex:
ample, was most concerned that thelr
competition have mo inkling of thelr
promotional plans—security was the
watchword. Mr, Arnold scheduled 2

(Continued on page 36)
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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
daily operation with the Clermont VMP-5A, 2000 Ibs/hr press—
“The Greatest of All Long Goods Presses."”

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,

ﬁ VISIT OUR NEW ENGINEERING & ADMINISTRATION OFFICES.

MACHINE CO., INC. 280 WALLABOUT STREET BROOKLYN 6, N.Y, U.S.A.

Telephone: EVergreen 7-7540
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ISTORY and tradition are saluted
this month by the National Maca-
roni Institute.

0Old Dominion

The first permanent English settle-
ment In America was In Jamestown,
Virginia, in 1607. In 1610 the first leg-
islative body in the New World was
established here, This was the begin-
ning of the system of representative
government in the Western Heml-
sphere.

Virginia, named by Sir Waller Ra-
leigh in honor of Elizabeth, who was
called the Virgin Queen of England, is
also called the Old Dominion, since
this name was used in many early
writings. The capltal of the Colonles
prior to the Revolutlonary War was at
Willlamsburg. Here gracious living was
the hallmark of the early plantation
days, and the bounty of rich agricul-
tural areas contributed to the tradi-
tion of good eating.

Virginia hams, famous the country
over, are produced from hogs raised in
the peanut growing sectlon of the Tide-
water. Southern cookl: | in all its glory
is found here.

North and South

To the north in Maryland, named
for the wife of Charles I, the English
ruler who granted the territory now
known as Maryland and Delaware to
the first Lord Baltimore, is famous for
seafood, dairying, and agriculture. To
the lover of seafoods, Maryland means
Chesapeake Bay. It ranks among the
leading states in the marketing of
strawberries and truck crops. Research
facilities of the United States Depart-
ment of Agriculture at Beltsville have
produced such triumphs as the Belts-
ville Turkey, patricularly succulent for
holiday fessting.

The Carolinas were part of the ter-
ritory granted to Sir Robert Heath by
King Charles 1 of England in colonial
times, North Carolina today is known
as the Tarheel State, because the state
once produced vast quantities of tar,
pitch and turpentine, Today It leads
the nation in the growing of tobacco
and peanuts, .

South Carolina, the Palmetto State,
named for the palmetto trees which
grow in large numbers along its coast,
is a land of rare beauty and charm.
South Caro'ina colonists tried growing
many crops such as oranges, tea, vlives,
and mulberry trees. They were very
successful in growing rice and indigo,
and these two products became their
chief plantation crops. Cotton has be-
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Turkey in the Straw,

come important today, and South Car-
olina competes with North Carolina for
first place in the manufacture of cotton
goods,

Holiday Feasting

Christmas time was the most impor-
tant of all holidays in colonial times
as well as in plantation days. In addi-
tion to the religious observances there
was feasting and merrymaking. There
was visiting back and forth and always
the hospitality of good food.

While poultry and ham occupy the
top spots in the holiday menu, maca-
roni products in varlous forms have
graced the well set table. Vermicelli
in the consomme sharpens appetites for
the feast to come. Side dishes of but-
tered noodles or macaroni and cheese
run competition to candied yams and
mashed potatoes for favor. Egg noodle
dressing has become an interesting var-
iation in filling for the fowl.

But the greatest contribution of
macaronl, spagheitl and egg noodles is
in the wonderful combinations it af-
fords in the use of leftovers after the
big dinners of holidays or week-ends,
One such recipe for the tasty serving
of leftovers is Turkey in the Straw.

Turkey In the Straw
(Makes 4-6 servings)
1 tablespoon salt
3 quarts bolling water
8 ounces fine egg noodles (about 4
cups)

3 tablespoons butter or margarine

1% tablespoons all-purpose flour

1% cups milk

2 cups grated processed Cheddar
cheese (about % pound)

2 canned pimlentos, chopped

1% cups diced, cooked turkey

1 10-ounce package frozen asparagus,
thawed and diced

Salt and pepper to taste

Add one tablespoon salt to rapidly
bolling water. Gradually add noodles
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender. Draln in colander, Arrange
around outer edge of greased iwo and
one-half quart casserole.

Melt butter or margarine and blend
in flour, Gradually add milk and cook,
stirring constantly, until thickened.
Add cheese and stir until cheese Is
melted. Add remaining Ingredients and
mix well. Turn Into center of cas-
serole. Bake In moderate oven (350 de-
grees) 30 minutes,

Research Grant

National Institute of Nutrition In
Rome has recelved a $73,625 grant {from
the United States government. The
funds will finance a four-year study of
the admixture of soybean protein prod:
ucts with wheat flour in the manufsc
ture of such products as speghetti and
macaroni,
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From the heart of this rich durum
wheat area, the most sincere

wish we can send forth this
holiday season is this ...

NORTH DAK
GRAND FORKS
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IN A recent address to the Sales Ex-
ecutives Club of New York, Mr,
Charles G. Mortimer made a statement
which I would like to quote as a kind
of text of my own talk, He sald:

"“The entire American enterprise sys-
tem Is an outgrowth of the traditional
democratic principle of individual free-
dom of cholce. As a citizen, the Amer-
fcan has free cholce In the matter of
political representation. As a consumer,
he has free cholce of what he will or
will not buy.”

Mr. Mortimer went on to make his
point that we must keep It that way—
in both respects—and that it is patent-
ly clear to him that we can't have one
freedom of choice without the other—
a statement with which I am sure we
can all wholeheartedly agree.

*“The Consumer Votes"—not only for
political representation on election day
but also every time she buys your
brand in a retail store, She is exercls-
ing her democratic prerogative every
time she makes a free cholce among
the some 6,000 items carried by today's
supermarket and she does it every
week-day—in many parts of the ‘coun-
try even Including Sunday! Her polling
place is the retail store, the candidates
are your brands and those of your com-
petition, the ballot or list of candidates
on the voting machine is the retall
shelf, and the ballot box Is the shop-
ping cart.

Let's examine some of the trends of
this consumer voting in the market
place, It is my hope that this examina-
tion might give some direction to your
own marketing operations in 1961 and
teyond, because if you can give Mrs.
Consumer the candidates she really
wanis and if you can present the ad-
vantages of these candidates truly and
forcefully, I believe that all concerned
in this marketing operation of food
store products—manufacturer, distribu-
tor, retailer and consumer—will be
benefited materially.

Economic Climate

May we start, then, with a quick
look at the economic climate likely to
exist during the next year or so of
consumer voting. Despite the stock
market decline, the drop In the Fed-
eral Reserve Board Production Index,
the weakness in retail sales of durable
goods and even the softness of depart-
ment store sales, we have not done
too badly in the grocery store field
thus far In 1960, Grocery store sales for
a seven-year perlod starting with 1953
are placed at an indux of 100; the av-
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by James O. Peckham, executive vice president, A. C. Nielsen Company

Jnluc-o. Pockham

erage annual increase over the seven-
year period Is just a slight fraction
over six per cent as compared with a
four per cent increase for 1960 to date,
Two additional points should be noted
In this connection; first, that this four
per cent increase for 1080 is an im.
provement over 1058's gain of only
three per cent, and second, that the
most recent figure for 1960 shows a
further year-ago improvement to a
plus-five per cent.

Grocery store sales very closely fol-
low the trend of consumer disposable
income, The story is no different this
time; over the seven-year period con-
sumer disposable income stands at an
Index of 140 as compared to an index
of 143 for grocery store dollar sales.
This represents an average Increase of
almost six per cent per year for the
seven-year period as compared with a
five per cent galn thus far in 1960,

Grocery store sales on an estimated
tonnage basis indicate the food Indus-
try has done a rather remarkable job
of keeping prices down as evidenced
by the fact that estimated tonnage
stands at an index of 130 as compared
with an index of 143 for dollar sales.
During 1980 to date, the year-ago
changes for dollar and estimated ton-
nage are about identical—a plus 3.8 per
cent for dollars and a plus-3.7 per cent
for estima‘ed tonnage.

In 1061, therefore—and I think most
economlists expect this—we should also
see & modest gain In grocery store
sales. In other words, the economic

weather should continue to be reason.
ably good as far as retail grocery siore
sales are concerned, although it may
not be quite as favorable for consumer
purchases of durable goods.

Convenisice Items

Back about ten years ago, we set up
a group of recently developed products
with what Paul Willls and others like
to refer to as “built-in maid service,”
and which we usually characterize by
the term “convenlence type products.”
These Included such products as in-
stant coffee, frozen orange concentrate,
cake mixes, etc.—products which have
had a remarkable growth over the past
ten years and have now taken their
place as part and parcel of the con-
sumer’'s everyday purchases, In other
words, yesterday's convenience prod-
ucts have become today's necessities.

In the meantime, an additional group
of convenience products has come on
the market—products such as instant
tea, instant potatoes, liquid household
cleaners, aerosol products of various
kinds such as window cleaners, air
fresheners, furniture polish, dessert
toppings, instant drinks such as Tang,
wax paper made up into sandwich
bags, dispenser packed prefolded nap-
kins, and so on. These additional con-
venlence type products are getting the
consumer’s vote in increasing numbers.

Based on the composite trend of nine
convenience product classifications,
there is a sales increase of 39 per cent
in just one year's time from 1050 to
1960—almost ten times the four per
cent sales increase for grocery storé
sales os & whole.

You may be interested in a re-clas-
sificatlon of convenlenze type produels
recently introduced by one of my usso
clates. He found thtee general types:

(1) “Instant” type foods such @ in-
stant coffee, instant tea, Instant pols-
toes, pre-cooked rice, instant breakfast
drinks, dessert topping.

(2) “Lelsure time" foods such us bar-
becue sauces, snack lterne of variuus
kinds, carbonated beve!nger, soft drink
mixes.

(3) “Wife savers” sich as geners! g

purpose liquld cleaners, aerosol furni-
ture polish, aerosol window cleaners,
sandwich bags.

