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does your product have ,
e | UUnil‘orm amber color and granu-
o- e ! AMBER'S | __ =
1 I’ l Nationally famed macaroni manu-
| \ (e | facturers prefer Amber's Venezia
| us e_me no 5 Venezia | No. 1 Semolina and Imperia
: - Ik l Durum granular.
) No. 1 Semolin
i w a ea 3 i o 2 Il It's easier to control the ouality and
; t will, if it's In a Rossottl-designed package, because ot an color of your products v ith Amber’s
ROSSOTT] gives it that just-packed look with the locked-in ' | | Venezia No. 1 Semolin. and Imperia
flavor! Helps it sell over related products, too! g |mper| a Durum | Durum granular.
Granular } F
| Fast shipment! Every order
| shipped when promised.
_! Only the finest Durum wheats

available from the best Durum

growing areas qualify for Amber’s

Venezia No. 1 Semolina and Im-
perla Durum granular.

Rigid laboratory control, highly

skilled milling personnel and

modern milling methods com-
plete Amber's quality control program,

Make your next shipment
Amber's Venezia No, | Semo-
lina or Imperia Durum granular.

ROSSOTT! builds mechanical efficiency into your package for
Increased strength and stack-ability. Gives it o lastingly clear
printing surfoce with colorful oppetite appeal, Hommers home &8
your selling messoge until the last ounce of macaroni is used!

Why not package your product for increased sellin e
Write us teday to learn how, Al d

A

Rossor CHTOCAR CorroR
AL it U | & __MILLING DIVISION_—-.
RO330THI CALIFORNIA THOG . LIMOs :
RAPH CONY. rossoTT
Yos Trancisiv' 34" Catliienl . 'a‘ﬂ:’:’l:."lm':"“ conr, FARMERS UNION GRAIN TERMINAL ASSOCIATION

Sales Offices: Rochests .
r o Boston o Philadelphls o MNew Orlesns o Los Angel o Sam Jusn © Orande ® Sesttle MILL8 AT RUBH CITY, MINNESOTA L] GENERAL OFFICES, 8T. PAUL 1, MINNESOTA
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The image of today’s typical supermarket shopper w s , . - Bt o atinn v velil
recently developed from results of a national pePcut . ; e '
study of consumer buying habits, in which trained intet:
viewers recorded 63,795 purchases by 4,661 |hopfut
According to the findings, the average shupper is typifitd ‘
by the homemaker being interviewed here - & well-edu- \ A ) .
cated young mother of two, who makes three weekly tri XD TRy g
to the supermarket. On each visit, the survey reports,
spends 27 minutes buying an average of 13.7 items, add-
ing up to a total bill of $7.74. ;
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SUPERMARKET SHOPPER
Highlights from the Sixth DuPont Consumer Buying Habits Study

Shoppers SBpend Mcre Time

Food manufacturers, who spend large
percentages of their collar volume
each year on advertining through in-
store displays and eye-catching pack-
age dutign to galn thoe favor of the
Amerlcan housewife, will be pleased to
learn that the aversge shopper is
spending 60% more time in the store
than five years ago. Hes completely un-
planned purchases, coupled with those
purchases planned only in a general
way at home and these substituted for
another brand at the store, accounts for
73.3% of her total buying declsions
made in the store.

These figures are the result of the
sixth Du Pont Consurier Buying Hab-
its Study on “The Shopper and the
Supermarket” and “Today’s Buying
Declslons” Du Pont has been making
these studles for the past twenty-five

years, but this newest study recently

published expands the coverage to in-
clude suburban stores and more details

about the shoppers and the supermar-

kets they buy in. Interviews conducted

by Alderson Associntes, Inc., of Phila- "

delphia, of 4,661 family shoppers in 225
supermarkeis across the natlon were
recorded and analyzed in this signifi-
cant study. ¥

Well-Educated Homemakers

Todey's averags family shopper in
the nation's 30,000 supermarkets Is 2
-vell-educated young homemaker in a
family of four wit'a a total income of
$100 a week, according to Du Pont's
survey. She makes three weekly trips
to the store, speuding an average of
$7.74 each time. She shops nearly half
an hour on each visit, and usually has
no written list or simply a few items
jotted on a scrap of paper. Yet she buys
only one item more per trip than she
did five years ago - an average of 13.7
now against 12,7 then.

