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Hundreds of women ‘“‘must have their say” to
mike Betty Crocker recipes good enough for you

PUT YOURSELF IN THE PICTURE

Notional Macaroni Manufacturers Association
Winter Meeting - Jonuary 19, 20, 21

Here's Why!

There are certainly two major rea-
sons why you should put yourself in
the picture and plan on participating in
the Industry's Cost Conference to be
held =i the Diplomat West Hotel,
Hollywood-By-The-Sea, Florida, Janu-
ary 10-20-21, First there will be an op-
portunity to swap ideas around the
table on how to cut costs and boost
profits with people who are in the
same line of activily as you. Secondly
this delightful spot is an excellent
place to enjoy fun in the sun and es-
cape the rigors of winter.

Fine Facilitles

Facilities on the 400-acre resort es-
tate include an 18-hole tournament
golf course under the direction of Cary
Middlecoff, famed professional. The
Tennis Club has six championship
courts. There is a swimming pool for
both Diplomat West and Diplomat East
with spacious cabana clubs, There Is
bathing on the more than a thousand
feet of private ocean beach.

Jal alal, deep sea fishing, thorough-
bred and greyhound racing are just
minutes away from the estate seiting
of the hotel,

Monday

The day before the convention offi-
cially opens, the Board of Directors of
the National Macaroni Institute will
meet to review finances and budgets
for the coming year. The National Mac-
.aronl Institute Committee will also
meet on Monday, January 18, to review
promotional plans for macaronl and
noodle products.
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Tuesday

On Tuesday morning, January 18,
President Horace P, Gilola will wel-
come delegates to the convention and
introduce a representative of the Flori-
da Institute of Certified Public Ac-
countants, who has been invited to start
off discussions on setting cost reduc-
tion goals, analyzing major expense
items, and plotting neceded Improve-
ments,

Round-table groups will then discuss
areas of Polential Cost Reduction.
Leaders have been assigned to stimu-
late discussion on such subjects as
paper work, purchasing, materials
handling, production planning, indirect
labor, expense, traffic, inventory man-
agement, and maintenance. Delegates
may choose the topics of greatest in-
terest to them,

Wednesday

Trimming Waste From Sales Cosli
will be discussed Wednesday morning,
January 20, More round-table discus-
sions with the spotlight on selling and
promotional activities will consider
salaries of sales personnel, traveling
expenses, advertising, samples and deal
merchandise, home office operations,
and distribution items such as ware-
housing and transporation.

Thursday

At the final session Thursday morn-
ing, January 21, iwo areas of interest
will be considered: Optional Ingredi-
ents and Commodity Fromotional
Plans.

Association Director of Research
James J. Winston will comment upon

additives permitted by the Standards
of Identity for macaroni and noodle
foods, Louls E. Kovacs, of Vitamins,
Inc., will discuss what the addition of
wheat germ does for macaroni, while
Twila Paulsen, of Archer-Danlels-Mid-
land Company, will tell of experiments
with soya for macaroni products to be
canned or frozen.

The durum millers program on prod-
uct promotion will be reported upon
by Director Howard Lampman. Theo-
dore R. Sills, public relations counsel
for the National Macaroni Institule,
will further detail plans for the '960
theme - “Macaroni Salutes the ! [ty
States"

SBocial Schedule

On the social schedule the tradit nal
Rossottl Spaghetti Buffet will be old
Tuesday evening, January 19, We her
permitting, it will be out of door on
the Envoy Terrace.

Afternoons have been left fre for
relaxation and sightseeing and ¢ 0y-
ment of the fine facilities of the 1 /o-
mat Hotel ard Country Club.

Wednesday evening has been leflt
open fof those that want to sed the
town,

The Assoclation Dinner Party w:  be
held Thursday evening, Januar: 21
with A roast beef banquet feati in
linguine marinara and all the tam
mings.

Put yoursel! in the picture for this
happy balance between work and play
with intense business discussions fol-
lowed by social activities and recred”
tion. Your business will profit by it
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And they are all Betty Crocker hom teslers!
These are the women who test Betty Ciacker's
macaroni, spaghetti, and noodle recipes, They
carefully check every recipe to be sure directions
are easy to understand, ingredients are available
and reasonable in price, and that their families
like the finished foods. Frankly, some recipes

FIRST STEP: Bally Crocker's own kitchens

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,

Here Lhe recipe is painstakingly developed by
Betty Crocker’s professional home cconomists.
The finished dish is subjected to a taste panel—
men and womun who are skilled in detecting
and understanding flavors.

SECOND STEP: pilof tests with homemakers

Local homemakers try the recipe in their own
homes. Each fills out a complete report. Did
ghe like the recipe? Was it easy to understand?
What would she do to improve it?

THIRD STEP: 25 food defectives must say “0OK"

Next, Betty Crocker asks 26 homemakers to
try the recipe under typical home conditions
and to tell her if the dish 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: Amarica's homemakers try their hand

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

FIFTH STEP: Belly Crocker's own kifchens

One final analysisofall 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

Sales representative for detaila, (Offer
good In U.S.A. only).

DURUM SALES

Minneapolis 26, Minnesota

many of these new booklets as you wish,
imprinted with your ewn brand name, at less
than cost, Ask your General Mills Durum
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Put the cotton cloth on the table on
the veranda for the old folks at home
while mucaroni salutes south-castern
states of Georgia, Alabama, and Flor-
ida.

The macaroni industry’s promotional
theme for 1960 is a salute 1o the Nty
states. The National Macaroni Iastitute
public relations program will support
the salute with publicity stories, rec-
ipes and photos to magazines, NCws-
papers and radio-television shows,

Junuary Is o fine time to salute the
southern states, particularly while they
enjoy mild weather, for it is never too
hot or too cold in the South-East. This
aren of flowering magnolias und moss-
draped pines has been famed for many
years s an area of delightful living.

Agricultural products are prominent
in the area's economy. Alabama is
known as the Cotton State and ranks
high in the production of pecans, sweel
potatoes, beef and dairy cattle, nuls,
fruits and vegetables. One of the larg-
est peanut butter plants in the country
is located ot Enterprise.

Georgia, the Peach State, is a prime
producer of pork and poultry as well
as Georgin melons.

Florida, the Peninsula State, was
named by Ponce de Leon in his quest
for the Fountain of Youth. Today the
quest continues for northerners during
the winter time who head South to en-
joy fun in the sun. Florida is a major
producer of truck crops and vegetables
for the winter season and produces

SALUTE TO THE SOUTH-EAST

Fish Roll-ups with Noodles

more than one-half of the citrus crop
of the nation. It leads the Gulf states
in catching fish and scafood. Hence, we
have selected a recipe for fish rollups
and noodles as typical for good cating
in this seetion. The noodles might just

Spagheltl with Shrimp Sauce

as well have gone with Southern fried
chicken or o host of other local fuvor
ites.
Fish Rollups with Noodles
(Makes L servings.)

1 tablespoon salt

3 quarts boiling water

8 ounces medium egg noodles
(about 4 cups)

2 tablespoons salad oil

1/2 cup chopped onions

1 1-pound can tomatoes

1 6-ounce can tomato pasie

1 teaspoon garlic salt

1/4 teaspoon oregano

1/4 teaspoon pepper

2 1-pound packages of fresh or @ 0
fish fillets

Add 1 tablespoon salt to 1 ¥
bolling water. Gradually add no s
o that water continues to boil. ok
uncovered, stirring occasionally, ail
tender, Drain in colander.

Meanwhile, heat oil, Add onior ind
cook over low heal & minutes. Ad 41"
droined tomatoes, tomato paste,  he
salt, oregano and pepper; mix ull.
Heat to boiling point. Roll fish i lefs
in individual portions and fasten ith
food pick. Add to sauce; cover and « 2k
over low heat 10 minutes, Tarn 1
fillets and stir tomato mixture. Cuver
and cook 10 minutes, Serve in noudle
nest topped with sauce. Garnish with
parsley and lemon slices, if desired.
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. bout Macaroni products made from

There is something special

Lut's have “something special” {s the phrase that is heard more and more

often from Now York to L, A, Let's have n different kind of meal—but with lots of appetitc and

health appeal, Let's have n meal that satisfies all the family all the time.

Everyono knows that macaroni products are economical—bul do they
know that they can be “something special” dishes too.

They meet all tha requirements of big-family budgets to the most exacting taste of the gourmet,

JANuARY 1960

To obtain that “something special” in your products use the finest—use King Midas,

u |

DURUM PRODUCTS

MINNEAPOLIS MINNESOTA




Arcund the table: Vincent F. LaRosa, Fred Mueller, John Amato, Emanuele

Ronzoni, Jr., Tony Cantella, Robert Cowen, Les Bwanson, John Tobia, John

Murphy, and Irving Grass.

Some fifty macaroni manufacturers
and suppliers meeling at New York's
Hotel Belmont Plaza in mid-November
looked into a crystal ball to predict
where the macaroni industry would be
ten years hence.

Some saw a leveling off of per capita
consumption because of increased com-
petition from other foods. Others saw
per capita consumption holding steady,
while the optimists saw it increasing
from 30 to 50 percent because of better
industry end brand promotlion.

Some saw the need for increased nu-
tritional information to be given to the
consumer, telling specifically why mac-
aroni and noodles are good and good
for you, Others were convinced that in
ten years' time this nutritional story
will have een told. There was general
agreement, however, that there is. a
consiant need for continually striving
to improv: quality. Industry interest in
research and development is at a high
point.

Future Predications

Among predictions for the future:
there will be fewer varieties of maca-
roni sold in grocery stores but there
will be diversification by macaroni
manufacturers into the production of
other convenience foods. Most look for
the trend toward fewer and larger
plants to continue with mergers likely
and the small marginal producer fall-
ing by the wayside. Macaroni plants
will be almost complelely automated
and will have condensed floor space
with more efficient and compact ma-
chines. Marketing will be done to fewer
customers with larger outlets, but man-
agers in the store will have a greater
part in making decisions. Certainly
macaroni will be available in new and
different forms - possibly as an instant
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macaronl available in the edible pack-
age. The potential in developing pas-
tina as a breakfast food looked good
fo some, All macaroni products will
cost more ind there will be more sales
for advertised brands,

On the question of how to meet in-
creased competition from other foods,
these idens were expressed: positive
selling should be stressed and there
should be a development of more mar-
keting skills. We should sell the versa-
tility of macaroni products to the
American public and capitalize upon
the fact that children love macaroni
foods. We must sell the doctors and
the medical profession. This means we
must continue to improve and stress
quality.

Macaroni's social prestige should Be
enhanced. Manufacturers should stress
the convenience of the dry product
which can be prepared more quickly
with packaged sauces now on the mar-
ket than any of the frozen combinations
sold u8s convenlience items. Effort
should be made to Increase the use of
macaron] and noodles as a side dish,
emphasizing them as a staple of diet.
Related item selling is most important.

Related Item ﬂ-lling

Elinor Ehrman of Sills' New York
office reported on two related item pro-
motions: the Easy Fix'n' Casserole
campaign, Van Camp's 25-cent con-
sumer redemption deal for Chicken-Of-
The-Sea Tuna and the consumers' fa-

vorite macaroni or noodles is for Janu-.

ary-February selling (page 10, Maca-
roni Journal, for December, 1059),
The Carnation Company is sponsor-
ing a Lenten promotion combining
tuna, olives, macaroni, with evaporated
milk. A display piece is being devel-
oped with slots for the four ingredients

NEW YQEETING

to be backed up with national advertis-
ing.

In Atfendance

The following attended the meeting:

Emanuele Ronzoni, Jr. and Roger Di-
Pasca of Ronzoni Macaroni Company:
Albert Ravarino of Ravarino & Freschi;
Vincent F. LaRosa and Vincent S. La-
Rosa of V. LaRosa & Sons; C. F, Muel-
ler and John Murphy of C. F, Mueller
Company; Lloyd E: Skinner and l\!np
Beauregard of Skinner Manufacturing
Company; Robert 1. Cowen and Mclvin
Golbert of A. Goodman & Sons; John
Zeregn, Jr. and Paul Vermylen of A.
Zerega's Sons; Anthony J. Gloi: of
Bravo Macaroni Company; Niclilas
Rossi of P & R Corporation; Ju ph
Scarpaci of Bay Stale Macaroni ( 'm-
pany; Louis and Rosario Conigl of
Paramount Macaronl Company; | ng
Grass of 1. J, Grass Noodle Com' nyi
Jim Williams and John Westerb:  of
the Creamette Company; Antho: J.
Cantella of Prince Macaronl Com nyi
Bob Green and Jim Winston ¢ the
National Macaroni Manufacturer As*
sociation.