It seems to me that one common
feature of these convenience 1¥P¢

products is thelr relative 'newness of
uniqueness. The really worthwhile
ones catch on fast as we have already
seen, but once they are thoroughly e
(Continued on page 18)
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OFFICINE MECCANICHFE SPECIALIZZATE

MAC L HIINE Ely IMPIANTI PER PASTIFICI

GALLIERA VFNE T A

DIE WASHER
“UNIVERSAL”

MODEL P56
WITH HIGH PRESSURE PUMP

FOR WASHING ROUND DIES (TO
16V2 INCHES DIAMETER). AND REC-
TANGULAR DIES (TO 79 INCHES IN
LENGTH).

o AR R -

+ 1

STAINLESS STEEL CONSTRUCTION. MINI-
MUM WASHING TIME REQUIRED DUE TO
HIGH PRESSURE WASHING OF BOTH SIDES
OF THE DIE SIMULTANEOUSLY.

CHARACTERISTICS

MOTOR 2 H.P.
PUMP PRESSURE: 11.55 POUNDS PER
SQUARE INCH.

SALES REPRESENTATIVES

East zone: ROBERT MARR & SON, INC. West zone: ASEECO, INC,

154 NASSAU STREET, NEW YORK 38, N.Y. P.0. BOX 862,
; WOrth 2-7636 LOS ANGELES 28, CALIFORNIA
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The Consumer Votes—
(Continued from page 16)

tablished and the newness wears off,
they tend to resume more normal
trends—additional evidence that yes-
terday's convenience products become
today's necessitles.

.. New Brands

This particular characteristic of the
consumer to vote for something really
new is not confined to convenience
type products but is also evident in
our study of new and improved brands
generally, Based on a composite trend
of eighteen new and/or improved
brands that had already been market-
ed nationally in 1858 or before, we see
that consumer purchases of these new
brands are up 32 per cent since 1859—
elght times the four per cent gain for
all items sold through the grocery
store, And even more important is
what has happened to the share of
market for the average new brand in
this group—up 18 per cent in just a
year’s time!

After completing this analysis, J took
a good hard look at the brands mak-
ing up this list. Without exception,
they all had something really new to
offer the consumer—a difference read-
fly demonstrable to the consumer. Fif-
teen of the eighteen candidates were
entirely new hrands and only three
represented improvements of estab-
lished brands.

You all recognize, of course, that this
favorable vote for new and improved
brands has been going on for years,
but I wonder if you realize the extent
to which this consumer preference has
bullt up over the past ten years or so.
A total of 664 per cent of the con-
sumer vole for dry dog food during
June-July 1960 as measured by the con-
sumers’ actual purchases in the market
place were for brands and types In-
troduced after 1049. Similarly, new
brands or types accounted for 63.1 per
cont of packaged detergents, 624 per
cent of tollet soap, 46.4 per cent of
margarine, 44.2 per cent of cleansers
and 35.1 per cent of ready-to-eat cereal
consumer purchases.

Sizes and Markeis

Larger familles and more money to
spend combine to influence the con-
sumer's voting for large package sizes.
Based on thirtecen brands with large
package size introductions, tiie con-
sumer vote was 23 per cent of her pur-
chases in large package sizes in 1056,
28 per cent in 1858 and 31 per cent in
1960, These flgures refer to share of
tonnoge and not to share of units,
which would of course be somewhat
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smaller, Either way, however, the

. trend is unmistakable, I might add that

the same sort of situation Is evident in
sales of multiple pack where this par-
ticular form of “large package size"
applics—four-pack, six-pack, and so on.

Another basic trend In consumer
voting that has been continued right
through 1960 is the Increased volume
of consumer purchases through the

" larger markets represented by the

chains and independent supers. In 1858
it was pointed out that the number of
stores required for 70 per cent of total
food store all-commodity sales .had
been reduced from 112,000 In 19839 to
80,200 in 1948, 50,328 In 1954 and 44,501
in 1858, According to our recent cal-
culations, there has been another eharp
drop in this figure and as of right now
we estimate that some 38,500 stores ac-
count for 70 per cent of total all-com-
modity grocery store sales of $48.6 bil-
lion.

Supers do the Volume

Based on an analysis of tonnage sales
of thirty important commodity groups,
the consumer purchased 60,9 per cent
of her requirements through chains
and supers In 1958, 714 per cent in
1859 and 72.8 per ~ent in 1960! Since
these particular commoditles have a
higher share of their sales in chains
and supers than do all-commodity sales
generally, this means that 70 per cent
of the sales of these particular com-
modities—such product groupr as cof-
fee, tea, detergents, cereals, dog food,
baby food, canned frult, canned vege-
tables, etc.—can be covered by consid-
erably less than 39,500 stores. Until we
get detailed census breakdowns we
won't know for sure, but current esti-
mates would place this at about 31,500
outlets!

This continued trend of more and
more business fo fewer large retail
outlets has been of some concern to
food manufacturers in that it provides
at least a favorable opportunity for the
continued development of retailer and
distributor brands, In view of this sit-
uation, I am sure that most food manu-
facturers will be glad to know that
the consumer continued to vote for
major advertised brands just as strong-
ly in 1060 as she did in 1058 and 1058,
The vote for mojor advertised brands
continues to be a little better than

seven out of every ten—70.8 per cent '

in 1960 to be exact.

About Terrilories

How about territories? Is the 1980
consumer vole for major advertised
brands materially different by geo-
graphical sections? Again the answer
Is “No," with the vote in favor of ma-

jor advertised brands ranging from a
high of 73.8 per cent in the Mid-Atlun.
tic section to a low of 70.1 per cent on
the Pacific Coast—a remarkably nar.
row range. And as to trend, gix out of
the nine territories show increased vot.
ing for major advertised brands over
1858,

Now, how can you convince the con.
sumer to cast her vote for your brand,
and what is equally if not more impor-
tant, to continue to cast it every time
she visits the food store?

Be on the Bhelf

Well, in the first place, the candidate
has certainly got to be on the ballot—
your brand must be on the retail shelf,
This means that it must not only be in

- distribution but also that out-of-stock

must be kept at a minimum. Further-
more, it must be readily visible which
means that it should have a share of
shelf facings and store displays in some
reasonable relationship to its share of
sales. Closely connected with visibility
Is its appearance aid of course it should
be represented by an attractive pack-
age as well as a visible one.

And finally, your brand must have
its share of what I call “Customer Good
Will,” the disposition on the part of the
consumer to buy and re-buy the prod-
uct—brought about by a combination
of advertising, promotlon and satisfac-
tory experience with the product.

Study after study has been made
showing that a very high percentoge
of your customers purchase “on im-
pulse” in that they do not have an
organized shopping list when they go
into a store. It appears to us, however,
that taking all consumers in the aggre-
pate, this must be a kind of “condi-
tioned impulse” since the brand share
of ‘market represented by any well-
founded, well-promoted and well-ad-
vertised brand does not fluctuate great-
ly from one two-month perlod o the
next except under the temporary im-
petus of consumer price offers of one
sort or another,

Customer Turnover

This is not to say that your custom-
ers are more or less constant; on the
contrary they are turning over quite
rapidly on most products, You can con-
sider your customers at any one point
in time as the citizens of a given com-
munity, While the over-all population
doesn't change very much over short
periods of time, say from one two-
month period to another, people are
constantly being attracted to the com-
munity by the advantages cited by the
Rotary Club or the local Chamber of
Commerce. Others are leaving the com*
munity because it is not living up %0
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its claims, or because it costs too much
{2 live there, or perhaps because they
are bored with the life in that par-
ticular town, or perhaps they are at-
tracted by the rival claims and advan-
tages advanced for the community just
down the road.

It seems to me that several fairly
logical Zeducticns may be developed
from this analogy:

1. Other things being equal. the
larger the community the greater the
number of people that are going to
leave during any given perlod of time.
Eimilarly, the larger the brand share
of market, the greater the number of
customers that are going to leave be-
cause;

(a) They don't like the brand.

(b) They are bored with using the
product—the family Is tired of
the same old thing.

(¢) The price Is too great in rela-
tion to competing products.

(d) They are attracted by adver-
tising citing the advantages of
competing products.

2. By the same token, the larger the
community or brand franchise, the
greater effort the manufacturer will
have to expend simply to replace the
lost customers.

3, Similarly, the extend to which a
manufacturer can make his brand ex-
citing, the extend to which he can add
variety, the extent to which he can
maintain its quality and ability to real-
ly satlsfy the consumer, the smaller
the number of lost customers and hence
the smaller the effort necessary to re-
place them.

4. And finally, the more effective the
advertising effect of competition, the
larger the effort necessary to replace
lost customers. In other words, adver-
tising must not only attract new cus-
tomers to a brand but It must do so in
sufficient quantity to replace those lost
tuslomers, temporary or permanent,
which are bound to occur for any or
all of the reasons cited above,

The Right Mix

Now, what is the net result of all
this? 15 there any formula that can be
wed, given a specific product and price,
that will determine the right mix of
topy, media, weight of advertising, con-
Sumer promotion, store activity, ete.?

Any successful brand has, of neces-
slty, found the particular formula that
Works for it, but this has, for the most
Part, been worked out by trial and er-
for In the market place itself. Study

consumer and his attitudes as hard
nd as deeply as you wish, enlist every
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psychological ald you can muster and
you will bump up against the great
UNKNOWN —the unpredictable be-
havior of your competitors as to prod-
uct, price, promotion, advertising—
which together with the variable "hold-
ing power” of your own brand under
continued use will upset any pre-
concelved mix derived by formula
every time.

This does not mean the situation is
hopeless by any means. Once the right
mix is determined through actual trial
in the market place, it will probably
work for months and even perhaps for
a year or two. More and more, a few
manufacturers are quletly testing vari-
ous mixes of copy, media, welght of
advertising and amount of consumer
promotion, etc., on an organized basis
in small areas of the country, and are
doing so on well-established brands
that are currently enjoying good trends
as well as on new brands about to be
marketed on a larger basis. This takes
time—and money—but the results are
well worth it.

Some Observations

Despite the lack of any formula,
there are some observations on adver-
tising that we feel are sufficiently well
demonstrated to warrar! consideration
in your planning. We advance them as
pertonal observations and furthermore
we do so with some hesitation because
they cannot be followed blindly.

They merely represent what happens
most frequently in a given number of
observations not what invarliably hap-
pens. Let's look at it this way; we
think that If you stay with these ob-
servations the odds are definitely in
your favor even if you don't win the
election! Here they are for whatever
they are worth, first for new brands:

1. Outstanding advertising successes
are almost invariably based on out-
standing product successes.

2, If a new brand is a good product
from a consumer point of view, its
rhare of market bears a fairly close
relationship to its advertising and pro-
motion investment.