Shopping has now become a family
affair for many, with two out of every
five women shoppers accompanied by
men or children or both. Only half of
today's supermarket customers are

women shopping alone, underscoring’

the need for more merchandjsing ef-
forts which appeal to the whole family.
More than half of today's shoppers are
In the age group from 25 to 44 years.

Buying is still light early in the week
and heavy on Thursdays, Fridays, and
Saturdays. But the difference between
early In the week and late is not as
extreme as it used to be. Friday and
Saturday purchases are about T0%

6

Payoff point -

higher than during the early part of
the week, but even Monday and Tues-
day purchases average at least ten
items per shopper and the average
check Is well over five dollars.

As she arrives at the store, only one
supermarket shopper out of four has a
completely written list. One in five
has a partially written list. More than
half, 50,0%, have no list at all and are
relying on the buying suggestions the
supermarket has to offer, Ten years ago
the percentage was 38.4; five years ago,
48,

Consequently only 30.6% of all items
bought are the results of declsions
made at home, The remaining 690.5%
are bought because of decisions made
in the store,

Planned or Impulse Purchases

What kind of products show up most
frequently on the shopper's specifically
planned list, and which are the items
which are generally impulse purchases?
Du Pont's survey lists more than 100
major supermarket items in ten basic
product groups, reporting the degree to
which family shoppers plan the pur-
chase of each — either specifically be-
for arriving at the ~‘ore, in general be-
forehand, as a sulatitute for another

brings automation to long goods manufacturing .

at the check-out counter, According to the DuPont study the
supermarket family parchases an average 13.7 ltems on each of three weekly §
trips 1o the siore. tier average check comes to $7.74. - |

item after entering the store, or com- [§
pletely unplanned purchases,

Of the entire number of items that
end up in the family market basket, |
resulting from both home and store d»- j§
cisions, unplanned purchases now a8
count for slightly more than one-half

Macaronl Strong Impulse Item

In grocery sales, 74% of all pu~§
chases resulted from store decislors
Macaroni and spaghettl sales were well
above the general grocery sales ave*™
age with 81% of purchases resultirg
from store decisions, The survey shovi
that 19% of macaroni and spaghett
purchnses were specifically plannel, §
20,6% were planned in a general wey
by the shopper but not as to branl,
and in only 2.6% of purchases weie
substitutions made. A whopping 57.8'6 |
of macaroni and spaghetti purchasis
are completely unplanned, Approxl-
mate profit margin on macaroni proci- [
ucts is indicated in the range of 18%
to 24%.

Candy and chewing gum scored high-
est of all items checked in the survey
with nine out of every ten buying de-
cisions made inside the store. Snack i

Continued on Page M

Equipment tailored for American operating methods.

Let your press produce 24 hours
every day...while you discharge the cut
and ready-to-pack product in only

one or two shifts each day.
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Press “A" amd
Spreader “'B*’

The well known Type TPM Press ("'A")
Is equipped with the new Buhler voc-
uum system In which the. dough itself
s a part of the airlock. The new, unique
scraw feeder which is synchronized
with o water measuring device guar-
antess éptimum uniformity of the mix.
The fully-automatic spreader, Type
TSH (“B”) is of very simple design. Its
extruder head with waler jacke! has
eight Inlets to produce a perfect extru-
slen pattem. The die is unlocked by
manually tuming two hand wheels.

AUTOWMATIC

Long Goods Lines
for capacities up to 1500 lbs./hr.

D YOU WISH TO AUTOMATICALLY...

Manufacture and dry long goods continuously during 24 hrs

every day?

Discharge the cut and ready-to-pack spaghetti during one
or two shifts only, each day?

IF YOUR ANSWER IS “YES,” Buhler can best help you solve this problem

Because BUHLER...

o B *he mochines to set up the mast economical combinotion for you
o B the capenence in putomatic long goods drying 1o odwise you best
o Ho *he quality construction standords which insure trouble free operation

Pre- and Finishing Dryers “*C+ D"

The three level, two section pre-
dryer Type TVE ("'C"), with two indi-
vidval climate zones, témoves about
10% of moisture in 2 hours.