Allies in attendance included iﬂul
Ambrette of Ambrette Machinery “or-
poration; John Amato of Cler: vnbi
Frank Kaiser, Bill Berger and B. Vul*
lenweber of Buhler Brothers; J. cph
and Leonard DeFrancisci of the De
Francisci Machine Corporation; Dinato
Maldari of D. Maldarl & Sons; Lien®
Kuhn, Walter Ousdahl and Jim Dris
coll of Amber Milling Division, GTA:
William A. Julien, Charles C. Chinski
and Ernst Horstmann of Commander
Larabee; Joseph DeMarco of Gencral
Mills; Anthony DePasquale and Sol F.
Maritato of International Milling Com*
pany; Lester Swanson, David Wl!”“
and David F. Wilson of King Midas
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Flour Mills; James R. Affleck of Wil-
liam Penn Flour Mills; Bill Hoskins of
G. G. Hoskins Company; Thomas F.
Sanicola of Faust Carton Corporation;
George J. Rufenacht of U. S, Printing
& Lithograph; Charles Rossotti, John
Tobia and Arthur Tarditi of Rossotti
Lithograph Corporation. ~~

Buppliers Soclal

In the evening a Suppliers Social was
held at the New York Rifle Club - Tiro
A Segno - on MacDougal Street in
Greenwich Village. While some of the
delegates at the afternoon meeting
could not attend the dinner, they were
rejlaced by others including Alexander
Frink and Philip Polimeni of DeMar-
{in. Macaroni Company; Louis and
Jo n Saggio and Joseph Coniglio of
P: amount Macaroni Company; Joseph
Gi rdano, attorney; A. Alphonse de-
Be 3, American Artichoke Company;
Al ‘ed Rossotti, David McKiiney and
M. iam Morris of Rossotti Lithograph
Cc porntion; Mary and Jeck Campan-

o au sy R 3t TSk s stttz A eeti

Around the table: Al Ravarino, Joe DeMarco, Joe DeFrancisci, Paul Vermylen,
John Zerega, Jr., Dave Wilson, Vincent 8. LaRosa, Charles HRossottl.

ella of S. Campanella & Sons; Ignatius
and Joseph DeFranclsci, Jr. of Demaco;
Thomas Fox of General Mills; Andrew
Rondello of International Milling Com-
pany.

Following dinner, comments were
made by Association secretary Bob
Green and vice-president Albert Rava-
rino.

Alfred and Cherles Rossotti pre-
sented their employee, John Tobia,
with a diamond pin and gold watch for
twenty-five years of service to the Ros-
sotti Lithograph Corporation.

Charles Rossotti Elected

Mr. Charles C. Rossotti has been
elected President of the Label Manu-
facturers Section of the Lithographers
and Printers National Assoclation. Mr,
Rossotti is Chairman of the Board of
Rossotti Lithograph Corporation, na-
tional label and packaging producers
with executive offices in North Bergen,

New Jersey He has been active in the
business and in label manufacturing
circles for over 33 years,

The Rossotti organization in exist-
ence since 1898 has pioneered the use
of multi-color packaging on labels and
folding cartons.

Mr. Rossotti, an outstanding figure
and noted authority in the lithograph
industry, Is also a member of several
food trade associations, and is active
in a number of community organiza-
tions. He lives with his family in
Englewood, New Jersey.

About John Tobia

John Tobia was brought up on a
farm at Closter, New Jersey where his
father still lives. He came to Rossotti
in 1934 in a man-Friday capacity when
they were still on Varick Street, in
New York., He was then barely out of
high school and it was a bad depression
year, He started selling for Rossotti a
few ycars after his apprenticeship and
has been selling ever since.

He has on intimate knowledge of
food production and knows cvery as-
pect of food marketing and its related
problems. He is, of course, a specialist
in puckaging and printing. This in-
cludes structures, design, board, print-
ing surface, color and the promotional
value of good packuging. he has been
successfully helping ond servicing his
label and carton customers for many
years and is one of Rossolli’s ace sales-
men.

His academic training includes
courses at New York University, He is
a collector of fine art originals and a
talented handy man at home, building
his own garage last year. He lives with
his wife Kay and 17-year old son John,
Jr. at Haworth, New Jersey.
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Challenges C§I| _for,_ A__(.‘.‘rru-:tivonoss

Paul S. Willis, president, Grocery
Manufacturers of America, Inc,, called
upon food industry management to
make a renewed effort to encourage
creativeness among Iits people and
avold “me toolsm". This Is necessary,
he sald, if the industry hopes to con-
tinue the fabulous growth pattern it
has shown since 1046. These comments
were part of his address in opening
GMA's 51st Annual Meeting which had
as its theme "Setting Our Sights For
The Sixties",

Noting the steady increase in food
and grocery store sales from $33 billion
in 1050 to $53 billion annually today,
Mr. Willis attributed this to the indus-
try's attention to “the extra things
which stimulated this growth”. He
singled out such extras as developing
new and improved products, more ef-
fective advertising, better selling, bet-
ter promotions, improved merchandis-
ing, efficlent distribution, improved
super markets, and beiter trade rela-
tions.

Well Managed Industry

Mr. Willis saluted the industry for
being well managed at all levels, He
listed as contributing factors: the high-
ly competitive nature of the industry
with its margins so low that it must
operate efficiently; the immedliate
daily contact with people and the need
to serve them satisfactorily; and the
foresight of management in planning
ahead intelligently and courageously.

At the same time, Mr, Willls warned
the industry that it faces even greater
competition for the consumer's dollar
from producls outside the Industry.
“We are, of course, aware of the keen
competition for the consumer's dollar
from automobiles, television, clothing,
etc,, but it may surprise you to learn
that the .merican people are spending
an estimated $41 billion a year for
fun' — for such ‘leisure-time' products
and services as playing cards and
movie admissions, to swimming pools,
recreation and travel all over the
world."

“We now compete against trips to
Europe,” he said. “Before long we may
be competing ageinst trips to the moon.
We live in a changing universe in
which evolution is a basic law."”

“Change is the order of the day. But
in this jet age, changes seem to come
faster, there are more of them, and
they seem more pronounced.”

Mr. Willis said people all over the
world are developing new living habits
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Paul B, Willis

and new buying habits as they discard
old attitudes. “Their goals are set for
new and better things and they are
attaining economic circumstances
which enable them to afford better
things.

“While this revolution in expecta-
tions is nrvw In many other countries,
these exp:c.ations for better things
have prevailed in America for a long
time. But the pace seemingly Is now
great'y accelerated, American house-
wiver are always looking for new afid
better things and greater varieties of
products with which to satisfy the
needs and wishes of their famllies, And
they are looking for ways to shorten
their household chores thereby giving
them more time for other things."

Independent Youngsters

“Children of present vintage are de-
claring their intellectual independence
at an early age. They are developing
eating habits and product preferences
which are quite different from those of
their parents, They will grow up using
more of the instant and convenience
foods, and foods of tomorrow which are
still in the laboratories, Few will asso-
ciate vrange julce as coming from fruit
growing on trees, but simply accept it
as coming out of cans. They are likely
to be much more selective in their buy-
ing and less responsive to the ‘repeat
and blast' type of advertising. They
will expect logical reasons for buying
the product,

“The size of the ‘white collar’ group

will be increasing and the size of the
‘blue collar' group will be decrensing.
That poses both a challenge and an
opportunity to management. A chal.
lenge because the new type employee
will want more personal satisfaction
from his work; an opportunity because
his mind will be more open to rea-
soned appeals.

“Another important change in our
economy is the frequency of change in
residence of our people. Every year
nearly 10 million families or 33 million
people move into different homes. This
represents about 20 per cent of our
population.”

Avoid “Me-too-lsm"”

In planning for the future, Mr, Willis
urged managements of both manulac-
turers and distributors to make a re-
newed effort to encourage creativeness
and self-reliance among their people
and to aveid “me-too-ism".

“It is very easy and normal”, he soid,
“for people to follow patterns. There
may be better ways of doing things.
Encourage your people to try and find
out, Give them a chance to make mis-
takes,

“The growth of our industry has
been due largely to our ability to
create new things and better way: ol
serving the consumer, If we are to -uc-
cessfully meet the competition fim
other industries in the space g¢
ahead, we will need to pioneer 1 e
creatively than ever before.

*I have enough faith and confid e
in the managements of our indust: &t
all levels to predict that by wor ng
as a team we will more than ~ld
our own."

Battle of the Shelf

Annual grocery store sales will + ich
75 billion dollars by 1969, accordi: : 10
James O. Peckham, Jr., executive :ice
president of A, C. Nielsen Comj ny:
O! this figure 80 per cent will roore
gent advertised brand names, he -ald

Spenking at the GMA meeting Mr
Peckham pointed out that manufac:
turers' advertised brands had improved
their share of market from 744 per
cent to 74.8 percent during 1959, re
versing a small but persistent decline
that had been in effect since 1956.

“1 belleve,” he sald, “we will con-
tinue to see manufacturers’ major 8d*

Continued on page 30
THE MACARONI JOURNAL




AFTER YEARS OF RESEARCH, EXPERIMENTATION AND ENGINEERING

L2770/ HAS ADDED THE MISSING LINK

TO ITS DISTINGUISHED CHAIN OF COMPLETELY

AUTOMATED MACARONI PRODUCING EQUIPMENT . ..

a SPREADER which combines slow extrusion for a superior quality
product with top production for increase in volume; a SPREADER
which extrudes uniform stick patterns for minimum trim and an
eye-appealing product of invariable smoothness, color and con
sistency; a SPREADER which produces continuously on a 24 hour
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.

FEATURED COMPONENTS

5 SPREADER HEADS SPREADING STICKS
2 ELBOW FEEDER 6 WATER JACKET 10 TRIMMING DEVICE
3 RADIAL FEEDERS 7 DIE RETAINING BLOCKS 11 CHAIN STICK DELIVERY
4 EXTRUSION ADJUSTING CAPS B8 STICK FEED MAGAZINE 12 MOTORS & CONTROLS

1 VMP-5A, 2000 LBS/HR PRESS

This matchless 4 stick—2000 Ibs/hr spreader was designed, as
shown, to work in conjunction with the Clermont VMP-5A, 2000 Ibs/hr

Long Goods Press. This press. like its counterpart the spreader,

is distinguished by its radically advanced design o give consistently 1
high performance which shows up—where it counts—in the product. :
Increased capacity, more product, less maintenance expense for

added net profit are the economic end results to the Macaroni Industry. 11

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

RADIAL FEEDER CLEANOUT TRIMMING DEVICE OPENE
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2 HEADS AND 4 STICKS

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

ELBOW FEED WITH
RADIAL DISTRIBUTION

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

WATER JACKETED HEADS

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

TRIMMING DEVICE PREVENTS CHECKING

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

RAPID FEED MAGAZINE

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

SIMPLE AND FAST DIE REMOVAL

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

ULTIMATE IN SANITATION

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

VERSATILITY AND COMPACTNESS

Extrudes all types of long goods: round,
solid, flat, fancy and tubular. Operates with
all existing long goods presses and dryers
Designed to occupy a minimum of spact
and fit into any existing long goods line
All motors, controls and mechanisms ar
neatly housed in the frame and completel
accessible. The chopper-blower is als
housed in the frame to eliminate the ha:
ard of personal injury.
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Grocery Trade Practice Recommendations

jix national grocery distributor asso-
ci-tions have joined with Grocery
Manufacturers of Americn in an his-
foric statement of recommendations on
trade practices, including the matier of
payments by manufacturers to dis-
tributors for advertising and promo-
tion services.

The joint recommendations, adopted
after several years of mutual study
and discussion, were contained in a
booklet “Trade Practice Recommenda-
tions for the Grocery Industry" dated
November 9, 1059, which was released
at the 51st Annuul Meeting of the Gro-
cery Manufacturers of America,

“This action” said GMA President
Paul S. Willis “should stand as a real
milestone of progress in the trade prac-
tice area., Provided the recommenda-
tions are communicated to the operat-
ing people in manufacturer and dis-
tributor companies - and applied by
them - this should mark the end of the
‘loose cooperative advertising dollar’
with its questionable legality and low
return per dollar invested. It should
go a long way to restoring advertising
and promotion payments to the origin-
ally intended purpose: namely, a rea-
sonable payment by the manufacturer
lo the distributor for the performance
of a mutually valuable service,

“Allowance” OQuiworn

We hope,” he continued, “that the

gested new name ‘Cooperative
. -chandising Agreement' will be uni-

sally applied and that it will en-
il ly replace the outworn and mis-
i ling term ‘advertising allowance.

;5 old term, by its very sound, sug-

s a gift with no requirement of
. ‘ormance.”

ne joint recommendation on Coop-
ive Merchandising Agreements was
: one of several recommendations
improving grocery distribution
hods, lowering operating costs and
lering better service adopted by
cesentatives of Grocery Manufac-
18 of America and of the six na-
:al associations of distributors.

The participating distributor groups
were: Cooperative Food Distributors of
America, National Assoclation of Re-
tail Grocers of the United States, Na-
tional-American Wholesale Grocers'
Association, Inc., National Association
of Food Chains, Super Market Insti-
tule, Inc., United States Wholesale Gro-
cers' Association, Inc.
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The practices included some 10 areas
of joinl activity, including: payments
for advertising and promotion services;
deal merchandise point-of-sale mate-
rial; promotions; coupons; new prod-
ucts; shipping cases; and compliance
with Robinson-Patman law,

On the subject of advertising pay-
ments, the booklet recommends “that
the industry adopt the name “Coopera-
tive Merchandising Agreement
(“CMA") covering any arrangements
for advertising and promotion agree-
ments between manufacturers and dis-
tributurs, Such CMA agreements shall
define (a) the payments for specific ad-
vertising services, (b) the payments for
specific promotion services and (c) that
evidence of performance must be sub-
mitted before payment is made.”

On deals, manufacturers are re-
quested to give distributors from four
to six weeks' notice about forthcoming
deals in order to give them an oppor-
tunity to dispose of their regular stock;
and ulso so they can plan a tie-in pro-
motion. The booklet calls for a fixed
policy on the part of the manufacturer
covering the following points: (a) ter-
mination date; (b) whether distributor
cun place one or more orders; (¢) when
manufacturer considers final shipping
date; and (d) assurance that deal is
over at termination time for everyone
simultaneously.