3. Advertising expenditures on a
new brand must take the total adver-
tising of the entire fleld into account,
If a new brand is shooting for 10 per
cent of the market, it must figure on
advertising support equivalent to at
least 10 per cent of the advertlsing ex-
penditures directed against that par-
ticular fleld —and considerably more
than that at the start.

4, One of the prime reasons for the
fallure of a good new and/or improved
brand to secure a fair share of the

market Is its failure to continue intro-
ductory advertising and promotion ex-
penditures over a sufficiently long pe-
riod of time to establish consumer
usage pattern.

Now, what personal observations can
be reasonably made on established
brands—observations that we feel are
sufficiently well documented to war-
rant consideration (but certainly not
blind acceptance) In your planning:

5, Assuming that you keep your
brand (and Its resulting advertising
appeals) strictly up to date, the best
insurance of maintaining or increasing
your share of market is to consistently
maintain your share of advertising at
a point somewhat ahead of your share

vof sales.

6. Conversely, and again assuming
that you keep your brand and its re-
sulting advertising appeal strictly up
to date, your brand will generally lose
share of market if it doesn't maintain
or expand its share of advertising con-
sistent with the brand's competitive
trend. Remember, the larger the share
of market, the more people in the lost
customer column, even when every-
thing else is equall

7. Unless properly and consistently
promoted, a highly acceptable product
change inay effect no marked sales im-
provement., The product change must
be sold; a 30 or 60-day introductory
campaign will not do the job.

8. Except on highly developed spe-
cialty products, even modest increases
in the generally accepted price spread
between a given major advertised
brand and its competition are usually
accompanied by declines in share of
market and ultimately by declines in
unit volume as well; it appears to be
exceedingly difficult to make up these
losses by increases in advertising and/
or promotion,

8. In examining our files, we seem to
have many more instances of the suc-
cessful expansion of a brand franchise
through consistent promotion of a spe-
cific copy theme in the field of health
and beauty products than we do in the
field of food and houschold products.
Granting that Inherent differences exist
In the marketing of these two types of
products, the question s still ralsed
regerding the greater use of this tech-
nique by food marketers.

10, Regular and consistent use of an
additional media form—Iinvolving as it
does additional advertising weight as
well as a somewhat different audience
—has often been found to produce good
gains in the consumer franchise of a
successful brand.

(Continued on page 30)
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FOR YOU .T
ADVANCED TECHNOLOGICAL IMPROVEMENTS | NEW SUPE

Save Space — Increase Production
IRipTnds Quuliny SHORT CUT MACARONI PRESSES

POS‘TIVE SCREw Model BSCP — 1500 pounds capocity per hour
* N E FORCE FEEDER Model DSCP — 1000 pounds capacity per hour

Madel SACP — 600 pounds capacity per hour
Model LACP — 300 pounds capacity per hour

CONTINUOUS |
PRESSES

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

* * NE 3 STICK 1500 POUND LONG MACARONI SPREADER PRESSES
LONG GOODS SPREADER Model BAFS — 1500 pounds capacity per hour

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

1500 POUND PRESSES
N Ew AND DRYERS LINES COMBINATION PRESSES

now in operation in a number of macaroni-noodle plants, Short Cut — Sheet Former
they occupy slightly more space than 1000 pound lines. Short Cut — Spreader

. Three Way Combination

These presses and dryers

are now giving excellent *

Model BSCP

results in these plants.

Q U ALI T Y e e emmm === A controlled dough as soft as desired to enhance texture and
appearance.

% Patent Pending

_ o d Gk Batentud P Ro D U CT I o N —r o Paositive screw feed without any possibility of webbing maokes

for positive screw delivery for production beyond rated
capacities.

c 0 N T Ro I-s == == == 5o fine — so positive thot presses run indefinitely without

adjustments.

i — =—— = Easy to clean and to remove attractive birdseyed stainl
ﬂmwze SI\ N ITARY steel housing mounted on rugged structural sle,t;l lrar:: =
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AJOR corporations of America's

food and food processing indus-
tries, In their ceaseless efforts to spot
and develop future executives, are get-
ting a welcome assist these days from
Toastmasters International, an organi-
zation which helps men to train them-
selves in the art of oral expression.

Not to be confused with a kitchen
appliance of the same name, Toastmas-
ters, a non-profit association, has been
aiding the cause of better communica-
tlon throughout the nation since 1024.
But it Is only within recent years that
food industry management has come
to recognize the Toastmasters program
as an important adjunct to personnel
training and development.

The value of Toastmasters experience
among their employees s evidenced by
the fact that Toastmasters training ls
officially encouraged in companles
prominently identified with food pack-
aging, processing, sales and distribution
—among them, the Carnation Company,
Borden's, Campbell's Soup Company,
the Pillsbury Company, Hershey Choc-
olate Corporation, Safeway Stores and
Kroger's.

Typical of the high marks bestowed
by food industry management on Tonst-
masters training ls this observation
from Wallace Jamle, Director of Public
Relations of the Carnation Company:
“We cannot speak with too much en-
thuslasm of the contributions which
Toastmasiers experience has made to
the success of people in our organiza-
tion—and therefore the organization it-
self.”

Mr. Jamie adds that his company re-
cently notified its management repre-
sentatives at 241 locations throughout
the world of Carnation's belief in the
value of the program and has encour-
aged managers at these points to join
Toastmasters clubs,

“Not all Toastmasters turn out to be
platform spellbinders or wizards in
communication techniques,” says Mau-
rice Forley, Executive Director of
Toastmasters International, “but food
industry executives who have observed
the results agree that Toastmasters
training, in the process of helping em-
ployees develop themselves, also helps
management single out good bels for
future sales and administrative leader-
ship.”

Toastmasters operate exclusively on
the “learning by doing” principle. Their
meetings are, in eflect, laboratories
wliere members learn the fine points of
verbal communication through practice
and evaluation by fellow members.
Along with developing an ability to
speak articulately and convincingly,
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Toastmasters learn how to prepare and
present material for group discussion,
to organize and conduct meetings, and
to listen analytically.

Currently participating in this inter-
national do-it-yourself program for
“Better Listening — Thinking — Speak-
ing" are 3,300 clubs located in every
state of the Unlon and in 34 forelgn
countries,

There is nothing political ur sectarian
about membership In the organization.
It is open to any male 21 years or over.
Membership fees average $1.50 per
month.

Headquarters of Toastmasters Inter-
national are in Santa Ana, California.

What Makes a
Good Manager?

An eloquent description of “the good
manager’ was presented recently at
AMA's Management Course by Col.
W. W. Culp, Commandant of the Unit-
ed States Army Management School.

A good manager, he said, is a ration-
al and responsible individual who ob-
tains resources and then utilizes them
with maximum efficiency. He takes an
active and personal Interest in pro-
gramming and budgeting. He seeks the
circumstances he feels necessary to ac-
complish his task; if he cannot find
them, he creates them. He encourages
innovation and energetically addresses
himsel! ¢o significant responsibilities
of today and tomorrow, and the day
after.

The effective manager works, and
thinks, and supervises. He delegates
and deputizes; he “follows up."” He per-
celves, advises, and counscls; he checks
on himself and his subordinates. He
visits his activities; he visits his higher
headquarters or supervisors and im-
plements their directors. He rewards
and he disciplines, By his attitudes and
his honesty, his loyalty, and behavior,
he generates confidence, motivates his
people, and creates esprit.

The mantle of leadership, the mantle
of the manager-leader, is not easy to
wear, There can be no mllktoast ap-
proach to command, management, or
leadership. Some loneliness is Inevi-
tably the leader's lot. The responsibili-
ty for actlon, and for results, Is his. The
responsibility for the decision made by
him or his subordinates is his alone.

The manager Is confronted with a
veritable conglomeration of things,
people, and considerations. Time will
never become available to him of its
own volition—the effective manager
makes it so. The successful manager
concerns himself with the new. and

with creative Initiative. He devotes his
principal interest to the different, the
rare, the significant,

The manager does not succeed via
education alone. Schooling and the
process of learning are rot enough.
The effective manager must have
imagination to innovate, the capacity
for judgment, and the strength and in-
clination to perseverc., He imust think
and ponder, discuss and listes, consid-
er and frequently reconsider, He must
decide and he must act,

Intelligence Is a prerequisite, bril-
liance a bonus. But dedication to cause,
tenacity of purpose, and common sense
in application, are transcending.

Food and Drug Activity

James J. Winston, Association Direc-
tor of Research, writes that during the
past few months the Federal Food and
Drug Administration has been giving a
great deal of attention to sanitary plant
inspections and the egg solld: analysis
of noodles.

He notes that a noodle manufacturer
is being prosecuted for selling noodles
which were deficient in egg solids. The
attitude of the Food and Drug Admin-
Istration is that a concerted effort must
be made to check the noodles on a fre-
quent basis, to Insure compliance with
the egg solids requirements, Winston
recommends that someone in each or-
ganization should make a daily check
on the flour and egg water flow, in or-
der to make certain that the flow of
flour is reconciled with that of the egg
water mix.

Plant sanitation programs should be
reviewed on a perlodic basis, in order
to make certain that it is functioning
at penk efficiency. He recommends that
it be done under the supervision of
either a plant sanitarian or an execu-
tive who takes an active part in sanl-
tation, supplemented by the advice of
a professional plant sanitarian, based
on his survey of the plant. Provision
should be made to exclude from the
plant all returned goods which may be
contaminated, owing to Improper stor-
age, Incoming cars and shipments of
farinaceous materials should be care-
fully Inspected, In order to exclude
those showing the persence of infesta-
tion. Perlodic microanalysls of raw mé-
terials ana finished products should be
made In order to evaluate the sanilary
conditions .of both the raw materis!
and the finished products,

Sage Saying

Age In a virtuous person, of either.

sex, carries In it an authority W

makes it preferable to all the pleasured:

of yovth.—Sir Richard Steele.
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

F,‘onau!fing anq Analytical Chemists, specializing
in all matters involving the examination, produc-

tion and labeling of Macaroni,
Son roni, Noodle and Egg

1—Yitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Sc
Egg Noodles. olor Score in Eggs, Yolks and

3—Semolina and Flour Analysis,

4—Rodent and Insect Infestation |
rrmndielrd o AL ation Investigations.