The finishing dryer, TTV (D",
Consists of thoee elevator stations
with a number of drying sections in
between. The sticks are loaded on
racks which are pushed consecu-
tively over roller ways through the
dryerthus avoiding the use of chains.
Only the elevator stations, which
are easily accessible for mainte-
nance and tleaning, contain driven
parts. The ventilation from top to

bottom and the flow of product
arranged in syth a way as to in
periods of efficient drying ond
time after time —the old proven
sure way of drying.

Sanlary off-the-floor construd
of the pre- and finishing dr
("C + D) prevents condensal

Both dryers are equipped with

.new Buhler optimal climate con
‘the only control system where M

product sets the drying temperat
depending upon its water rel
possibilities.

Diagram of Buhler

automatic long goods

manufacturing line.
Flow of product

— = = = Return of sticks

- =-=-= Relurn of emply stick racks

DITCHARGE

OF DRY

AND Ut
PRODUCT

finlshing dryer, continuously,
during 24 hours a day and can
ho'discharged during one or two
dally shifts. The product stays
ot least B hours In storage for

» odditional stabilization before

"
"

cutting and pacKaging. The stor-
age unit is custom built of stand-
ard elements, either long with
fewtiers or short with many tiers,
' suit your available space.

Cutter"‘ and Stick
Storage "'F+G"
The automatic cwﬁ‘ﬁ- TSK

{"F”} strips and culs the dry
product as it leaves the storage
unit. The product Is ready to
pack. During discharge, the uiflu
are fed automatically into a
special stick storage (*'G*) from
where they are fed continuously
onto the stick return track which
auvtomaticolly brings them back
o thg spreader.

AND LAST BUT
NOT LEAST...

The spreadar ("B"'), pre-dryer
(**C"), finishing dryer ("D"),
slorage unit (“E*’) and cutter
(“F‘) do not have to be put
up in line but can be ploced
within certain limits, individ-
vally, on different floors or
side by side on the samae floer.

Wl;ifq or phone for a Buhler engineer to visit you




The Basic Concept

Four Big Ftallucies

Installation of three Buhler a fomuh'c:xlly controlled long goods
dryer units at Catelli Foog Products, Ltd., ﬂionfmal, Canada.
A fourth line will be installed in the Spring of 1960!

THE BUHLER LINE

® Automatic presses for short and long goods, capacities from 550 to 1500 Ibs/hr.
¢ Automatic spreaders, capacities up to 1500 Ibs/hr. '

® Continuous long goods dryers, capacities ;:p to 1500 |bs/hr.

® Automatic sju'rﬁge units for dry long goods.

® Automgfic cutters for dry long goods.

® Continuous dryers for shart goods and noodles, capacities up to 1500 Ibs/hr.

® Automatic multipurpose dryer for long, short or twisted goods.
The only dryer with all-aluminum structural frame and 100% plastic paneling. -

® New optimal climate controls. / Enginears for Industry
. Since 1860
® Conveying — for bulk handling and storage of raw materials.

Write or phone for a Buhler engineer t&|visil‘ you

BUHLER BROTHERS, INC. ... | BUHLER BROTHERS ..o, LTD. [[ NN

13Q‘CQQL]DGE AVE., ENGLEWQOD, N. J. 24 KING 'STREET WEST r . B
Sales Representatives: E. C. Maher Co., TORDNTO 1, ONTARIO 2o RS
Los Angeles, Cal. - Hans Zogg, Los Altos, Cal. ' i
Arthur Kunz, New Orleans, la.

May Ly
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Advertising performs an important
function In the overall marketing pro-
gram of the successful macaroni man-
ufacturer, In today’s era of the self ser-
vice food store, it is for all practical
purposes, the only contact you have
wilh the consumer,

It Is your only means of letting the
humemaker know about your brand
aud why she should buy it

It is an effective means of telling th:
story of macaroni's nutritional value
siiggesting new ways in which it might
be usad.

Thiy Intter is an important function
that every manufacturer should con-
sider in his advertising program be-
caus?, at this time, macaroni products
sesount for only 46/100 of 1% of the
total store sales,

Despite its imporiance, advertising
is ofttimes the first thing to be cut
when we look for ways to cut costs.
This Is ofttimes done because it is a
matter of expediency, It is easier to cut
off a schedule then to search out the
“Tyojan Horses" in production, pur-
chasing and transportation.