Manufacturers and distributors to-
rether should discuss point-of-sale ma-
terial, decide on what they want, and
then order it In the same fashion as
merchandise, on appropriate requisi-
tion forms.

The conferees agreed that distribu-
tors like special promotions. Generally,
they need from four to six weeks' ad-

vance information about forthcoming
promotions and advertising campaigns
in order to tie in with them.

While there has been an over-all im-
provement in the handling of coupons,
distributors point to the reappearance
of coupons which vary in size from the
specifications set forth in the GMA
Coupon Booklet, and which are diffi-
cult and costly to handle. Ragged-edge
coupons are very costly to handle.

The booklet recommends the presen-
tation of u new product should be ac-
companied with reasonable samples of
the item, full information on prices, re-
sults of research and marketing tests,
promotion and advertising plans — in
short, complete information. A deter-
mined effort should be made to notify
all distributors simultaneously of the
availability of new products so there is
no competitive advantage.

Compliance with the Robinson-Pat-
man law is expressly spelled out in the
booklet, which says, “The overwhelm-
ing majority of reputable manufactur-
ers and distributors are in complete
agreement on the need of doing every-
thing possible to promote compliance
with the Robinson-Patman law.

“Unfair discrimination and alleged
violations of the Robinson-Palman
Law, are unfair to concerns that op-
erate within the law, Reputable manu-
facturers ond distributors oftentimes
lose business to competitors who vio-
late or ignore the law. Such illegal
practices retard, rather than contribute
to, the sound building of business. They
focus attention on getting or giving the
best deal rather than concentrating on
promoting larger purchases by the
consumer,

Robinson - Patman Task Force Announced

Earl W. Kintner chairman of the
Federal Trade Commission announced,
at a Grocery Manufacturers of America
meeting, the formation of a ten-man
“Robinson-Patman task force)" The
purpose will be to recommend to the
Commission how best to harness all of
the Commission's energies toward more
effective enforcement of the Robinson-
Patman Act, ond to advise the Com-
mission of programs, procedures and
actions which will accomplish that pur-
pose,

The new task force has been initially
chagged with advising the Commission
“how the Robinson-Patman Act's re-
quirements might be more plainly and
forcefully interpreted to the business
community and the law more effective-
ly administered,” according to Com-
missioner Kintner,

At the same time he warned the gro-
cery management execulives, “Let no
one understand this action to be re-

Continued on page 30




RY ¢ THE ULTIMATE TEST i
N\SFQACTUAL PRODUCTION!

The ultimate test of any automatic spreader takes place in actual

production.

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

Come and see the new DEMACO 1500 |b. — 4 Stick Automatic
Spreader in actual operation, Come and get the facts—as only
DEMACO gives you these features.

1. EXPERIENCE —~

AN

2. QUALITY BUILT — ~
3. RUGGED CONSTRUCTION ~~ !
4. SMOOTH OPERATION <, WITh EXPERIENCEX0

AND

5. SLOW EXTRUSION OVER 4 STICKS g / BUILT BY

6. SPEEDS PRODUCTION /7 DEWCO !

THE CHOICE

AN

7. CUTS OPERATING COST / s of the )
LoHOERS De FRANCISCI MACHINE CORPORATION

45.46 METROPOLITAN AVENUE, BROOKLYN 37, N, Y.

8. SPACE REQUIREMENT EQUAL TO / EVergraan 6.9880
1,000 LB. PRESS

Noodle Cutters
Conveyors
Macaroni Cutters

DEMACO Long Goods h

offers you the confinuous Long Goods Short Cut
complete automatic Dryers Finish Rooms
line

. Sheet Formers °
Presses for Noodles
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Predictions

Grocery manufacturing executives
were challenged by a business paper
editor to tie in with the changing pat-
tern super market development and
the higher caliber of distributor person-
nel in attaining a goal for the Sixties
of “Higher Sales Per Customer Per
Shopping Trip."

Robert W. Mueller, editor of the Pro-
gressive Grocer, delivered a forecast of
food distribution in the Sixties based
on a cross-section survey of 200 chain
and wholesale executives and on scores
of studies by the editors.

Mr, Mueller revealed that the con-
clusions pointed to more efficient super
markets run by better, more informed
men with more merchandising and
promotion know-how, enjoying faster
and better communications. These men
would set higher standards, not only
in product quality, convenience, mer-
chardising and promotion, but also in
the ethics and in the integrity of “the
nation's biggest business” He chal-
lenged grocery manufacturers to recog-
nize these facts and to adapt their mar-
keting plans accordingly.

Btore Numbers Decline

Tracing the past of the food store
and the development of the super mar-
ket, Mr. Mueller predicted that the to-
tal number of grocery stores, which
have steadily declined in recent years
to 285,000 in 1859, would drop further
to 250,000 in 1965. On the other hand,
super markets - which he defined as a
store with annual sales of $375,000 or
more - would reach totals of 36,000 in
18656 and 39,000 in 1968, enjoying as
their share of U, S. grocery sales 74
per cent in 1085 and 75 per cent In
1969, compared with 68 percent in 1858,

As it applies to the relative impor-
tance of ‘“super general”, bantam
stores, and regular super markets in
the 60's, Mueller foresees the regular
super market in iop place.

According to him the 100 present
“super gencral stores” - devotlng half
of their volume to groceries, meats,
produce, dairy and frozen foods and
the other half to major appliances,
clothing, pharmacy, sporting goods,
auto supplies, gifts, etc. - utilizing be-
tween 50,000 and 100,000 square feet,
may Increasg, to 700-800 by 1965, but
will handle no more than 1-1/2 to 2
percent of total grocery sales,

In sharp contrast to the super gen-
eral store are the small drive-ins and
the bantams. The drive-in is a neigh-

20

Phate by Fobien Bachroch

Robert M. Musller

borhood or edge-of-town location with
parking, while the bantam, a scaled-
down version of the super market, is
usually located in crowded areas. The
survey panel indicated that these vest-
pocket stores were doing ‘very well,”
with 1,200 built in the past 12 months,
These are growing rapidly but are still
not expected to account for more than
2 percent of sales in 1965.

As for the super market itself, Muel-
ler's study indicated that there was no
longer much interest in bigness unless
bigness can be profitable. Average size
of store is not expected to increase.
Future supers in Mueller's opinion will
continue to range between 10,000 and
24,000 square fcet overall.

From a continuing, bi-weekly sur-
vey, underiaken by the Retailing Re-
search Division of Progressive Grocer,
of 150 chain and wholesale headquar-
ters buyers, Mr. Mueller traced the
average number of items handled by
the “typical" grocery outlets from 867
in 1828 to 3,000 in 1946 and 5400 in
1858 and predicted that 1865 would see
6,400 items and 1970 some 7,000 items
handled on the average. According to
the survey, each week the average
chain or wholesale headquarters adds
0.8 new items, at the same time drop-
ping 4 items.

The Comers

Mueller stated that the greatest sales
gains'in the Sixties would be posted
by: (1) frozen foods; (2) frozen fresh

veeerT TR T e

by Progressive Grocer Editor

meats; (3) soft goods; (4) grocers;
and (5) health and beauty aids, accor -
Ing to the survey.

Mr. Mueller then put non-foods in
their proper perspective, The basic
non-foods are health and beauty alds,
housewares, soft goods, magazines,
toys, records, and stationery. In 1850
sales of non-foods in food stores
amounted to $220 million. By 1958 they
had risen to 1 billion 820 millien dol-
lars, an increase of 700 per cent as
compared with an increase of 81 per
cent in total sales of all grocery and
combination stores. All categories of
non-foods accounted for 5.2 per cent of
total store sales and 8.4 per cent of
each gross profit dollar earned by the
entire super market. Further, non-foods
brought in from 20 to 35 per cent of
total store net profit.

Affiliation Pays

Dividing grocery sales by type of
organization, Mr, Mueller pointed out
that In 1958 chains - operators of 11 or
more stores - accounted for 39 per cent,
aftiliated Independents - members of
co-ops and voluptaries - accounted for
45 per cent and unaffiliated independ-
ents 18 per cent. By 10656 the panel
predicted that the chains would control
42 per cent of grocery sales, affiliated
independents 47 per cent and unaffili-
ated Independents down to 11 per ce!'l.

According to an FTC study of g -
cery distribution, sales of co-op wai -
houses increased by 356 per cent in t
last ten years, with those of volunt:
wholesalers increasing 181 per cent &
the chains increasing 107 per cent, D
ing this same period the sales of
unaffiliated independents stayed a'
stand-stlll,

The job of the grocery manufactv T
to make his products and promoti
available at retail stores was set it
in the estimate of the sumber of b /-
ing offices at the distributor level ¥
1965, According {u the panel sur ¥,
there will be 645 voluntaries buy 8
offices in 1965 230 co-ops, 350 cha a3
and 1,600 unaffiliasted for a total of
2,825 buying oflices.

Mueller next turned his attention to
the men who will be guiding the des-
tinles of these expanding super market
operations. The super market manager
today is responsible for a store of
20,000 square feet, housing 6,000 items,
services by 90 employees, with weekly
sales of $60,000 from 15,000 customers

Continued on page 30
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not once...not iwlce...bui 3 times

chose BUHER Autcl Controll

with AUTOMATIC 3’PREADER
AUTUMATIC TAKE-OFF

Installation of three automalically con:
trolled Long Goods Dryer Units al Calelli,

Avtomatic Toke-off (Stripper)

and Automolic Stick Return

BUHLER BROTHERS, ... LTD.

24 KING STREET WEST, TORONTO 1,

ONTARIO

EMpire 2-2575 °

Lngrnrees for tnawib
[ETRIT 4

THr Macaront Joviss

food Products Lid.

.ONG GOODS DRYER UNITS

« superior performance

o easy maintenance

0/0 o sturdy construction, less down time
« capacities up to 1100 Ibs. per hour

Automalic Spreader. Transfer from Automaltic Spreader lo Preliminary Dryer.

CATELLI Food Products, Ltd. has also installed Let our engineers show you what Buhler equip-
2 BUHLER SHORT GOODS LINES, each with @ ment can do for you.

capacity of 1400 Ibs./hr., because Buhler equip-
ment pays off in profits.

BUHLER BROTHERS, INC. ...

; 130 COOLIDGE AVE., ENGLEWOOD, N. J. - LOwell 7-2200
Sales Representatives £ C Maner Co. Los Angeles, Cal + Hans Zogg. Los Altos, Cal + Arthur Kunz. New Orleans La

Write or phone for full information.
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Six broad areas of research are ad-
vocated as vital for planning for prog-
ress of the food industry in the Six-
ties, by J. P, McFarland, vice president,
General Mills, Inc.

(1) consumer fact finding - to un-
cover needs und wants and predict
trends; (2) basle research - to develop
new physical techniques; (3) product
development research - to change ideas
into prototypes; (4) packaging research
- to create new clothing and conveni-
ence for tomorrow's products; (5) re-
search on advertising and marketing
techniques; and (6) research on re-
search - to improve our research tech-
nigves themsclves,

To insure their proper functioning,
Mr. McFarland called upon general
management to allocate the money for
the six research areas, to structure the
organizational set-up in such a way
that the various types of research can
increase in health, strength and pro-
ductivity and to accept its "share of
moral responsibility for the distribu-
tion of the bounty that this land pro-
duces.

“"More and more, our search for new
markets, for new foods for old mar-
kets, for new service and new con-
venience, will be a major influence for
change in U. S. living."

Tomorrow’s Opportunity

The purpose of “consumer fact find-
ing" is to uncover the need which will
1epresent tomorrow's opportunity, ac-
cording to Mr, McFarland. He pointed
to the one and a half million punch
cards resulting from the National
Menu Census of the Market Research
Corporation conducted in 19857-58
nmong 4,000 housewives and the suc-
cessful depth surveys of the habits, at-
titudes and problems of a given con-
sumer group as the necessary large
scale investigations for planning for the
Sixties.

Mr. McFarland described “basic re-
search” as the creation of new physical
tools, new processes and new knowl-
edge resulting in long range, funda-
mental explorations, Because the ap-
proach tends to be that of “pure" re-
search, suppliers, medical centers, uni-
versities and governmental laborator-
les play an important role.

Of long range importance to the food
industry, “basic research” has recently
developed: chromatography and the
separation of odors for the production
of flavors; boilable film which permits
food to be cooked right in the packoge;
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Research

James P. McFarland

microbiology to measure the presence
of the minute organisms that affect the
flavor and keeping quality of foods;
instantizing to agglomerate and permit
the ready dissolution of powdered bev-
erages; freshness preservers to add to
the shelf life of such products as ce-
reals, dehydrated potatoes and nuts;
improved mix ingredients with better
leavenings, emulsifiers, shortenings
and flour; and improved dehydration

‘1o withdraw moisture so carefully that

the solid food remains in sponge-like
form with empty canals which act as
capillaries during rehydration, result-
ing in new highs in flavor retention.

“Product development,” according to
Mr. McFarland is the development of
a prototype or working model wherein
the idea takes form, Through further
research the prototype is then im-
proved in appearance, convenience and
other built-in consumer satisfactions.

Package Research

Noting that “much remains to be
done" in the field of “package re-
search,” he listed as on the drawing
boards or beyond such new develop-
ments as: muzzle-loading cartons; bar-
ritr films, clear, rigld plastics which
can combine visibility with unbreak-
abllity; lighter cans, which may weigh
as little as one half of present ones;
cans with new opening and re-closing
features which will combine plastic
with metal; lighter and stronger glass
containers which are already avallable;
new protective coverings which will be
combinations of plastic and organic
materials; new types of tubes and
squeeze bottles offering versatility for
new products; and aluminum contain-
ers which are already in use for oll,

is Termed Major Influence

“Packaging is going,". he sald, “to /e
involved in a lot of food business co -
petition in the years to come, a.d
those who take the first giant stcps
here are going to be well rewarded”

Mr, McFarland Identified “research
on advertising and marketing tech-
niques” as the final research step in ar-
riving on the national market with the
best possible product in the best pos-
sible way, with a most carefully
sculptured answer to people’s needs.