5—SANITARY PLANT INSP
WRITTEN REPORTS, o e 2

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

N-RICHMENT-A

FOR PLUS
QUALITY

~In handy wafer
or powder form

~tonvenlent
nationwide
stock locations

=write for
descriptive
literature

WALLACE & TIERNAN
' INCORPORATLD
2L MAIN STREET HBELLEVILLE 9 N J
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?01 dependable

uniform quality

DURUM
SEMOLINA
GRANULAR
FL

d, Wis,

DOUGHBOY INDUSTRIES, INC.

Milling Division New Richmond, Wis.
Zuality Stnce (556

Western States Representative for macareni factory suppliers
ond repalring speciolists for dies and macaroni presses.

Manulacturers of ravioli and
tamale machines.

40 Years Experience
. ol .
Bianchis Machine Shop
221-223 Bey Street, San Francisco 11, Callf, *
Telophone Douglas 2-2794
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DEMACO Macaroni and Nocdles

DEMACO AW = =

All Demaco Presses and Dryers offer EXCLUSIVE DESIGN
FEATURES that insure better production and economy not
generally found in other brands. Get the Demaco Story.—

See how every detail of Demaco engineering (from crown
to base) benefits you.

See the Demaco Fully Automatic Mechanical long goods
spreader with the exclusive Demaco gear box that elimi-
nates timers, limit switches, brake motors and complicated
electrical wiring.

See the Demaco large diameter distributor tubes and new
Demaco design extrusion head producing a uniform ex-
trusion pattern.
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See the Demaco Fully Automatic Short Cut Press which
produces uniform quality of short cuts.

See the Demaco exclusive vacuum over the entire mixing
cycle. The exclusive Demaco single mixer with direct grav-
ity feed into the feed screw.

See the Demaco Long Goods Dryers with the Demaco ex-
clusive temperature and humidity controllers.

See why over 100 Demaco long goods dryers have been
sold in a period of 2 years. No other dryer even at extra
cost, can offer the exclusive combination of features found
in Demaco.

See the new Fully Automatic Spreader designed for Can-
ning of Spaghetti. An Exclusive First by Demaco. The
Spreader designed to fill any size can with any desired
weight,

DESIGNED
WITH EXPERIENCE

_dhe De Francisci Machine Corp.
46-45 Metropolitan Avenue

D{EWC Brooklyn 37, N.Y.

THE CHOICE
of the ‘
LEADERS !
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Distribution and Its Effects on Profits
and Customer Service

by O. H. Miller, director of traffic and distribution service, Scott Paper Company

UR physical distribution systems

in recent years have been under
tremendous pressure induced by con-
sumer demand for expansion of our
product lines, For example, in the year
1050, the average supermarket opera-
tor stocked from 2500 to 4000 items.
Today, that same store may sell be-
tween 5000 and 6000 items, with some
stores selling 8000 or more, Most of us
would llke to see even more of our
items in the retail stores. One sure way
we can help accomplish this objective
s to make It easler for the customer
to buy and distribute our product.

If we are to attain the estimated 80
billion dollars in food sales by 1970, we
must be prepared to join our efforts
with those of the food distributors to
improve the flow of goods from our
plants to the customer. I submit that
through, the application of new tech-
nologlcal advances, it is possible to get
raw materlals to production and fin-
ished goods to the consumer with less
labor and less capital tied up in inven-
tory. The cost of physical distribution
including inbound transportation is the
third largest expense of doing business
and represents for most of us from 18
per cent to 23 per cent of total costs.
Obviously, a program to Improve serv-
ice and reduce costs will pay dividends.

As we embark on our plans for next
year, the question foremost In our
minds is, “what avenues of opportunity
to reduce costs are open to us?" An
examination of some of the gains sub-
mitted by the GMA traffic committee
may suggest areas of opportunity.

First, transportation—These cosis are
important indeed. It is a fact that the
largest single element of our distribu-
tion cost is comprised of transporta-
tion expenditures. The emphasis, how-
ever, should not be placed entirely on
cost, but rather on the contributions
transportation can make to the effec-
tiveness of the over-all distribution
system. It Is far more important that
we maintain an adequate level of cus-
tomer service to get our products to
our customers promptly and reliably
than it is to reduce tkis cost to the
point of sacrificing service. By main-
talning this level of service, we are
making it possible for our customers
to operate efficiently with low inven-
tory and a high rate of turnover—and
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since this is of primary importance to
our customers, it must necessarlly be
of primary importance to us. Let's take
a look at excerpts from some of the
reports submitted by the traffic com-
mittee which show major improve-
ment, The first one, for example, reads
as follows:

By locating distribution centers
strategically, transit time has been
reduced to consistent second day
delivery, Over 50 per cent of cus-
tomers recelve next day delivery;
less than 15 per cent third day—
regardless of size of order. Dis-
tribution ccst to the company has
not been increased.

Here's another report which cites an
example of better service and an an-
nual savings of $175,000 on one prod-
uct:

One of our products moved al-
most weekly to the same des
tinations via Rallway Express and
Fast Limited Service, By acquiring
proper storage facilities and per-
suading carriers to acquire proper
equipment, we were able to con-
solidate less frequent full truck-
loads, securing betfer service, bet-
ter product protection and more
ratisfled customers. We have re-
duced transportation charges $175,-
000 a year, and as a direct effect,
our business has increased.

Here's how a rale revision benefited
sveryone:

About a year ago we succeeded
in convinecing the rall carriers to
publish a new favorable rate on
60,000 pound carloads versus the
old 36,000 pound maximum by in-

+ augurating an Incentlve pricing
program based on the larger lond—
everybody makes money—the cus-
tomer with a lower price, the
manufacturer with Jower Inven-
tory, and the carrier with larger
shipments.

In another indusiry

The cake mix Industry, through
organized effort, last year secured
a change in classification that re-
sulted in a $1,200,000 reduction in
rail rates and are working toward
a natlonal total of $1,500,000,

Here's one on export iransportaiion
that may be of inferest 1o you.

Ocean freight costs are generally
determined on cubic displacement.
We have four sizes of export pack-
ages. With minute changes in each
of them in order to qualify for a
lower frelght rate, we were able
to reduce our transportation costs
an average of nine cents a case.
We ship over 500,000 cases a year.

Let"s not overlook the cost savings
available through proper plant location
here are two examples:

“Our production facilities were
in Maine. However, an analysis of
the supply of raw materials proved
that a location in Massachusetls
was equally good and the outbound
costs from the new location would
save $250,000 a year, P.S. We
moved.”

“Our manufacturing facilities
were in Rockford, Illinois. A study
of the transportation costs revealed
that a Joplin, Missouri, location
would pay for the initial invest-
ment in 15 months.” P.S. They also
moved.

There are many similar reports—but
let's consider truck transportation: new
super highway systems, truck spceds,
trailer capacities and constantly rising
transportation costs have forced 8
number of companies to sei up their
own truck fleets either company owned
or leased.' One company reported that
by ectablishing a fleet of leased trucks,
it has reduced Its yearly transportation
bill by more than $100,000.

Most severely caught In the trans:
portation squeeze, according to one
traffic authority, are the small ship-
pers who find the minimum charges on
Individual shipments have soared 28
much as 512 per cent since 1046, The
urge to save money on small shipments
is so strong that it has induced a num-
ber of well known companies to 0
operate with their competitors in com
bining shipments. Combining small
shipments of one plant, or even sevel
plants, is another step that can be tak-
en, and according to one manufacturen
such combinations are saving him 8t

least $1000 a week,
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Let's turn now fo materlal handling.
According to one economic report more
than 22 per cent of the American pay-
roll goes for handling costs. While our
industry has made tremendous strides
forward In cutting its handling bills,
particularly on inbound receipts of raw
malerials and supplies, we have not
yet scratched the surface in the dis-
tribution of our products,

If you had the time to walk through
your warehouse and shipping depart-
ment and could follow a carload or
truckload of your products through
the distribution system to the store
shelf, you would be aware of the num-
ber of opportunities that lic ahead. Al-
though mechanization Is slowly spread-
ing from the menufacturing process to
the distribution process, we have a long
way to go before we eliminate the ex-
tensive manual labor [nherent in our
present systems.

Unloading System Saves Time

Here Is an example of progress, one
member recently reported the installa-
tion of a Cartwright unit unloading
system to handle inbound receipts. Be-
fore the application of this system the
company’s empty glass contalners were
unloaded by hand and the average
truckload required seven man hours
and two machine hours. Today the job
is accomplished with one man and one
machine in 20 minutes. Wooden pal-
lets have been ellminated, and ware-
house capacity has been increased by
712,000 cases. This new machine can
supply 532 cases to production In one
move as compared with the previous
pallet system of 196 cases per load.
Savinga?

Expendable Pallet

Another example was n step taken
during the last year in uniting ship-
ments of a product which originates
Overseas. Each case was handled as
many as 15 times before the product
reached the customer's shelves, Obvi-
ously, any product handled that often
Is bound to run up a sizable bill for
labor and the possibility of excessive
toncealed damage increase with each
handling. Under the new program the
¢ase is loaded on a 40 inch by 48 Inch
expendable pallet and, from the point
of production to the distributor's ware-
house, the case is not touched by hand.

Is company reports that many hours
of labor are saved with considerably
less product damage, More important
ire reports from the customers who
claim savings of $18.00 to $20.00 per
°ar in unloading costs.

The only way we will be able to
handle the Increasing volume of prod-
ucts passing through our warehouses

Daczuzer, 1960

n el il

and our customers' warehouses is by
the integration of handling systems.
Mechanlzation of handling will not
only force us to redesign our ware-
houses and secure new (ransportation
equipment, but it will change the de-
sign and packoging of our products
as well,

Warehousing

Another important function is ware-
housing. Warehousing our products,
whether we be single or multi-plant
producers, presents a series of prob-
lems, For example, we in distribution
must determine if it is more practical
0 carry low turnover items at a few
warehouses and eliminate excessive
storage couts, or carry a higher level
of these slow moving items at a num-
ber of different points. We can find
the solution only if transportation costs,
hendling, and service facts are prop-
erly evaluated,

In the typical distribution system a
very high per cent of our inventory Is
carried to protect delivery in the face
of fluctuating demands and delays in
production or delivery. By cutting the
number of fleld warehouses and im-
proving the speed of delivery, we can
greatly reduce our Inventory which in
turn will save capital investment, stor-
age, handling, taxes, and insurance. On
the other hand, such cuts cannot be
made indiscriminately because it may
seriously impair the reliability of de-
livery and create an out of stock sit-
uation which could destroy our com-
petitive position.