At our discussion table we used a
“make your advertising pay" anproach,
and here are our suggestions:

1, Set up a program and stick with
it. Hit and run advertising doesn't
pay. It takes continuity to get re-
sults, It is the cumulative effect of
many advertising messages that
helps create sales, Perhaps the best
way Is to set up a full year's pro-
gram and — stick with it,

2, Plan your advertising well. Deter-

mine the objectives of what you
want to do, These might include
establishing your brand image, in-
creasing the use of your product
through recipe advertising, intro-
duction of a new cut or a new
package, or firming up your distri-
bution.
Whatever you objectives are, it is
well to put them down on paper
and design your advertising pro-
gram to do that job.

3. The careful selection of media is of
vital importance. Basically, we al-
ways want to reach the greatest
possible number of people for the
advertising dollar. But reaching
them in the most effective way is
also important and the objectives
of your advertising program will
sometimes dictate which media you
should use. Here are some of the
things that can help you to eval-
uate various media you might
want to use for your consumer ad-

12
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MAKE YOUR ADVERTISING PAY

Remarks of Clete Haney, Skinner Monufacturing Company, at the Cost Conference

Clete Haney

vertising, things that will help
make the dollar you invest in med-
ia pay out,

Newspapers

It is easy to weigh one newspaper
against another by comparing circula-
tion and line cost. These figures also
help us to compare the number of peo-
ple you reach with newspaper against
the number you might reach with rad-
io or television,

The positiun of your ads in the news-
paper Is also important and you should
ask your agency to specify the food
page or the women's page — otherwise
your ad may wind up next to the obitu-
ary column.

Food days vary from market to mar-
ket and you should make sure that
your ad is appearing on the right day.

Radio

Like newspapers, radio can be meas-
ured. Rating are available in practi-
cally every market. In the purchase of
radio however, there is one thing to
guard against — many stations quote
the share of audlence they have. It is
imporwant then, to determine what the
total listening audience is. In some
niarkets there might be 10% of the
sets tuned In, while in another market,
20% of the radlo homes might be tuned
in.

Another factor that can make rad'o
dollars more effective is scheduling
and buying the time so that it reaches
the right audience. We will discuss this
matter further in {elevision, and what
we discuss there, can also apply to
radio.

2

Television

In television there are a lot of thing:
that you can do to make your dollars
go further. While night-time audiences (S8
are always much greater that day-tine
audiences, the cost of night-time Is ¢1-§
so greater, so sometimes you may be ji
abla to reach a greater number of peo-
ple per dollar using morning and af-
ternoon time, e

Now, about the right audience — for §
macaronl products, most companies
prefer to reach the housewife, This can §
be made extremely effective in those
markets where the stations have home-
maker shows and do food demonstra-
tions, Macaroni goes so well with so§
many foods that frequently the home §i§
economist doing the show will use ma-
caroni in the preparation of a commer.
cial for another product such as tuna
fish, ham, or cheese, This usually re-
sults in a free ride for any brand of
macaroni that happens to be advertised
on the same program on another day.

At our table, there was considerable
discussion on the selectiont of audien-
ces and one company reports fruitful
results from a kid show, k

This brings up another factor in
television ratings that can be helpful |
to you — most television ratings show g
the percentage of men, women, and
children composing the audience.

Where spot commercials are pur- [
chased, the materisls sent to the sta- [S
tions can play an important part in |
making the advertising dollar get re- [
sults. If live commerclals are usel,
they must bo crystal clear as to what
the talent is to do with them, and ycu |
must be sure that the necessary ma'- S8
erials are available for the produd- (S8
tion of the commercial. The sure wa;", |i§
of course, of gelting your message 1o |
the audience in the way you want ther §&
to get it, is to use films, The cost ¢! B
films varies considerably, but som?2 §i
good l-minute commercials are nov/ j8
produced for as low as four or fiv:
hundred dollars.

You advertising agency, of cours:,
can be most helpful to you on the s¢-
lection of media. The important thing ¥
is to let them In on your planning anl
define clearly, the objectives you wis"
to accomnplish, so that the agency can
work effectively for you.

4, Merchandise your advertising wel.
Inform your sales force well in ad-
vance of your schedules. Give them §
materials so that they can inform [St8
the trade of what you are doing.