He claimed that advertising research
had suffered from two factors: a fail-
ure to approach the problem system-
aticnlly, and a “naivete” about what
shovld be measured in *our edvertis-
ing efforts.” As for the testing of mar-
keting techniques, he further claimed
that the surface has barely been
scratched.

“We in food management,” he said,
“have had a great deal to do with
changing the face of America in recent
years, and this will become increasing-
ly the case, We have a moral duly as
well as a corporate duty, to seck prog-
ress through research, thereby being
good stewards and keeping faith with
the American consumer.”

Plans to Improve Teen Diets

Plans of the U. S. food industry 'o
improve diets of teenagers, descril:d
as the largest single repository of pc r
eating habits in the nation, were ! -
ported by Homer R. Davison, of C -
cago, president of the American M:
Institute and planning committ. ¢
chairman for the National Food C
ference, He said that recent nutrit n
studies showed:

That 50 per cent of teenage girls
celve Inadequate amounts of prot
and lron,

That while teenage boys are nol 0
badly off as girls, diets of 20 per ¢ it
of boys are low in calcium; 10 per ¢ 1t
low in Iron and Vitamin A; 20 per .l
low in thiamine and 40 per cent low n
Vitamin C,

That 15-year-olds who skipp:d
breakfast generally do not make P
later in the day for the foods they
missed, resulting in a daily shortoge
of nutrients.

That teenager eating habits tend 0
become ‘poorer with age.

The National Food Conference, com-
posed of nearly all segments of the

Continued on page 28
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[urum Research
And Development

Two new durum wheats, Ld 389 and
1.d 382, are scheduled for release to
(rowers by the North Dakota Agricul-
tural Experiment Station for seeding
next spring. These wheats possess bet-
ter rust resistance than present com-
merciul varictics and combine desir-
able quality characteristics with short-
er straw - a long-needed characteristic,
These varieties are available now be-
cause of more adequately supported
and intensified rescarch programs.

The Rust Prevention Association
worked to obtain a $125,000 Cereal
Technology Laboratory Building, cight
research greenhouses, a $50,000 Plant
Breeding Field Building and the recent
appropriation of $750,000 for a Plant
Science Building at the North Dakota
Agricultural College.

Federal operating budgets for re-
search scientists working on durum
and bread wheat at North Dakota were
increased substantially last year as a
result of Rust Prevention Association
presentations to Congress. Several of
these men were placed at North Dakola
originally as a result of Association
efforts,

The recent appropriation of $1,000,-
000 for a Crop Rescarch Laboratory at
the University of Minnesota will bene-
fit rust control programs on all wheat,
Plant growth chambers and other re-
search [facilities will permit long-
needed expansion of basic and appliced
research on rust control, wheat qual-
ity, genetica and plant breeding. This
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From left: Dr. Kenneth Lebsock, U. S. Depariment of Agriculture durum
breeders Gene Hayden, Rust Prevention Association: Dr, A, B, Campbell. Canada
Department of Agriculiure; Dr. R. G. Shands, U. S. Depariment of Agriculiure;

Mexican technicians.

first phase of a planned $6,000,000 Crop
Reseurch Laboratory is the result of
four years of concentrated effort by
the Rust Prevention Association.

A Rust Prevention Association spon-
sored winter increase program was
established in Mexico six years ago to
speed durum wheat development. A

Winter plantings have been made for the last six years by the Rust Prevention
Association through the cooperation of Mexican sclentisis at this experiment
station on the west coast of Mexico.
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second crop” is grown cach winter of
experimental breeding lines from Uni-
ted States and Canadian experiment
stations to reduce the 10-12 years pre-
viously required to develop and test
new wheats, Ld 309 and Ld392 were
grown in the Mexican plantings and
are available several years carlier as a
resull. '

Approximately 1,000 durum wheat
breeding lines were seeded in Mexico
last month from the North Dakota
Agricultural Experiment Station for in-
erease this winter, Durums from Can-
ada have also been grown in previous
years, From the Mexican plantings will
come the durum varieties of the future.

The United States Department of
Agriculture has established a winter
rust testing area in Puerto Rico where
cereal breeding lines from experiment
stations can be tested against danger-
ous rust races. The Rust Prevention
Association presented the necd for the
§25,000 obtuined from Congress last
year to expand this program. This is-
land location permits testag of durum
breeding lines without danger Lo the
mainland durum crop. Only rust races
which have already been found in
North American grain fields are used
in Puerto Rico.

This facility is a major step in
strengthening rust control programs as
it permits testing breeding lines against
dangerous races before they become
widespreud and destructive,
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FOR YOU

ADVANCED TECHNOLOGICAL IMPROVEMENT ;

Save Space — Increase Production

Improve Quality
* NEW

POSITIVE SCREW
FORCE FEEDER

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

3 STICK 1500 POUND
LONG GOODS SPREADER

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

1500 POUND PRESSES
AND DRYERS LINES

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

** NEW

These presses and dryers
are now giving excellent

results in these plants.

% Patent Pending
* % Patented

Hmbrette

MACHINERY CORP.

156 Sixth Street

Brooklyn 15, New York

— 1500 Pound Long Goods Continuous Spreader

CONTINUOUS
PRESSES |

o SUPE

SHORT CUT MACARONI PRESSES

Model BSCP — 1500 pounds capacity per hour
Model DSCP — 1000 pounds capacity per hour
Model SACP — 600 pounds capacity per hour
Model LACP — 300 pounds capacity per hour

2y e o)
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LONG MACARONI SPREADER PRESSES

Model BAFS — 1500 pounds capacity per hour
Model DAFS — 1000 pounds copacity per hour
Model SAFS — 600 pounds capacity per hour

[OMBINATION PRESSES

Short Cut — Sheet Former

Shert Cut — Spreader
Thi:e Way Combination

*

c U A L I T Y —— === :P;::::\ll? dough as soft as desired to enhance texture ond

Positive screw feed without any possibility of webbing makes

p RODUCTION wmm=  for positive screw delivery for production beyond rated

copacities.

c o N T Ro L s — i gzi:’i’r::;:o positive that presses run indcfinitely without

s A TA RY . Easy to clean and to remove attractive birdseyed stainless
‘ N I stecl housing mounted on rugged structural steel frame.

.4%6&‘6

MACHINERY CORP.

Model BSCP

155-167 Seventh Street
Brooklyn 15, New York

.......
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Plans to Improve Teen Diets
Continued from Page 24

food industry, currently is sponsoring
an educational campaign among high
school students to conviace modern
youth that “good nutrition means bet-
ter living."

The campaign will culminate, Davi-
son said, with a National Youthpower
Congress to be held in Chicago on Feb-
ruary 11 to 13, At this Congresr, high
school students from all over the coun-
try will consider such topics as “Food
Comes First For Youthpower,” and
“Health and Nutrition of Youth in the
Space Age.”

Spcakers at the Congress will in-
clude athletes who will discuss with
boy# the proper diet requirements for
sports achievement; beauty nuthorities
who will talk to girl participants about
the importance of sound nutrition; nu-
tritionists, doctors and others. General
chairman is Charles Shuman, of Chi-
cago, president of the American Farm
Burcau Federation.

Food Comes First

Purpose of the campaign, Davison
said, is to remind the teenagers and
adults as well that “food comes first
for better living and better health.”
Davison said that poor nutrition often
stemmed from the fact that families
unwisely skimped food to buy non-
food goods and services,

“Too often,” he said, “it is the food
budget that takes the cut because it
provides the greatest range from the
standpoint of either substitution or
price.”

Davison called for greater coopera-
tion of all segments of the food indus-
try to help solve the nation's farm
problems.

Noting the many attempts of Con-
gress to handle farm surpluses by leg-
islation, Davison said that it was now
clear that the “so-called farm problem
can no longer be solved on the farm."

“While individual efficiency is the
farmer's personal management prob-
lem, his business is so integrated and
s0 influenced by myriads of outside
factors that progress in agriculture be-
comes also an integrated responsibil-
ity."

Davison said that there was general
agreement ameng food industry lenders
that “the only effective plan which
agriculture con follow with any expec-
tation of success is to produce profit-
ably only that which can be sold, and
for the most part sold as food."

When I was a young man 1 observed
that nine out of every ten things I did
were failures. 1 didn't want to be a
failure., So I did ten times more work.
—George Bernard Shaw,
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Mountain of Boup...for Salvation Army posts in the snowbound northwest U.5.

is checked over by Brigadier Cyril Payton (left to right) who accepts gift for
the Army from A. Irving Grass, President of the 1. J. Grass Noodle Company
of Chicago, for distribution to hard-hit areas in Colorado, Wyoming, Utah and
Montana. Workmen loading truck are Russell Wilson (center) and Harold Waldeck.
The Grass Company has shipped 100 cases of soup (equivalent to 25,000 bowls
of soup) to Col. Richard Fitton, divisional commander of the Salvation Army
headquarters at Denver Colo. who is in charge of Army branches in the

weather-struck areas,

Nop Beauregard Promoted

Napoleon B. Beauregard has been
appointed vice president in charge of
sales of Skinner Manufacturing Co,
Omaha, Nebraska, The announcement

Napolean B. Beauregard

was made by Lloyd E. Skinner, Presi-
dent.

Beauregard has been with Skinner
Manufacturing Co. six years, the ln<t
4-1/2 years as general sales manag: r.
He joined the firm as southwest sal s
manager in Tulsa, Oklahoma.

He supervises sales operations 0
Skinner's 22-state marketing an
which extends principally through
the central midwest, southeast &
southwest, He hoas charge of the s ¢
of all Skinner products, which inch
a wide variety of macaroni produ !
and breakfast cereals

Beauregard formerly was with Uni
Bag and Paper Corp. of New Y:
City and Northern Paper Mills, the |
ter as district sales manager, bef
joining the Skinner organization.

He is a native of West De Pere, W .-
consin, and attended St. Norbert's C. |-
lege,
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Cake Decorations

Decorate a birthday cake with tin/
flowers - one for each year, Any tubu-
lar macaroni cut, about one and-onc-
half inches long, will serve as holders
for the posies. Food coloring mixcd
with three parts water will tint the
holders if dipped in a cup with tweez
ers.
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Each man to his interests . . . each woman

to her loves. If it's macaroni products made from
Commander Larabee’s No. 1 Comet Semolina,
it's love at first sight!

From tots to teens . . . the durum taste is tops!

COMMANDER ZDM.D?OM
LARABERE A DIVISION OF ARCHER-DANIELS-MIDLAND - MINNEAPOLIS
JANuARY 1960
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Task Force Announced
Continued from page 17

trenchment from our policy of v'gor-
ously enforcing the Robinson-Patman
Act by formal actions. On the contrary,
the recommendations of this staff task
force, if adopted, will supplement our
existing program of vigorous law en-
forcement.”

Characterizing the Robinson-Patman
Act as “"basically requiring a standard
of fairness to all and favor to none,”"
the Commissioner defined its two pri-
mary objectives as “(1) to prevent un-
scrupulous buyers from abusing their
economic power by exacting from sup-
pliers price and other forms of dis-
criminatory concessions, and (2) to
prevent unscrupulous suppliers from
attempting to gain an unfair advantage
over their competitors by discrimina-
ting among competing buyers.”

Current Investigations

The Commissioner disclosed that the
Commission fis currently conducting
some 125 restraint of trade investiga-
tions in the food industry, besides 12
alledged deceptive practices cases and
some 260 antimcnopoly investigations,
During fiscal year 1958-59, the Com-
mission issued 36 complaints in food
matters and 31 orders to cease and de-
sist,

Acknow'edging his listeners' con-
cern over these illegal trade practices
and their preference to see this prob-
lem solved with “an ahsolute mini-
mum of government interference,”"” Mr,
Kintner disclosed the thinking of the
grocery manufacturing industry in
handling the problem effectively,

As reported to the Commission, the
industry would prefer a program that
would, he said, (1) be simple, quick
and efficient in discouraging harmful
practices condemned by law; (2) be fair
to all members of the industry as well
as to the public; and (3) avoid, insofar
as possible, unnecessary and undesir-
able reliance on formal, rigid, expen-
sive and time-consuming procedures
which depend on nothing but force for
their success.

The FTC Chairman hailed the role
of the industry's responsible leaders In
trying to eliminate illegal trade prac-
tices “destructive of competition and
destructive of the good name of the
food industry.”

Mr. Kintner expressed enthusiasm
and confidence “that the food industiry
and the Commission can lick this prob-
lem without harsh or punitive legisla-
tion, without extensive government in-
terferencs and in keeping with the
principles of the American capitalistic
system,

Mr. Kintner described the Commis-
sion as basically a preventive and not
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Earl W. Kintner

a punitive agency. While some ancil-
lary criminal actions may be brought
by the Department of Justice based on
statutes enforced by the Commission,
its enforcement suthority extends only
to ordering an end to illegal practices.
The Commission's primary responsi-
bility is to seck the abolishment of
illegal practices, not to punish those
engaged in them.