Here are reports from several com-
panies on how they have effected cost
savings and improved customer serv-
Ice In warehousing:

"By establishing dve major dis-
tribution centers, backed by a few
public warehouses, we have elimi-
nated over 100 public warehouses
and major reduction in transporta-
tion and warehousing costs.”

Another report indicated how add-
ing warehouses can reduce costs too:

“A complete study of warehous-
Ing including nn analysis of every
outbound freight bill for a year,
led to a reorganization which elim-
inated two warehouses and added
six, saving upwards of $100,000 per
year.,”

Flexibility can be important as
we see In this report: "A major
change In our grocery product
handling has been increased use
of public warehouses for spot
stocks. As our volume increases
this trend will continue. The bene-
fits are faster deliveries to avoid

customer out of stocks and definite
saving in distribution cost because
of increases in minimum freight
charges by both rail and truck car-
rlers.”

Inventory control is one of the most
important and yet most difficult prob-
lems. Although the distribution mana-
ger can cul down his fleld warehouse
inventories through the use of fast de-
pendable transportation service, the
problems of seasonal buildups, produc-
tlon leveling, and the thorny problem
of handling promotional Items is ever
present.

The order is the most important
document we handle. How well we fill
the customer's needs Is important to
him and of even greater importance
o us,

Dala Processing

I am sure that most of you have
heard about the revolutionary new
idens for data processing. New broad
applications of machines such as
RAMAC 305 and IBM 650 can edit the
order, check credit, determine the in-
ventory location, create a new inven-
tory balance, re-order replacement
stocks and print the shipping papers.
The new high speed data processing
and communication system might in-
crease your costs somewhal, On the
other hand, it may cut down the de-
lays in getting production moving in
the distribution system in response to
customer demands and eliminate out
of stock which in the long run is far
more costly.

We must always remember that, first
and foremost, goods are produced for
sale—not for trunsportation. Therefore,
any reduction of distribution expendi-
tures—uo matter how insignificant it
might appear—will help your company
realize a gain.

There is a great need to dccrease
the time it takes to convert the custom-
er's order into a delivered shipment.
Too much time is frequently lost from
the time the order is taken unti] it is
ovailable for shipment and rolling to
the customer. To overcome this, one
company recently installed electronic
secretaries—a Bell Telephone device
for recelving orders 24 hours a day.
This device cnables the salesman to
call his orders into the office any time
—day or night—without the need for
personal monitoring. This system s
another step in the direction of com-
plete automatic order handling from
the customer to delivery.

You know as well as I that in the
lighly competitive business world of
today, the saving of even a few cents

(Continued on pige 30)
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DU PONT'S NEW 2
POLYETHYLENE FILM

WITH

AP IINNINONEB ORISR ETIRRRRES

YOUR PRESENT
POLYETHYLENE

This is it! The polyethylene film specifically designed
for bag packaging that gives you both clarity and tough-
ness . , . Du Pont’s exclusive new 2-in-1 polyethylene
film. Compare it with the clearest polyethylene bag films
you can buy today. You'll find it's just as clear. Com-
pare it with the tough polyethylene bag films. You'll

find that only the hazy, high-impact polyethylene films

are as rugged. !

Sinl

Where can you get it? Du Pont 2-in-1 polyethylene
film is now available in printed roll stock and bags
through Du Pont Authorized Converters . . . or plain
roll stock from your Du Pont Representative. Call an
Authorized Converter or Du Pont Representative for
all the facts on this latest advance from Du Pont

.

Film Department;Wilmington 98, Delaware.
1960 . . -

leader in packaging film for 35 years, Du Pont Company,

U PONT

polyethylene
film

QUPIND

0. U5, Par.OIE

"BETTER THINGS FOR BETTER LIVING
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The Challenge to Grow—
(Continued from page 8)

For all these reasons, and more, the
public hes a great stake in the profit.
able operations of the food industry,
They know that you cannot operate
and expand an industry unless you
have the money, and how can you have
the money unless you have profits?

The idea that we can have a profit-
less growth In a free economy—which
is the pipe dream of some reformers—
can only end In fallure and then gov-
ernment control,

So much for the public'. . . What
about the future?

In the Crystal Ball

We foresee a hopeful outlook and
believe that the food industry will con-
tinue to maintain its stcady growth
whicli began so impressively twenty
years ago. During that time the amount
of money which consumers spend for
food has grown from $16 billion to $76
billion annually and the number of
items In the supermarket has risen
from about 1,000 to some 8,000 items,

It has often been said that tomor-
row's growth comes out of today's re-
scarch, If that follows, then we can
look for even greater expansion in the
future, for our manufacturers are very
much “research minded.” As a group,
they are investing over $100 million a
year in researching for new products,
improvement of the old ones, making
foods more nutritious, more appetizing
and more convenient for use, They em-
ploy some 7,000 scientists and tech-
niclans and are constantly expanding
their research facilities.

They have successfully kept pace
with the times by investing heavily
in new factorles and new machinery.
Since 1046, they have Invested over $8
billlon in new equipment and modern
plants, In 1046 the manufacturers’ in-
vestment per production worker was
$8,500; by 10060 this had risen to $20,000.

One Important factor which contrib-
utes to the optimistic outloock is the
fact !'nat we have adequate food sup-
plies and that the “grocery basket” at
today's prices is a real bargain at the
supetmarket, Based on the “market
basket,” which the government uses to
measure price trends, the prices which
consumers pald at the grocery store so
far thls year averaged two per cent
below 1058, and even slightly below
the peak of elght years ago, namely
August 1952, Over that same eight year
period the overall “cost-of-living” in-
dex rose about 11 per cent, so that the
record of food prices at the grocery
store is a really favorable one for the
consumer.

The fact that food is a bargain shows
up even more clearly when the fol-
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lowing comparison is used. The Amer-
ican factury worker can today buy the
government's standard monthly “fam-
ily market basket” of farm foods with
the earnings from 38 hours of work
compared with 51 hours required In
1952 and 61 hours in 1947,

Taking all of this into consideration,
plus the fact that manufacturers and
distributors are working in full co-
operation to constantly improve oper-
ating efficiencles, this adds to our con-
fidence that the industry will meet the
challenge to grow—profitably.

The Consumer Votes—
(Continued from page 19)

Your brands have to stand for elec-
tion every time your customer goes to
the store, Keep your brand on the bal-
lot, keep your product up-to-date, at-
tractive and interesting, tell the con-
sumer about its advantages in an or-
ganized, consistent way, determine the
proper mix of advertising and promo-
tion through continued, periedic test-
ing in small marketing areas, and you
should contlnue to get the Consumer
Vote in 1961 and for many years to
come!

Sales Up, Profits Down

International Milling Company has
announced earnings of $5,0020u0,
fourth highest in the firm's 68 year
history.

Sales hit a record new high during
the fiscal year which ended August 31,
stockholders were told at the annual
shareholders’ meeting in Minneapolis,

Earnings for the year were down 30
per cent from the previous year's all-
time high of $7,301,985, Earnings were
equal to $8.53 per share of common
stock, compared with $11.59 a year
ago.

The decline in earnings was due pri-
marily to increased expense and ag-
gressive price competition, according
to a letter from Chas. Ritz, chairman,
and Atherton Bean, president, which
prefaced the firm's annual report.

Hidden Toxes

Although some people support the
theory of “making the corporations
pay,” It Is not difficult to ree that most
taxes on business are simply passed
along to the consumers in the form of
higher prices or rates., Some idea of
the sizeable amount of taxes in any
one article is gained from a count the
Tax Foundation, Inc, mede to show
that there are at least 110 taxes on
an egg; 116 taxes on a man's sult; 150
taxes on a woman's hat; 151 taxes on a
loaf of bread; 600 taxes on a house,
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Distribution—
(Continued from page 27)

per hundred pounds of transportation
can very well mean the difference be.
tween a profit or a loss,

The obvious way to cut transporta.
tion and warehousing expenses is to
get a rate or charge reduced. But this
cannot go on forever. Distribution peo-
ple cannot go around seeking rate cuts
day after day any more than you sales-
men can quote lower prices to get more
business. ;

Therefore, we must make better use
of the tools we have available today,
Rest assured that we in the distribu-
tion function will do everything pos-
slble to reduce costs and improve serv-
fce from our end. But, here are some
very important things that you can do
to help.

This Is what we need

(1) Closest possible sales estimate
Distribution efficiency is direct-
ly related to this estimate.

(2) Bufficient lead time on orden
Get the order from the buyer
to your distribution organization
promptly—then, order processing
and shipping can be accomplished
most efficiently.

(3) Well-Defined Sales and Distribu-
tion Policles
Insure uniform level of cus-
tomer service to all customers.

(4) Realistic Pricing
No company can afford fo
“give away” services—at least
for very long.

(5) Sponsor Physical Distribution

Resoarch
If you feel your dlstribution

techniques are not properly in
tune with your marketing objec-
tives, I urge you to lend support
to your traffic and distribution
division, This divislon must have
an adequate staff of skilled tech-
nical personnel whose primafy
respcnsibility Is almed at T
searching new techniques and
reapprailsing present systems
order to improve service and hold
the cost line.

It distribution costs are excessive
you suffer because these dollars ar¢
not available to you for advertising
promotions, sales manpower or pro-
its. The need as I see it Is for complete
coordination between production, sales,
and distribution because all of us must
work together if we are to fulfill our
customers’ needs and meet the chal"
lenge to grow profitably.
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it From tots to teens...the durum taste is tops!
Dstomination . .

CoOMMANDER

Drcemaez, 1960

made of Commander Larabee’s No, 1 Semolina for me, Commander Laraboe
is determined that if macaroni can be improved, they’ll be the ones to do it!