Staff Named

The Commissioner revealed that the
task force would consist of the follow-
ing staff members: Raymond L. Hays,
legal adviser, Bureau of Litigation;
John R. Heim, assistant to the execu-
tive director; Frank C, McAleer, assist-
ant to the general counsel; Basil J.
Mazines, project attorney, Bureau of
Investigation; Franklin P. Michels, spe-
cial legal assistant, Office of General
Counsel; Robert M. Parrish, secretary;
Edwin S, Rockefeller, assistant to the
chairman; George S. Rountree, legal
adviser, Bureau of Investigation; Carl
M. Skonberg, assistant to the director,
Burcau of Economics; John P. Sullivan,
legal adviser on Guides, Bureau of
Consultation. Mr. Parrish will serve as
chairman.

Progressive Grocer Predictions
Continued from page 20

In competition with 3 or 4 other super
markets,

The areas of responsibllity of the
store manager of the future were listed
by the panel as: (1) coopecatiorni; (2)
communication; (3) merchandise selec-
tion; (4) merchandise arrangement; (5)
special display; (8) manufacturers’
salesmen; (7) promotion; and (8) mar-
gin and profits,

The income range in 1965 of the
super market owner will lie between
$25,000 and $75,000 while that of the

store manager will be between $12,! 10
and $25,000, By thut time 45 per ¢
of the owners will be college trair «d
as will be 40 per cent of the manag: s,

The super market Industry of 1!4%
will be a giant of 488 million sru:re
feet servicing 190,000 check out vou:t.
ers, according to the Progressive Gio
cer survey, It will employ 145000
managers and departient heals,
1,400,000 employees and serve 300,000,
000 shoppers per week.

“In looking to the 1960's,"" Mr, Muel-
ler said, “the manufacturer must not
make the misteke of thinking of this
industry as a shrinking business falling
into the hands of fewer people, fewer
stores, They must think of it rather as
a perlod of growth, more super mar-
kets, more peuple, more headquarters,
more people of responsibulity, all mov-
ing closer and closer to the consumer.”

Battle of the Shelf
Continued from page 12

vertised brands capture 3 out of every
4 consumer sales. With the increased
emphasis that manufactucers of ad-
vertised brands are giving to new, im-.
proved products — a situation that
promises to become even more pro-
nounced during the next few years —
I would not be surprised to see manu-
facturers' brands approach a ratio of
4 out of every 5 sales, or 80 per cent
of the business, before the decade Is
out.”

This cannot be done with present
products, no matter how good they are,
he warned. Manufacturers' advertised
brands now on the market must fij it
the “Battle of the Shelf” against j i-
vate labels and distributor brands n
one hand and against competing ma: u-
facturers’ dynamic, new brands on e
other,

Mr, Peckham described how, in e
past five years, manufacturers' adv r-
tised brands have generally been ¢
corded excellent support — in the ft m
of increased store distribution, redu d
out-of-stock, increased local adver s-
ing support and more sales at spe al
prices — by all branches of the . s-
tributive trades including the Ilv ge
merchandising chains and sup s
However, he pointed out, reduced « n-
sumer demand for the older adverti od
brands brought about largely by the
consumer's preference for newer «d-
vertised brands offering superior vi:iué
has frequently resulted in lower stv ks
In the stores and in a lower share of
the matket.

Mr. Peckham offered the GMA mem-
bers four courses of action which
would materially help them in the
“Battle of the Shelf” in the next ten
years.

Continued on page 32
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SALES REPRESENTATIVES

East zone: ROUERT MARR & SON, INC.
154 NASSAU STREET, NEW YORK 38, N.Y.
WOrth 2-7636
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ABASCAL

UNITED MACARONI
LA MILANESA 2nd order
BUCK

CRIEB
WIEGMANN
ZITOPROMET
P.AF.

LA FLOR DEL DIA
ASTRON

ABEZ

And saveral plants In ITALY

MEYER

JANuUARY 1960

ﬁ most important long goods plants

located throughout the world

West zone: ASEECO, INC,
P. O. BOX 862,
LOS ANGELES 28, CALIFORNIA

o CATELLI FOOD PRODUCTS LTD. MONTREAL CANADA

Completely transparent wall.

Automatic return of sticks in closed cir-
cuit,

Synchronized sticks unloader with cut-

TOLUCA MIxico ting machine.

JOHANNESBURG soutH arrica Output over 900 Ibs, per hour,
MARACAIBO  vintzuiLa

MENGEN GIRMANY

GIESSEN GERMANY

HOYA Weser  GERMANY

SENTA YUGOSLAVIA AVAN
MARSEILLE FRANCE

SARGELOMSA & e Dott. Ingg. NICO & MARID
ADDIS ABEBA rrHioriA SHICINE SRECTATAEEARE:

MACCHINE € IMPIANTI PER PASTIFICI

'
VHESSALOMAK Gastc GALLIERA VENETA - PADOVA - ITALY
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Battle of the Shelf
Continued from page 30

“Make every effort,” he sald, "to Im-
prove your present brand, no matter
how satisfactory it may be under to-
day's conditions, Such improvemente
may take the form of taste, texture,
size, shape, effectiveness, color, greater
convenience, attractiveness and better
pockage, But the improvement must
be demonstrated to represcat greater
consumer value, An established major
advertised brand has nothing to fear
from a new brand unless it leaves room
for the new brand to develop a prod-
uct of demonstrably greater consumer
value.”

Secondly, he urged the members to
improve their brands before competi-
tion forces them to do so. "It is essen-
tial to be first," he said.

Toll the Consumer

Thirdly, he recommended that mem-
bers tell the consumer about their im-
proved products through advertising
and sufficient advertising to fully dem-
onstrate that the improvement repre-
senis greater consumer value.

Though secondary to product im-
provement and advertising, Mr. Peck-
ham suggested that the members
strongly consider promotions, coupon-
ing, demonstrations and trade support
in thelr battle for shelf position.

Mr. Peckham pointed out that the
key to winning the “Battle of the
Shelf" in the Sixties ir to have an up-
to-date, improved, well-trained prod-
uct supported by adequate, appropri-
ate and consistent advertising capable
of delivering “the knockout punch of
superior consumer value.”

“This benelits all branches of the
food laden retailer, distributor gond
manufacturer alike, Product classifica-
tions where dynamic, new advertised
brands have been introduced show a
sales increase—not just for the new
brands alone, but for the entire group
— almost twice as great as other food
store product groups not having the
benetit of new advertised brand Intro-
duction."

Red Cross Appointments

F. Denby Allen, general sales man-
ager for the Red Cross macaroni prod-
ucts of the John B. Canepa Company
in Chicago, has announced the promo-
tion of the following district sales man-
agers: John E. White in Rockford, Illi-
nols, Faber F., Castle in Peoria, Ware
Walker in Indianapolis, Julius G,
Blankenship in Louisville, Kentucky,
and Paul J. Keegan in Chicago, Illinols.

32

About Teflon Dies

Steve Brodie of Automate® Syatems
& Equipment Engineering <ompany,
Los Angeles, California, contributes
these ideas about teflon dies.

New Bynthetic

Teflon is one of the synthetics de-
veloped in the past ten years, Iis claim
to fame is its density or lack of poros-
ity, Teflon is so closely fused into a
solld mass that it is less porous than
glass, Added to this is the ability of
teflon to withstand heat up to over
750* Fahrenheit, The smoothness and
heat resistance of teflon makes it high-
ly useful as a bearing in places where
metal bearings are subject to corro-
sion or cannot stand the high tempera-
tures, This smoothness reduces friction
and therefore also reduces wear, thus
demonstrating that teflon is superior to
brass or bronze when used as bearings
under these conditions. This is not
theory. It is fact, after many years of
actual use,

1t is common knowledge that to press
putty or molding clay against a flat
surface, the clay will retaln the impres-
sion of the irregularities of that sur-
face, The more highly polished or
smoother the surface, then the less
noticeable Is the transfer of the surface
irregularities. The textures of metals
differ, however, because all metals are
to some degree porous, A block of steel
will have some hard spots that will
show up by constant rubbing of the
surface. Actually the soft metal sur-
rounding the hard spots will wear
away leaving the hard spot as a pro-
trusion on the surface. This cannot
happen to a synthetic such as teflom,
as the texture Is uniform. To complete
the comparison, in a macaroni die the
dough Is pressed under high pressure
through an aperture designed to force
the dough into the desired shape. The
dough Is actually sliding across the sur-
face of this aperture in the macaroni
die. It goes without question that any
irregularities in the surface of the
aperture will be transferred to the
dough; further, these irregularities
will act as an obstruction to the pas-
sage of the dough through the die,
slowing down its travel and delivering
a product with a rough exterior.

One of teflon's first uses was as a
coating for metal surfaces carrying
high temperatures such as heat-sealing
jaws on packaging equipment. This
coating of teflon was applied in a
liquid stage and then baked or cured
at a very high temperature for about
48 hours. This teflon coating of about
.005 inches filled the pores of the brass
jaws thus preventing the sticking of
the film being scaled.

Bread pans are another examp e
illustrating the use of teflon as a nun-
sticking surface, These pans have :l.
ways been covered with lard belcre
putting in the bread dough to prevent
the dough from sticking to the pun,
Today's modern method is to teflon
coat the bread pans about once a year;
then no grease is needed and the dough
never sticks to the pan.

The allusion to the use of teflon in
heat-sealing jaws and bread pans Illus-
trates that the accepted use of teflon
prevents adhesion to the contacting
surface, and this is no different when
teflon is used in the macaroni dle to
prevent sticking of the dough to the
dle.

Smoocth Macaroni

The resultant smooth surface of mac-
aroni made on a teflon dia enhances
the appearance of the product, As the
dough does not pass over a rough sur-
face, the texture of the extruded prod-
uct is smooth, ellminating any possi-
bility of air pockets in the finished
goads. This perfect compression of the
dough will bring out the true natural
color of the flour - that rich golden
color that is so desirable.

Progress s the keynote of the maca-
ronl industry, as is evidenced by the
forward strides the industry is making.
The vacuum process, when first intro-
duced, was not universally accepted.
1t is generally accepted now-in most
macaroni plants because it produces a
better product. Vacuum takes the sir
bubbles out of the dough, giving it
greater compressibility as it enters t'e
we, and with the use of teflon dles &' y
reentrance of air into the dough L -
cause of a rough, porous surface Is p1 -
vented. Europeans have been using t '-
lon dies successfully for the past ni.e
years. They claim it gives them 2
smoother product ‘with better col 1,
better production from the press, 8 d
more uniform drying.

While the idea of teflon dles isn v
in this country, it merits the serit s
consideration of macaronl and nool €
manufacturers,

New Noodle Operators

The Weber Food Products Compuny
of Bell Gardens, Californla has ac-
quired the West Coast noodle mant-
facturer, Mrs. Weber Noodles Producis.
Weber Food Product's executive staff,
headed by Presldent, Jack Reining and
Vice-President, Al Katskee, will super-
vise the continued production of Mrs.
Webers Noodles, a well-established
West Coast brand for many years.
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Conventional cleated belt conveyor.

444444

The same plant with

Aseeco's VERTI-LIFT replacement.

* SELF.CLEANING

* INTERLOCKING CAST
NON-FERROUS BUCKETS

* NO SPILLAGE, BREAKAGE
OR LEAKAGE

ASEECO—Staffed with years of experl-
ence in the Macaroni field.

SPECIALISTS in Automated Systems from
flour to finished product—in bag or carton.

« AUTOMATED STORAGE
* AUTOMATIC PACKAGING

+ OFFSET Aluminum Long Paste Sticks—
—No Turning of Stick,

SEECOINC

Yo MIEY TouH RETUY

VERTI-LIFT

THE AUTOMATIC CONVEYOR
ENGINEERED TO 5UI7T
YOUR REQUIREMENTS!
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Heinz Expands Canned
Macaroni Line

H J. Heing Company i making the
biggest changes in s spaghetti-maca-
ront products hine since it fisst intro-
duced 11 spaghetts variety 47 yeuars ago

Three new spaghettt products — Spa.
chettt and Hot Dogs. Spaghetti Sauce
with Meat, and Spachetti Sauce with
Mushrooms = have been added to the
ltne and e being distributed onoa
nutional basis

The new vareties, along with the
firm’s three cestablizhed varweties
Spaghetti in Tomato Sauce with
Cheese. Macaroni in Cheese Sauce, and
Macaront Creole with Mushrooms —
will be presented to the public in o
completely restyled package,

Announcement of the “new  look”™
came from F. C Majorack, product
minager, spaghetti-macaront products
The enlarpement of the product line
and the new label design, he said, “slg-
nal the beginning of a drive to make
Heing o dominant factor in the national
canned spaghettt products industry.”

Heinz puckage designers, Mro Majo-
rack declared, have effectively  used
the combination of red, white. and

green o convey an Italian motifl to the
packages  Improved brand and vari-
oty adentification have been achieved
by meuns of bold blick lettering. The
Heme name and 57 Keyvstone” stands
aut o onoa gold regal crest

Wild-west inspired windows present New York food buyers one of Buitoni's

hottest items: "Wagon Wheels"”

designed Builoni "Wagon Wheels”

2
K w .lem:, %m, Selnt o’

ipaegy I‘mgm ' -hm"

A Hemnz master chef shows his ap-
proval of the =57 Varieties™ fim's ex-
panded sponctti-miacaroni line. Three
new prodacts - Spaghetts and Hot Dogs,
Spaghettt Sauce with Mushrooms, and
Spaghetts Sauce with Meat - have been
added 10 the hine.

My Mapaack pointed out that Heinz
adopted the new label with the idea
of providing “butit-in ampulse buying
stimulus among consumers at the
point-ol-purchase.”

Another factor, he said, 15 that the
new label on the expanded product line

macaroni. Souvenirs of the wild west, including
tfomahawks and fringe-beaded gauntlels, cowboy boots and hats, are some of
the perlinent items used in this lower Manhattan store window. The newly
package stresses a wesiern theme and offers

as premiums cut-outs of wagon irains, cowboys and Indians.

R¥

to instal
clfective  spaghetti deps

will permit the retailer
strikingly
ment,

Heingz is launching its spaghetti dr
with a special refund offer and st
advertising support in 13 major mag
arcas.,

Consumers who try any two of
s1x spaghetti-macaroni varieties, n
or established, will be refunde
cents in coin for the labels. This of

fumily basis,

G i e e TR ‘d ’ sz “‘“I"
i being made on @ one refund § r A \ mnlllnlﬂl

As an added inducement, Heinz bos
extended s premium offer of Ekoo
Cutlery to include all six of the vari-
Six different kitchen knives are
labels plus varying

vlies
being offered for
amouats of cash.

Advertising support will

January 10 with 1000-line, two-cuol

newspaper advertisements in 13 markat
Chi-
cago, Baltimore, Washington, Philadel-
York, Young:-

arcas. These ainclude: Pittsburgh,
phia, Cleveland, New
town, Juhnstown, Newark,

Jucksonville,

Milwauke

March 3.

The same
for weekly 150-hine black ind white o
tor 13 stranght weeks, Each ad i t!
will focus attention on o sing
spaghelti-maciaront variely.

Mro Migoraek also pomnted o poi
ol-purchuse materials  especially
veloped for food market debut of 1
new hine. Teav-offl coupons contain
the 25 cent refund offer will be .
availuble o retalers. A Y-nch by
meh stuck card an five colors will @
sdvertise the special “trial offer”
multi-case, bin and shelf displays

Commenting on the new spaghe
sauce products, Mr. Muajorack said b
are made from authentice Italian recy
Both, he added, bhuve a rich tom
base contiining gencrous amounts
ground beefl or mushrooms and are -
soned with herbs and spices “to
an ‘Old World® flavor that mod
Americans like so well™

“Spaghetti and Hot Dogs,™ Mr. M
rack smd, “ure a popular lunch cow
combination being  adapted to o
mercial production for the first un
More than 20 per cent of the produ
total weight, he added, is made w)
premium hot dogs,

Heing will market the product |
in the fullowing sizes: 15-1/4-0u
Spaghetti; 19-1/2 vunce Spaghetty;
1/4-ounce Macaroni; 15-1/4 ounce M
aroni Creole; 10-1/2 ounce Spaght
Sauce with Meat; 10-1/2 ounce 5y
ghetti Sauce  with Mushrooms; &
15-1/4 ounce Spaghetti and Hot Dogs

Muaxuon, Ine,
advertising ugencey.

series
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begin on

and Miami. This ad will
be repeated in these market arcas on

newspapers wiil be us |

ol Detroit, is the Hew?

ALDARIS

MACARON I IES
"""III[[[I/// //r

\unl'l ‘

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

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

tious and economical.

D.MaLbaRl & Sons, InC.

cAmerica's Largest Dic Makers

557 THIRD AVENUE
BROOKLYN 13, NEW YORK




San Giorgio Plugs Pro-Power

The finishing touches are being
added to a unique and apparently
highly successful promotional tie-in be-
tween the Philadelphia Eagles and San
Giorgio Macaroni, Incorporated.

The tie-in utilized personal endorse-
ments by Eagles Stars, Norm Van
Brocklin, Tommy McDonald, Billy
Barnes, and Pele Retzlaff. These out-
standing athletes advertised San Gior-
gio macaroni products with the theme
of “pro-power” energy. Their activi-
tles were featured on television, radio
and print advertising.

Personal Apperances

As the season progressed, members
of the Eagles squad made personal in-
store appearances in connection with
displays of San Giorzio products, These
appearances were felt to be very ef-
fective by the San Giorgio organization,
who are loud in their praise of the high
caliber of Eagles football players. This
feeling is duplicated by store employ-
ees who found the Eagles stars to be
gracious, unassuming and sincere in
their desire to give the right advice to
youngsters seeking tips ori physical fit-
ness in general and football in particu-
lar.

An indication of the enthusiasm
which the San Giorgio Management
feels about the Eagles, is the announce-
ment that San Giorgio is providing two
new trophies to be presented to the
"Outstanding Eagle player of the Year"
and "Rooklie of the Year." In addition
to the trophies themselves which will
become the permanent possessions of
the respective players, San Giorgio is
providing two distinclive plaques
which will remain in the Eagles offices
and list the players who win the
awards each year,

Does Sales Job

Raymond J. Guerrisi, president of
San Giorgio, indicated that the promo-
tion appears to be doing the job, sales
wise, for which it was designed.

“In addition to this,” he said, “we
and our employees have derived a
great deal of personal satisfaction from
meeting and working with the players
and with the members of this fine or-
ganization, These outstanding profes-
slonal athletes were a natural tie-in
with San Glorglo's “pro-power"” energy
theme - a theme which we feel does a
much needed job of stressing the posi-
tive attributes of macaroni products.”

As evidence of their success of the
‘pro-power” energy theme, San Gior-
gio have announced that Warriors Bas-
ketball Stars, Paul Arizin and Tom
Gola will be doing.San Giorgio com-
mercials on radio and television after
January 1.
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Tommy McDonald, former All-
American from Oklalioma and now a
star halfback for the Philadelphia
Eagles receives the San Glorglo “Player
of the Year" awerd from Robert C,
Guerrisl, Vice President of San Giorgio
Macaroni, Inc., Lebanon, Pa. San Gior-
gio also presented a “Rookie of the
Year" trophy to J. D. Smith, Eagles'
Tackle.

Milprint Scores in
Packaging Competition

Milprint, Inc, of Milwaukee, cap-
tured 14 awards, includlng three
“First" Awards and one coveted
"Break-Through" Award, and scored in
nine of the eleven classifications it en-
tered, in the 4th Annual National Flex-
ible Packaging Award Competition,

In addition to the top awards, Mil-
print won ten Merit Awards with four
packages gaining recognition in two
different divisions. Results and descrip-
tions of the winning packages, repre-
senting an all-time high for Milprint
in NFPA competition, was announced
by Mr. Walter Hullinger, Milprint vice
president and director of marketing.

The “Break-Through” Award —
given to packages for products that
were previously unpackaged or never
before marketed in converted flexible
packaging — went to a cello-poly ex-
truded package for DCA Food Indus-
tries' Icicle confection. The flexo-
graphically printed tubular package
eliminates the need for mold freezing
on paddle sticks, Released early in
1859, the Icicle achieved immediate
sales acceptance and gained national
distribution in quick time.

First Awards were presented for Mil-
print's patented Ever-Fresh bread
wrap for Koester Bakery's “Mr. Big"
bread; a foil laminated wrap for Duro-
Lite Lamps, Inc.; and a rotogravure
printed bag for Doumak, Inc. marsh-
mallows,

Ever-Fresh is a polyethylene wrap
with wax paper margins for easy,

trouble-free wrapping. The “Mr. B "
wrap, which won a “First" Award

“miscellaneous firms,” and a M

Award in “dry groceries and sni

items,” is flexographically printed

four colors. For the Duro-Lite wr. :
three-color printed foil is used to cre.

a deluxe package for merchandisin;

special, long lived bulb, The Duro-L.e
wrap won in the “household equip-
ment and supplies” category. On the
Duomak Pixie marshmallow bag, four
vignettes provide four different ver-
sions of the package and also tempt the
consumer with use illustrations. This
bag placed “First” in "poly sheets and
rolls," and earned a Merlt Award in
*dry groceries and snack items.”

Other Merit Award winners in-
cluded:

Five-color, foil laminated, flexo-
graphically printed bag for Living
Earth potting soil, produced by Chun
King Sales, Inc. (“household equip-
ment and supplies");

multi-color, roto printed poly bag
featuring quaint illustration of a pea-
nut vendor for Peanut Products Co.
(double Merit Award winner in "dry
groceries and snak items" eand “poly
sheets and rolls");

Robert Burns cigar bod overwrap,
rotngravure printed cellophane for
General Cigar Co. (“cello sheets and
rolls");

heat seal, paper mounted foll over-
wrap, roto printed in seven colors
illustrating hand placed chocolates
within hox for Schrafft & Sons Corp
(*foil sheets and rolls");

six-color gravure dried beef pouc!
cello-poly-foil (front), cello-poly (back
for Armour & Co. (“foil bags a
pouches");

five-color, flexographically print:
poly bag for Safeway's Bel-Air froz:
vegetables (double Merit Award wi
ner in “frozen foods” and “poly she:
and rolls"),

Mr. Hullinger called special attent:
to the five winning lamination-ext
sion packages produced by Milpri
“Here is strong evidence," he said,
the breadth and importance of cc
binations of various materials in ¢
signing a package for today's mark:
and the extent to which Milprint's
search and development people ht
gone to offer producers successful so
tions to their technical packaging pre
lems."”

Milprint, one of the few suppliers 11
the country equipped to convert all t::2
tremendous varleties of lamination-
extrusion materlals, has just completed
a 17-minute color movie, titled “The
Winning Combination,” on the subject
of film and foil laminations and poly-
ethylene coatings. It was introduced in
New York and is now available to the
industry.

B A -

-

THE MACARONI JOURNAL

TN S IS T AT M I PPV (ST s s ¢ -1

JACOBS-WINSTON
LABORATORIES, INC.

156 Chambers Street
New York 7, N.Y.

I is with pride that we call your auention
1o the fact that our organization, established

in 1920, has throughout its 40 years in opera-

tion, concerned itself primarily with mac-

aroni and noodle products.

"The objective of our organization has been

to render better service to our clients by
specializing in all matters involving the exam-
ination, production, labeling of macaroni,
noodle and egg products, and the farinaccous
ingredients that enter into their manufac-
ture. As specialists in this ficld, solutions are
more readily available to the many problems

affecting our clients.

We are happy to say that, after 40 years ot

serving this industry, we shall continue to

explore ways and means of improving our

types of activities to meet your requirements,

and help you progress with your business.
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Higher Egg Prices Predicted

The super bargains in eggs that
pleased housewives and upset chicken
farmers during 1959 probably won't be
repeated in 1860, the Agriculture De-
partment predicted.

The agency said surplus egg produc-
tion probably would push down aver-
age prices received by farmers for all
1059 to 32 cents a dozen, the lowest
yearly average since 1942, Bul an ex-
pected production cutback next year
may boost average 1860 egg prices “as
much as 10%" above the 1858 average,
the department said.

“Crucial to this forecast” for higher
prices next spring, the report warned,
is a cutback in the number of baby
chicks hatched for flock replacement.
Farmers may cut perhaps 6% from the
401 million baby chicks raised in 1859,
If this happens, wholesalers next spring
would be encouraged to buy more eggs
for storage, thus strengthening farm
prices. For all 1960, egg output “may
be slightly smaller” than the 5.3 billion
dozen expected for 1859,

The department said a cutback in
production of broiler chickens in the
first half of 1960 may push prices
higher in the months ahead. The aver-
age price received by farmers next
year may be “slightly higher” than the
average of 16 cents a pound estimated
for 1959, This price improvement is ex-
pected to encourage another produc-
tlon upswing in the last half of 1860,
This may pull total broiler output for
the year 3% or 4% above the 5.6 billion
pounds being produced in 1850,

The prospect of higher prices for
eggs and broilers indicates gross farm
income from the sale of poultry prod-
ucts may climb 6% to 8% above the
1859 return of $3.1 billion, the depart-
ment said.

Then Comes The Revolution

A revolution in the egg industry —
similar to one which has occurred in
the broiler industry — should rezult in
substantially average lower costs for
eggs within the next four or five years,
an Agriculture Department official pre-
dicted.

Norris Pritchard, of the Agricultural
Marketing Service’s Marketing Econ-
omics Research division, streamlining
of marketing has already resulted in
lower egg costs on the West Coast com-
pared with those on the East Coast.

He pointed out that the farm-retall
price spread in Los Angeles totaled 18
cents in 1958 compared with 28.9 cents
In New York.

On the West Coast in the spring, he
said, producers were selling eggs below
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25 cents per dozen, which included
profit and interest on investment, and
these eggs were selling for 39 cents at
retall,

In the production end, he said, costs
have been cut sharply by mass produc-
tlon, Streamlining of marketing can
also result in drastic savings.

A USDA study, he sald, that savings
up to 8 cents per dozen can be realized
by candling and cartoning eggs at cen-
tral collection points In the Midwest
and then shipping them to chain ware-
houses in the East without further
handling or recandling,

This also results in fresher eggs of
higher quality when tuey reach the
consumer, he pointed out.

On the West Coast, he declared, co-
operation between retailer and dis-
tributor has resulted in better mer-
chandising and more orderly egg mar-
keting, with lower prices and fewer
price changes,

Liquid Egg Production

Liquid egg and liquid egg products
production (ingredients added) during
October 1959 totaled 22,445,000 pounds.
This was 33 percent more than in Oc-
tober 10858, and the largest production
for the month since 1044, The quanti-
ties used for immediate consumption,
freezing and drying were all larger
than in October last year,

Egg solids production at 2,111,000
pounds, compared with 1,522,000
pounds in October 1958 and the 1853-57
average of 1,003,000 pounds. Production
in October consisted of 703,000 pounds
of whole egg solids, 502,000 pounds of
albumen solids, and 806,000 pounds of
yolk solids. Production in October 1958
consisted of 468,000 pounds of whole
egg solids, 575,000 pounds of albumen
solids, and 479,000 pounds of yolk
solids,

Liquid egg sold or used for immedi-
ate consumption during October 1959
totaled 2,806,000 pounds, compared
with 1,440,000 pounds a year earlier,

Liquid egg frozen during October
totaled 11,668,000 pounds—up 24 per-
cent from Oclober last year—and was
the largest of record for the month,
Frozen egg stocks decreased 15 million
pounds during October, compared with
a decrease of 23 million pounds in Oc-
tober 1858 and the 1953-57 average de-
crease of 23 million pounds.