A DIVISION OF AICH!I-DANIIII-HIDLIND'MINNIAFOIIS

. Stand back!. . ."cause whon I eat, I eat right! That's why it's macaroni products
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New Plant

With some 75 representatives of Dal-
las area business and civic organiza-
tions attending the brief ceremonies,
ground was broken October 22 for the

first Texas plant of the American Beau- -

ty Macaroni Company of Texas, Inc,
The plant, designed to occupy a 100,-
000 square foot area on Santa Anna
Boulevard in the Casa Linda Industrial
District, will produce 50,000 pounds of
macaronl, spaghetti and egg noodles a
day when completed early in 1861 and
will give employment to 200 local peo-
ple.

R. G. Rydin of Chicago, vice presi-
dent of the Santa Fe Railroad, shared
the ground-breaking duties with Peter
F. Vagnino, Kansas City, president of
the macaroni company, and Ralph
Sarll, executive vice president of
American Beauty,

American Beauty rose boutonnieres
and corsages were presented to the
guests by models from Neiman-Mar-
cus, who also distributed souvenir
packages of the company's products.

Harry C. Harper, of 528 Caduceus
Lane, Hurst, will be. unit manager In
charge of marketing. The plant will
serve as a production and distribution
center for an area embracing Texas,
Louisiana, Mississippl end the south-
ern halves of Oklahoma and Arkansas,

The new Dallas plant, being bullt
by the James Wimberly Construction
Company of Dallas, is the elghth unit
of the 52-year-old American Beauty
Macaroni Company and will complete
a network of production and distribu-
tion which embraces two-thirds of the
United States, from the West Coast to
the Alleghenies. Other American Beau-
ty macaroni plants are located in Kan-
sas City and Wichita, Kansas, Denver,
Salt Lake City, Los Angeles, St. Louls,
Phoenix and St. Paul.

Fire Raxzes San Giorgio Plant

The San Giorgio Macaroni, Inc. plant
and offices at Eighth and Water Streets,
Lebanon, Pennsylvania were razed by
fire early in the morning of October 23,

According to the Lebanon Daily
News the blaze was one of the largest
in the history of the community,
Whipped by a strong wind, flames
shot through the bullding, lighting the
skies for miles around the city. Flames
from the fire could be seen as far away
as the west side of Hershey, some
twelve miles distance. The entire sky
in the Lebanon area from that vantage
point was a brigiit red glow.

All forty-four city and county fire
fighting apparatuses answered the gen-
eral alarm turned in by the fire chlef
at 3:18 AM. Sam Moore, night fore-
man of the macaroni plant, turned in
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Peter F. Vagnino, president of the American Beauty Macaroni Company, and R. G. Rydin,
vice-president of the Santa Fe Railrood, shared the ground-braking duties for the new
macaroni plant In Dollos.

the original alarm at 3:12 AM. Moore
was in charge of a night crew of six
men, all of whom escaped injury. No
lives were lost In the inferno, but four
firemen were injured. A hook and lad-
der company, stationed on the side of
the building, toppled over with its lad-
ders extended.

Starts in Boiler Room

The blaze was reported by company
and fire officials to have started in the
storage, shipping and boiler rcom area
of the plant. That section was situated
to the west of a six-story brick build-
ing fronting on Eighth Street. It was
the older wing of the plant.

With the wind whipping the flames
through the roof and against the sides
of the six-story wing of the building,
that portion of the plant caught fire
from the terrific heat generated from
the roaring inferno. In a matter of
minutes the plant was engulfed and
the entire six-story structure gutted.

After about an hour of burning the
northwest wall of the building col-
lapsed and then the top two stories of
the south wall fell, It was feared that
the tower on the southwest would col-
lapse, but the structure that stood
another two storles over the roof of
the brick building seemed to weather
the wind and the blaze.

The flour vats and bins held the fire-
men in fear as their concern was that
they might explode. However, three
Iadder companies poured water Into
the area from the remaining rooftops
and extended ladders from trucks.

Some homes and buildings in the im-
mediate vicinity were wetted down to
prevent the blaze from spreading.

It was reported that the north wing
of the plant while not damaged by
flames, suffered heavy water and
smoke damage, The wing was the reno-
vated part of the plant and officials
said that the modern fire doors pre-
vented the building from being de-
stroyed. The firm had been engaged In
an extensive remodeling program that
saw the construction of a new section
to the plant facilities within the last
year.

Additionally, a large amount of mod-
ern snd expensive machinery was in-
stalled. How much of this machinery
can be salvaged was not immediately
known. A firm spokesman said the
loss would undoubtedly total be'”
$1,000,000 and $2,000,000.

Operations #2 resume

Raymond Y, Guerrisl, persident of
the company, at the conclusion of 2
board of directors meeting while the
fire was still raging, announced plans
to resume operptions. He pointed out
that the company's sauce products fa-
cllities were separate from the main
plant and would continue to be pro
duced and shipped. Retail outlets were
contacted and uniformly extend
promises of cooperation.

“I am counting on the loyalty of the
company's customers and employee!
to carry the firm through the necessary
period of readjustment,” Mr. Gue
declared.
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Egg Products

Liquid egg and liquid egg products
production (ingredients sdded) during
September 1960 totaled 28,704,000
pounds, down 12 per cent from Septem-
ber 1050, The quantities used for im-
mediate consumption and freezing
were smaller than a year earlier. The
quantity used for drylng was larger.
Liquid egg used for immediate con-
sumption totaled 2,471,000 pounds, com-
pared with 3,006.000 pounds in Septem-
ber 1059, Liquld egg frozen during Sep-
tember totaled 8,578,000 pounds, com-
pared with 15,500,000 pounds in Sep-
tember 1950, Frozen egg stocks de-
creased 18 million pounds during Sep-
tember compared with 14 million
pounds in September 1050 and the
1054-58 average of 18 million pounds.

Egg solids production during Sep-
tember wes 4,530,000 pounds, compared
with 3,858,000 pounds in September
1959 and the 1954-58 average of 1,-
214,000 pounds, Production in Septem-
ber consisted of 3,190,000 pounds of
whole egg solids, 478,000 pounds of al-
bumen solids, and 853,000 pounds of
yolk solids. Production in September
1859 consisted of 2,270,000 pounds of
whole egg solids, 568,000 pounds of al-
bumen solids, and 1,020,000 pounds of
yolk solids. Most of the production of
whole egg solids in September this

{Ra

year and In September 1959 was pro-
duced under Government contract.

Egg Prices Soar

Up, up, and away, describes prices
on the current shell egg market.

Henningsen Headlines report that
shell egg prices have risen steadily.
Led by top grades, the price rise spread
through everything from under grades
through pullets, With heavy demand
for graded eggs, most of the avallable
eggs are golng to the graders and very
little is left for breaking stock. The re-
sult Is that breaking stock ls scarce
and high priced. Little separating is
being done, and the demand for albu-
men and yolk continues heavy,

Shell egg prices in the Chicago mar-
ket have gone from a range of 25 to 27
cents at the end of June to 40 to 42
cents the first of November.

Frozen whole eggs which were as
low as 23 to 24 cents in early August
are up a full nickel a pound at the
end of October.

Even frozen egg whites which have
been a drug on the market all year
have had a proportionately spectacular
rise from a range of 5.5 cents to seven
cents a pound up to 7.5 to 8.5 cents a
pound.

Frozen egg yolks with 45 per cent
sollds in number three color have been

ey ———— 1

fairly steady In a range of 58 to 60
cents, but during the first week in
November these too took a two cent
increase. Number four and number
five color have been fairly steady in
quotation but are unavailable for all
practical purposes,

Dried yolk solids have had a full 15
cent Increase from August levels to
range in the first of November from
$1.43 to $1.48 a pound. Here again,
n;lmber three Is the best color avail-
able,

Credit

Full credit for the story on “The
American Durum Milling Industry”
by Herman Steen that appears on
pages 22 and 23 of the November issue
of the Macaroni Journal should have
been given to the Southwestern Miller.
The Southwestern Miller Is a weekly
trade publication published in Kansas
City.

Mr, Herman Steen, former executive
of the Millers National Federation, is
now a full-time staif writer for the
Southwestern Miller. “The American
Durum Milling Industry” was original-
ly published in that magazine.

Winter Meeting
Hotel Diplomat, Hollywood, Fla.
January 17-18-19

_

MAX BALLAS
LEONARD BALLAS

SEASON'S GREETINGS

BALLAS EGG PRODUCTS COMPANY, INC.

V. JAMES BENINCASA
MARVIN R. PAINTER
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Regional Mesting— .
(Continued from page 6)

In Chicage

Earlier in the month, midwestern
manufacturers and allies met at the
Bismarck Hotel in Chicago.

John Bohan of T. R, Sills and Com-
pany's Chicago office .and Secretary
Robert Green outlined promotional
plans for macaroni, spaghetti and egg
noodles.

Tom Scanlan, executive secretary of
the Central Shippers' Councll, told the
meeting that they could expect to see
a flurry of freight rate increases across
the country with little possibility of
forestalling them unless a great num-
ber of small shippers wrote to the In-
terstate Commerce Commission point-
ing how they were being affected by
these Incremsed costs.

Coples of such letters received by
the Association office point out to the
Interstate Commerce that profits are
extremely low in the food business;
they show that the percentage of In-
crease on proposed freight rate in-
creases on inbound freight, outbound
freight, switching between plants, and
added demurrage costs put a tight
squeeze on already thin profit margins,

Mr, Scanlan observed that the Penn-
sylvania Railroad took a costly strike
rather than pile unfair transportation
costs on their shippers or establish
unsound, make-work practices that
might have spread to other companies,
Railroad President A. J. Greenough
sald: “Had we done otherwise, we
would not have deserved the solid sup-
port we have receilved from our cus-
tomers and from the public.

Durum Growers Meet

Durum buyers from the trading floor
of the Minneapolis Grain Exchange at-
tended a joint session with the Durum
Growers' Executive Committee at Dev-
ils Lake, North Dakota, at the end of
October, Purpose of the session was to
discuss the marketing of durum.

Growers complain that the price drop
in durum is more than a normal sea-
sonal one and view the situation with
alarm inasmuch as the fleld carryover
of durum was not so large as to war-
rant the drop experienced, They are
perturbed too that this year's produc-
tion of 36,000,000 bushels would have
such a depressing effect on prices
when processors had urged an annual
production of 35,000,000 to meet normal
demand.