In the Wall St. Journal

General Mills is test marketing its
own brand of fresh eggs.

Banner Year for Egg Solids

1859 has emerged as the highest iro.
duction period for the egg solids Ine us.
try since the peak wartime consunp.
tion year of 1944,

Production in the United State: of
egg solids will be well over 50,000.000
pounds for 1859 compared with 25,000,
000 pounds in 1858, The growth of the
industry over the last few years Is in-
dicated by the 1853 production total of
19,000,000 pounds.

A large percentage of the 1959 in.
crease was due to Department of Agri-
culture support purchases of whole egg
solids, But increases were registered in
food industry consumption of whole
egg solids as well as egg white solids
and egg yolk solids, products which
were not purchased by the govern-
ment, indicating that the major factor
in the growth of the industry continues
to be the ever-expanding acceptance of
egg solids by private industry,

Dramatic increases in egg solids con-
sumption were registered by the bak-
ing industry and by manufacturers of
baking mixes. People in the trade at-
tribute this to the fact that research
and development is producing egg
solids which have longer shelf life and
a comparable end product to that ob-
tained from frozen fresh eggs.

In early December the Department
of Agriculture accepted offers to con-
vert about 2,000,000 pounds of frozen
whole eggs into egg solids. The ac-
cepted servicing charges ranged from
19 cents to 20.86 cents per pound. The
offers were nccepted on the basis of ‘he
lowest cost of conversion to the lle-
pariment of Agriculture who owns he
frozen eggs including the cost of tre s
portation from the place of storagc lo
the processing vendor., Bids were e-
ceived from eleven firms, Total cos of
converting these frozen eggs was at ut
$211,000.

The support program completed in
1959 was aimed at strengthening a : g
ging egg market. When governn nl
procurement was completed, the le-
partment of Agriculture turned to he
egg solids Industry to convert he
stocks of frozen eggs into egg solid in
order to lengthen shelf life, red ice
storage costs, and increase the even' ial
number of distribution possibilities for
the product.

World Travels

Mr. and Mrs, Eric Cohn of A. Good-
man & Sons, Long Isiand City, New
York have been enjoying a round the
world trip. They spent a month in
Europe, a month in Israel and then
visited the Orlent. Stops there included
India, Indonesia, Bali, and Hong Kong.
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ONLY 1/3¢ POUND

* DOUBLES THE PROTEIN VALUE OF ALL YOUR
PRODUCTION WITH 5% HEALTHFUL DEFATTED
WHEAT GERM.

* SUPPORTS EFFECTIVE ADVERTISING AND LABEL
PROTEIN CLAIMS.

*  STIMULATES MORE FREQUENT SPAGHETTI MEALS
WITH HIGHER NUTRITIONAL APPEAL AND LOWER

COSTS.

* PERMITTED UNDER FEDERAL STANDARDS OF
IDENTITY FOR ENRICHED MACARONI.

“LET'S DOUBLE OUR PER CAPITA SALES CLIMB BY '69."

Write us today for more information.

VITAMINS, INC.

809 West 58th Street
Chicago 21, lllinols

Manufacturers of Food Additives Since 1936,
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_ Wheat Progriuh Proposed

A six-point program which provided
the base for the North Dakota Farm
Bureau wheat resolution was advanced
by a special 14-member Wheat Study
Committee recommended by county
Farm Bureaus.

The committee, originated by the
Golden Valley Farm Bureau at a dis-
trict meeting in Dickinson, was charged
with studying the wheat problem and
making recommendations to the State
Resolutions committee,

Meeting in Fargo, the committee, un-
der the chairmanship of William Mel-
vin of Beach, recommended:

1. That price supports be based on
80 percen! of the prior three-year aver-
age marke! price of each class of wheat.

2, That the Commodity Credit Cor-
poration give preference to storing
grain on the farm in approved storage
facilities rather than ftransferring to
commercial warehouses,

3. That CCC may require a farmer
to furnish bond on stored grain,

4, That CCC stocks of wheat be al-
lowed to enter the domestic market at
a well-defined minimum price based
upon exisling support levels,

6. That export disposal be continued
under the provisions of P. L. 480,

6, That a meeting be arranged with
the North Dakota Farmers Union to
discuss ways and means of solving the
wheat problem.

According to Chairman Melvin, the
committee, after lengthy discussion,
would always return to the fact that
supply and demand were the most im-
portant factors to consider in approach-
ing the wheat problem.

At an historic Farm Bureau-Farmers
Union meeting in Bismarck, wheat far-
mers from the two organizations agreed
that:

1. The wheat industry is sick and its
problems need a new approach,

2. Supply and demand factors should
be considered in any program de-
veloped.

3, A new program should be de-
veloped at no additional cost to the
government,

4, The program should result in in-
creased farm income in the long run
for U, S. wheat growers.

Canadian Wheat

The Canadian government report on
the wheat crop forecast as of Novem-
ber 1 showed little change with pro-
duction estimated at 413,500,000 bush-
els compared to the previous estimate
of 421,000,000, However the amount of
wheat shown unthreshed exceeded ex-
pectations with about 112,000 bushels
still in the three prairie provinces,
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Production of durum wheat in 1859
is estimated at 15,100,000 bushels based
on 1,500,000 in Manitoba, 12,800,000 in
Saskatchewan, and 800,000 in Alberta.
The durum crop is high in protein con-
tent but down In bushel weight. The
wheat is vitreous and mille very well,
yellow pigment is high and dough
properties are very good. Tests made
on Nos, 2 and 3, Extra No. 4, and No. 4
show that the macaroni for the four
grades has excellent color with bright-
ness decreasing as grade goes down.

This year there is very little No. 1,
and it is expected that about 50 per-
cent of the crop will grade No. 3, about
25 percent No. 2, and about 7 percent
each of Extra No, 4 and No. 4. As in-
creasing quantities of 1959 durum enter
export channels, there will be a rise In
average protein content and in percent-
age of vitreour kernels; macaroni color
may be expeeted to improve and dough
properties will be somewhat better.

. Plea on Whuf Gluten - Use

A plea for modification of federal
standards of identity for regular white
breads and macaronl to permit the in-
clusion of wheat glniten was addressed
to Senator Homer D, Capehart of In-
diana, by Fred Wolf, president of the
Wheat Products Co., in Colorado.

In his letter, M1, Wolf, a former mill-
er, stressed not only the nutritional
benefits of gluten as an additive to
these and other products, but added
that increased outlets for gluten would
lead to greater utilization of wheat.
Senator Capehart is one of the main
Congressional proponents of stepped-
up research to accelerate the industrial
utilization of surplus commodities.

Mr. Wolf noted that research pro-
grams sponsored by the government
are aimed at increased utilization, but
said that one area “has been neglected
or mistreated. This area has to do with
the production and usage of wheat
gluten, the concentrate protein com-
ponents of wheat flour,

"Formerly, some 20,000,000 lbs, of
wheat gluten per annum were used in
the manufacture of monosodium gluta-
mate,"” he sald. “This use, which was
equivalent to 150,000,000 1bs, of wheat
flour is rapldly disappearing from to-
day's scene, under the impact of lower-
cost materials, essentially Steffen's
waste, a by-product of the beet sugar
industry and through new and novel
fermentation processes,

“Opposed to this loss of market to-
day, wheat gluten is enjoying an ever-
widening acceptability in the food
field. Forward-looking producers of
bread, rolls, macaroni, noodles, cereals
and similar foods have come to recog-

nize the health-building benefits of
more protein in the diet. This awa e
ness of protein values has also carr ed
over into the rapidly-expanding poj u.
lar markets for convenience and rear.y-
to-eat foods.

“The exercise of interest in thse
areas on the part of manulacturers is
often times faced with restrictive regu.
lations, in the form of standards of
identity ," Mr. Wolf added, “Some of
these standards are based on ideas and
practices adopted long before we
grasped the full significance of protein.
enriched foods.

“For example, the standards of iden-
tity for macaronl es now drawm permit
the addition of gluten to durum wheat
flour and farina provided the total pro-
tein does not exceed a combined value
of 13%, This limitation in effect rules
out the use of any gluten since durum
flours, as well as the usual grades of
wheat flours used for macaroni are
already available at the 13% level.

“Assuming some 1,000,000,000 Ibs,
per ennum of macaroni products (and
in 1859 the expected consumption Is
estimated at 1,200,000,000 1bs.), a 3%
addition of gluten would be equal to
30,000,000 1bs. as gluten of 240,000,000
Ibs. of wheat flour. Converted to a flour
basis of 76% extraction, this would add
up to an increase in wheat usage of 5
300,000 bus.”

Mr. Wolf said that in the area of
bread, rolls and the many diverse forms
of yeast-ralsed baked goods, the oppor-
tunities through a liberalization in the
regulations governing the use of gluten
could achieve even a more extraordn-
ary increase In the use of wheat. As of
April 5, 1859, the Food and Drug /d-
ministration, after conducting extens ve
hearings, amended the bread standa ds
to permit the maximum addition of %
gluten (based on flour content) to wil le
rolls and buns and ralsin bread :
rolls, through it denied the Inclusior of
gluten as a standard ingredient In he
regular white breads, which comp se
the great bulk of bread consumptio:

“A rough approximation of the n-
creased consumption of wheat me: :ly
by increasing the level of protein in
white breads is 50,000,000 to 60,000, 00
bus,” Mr, Wolf asserted. "Consider ng
that this Is obtained through the e
of a fraction orginally extracted frm
wheat flour, It is hard to conclude any-
thing other than such a denlal is more
capriclous than honest sense, Herc s
an area which could account for a iz
able increase in wheat consumption
without requiring the outlay of a single
penny in additional research.”

The letter was also signed by Peter
J. Ferrara, process consullant, for the
company, Copies were sent to Senalors
Gordon L. Allott and John A, Carroll
of Colorado.
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The slork Is a fomillor
symbol 1o all of us ... @
symbol of birth, new hofe,
naw life .., and o very
appropriate symbol for the
new year, which Is full of
promise ond expsctalion,

The whila stork, wivolly
found In Europe, Aslo and
Africa, I8 the celebraled
bird of German and Dukch

folklore, It Is consldered @ !
symbol of good luck, In

some countries ils presence [
is encouroged by the build- L

ing of plaiforms on which
ihe longlegged birds moy
bulld thelr bulky nests.

So this Jonuary, we bring
you the stork as the fourlh
in our series of fomous
symbols, Wilth [t come our
best wishas for o beller,
fullar, richer life for all of
our friends.

NO. 4 IN
A SERIES
OF FAMOUS
SYMBOLS

Flosr Milling Division

Ing 85% of the w
top. quality;and uniformity, ‘start .

ND ELEVATOR
Grand Forks, Norih Daketa

the North Dakota Mill |




ROSSOTTI EXPANDS PACKAGING FACILITIES

Rossotti Lithograph Corporation, de-
signers and producers of multi-color
packaging with executive offices in
North Bergen, New Jersey announced
recently the purchase of the world's
largest shect-fed offset press. The new
equipment, a Miehle unit, weighs 126
tons, is approximately 62 feet long, and
will print within tolerances the eye
cannot sec, The new giant will produce
six colors through cre pass with double
delivery for faster and continuous
printing.

Of special interest to packaging buy-
ers is the fact that Rossotti will be
uniquely able to give a customer wider
latitude in special work, greater pack-
aging Ilexibility and better service. It
will offar a greater variety of colors,
pastels, tints and hues as well as a
combiration of color and varnish oper-
ations. Truer reproduction and unusual
tone fidelity will also be available with
the new equipment. The 54 by 77 inch
prest. will handle 5500 sheets per hour,
with sheel measurements of 4-1/2 by
nearly 6-1/2 fcet. The new unit will
cost almost half a million dollars to
install.

Flrm founded in 1898

The Rossotti firm was founded in
1808 by Edward Rossotti, father of the
present owners, Charles C. Rossotti and
Alfred F. Rossotti, Originally located in
Manhattan where it specialized in
printing wine labels, the firm bought
a tract of land in New Jersey in 1938
and erected part of its present facilities.
Immediately after the war the firm
added 30 per cent to its production
facilities. The present expansion pro-
gram represents one of many phases of
Rossottl growth in recent years. Sales
citices nre located in principal citles,

Rossottl purchases world's largest sheet-fed offset press for expansion of facilitics
at North Bergen, New Jersey, Sealed left to right: Alfred F. Rossotti, Presider!,
and Charles C. Rossottl, Chairman of the Board of Rossoitl Lithograph Corpor: -
tion, Btanding: Norman Steed, General Sales Manager and Jack Eddy, Chairm: 1
of ﬂ:o Board of Miehle-Goss-Dexier Company, manufacturers of the new equi; -
meni,

The Rossotti North Bergen facilities
are considered to be an outstanding
example of a completely integrated
label and folding carton production
unit. Everything from a model kitchen
used to prepare food for direct color

cameras to an enclosed railroad sidi' .
is incorporated under one roof. T
new equipment will make this pla
the most modern lithographing pac
oging plant in the world, stated Alir
F. Rossotti, president of the firm.
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Sales Expand

( harles C. Rossotti, Chairman of the
Bo rd and General Sales Manager, is
cor ipleling plans also to expand the
sal 's organization to keep pace with
the increased production facilities.