Part of the problem came about in
early September when the new crop
started to move to market. A strike of
grain handlers at the head of the lakes
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during peak movement wrought havoe
in the cash durum market. Blds
dropped six to eighi cents, and off
grades traded lower than those ranges.
Many of the cars of durum that had
been  intended for Duluth-Superlor
were diverted to Minneapolis, and the
heavy Influx demoralized the market.
Offerings dwindled at the depressed
prices, but stabllity returned when the
strike was settled. A labor tleup at
Buffalo was also a factor in the lower
price situation, i

Early Bookings

Semolina sales were heavy prior to
Labor Day, and substantial amounts of
bookings were made by macaroni
manufacturers extending to the year
end and often through the first quarter
of 1861,

. Most of these bookings were made
below the $6.00 price per hundred-
weight, although the price has stabi-
lized at $6.00 and a dime or so above
since heavy bookings were made. Cash
durum in the Minneapolls market has
been In a range of a few cents either
side of $2.25 for top milling quality.
The United States Department of Ag-
riculture shows prices recelved by
farmers In mld-October at $1.91 for
durum, two cents higher than the
month prior, but twenty cents lower
than a year ago. Hard red spring sold
at $1.80, one cent higher than the pre-
vious month and a dime under a year
ago.

Export Resolution

Durum ylelds were four bushels
higher this year, on the average, over
last year's crop, and appeared to be
well above average in color and quali-
ty. Durum growers note that export
subsidles were removed on durum last
November and have not been reinstat-
ed. They have submitted a resolution
to the Department of Agriculture re-
questing reinstatement. They note that
present subsidies on Kansas wheat run
around 50 cents a bushel and on north-
ern spring wheat around 53 cents, They
noted an item in the September 20 is-
sue of the Wall Street Journal saying:
“Italy’s pasta may offer a new outlet
for United States hard red winter
wheat, Great Plains growers say. Fin-
icky Italian palates judge pasta items,
such as spaghetti, severely. No hard
red winter wheat has been used yet,
but with pasta consumption increasing,
Italy considers the Great Plains type,
most abundant United States varlety,
Italian research judges the product ac-
ceptable. Now. the Great Plains Wheat
Market Development Association tries
to follow through with a sales pro-
gram.”

The growers' resolution stated that
because durum wheat production was

highly cyclical in nature, they must be
free to maintain export outlets for use
in those years when production exceeds
domestic needs. "Without subsidy it is
not possible to sell a bushel of any
variety of wheat to any foreign mar.
ket." The Farmers Union Grain Ter.
minal Association Digest notes that ex.
port prices from other countries are
considerably below domestic prices and
that a fairly large subsidy would be
required. Since durum is not classified
as a surplus commodity, it would be
questionable whether or not the Fed.
eral Government would favor durum
with a subsidy.

Documentary Film

A documentary film on durum is to
be produced under the sponsorship of
the North Dakota State Wheat Com-
mission. It will tell the durum story
from seed selection to finished food
consumption. The film will be distrib-
uted to televislon outlets as well as to
s;.-hoola, business and clvic organiza-
tions,

Transportation Study

The North Dakota Wheat Commis-
slon has moved to set up a $10,000 to
$13,000 research study project to be
carried out by the Department of
Economics at the North Dakota Agri-
cultural College Experiment Station,
Fargo. The ‘project, to cover, a two-
year period, will be directed by Dr.
Fred Taylor, head of the agricultural
economlecs department,

The study will be almed at six spe-
cific points. They are:

(1) Effects of transportation costs on
producer price of North Dakota hard
red spring wheat and durum wheat to
various export points,

(2) Effects of export subsidies on the
same basis.

(3) Comparisons of transportation
costs and export subsidies to the vari-
ous classes of wheat for export.

(4) Determine whether there s any
glaring price discrimination ageinst
hard red spring and durum wheat.

(8) Find export points where hard
red spring and durum wheat have @
price advantage or disadvantage.

(8) Study historical and traditions!
means of transportation to see if they
might be improved.

Widow Passes Away

Mrs. Thomas A. Cuneo, wife of the
late past-president of the National
Macaroni Manufacturers Assoclatio™,
passed away after an Illness In Mem-
phis on November 1.
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They Bought It—
(Continued from page 12)

meeting at a bank, picked up his cli-
ents in a Wells Fargo armored truck,
pulled his presentation out of a money-
bag in a lockbox, and read it to them.
They bought it!

Another time, in developing a cam-
palgn of a new line of specialties
which a company had never sold be-
fore, it occurred to him that this was
a horse of & different color. He rented
a white horse, dyed it bright blue, and
made his point in his presentation.

At another company sales meeting
for which he had prepared a contro-
versial idea, he produced a pair of
shoes borrowed from Myer B. Marcus,
executlve vice president of Food Fair
Stores, He asked his listeners to take
off thelr shoes and try on those of Mr.
Marcus “so that you will understand
his sales problem with your product.”
They did, or tried to—some of their
feet were too big—and then he put on
a pair of boxing gloves, sparred a mo-
ment, and said, “If you want to win
this market, you've got to fight.” They
bought it!

Showmanship

Stanley Arnold coniends that prizes
in contests should be translated into
showmanship. “If your ldea is fabulous
enough, It doesn't have to be keyed to
the product,” he says. As an example,
the highly successful Treasure Island
contest for Plel Beer was @ classic suc-
cess. Twenty-elght finalists out of 140,-
000 entries took maps and shovels to
Nassau to dig for gold. During the con-
test Piel's sales in supermarkets rose
27 per cent above the same period for
the year before, their greatest increase
in history, and they voted to repeat
the contest the following year.

One time in Cleveland while he was
at Pick-N-Pay, there was & tremendous
blizzard. Not a single customer got 1o
the store. The idea hit him to put the
employees of all fourteen stores to
work making snowballs in the parking
lot. By the end of the day they had
7,000 snowballs packed in fruit crates
and stored in a cold storage plant,
Then he proceeded to sell Birdseye on
a frozen foods campaign for the hot-
test week in the yeer during the mid-
dle of July. It was advertised as a
“Blizzard of Values! Each store was
allotted 500 snowballs packed in insu-
lated bags. Every five minutes with
plenty of fanfare customers checking
out of the stores would be presented
with snowballs, and the publicity and
enthusiasm generated by the sale made
it a huge success.

Mr. Arnold has a toy giraffe with a
bell around its neck on his desk. “This
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is our mascot,” he says. “If you want
to beat the spots off your competition,
you have to stick your neck out with
jdeas that ring the bell” He thinks
that creatlve Ideas spring from individ-
uals, not groups. “Hamlet" could not
have been written by a commitiee nor
the Mona Lisa painted by a club,

The company that spends money on
advertising and doesn't follow it up is
like a lefthanded mechanic trying to
knock a bent nail into a mahogany log
with a banana.

Sandra Buettinger

Ideal Representative

The Ideal Macaroni Company has
come out with a new, appealing dish
on which to put its labell “Miss Ideal
Macaroni" — Sendra Bueltinger — was
chosen from a group of nine finalists
as the most attractive “promotional
package."

Judging, which was based on per-
sonality, charm, poise and appearance,
took place at an informal gathering at
the downtown Cleveland headquarters

of Ideal's agency, Michael P. Synlax
Advertising. Judges were Leo Minlz
of Grocers' Spotlight; Elmer Texler,
photographer; Larry Flinn of Kroger,
Nate Sanson and Chuck Lombardy of
Seaway Wholesale Grocery Company,

In addition to approximately $200 in
prizes, Miss Ideal Macaroni will receive
the opportunity to represent the ldeal
Company on various promotlonal oc-
cusions. She made her flrst appearance
in the Columbus Day Parade. During
the Ohio Retall Food Dealers Assocla.
tion convention October 18-17-18, she
performed hostess dutles in the Ideal
suite at the Tudor Arms Hotel.

During National Macaroni Week,
October 20-29, Miss Ideal toured the
city distributing complimentary Ideal
packages to local dignitaries, disc jock-
eys, and columnists.

—————

New Package

Grocers in the South are now mar-
keting spaghetti under the trade name
Little King, made by Taormina Broth-
ers of New Orleans, in a sparkling new
transparent package made from film of
tough Tenite polyethylene.

The clear Ailm, fabricated into an at-
tractive heat-sealed bag, not only dis-
plays the packaged product to good ad-
vantage but serves as an excellent
moisture and dust barrier, It helps pre-
serve the flavor of the product, and
keeps it crisp and clean on the grocer's
shelf.

Too, the flexibility of the film per-
mits a housewlife, if she desires, 10
break the spaghetti while it is still in
the senled package and then pour it
directly from the bag into the waler,

Excellent adhesion of commercial
printing inks to the polyethylene has
allowed for bright printing of the Lit-
tle King trademark and a message
about the package contents.

Bank Director

Horace P. Giola, president of the
Brave Macaroni Compony, has been
elected a director of the Central Trust
Company of Rochester, New York.

Mr. Giola is past president and 2 di-
rector of the National Macaroni Manu-
tacturers Association, He Is vice chair-
man of the City Zoning Board of Ap
peals in Rochester and belongs 10 the
Rochester Club and Locust Hill Coun*
try Club,

Canadian Construction

Catelli Food Products, Ltd. is launch-
ing construction of a 60,000 square foot
$1,000,000 manufacturing plant at Win-
nipeg.
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Chef Arde’ says: Serve the best from first to last!

Archer-
aniels-
Midiand

700 lnvestors Building ® Minneapolis 2, Minnesola

New Key to
Macaroni

Profitability




WAY BACK WHEN

CLASSIFIED
ADVERTISING RATES
Display Advertising..... Retes en Application

40 Years Ago >
e A speclal meeting was held Novem-
ber 17 and 16 in Atlantic City to dis-
cuss trade abuses and the Federal
Trade Commission; macaroni standards
and the Natlonal Macaroni Laboratory;
guarantecing of prices against decline;
a ban on coloring macaroni products;
and the proposed tariff on macaroni
products,
¢ Business was in a slump, and defla-
tion had set in, Macaroni manufactur-
ers were advised to be conservative in
their buying and not over-anxious
about the volume of their sales, as it
will probably be several months be-
fore conditions become stabilized.
o Macaronl Imports dropped from 115,-
000,000 pounds in 1811 to 670,000
pounds in 1818, according to Census
data. .
» Secretary E. T, Meredith of the De-
partment of Agriculture said: “We
spent about $250,000 introducing du-
rum. The crop now is about 40,000,000
bushels a year bringing the farmer
$50,000,000 or more.”