The Rossotti organization has been
closely associated with the macaroni
industry since the early days of bulk
sales to the present-day phase of mod-
ern packaging and brand promotion,
It has specialized in the development

} of high-speed, fully automatic pack-

aging and recently developed the first
“uck-top" reclosable feature for spa-
ghetti and other long goods packaging.

So well known as macaroni packag-
ing specialists are they, the United
States government recently requested
Rossotti to supply a quantity of their

B multi-color stock macaroni cartons for

use at the International Trade Fair at
New Delhi, India from December 1958
to February 1960, The Rossotti firm
supplied & one-pound elbow stock car-
fon.

In adcition to its custom packaging
service, a complete line of stock labels
and folding cartons is carried for the
convenience of the smaller marketer of
macaroni and other food products as
well as to meet emergency demands of
larger pachers.

Hoffmann-LaRoche Receives
Atkins Award

Hoffmann-La Roche Inc, Nutley
m:nufacturer of chemicals, pharma-
ceiticals and vitamins, is one of two
in tustrial firms to receive the Atkins
A-vard, presented annually by the New
Ji 'scy Science Teachers Assoclation in
rc ognition of outstanding assistance in
tt: development of more effective
¢l ssroom science teaching.

Vamed for Pauline McDowell Atkins,
N w Jersey science teaching pioneer,
1t : award was presented at a luncheon

Friday, November 13, at the Chal-
\te Haddon Hall, Atlantic City, dur-
1 the Association’s annual conven-

Ui n. Retiring NJSTA president, Wil-
li m L. Davidson, on the faculty of
Ji ferson High School, Elizabeth, made
11 : presentation; Paul J. Cardinal,
H ffmann-La Roche vice president in
ol arge of industrial relatlons, accepted
fce the company.,

Under the direction of Royal F.
E.rle Jr. of its Industrial Relations De-
pirtment, Hoffmann-La Roche has car-
ried on a broad program of cooperation
with the schools, The aim is to help
students see how industry operates,
what careers lie ahead in the chemical
and drug fields, and what new scien-
tific contributions to better health can
be hoped for. The program has in-
cluded assistance to high school stu-

JANUARY 1960

dents entered in science fairs, supply-
irg guest teachers and speakers on a
number of scientific subjects, participa-
tion in career day programs and nu-
merous plant tours for high school and
college groups. In addition, various stu-
dents have been helped with literature
and answers to questions by mail. Hoff-
mann-La Roche has participated the
past two years in the Summer Science
Program of Glen Rock High School,
The Roche Research Club presented
this past year a Science Student Sym-
posium in which five schools took part.

The second Atkins Award was pre-
sented to Warner-Chilcott Laboratories
of Morris Plains.

Accelerated Shipping Service

General Mills customers in the New
England and Mid-Atlantic States,
serviced by the Buffalo, New York
Distribution Center, now benefit from
a new accelerated shipping service.

This service makes possible deliv-
eries of merchandise up to five days
sooner than in the past. It reduces stor-
age space requirements—physical as
well as dollar inventory—and permits
much greater flexibility in ordering.

The operation is called Teletype-
writer Order Processing System
(TOPS) utilizing American Telephone
and Telegraph's leased wire system
83 B 1. General Mills is reportedly the
first company to use this .ystem for
order processing,

In addition to the wire transmission
of orders, punched paper tapes and
cards are used with automatic tabulat-
ing equipment. This complete automa-
tion of order handling results in ex-
tremely fast and accurate preparation
of shipping orders, bills of lading, in-
voices andsstatistical records. Custom-
ers, also, will be able to process their
own invoices easier and more rapidly.

“TOPS, in conjunction with the Buf-
falo Distribution Center, represents an-
other in a continuing series of steps to
provide General Mills customers with
better and more cfficient service in
handling orders,” said E. H. Andreson,
Vice President and Director of Market-
ing.

New Archer-Daniels Unit

Archer-Daniels-Midland Co., Minne-
apolis, is establishing a separale divi-
sion to handle production and market-
ing of soy proteins and flours and in-
dustrial cereals,

The division, to be headed by Robert
S. Mathews, assistant vice president,
will be called the Prochem division.
Proteins from soybeans are used to
fortify cereals, bakery goods, macaroni
and spaghetti products and pet foods.

International Has Good Year

International Milling Company of
Minneapolis has announced a 66 per-
cent increase in earnings for the fiscal
year ended August 31,

Stockholders learned that net profits
for the year were $7,301,965, highest in
International's 67-year history. This
was an increase of $2,967,470 over last
year's earnings,

Sales and shipments of company
products also set new records.

The increase in profits was credited
o a sustained program of keeping raw
materials, manufacturing, merchandis-
ing and distribution costs at 8 mini-
mum. Also cited was the “unusually
favorable milifeed market which was
of particular benefit in the United
States."

International, on August 31, em-
ployed 4,149 men and women in the
U. 8., Canada and Venezuela. Of this
number, 273 employees have been with
the firm for 25 years or more. Among
them, they have a total of almost 8,500
years of service with the company.

North Dakota Mill
Reports Earnings

North Dakota Mill & Elevator
showed a gross operating profit of
$647,356 for all departments in the fic-
cal year ending June 30,

P. R. Fossen, manager of the facility,
said that after deductions of $95,272 for
depreciation and $63,312 for reserve,
the mill made a net profit of $488,771
for the year.

Production figures showed 1,400,250
cwlt. flour milled and 1,281,134 cwt. de-
livered.

Catch Customers With Color

“When you have news, use color,”
advises Howard Ketcham, noted color
planner, in a new booklet, “How to
Select Customer-Catching Colors on
Corrugated Contal' »rs."

“Color means news...news means
color" is the theme of the 20-page illus-
trated booklet, published by Stone Con-
tainer Corp, Chicago, and available
free, “Color emphasizes news, color
adds emotion to news, color is often
part of the news," Ketcham points out.

Ketcham, for 256 years a color plan-
ning and merchandising consultant for
business and Industry, cites these 10
basic product-news situations which
call for use of color on shipping con-
tainers:

New product. New feature on exist-
ing product. New advertising cam-
paign. New special offer. New combina-
tion offer. New price deals. New use,
New trademark. New package. News
event of bringing purchase home,
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RETROSPECTIONS

40 Years Ago

« ournal Cover Messnge - January
5 120, A New Year Resolution--- "We
LLZULVE to miss no opportunity to
boost the Macaroni Industry” to make
the year 1920 a really truly and A Hap-
py New Year.

e Shortage alarms Shook Users. This
Shortage will effect the Macaroni In-
dustry nationally and seriously,

# The California Macaroni Company of
San Francisco, won first prize with its
artistic display at the California Land
and Industrial show in San Francisco's
Civic Auditorium,

e Ed Dreiss of the San Antonlo Maca-
roni Company -- two terms N.M.M.A.
President, is pictured in “Who's Who"
in the Macaronl Trade.

# Judge Chambers of the Los Angeles
Police Court declares that the Tomato
is a fruit - nol a vegetable,

e Skinner Company of Omaha Consoli-
dates, Inclnded in the consolidation are
The Skinner Company -- The Skinner
Baking Company -- and the Skinner
Manufacturing Company.

e A, Marini and Company is organized
in Vancouver, Canada while the Dalpini
Macaroni Company of St. Louis, Mis-
souri is disbanded.

30 Years Ago

® We welcome the New Year as an
added opportunity for service to our
Members,

® “What Cooperative Advertising Can
Accomplish for Macaroni? Answered
by Allen B. Sikes--Research Manager--
Bureau of Advertising--A.N.P.A,

e "Accident prevention In Macaroni
and Noodle Manufacturing Plants"--
discussed by W. Dean Keefer, Director,
Industrial Safety Division, Natlonal
Safety Council,

e “Overproduction”---Macaroni Man's
Worry" as told by Frank J. Tharinger,
President of N.M.M.A. in the “Grocery
And Business Annual of the Journal of
Commerce.”

e Willlam H. Sudduth, named presi-
dent of the Commander--Larabee Cor-
poration, Minneapolis, Minnesota to
suceed B, B, Shelfield who was elevated
to Chairman of the Board.

e “Avoid Unwarranted Price Cutting”
recommends President Herbert Hoover.
e In'ports Higher---Exports Lower,
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20 Years Ago

¢ President Diamond’'s Message: “The
immediate problems facing the Mem-
bers of the Macaroni Industry are; (A.)
price policy; (B.) standard of quality
and identity; (C.) proper size of contain-
ers; (D.) publicity; and (E.) enforcement
of regulations.

e By the Triumvirate of Promoters of
the General Welfare of the Macaroni
Industry of America;---Association, the
Journal, and the Institute. Resolutions
are easy to make but more difficult to
keep,

e King Midas sent its flour to Admiral
Richard E. Byrd in the South Pole re-
gions,

e Whether general conditions are good
or bad, there is always business for
those who are always willing to fight
for it,

¢ New Semolina mill of Middleport,
New York Is in production,

e Macaroni Trade in October, 1939;---
imports 148,379 1bs--exports 634,787 lbs,
e Mission Macaroni Manufacturing Ine,
of Seattle, Washington gave Christmas
dinners to its employees and friends at
La Tosca Cafe, reports Guide Merlino.
e B.J, Stockman, Semolina Miller, died
in Duluth, Minnesota December 10, 1939
after fifty years of service in the durum
industry,

10 Years Ago

e First call to Industries Winter Meet-
ing at the Flamingo Hotel, Miami
Beach, Florida, Januury 18-20, 1850,

e "While some Industries experienced
a difficult year, the Macaroni business
enjoyed a relatively good one;” Presi-
dent C. L. Norris.

e "With meatballs and spaghett] sauce
I can feed them on less than a dollar a
day", by Esther Foley, Home Service
Director True Story Magazine.

* “You are what you eat,” says Victor
H. Lindlahr in The Journal of Living.
® 1040 Macaronl production up to 142%
of the five pre-war years average,

e Benjamin R. Jacobs, NM.M.A. direc-
tor of research names James J. Winston
as association director of the Jacobs
Laboratories.

e Charlie Ravarino of Ravarino and
Freschi, St. Louis, Missouri died Decem-
ber 6, 1049,

CLASSIFIED

ADVERTISING RATES

Display Advertlsing.....Rates on Appliction
Want Ads..ouviiennensaa 75 Conls peor ling

FOR SALE - Clermonl Noodle Culler with five
sals slandord culling widih rollers. Dough Breok.
ar, Praliminory Noodls Dryer. In excellant con.
dition, In operallon now, Recionably priced,
erfol Box 154, Macaronl Journol, Palating,
INinals,

FOR SALL . One 144" Sialionary Hydroulic
Press, complete with molor, pipes and pump,
One 300-1b, Kneader complale wilh molor. Ons
300-1b, Mixer complels with motor, Al n fir
closs working condilion, Box 165, Macoronl
Journal, Palotine, Illinols.
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Prince Plant in Schiller Park

The Prince Macaroni Manufactu: ng
Company of Chicago, Ine, annou: es
its move to a large, new, modern, ¢:m- §
pletely equipped plant at 0550 Soi: g
Avenue In Schiller Park, This nive
marks the first in a series of step: 1o |§
consolidate and increase the position of
Prince macaroni, spaghetti, sauces «#"d
other food products in Chicago.

“At last we have a manufacturing
setup to give real service to our great
and growing list of important custom-
ers in the Chicagoland area", said
Charles Presto, presiaent of Prince-
Chicago. “We are now in a position to
make immediate shipment in any quan-
tity on any of our full line of Prince
food products.”

THE MACARON!I JOURNAL

macaroni and noodle

How to make your

One word gives the answer—enrichment!
Why does enrichment make them better?

Because enriched foods are nutritionally more

products better

‘ROCHE' SQUARE ENRICHMENY WA
. )

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

e, it MR
AM

for mecha

valuable, People want nutritious foods.

Enrichment makes food more nutritious. You

should make your products more nutritious

by enriching them, Qualified authorities—
physicians, nutritionists, dietitians—

support enrichment.

FERS for baich miuing';“'“ \':_ .
g

P
P g

PREMIX CONTAINING ‘ROCHE. VITAMINS

nical feeding with any continuous press
1 ounce of this powdered concentrate added
to 100 lbs. of semolina enriches to the same

" levels as above. We have helpful information
A

N

i on available mechanical feeders.

ROCHE #etomin isision

HOFFMANN-LA ROCHE INC.,

ENRICHMENT WAPERS AND PRIMIX DISTRIBUTED AND SERVICED BY WALLACE & TIERNAN CO,, INC,, NEWARK 1, N. J.

NUTLEY 10, NEW JERSEY
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See you in

Hollywood-By-The-Sea!
(Florida, of course)

Yes, "Mr, 1" .. symbol of International
Milling Company and its Quality Durum
Products -- hopes to see you at the
NMMA winter meeting, Hotel Diplomat
West, Hollywood-By-The-Sea, Florida,
this month

We welcome these mid-year opportuni-
ties to mix business with pleasure and to
discuss, informally, our mutual industry
problems and plans for the future,

See you "By-The-Sea"!

nternahonal |

MlLtING COMPANY

S A BT AN DT WA S 1 032977 s