490 Years Ago
e A Chicago meeting was called for
January 19, 1931, to discuss plans for
Natlonal Macaroni Week In March and
the consideration of a uniform cost ac-
counting plan.
® “Violators, beware,” warned B. R.
Jacobs in announcing that manufactur-
ers were using laboratory testing serv-
jces to determine egg solids content in
competitive noodle products. Twenty
violators were being prosecuted.
e Lack of sales planning is a serious
marketing problem, Norman E. Hor-
ton of the Sherman Corporation told
a conference of the National Assocla-
tion of Cost Accountants.
e Five-cent macaroni -vas reported on
bargain counters in Iew York, while
large quantities were being donated
for the relief of the poor and unem-
ployed. “Might as well give it to the
poor as sell it for five cents a package.”
¢ 85,000 requests for Jean Rich Cook
dook were received from states all
over the Union.
¢ In a “Whoop-Em-Up" tour for Maca-
roni Week Field Secretary Hal M.
Rank mode a stop a day In cities
throughout the East and South calling
on wholesalers, jobbers, managers for
chain stores and similar organizations
stirring up interest in Pittsburgh, Phi-
ladelphia, Baltimore, Washington, Nor-
folk, Richmond, ‘Atlanta, Birmingham,
Nashville, Louisville, Indianapols, Chi-
cago, Memphis, Jackson, New Orleans,
Dallas, Fort Worth, and Los Angeles,
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20 Years Ago

» Questions on the agenda for a Chi-
cago meeting January 20, 1041: ways
and means for getting fairer returns
on investments, and prices for maca-
roni products more in keeping with
the food value supplied; what is the
proper pack to avold "deceptive pack-
aging”; is it practical to add vitamins
to macaroni products in line with the
public demand for enriched foods.

e The 1939 Census of Manufactures
was released showing 328 establish-
ments manufacturlng macaroni = od-
ucts valued at $46,153,471,

e Government reporis showed the
armed conflicts in Europe were seri-
ously affecting international trade in
macaronl products. Imports were de-
creasing more than 25 per cent, while
exports increased slightly.

e The “Caruso” trademark was de-
clared the property of the original
registrant, the Atlantic Macaroni Com-
pany of Long Island City, New York.

10 Years Ago

e A three-day roundtable on market-
ing was scheduled at the Hotel Fla-
mingo, Miami Beach, Florida, for Jan-
uary 23, 24, 25, 1051,

» A Macaroni-of-the-Month Club was
established to furnish food editors with
a monthly reminder of macaroni prod-
ucts with accompanying releases and
recipes from the National Macaroni In-
stitute. a

e A stem rust conference was held at
Grand Forks, North Dakota, on No-
vember 6. The State Durum Show was
held at Langdon November 9-11, Stem
rust reduced the crop, while the bliz-
zard reduced show attendance.

e Maurice L. Ryan, NMMA vice presi-
dent and chairman of the durum com-
mittee, after spending two weeks in
the durum growing areas of North Da-
kota, msserted that the Association
should do something to stop the feared
shift away from durum by the growers
due to reduced 195J ylelds on account
of stem rust. He suggested that early
planting in 1051 would greatly reduce
stem rust damage.

e GMA Oficers elected ten ycars ago
were Paul S. Willls reelected Presi-
dent; Walter R. Barry of General Mills,
Inc., first Vice President; O. E. Jones
of Swift and Company, second Vice
President; George H. Coppers, Na-
tiona]l Biscult Company, third Vice
President; William A. Dolan, Wilbert
Products Company, 'Secretary; B. E.
Snyder, R. B, Davis Company, reelect-
ed Treasurer; Harry Letsche, H. J.
Heinz Company, Chairman, Finance
Committee,
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STATEMENT REQUIRED BY THE
Al OF AUGUST 24, 1912, AS
HE ACTS OF

233)(

MANAGEMENT, AND CIRCULA-
TION OF “THE MACARONI JOUR-
NAL," published monthly at Appleton,
Wisconsin, for October, 1960,

1. The names and addresses of the
gu‘bluher. editor, managing, editor, an
usiness managers are: Publisher, Na-
tional Macaroni Manufacturers Asso-
clation, 139 N. Ashland Ave, Palotine,
IiL; Editor, Robert M. Green, 139 N
Ashland Ave., Palatine, IlL

9. The owner is: (If owned by a cor-
poration, its name and address must be
stated and also immediately thereun-
der the names and nddresses of -tock-
holders owning or holding 1 per cen}
or more of total amount of stock. I
not owned by a corporation, the names
a0 Bddresses of the Individual owners
must be glven. If owned b{ a Burlner-
ship or other unincorpora ed Arm, Il:,
name and address, as well as that o
each Individual member, must be gV
en.) National Macaroni Mnnulncturﬁr’
Association, 139 N. Ashland Ave., Pai
tine, Ill, a non-profit organization, in
corporated in Illinois. )

3. The . known bondholders, mor

agees, and other securlty holders 0“'"'!

g or holding 1 per cent or more ©
total amount of bonds, mortgages or
other securities are: None.

ROBERT M. GREEN
(Signature of editor, publishen
business manager, or owner)

Sworn to and subscribed before me
this 25th d-{ of August, 1060, (Seal

"

Ethel M. Will, Notary Public. (My com*
mission expires May 27, 1963.)

Tue MACARON! JOURNAM
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The Roche Review
Of Enrichment Requirements

for Cereal Grain Foods in the United States

All fig

reprasent ™

pr pound

Thiamine
(B8y)

Riboflavin
(Ba)

Niacin Iron

PRODUCT Min. Min,

Enriched BREAD
or other baked
products

1.1 1.8 0.7 1.6 10.0 15.0 8.0 12,5

Enriched FLOUR' 20 2.5 1.2 16.0 20.0

16.5

Enriched FARINA 2.5 1.2 16.0 200

Enriched
MACARONI
& NOODLE
Products?

4.0 50 1.7 2.2 270 340 13.0 16.5

Enriched

CORN MEALS 20

12 1.8 16.0 240 13.0 26.0

Eanriched
CORN GRITS?

20 30 1.2 1.8 16.0 24.0 13.0 26,0

Enriched
Milled
WHITE RICE*

20 40 1.2¢¢ 2.4+ 16.0 320 26.0

* No maximum level established.

** The for vitamin Bs Is optional pending further study and publ
because of certain technical difficuliles d in the lical :I‘lht!kl ‘I‘:l‘:ﬂ'lhll'l.‘

1l ;Hml self-rising four, calclum Is mlso required between limits of 500-1500 mg. per

Brief, nuthoritative
stories aboul the en-
richment of many
cercal grains have
been gathered into
a booklct which you
may have for the asking. Just send
your request for “The Vitul Story
of Cereal Grain Products” to the
Department of Education, Fine
Chemicals Division, Hoffmann-La
Roche Inc., Nutley 10, New Jersey.

2 Levels allow for 30-50% losses In kitchen procedure.

3 Levels roust not fall below 85% of minimum figures alt
ety reaby syl e i gures affcr a specific test described In the

4 The Standards state that the rice, after & rinsing tesl, must contain at le

3 3 a8t 83% of the
minlmum vitamin levels, The Governments of Pierto Rico and the Philippines also
require this sinsing test. If the method of enri:hment does nol permit Ihis rinsing
:?wmu to be met, consumer size packages r.ust bear the stalement, *Do not rinse
ore o¢ draln after cooking.” Rice enricheu by the Roche method will meet the
L’:Inl test. The South Carolina law does not 1squire a rinsing test on packages less

n 50 pounds, as the rice In small packages Is presumed to be sufficiently clean.

. The maximum:and minimum levels shown above for enriched bread,
enriched flour, enriched farina, enriched macaroni, spaghetti and noodle
products, enriched corn meal and corn grits and enriched rice are in
accordance with Federal Standards of Identity or State laws. Act No. 183
of the Government of Puerto Rico requires the use of enriched flour

for all products made wholly or in part of flour, including crackers, etc.

Roche ® @® 1960 11LR Inc.
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Hundreds of women ‘“must have their say” t
make Betty Crocker recipes good enough for yo

And they are all Betty Crocker home testers!
These are the women who test Betty Crocker's
macaroni, spaghetti, and noodle recipes. They
carefully check every recipe to be sure directions
are easy to understand, ingredients are available
and reanonable in price, and that their families
like the finished foods, Frankly, some recipes

don't make the grade, Those that have a high
rating are passed on to you, for example, in
General Mills' new ‘“Macaroni, Spaghetti,
Noodles'’ recipe booklet—for you to pass on to
your customers under your own brand name,
Now, follow the creation of a Betty Crocker
recipe from her kitchen to your consumers,

FIRST STERP: Betly Crocker's own kilchens

Heie the recipe is painstakingly developed by
Betty Crocker’s professional home economistas.
The finished dish is subjected to a taste panel—
men and women who are skilled in detecting
and understanding flavors. \

. SECOND STEP: pilof tests with s/x homemakers

8ix local homemakers try the recipe in their
own homes. Each fills out a complete report.
Did she like the recipe? Was it easy to under-
stand? What would she do to improve it?

THIRD STEP: 25 food deteciives must say "OK" :

Next, Botty Crocker asks 26 homemakers to
try the recipe under typical home conditions
and to tell her if the dis!i was easy to make, If
the recipe was too fussy. If any of the ingre-
dients were difficult to obtain. If her family
liked it. The women send actual samples of their
finished food to the Betty Crocker Kitchens.

FOURTH STEP: America's homemakers try their hand

Eventually the recipe is ready for testing coast-
to-coast—in cities, small towns, on farms—by
inexperienced brides and by women who have
cooked half a lifetime—by women from all
social and economic levels.

FIFTH STEP: Betly Crocker's own kifchens

Onefinal analysis of all the information gathered
and the recipe is ready for Betty Crocker's ap-
proval and inclusion in the new General Mills'
‘‘Macaroni, Spaghetti, Noodles" recipe booklet.

Just off the press! You may have as
many.-of these new boaklets as you wish,
Imprinted with your own arand name, at less
than cost. Ask your General Mills Durum
Sales representative for detalle, (Otfer
good In U.8.A. only).

DURUM SALES

Minnespolis 26, Minnesota