Continued on Page M
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Recipes in special bookleln

Betty Crocker encourages homemakers to serve spa-
 ghetti, macaroni and noodle main dishes often with scores
of intriguing recipes in all five of her popular cookbooks,
b Popular cookbooks? Yes sir! Nine million homemakers
now use them regularly.

| General Mills sends spaghetti, macaroni and noodle
8 recipes and photographs to newspaper food editors across
: the country for use in their columna.

@ Betty Crocker creates special recipe booklets for pro-
58l motion-minded manufacturers to distribute to thelr cus-
UBER tomers. Ask for the new, full color macaroni, spaghettiand

: “.’[ noodle recipe booklet from your General Mills salesman,

i

&' (Available in U.S.A, only—at less than printer's cost.)

A consultant to America’s homemakers she provides
advice and recipes for macaroni products, Last year,
i through her Phone and Personalized Letter Service alone,
| she helped 10,000 women prepare tastier meals,
Y 1960

e e e it .t et it 8 22w

s

Personalized recipe service

How Betty Crocker is helping you
make more sales

Helping pave th® way for each call your salesmen
make is America’s first lady of food, the highly-respected
Hetty Crocker of General Mills.

She shows your customers how to use your macaroni
in glamorovs main dishes for company-style entertaining.
And she demonstrates how they can economize with
noodle hot dishes. She tells them how easy it is to fix new
spaghetti meals, how delicious and nutritious macaroni
products are. And the women believe and buy because
Betty Crocker helps them in creating u variety of mae-
aroni dishes . . . dishes that already have proven to be
popular with American families.

DURUM SALES | Miiie

Minneapolls 28, Minnesota
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RETAIL FOOD ADVERTISING

“Food advertlsing in newspapers to-
tals about $500,000,000 annually”, stated
Mrs. Marie Kiefer, executive director
of the Natlonal Association of Retail
Grocers of the United States, before a
meeting of the Advertising Executives
Club in Chicago recently.

This advertising is destined for a
big change from “price listing” to more
creative copy and Jayout she continued.
“Retailers know they must use more
ingenuity and creativity in advertising
to convey an understanding of the cus-
tomer’s attitudes, wants and needs.”

The modern homemaker buys “an
idea", not a price; she buys famlly en-
Joyment, not an item. She expects
asslstance from the retailer, and that
includes better food advertising — ad-
vertising that will give her ideas for
a family or company meal.

“The enterprising retallers I work
with rely heavily on trade publications
for sales and promotion ideas,” Mrs.
Kiefer stated. “Trade magazines in the
food field provide the manufacturer
with an additional sales force. Good
trade advertising has the advantage of
selling the retailer direct some practi-
cal, proven sales ideas for store display,
promotion and for advertising the prod-
uct locally,

“There Is more to t -de advertising
than putting in the name of the prod-
uct and a few off-target remarks,”" she
continued. “Whether it's trade or con-
sumer advertising, copy and layout
have to put the message across to the
people the ad is intended to sell. No
ad does a blanket job of selling."

Mass Merchandising

In discussing mass merchandising for
individual customers, Mrs. Kiefer said
that checkups and surveys show that
while women shoppers approve of
mechanization, they don't want the
whole store to operate like sn azsem-
bly line. Shoppers want to decal with
friendly, helpful and efficlent flesh-
and-blood people. A woman shopper
wants to be independent and cherished
at the same time, she added.

Commenting on the youthfulness of
today's young homemaker, Mrs. Kiefer
said that In 1950 there were 272,000 new
brides oged 18 and younger, “They
constitute a mighty big market, and
food retallers nationwide are giving
more and more attention to their shop-
ping needs,” she said. Guidance for
young homemakers in the purchase
and use of products is an important
part of merchandising. Advertising
should assume some responsibility for
helping these youngsters and their fam-
ilics eat better.

14

Marie Kiefer

Seminar Statements

At a recent “Food Store Management
Seminar” sponsored by the Assnclation
at the University of Chicago a panel
discussion on food store advertising
was held,

Participating on the panel were Ar-
thur Leemis of Minneapolis, Minncsota,
director of advertising for Super Value
Stores, Inc, panel moderator; George
E. Hooper, Chicago, advertising counsel
and account executive with the Bureau
of Advertising of the American News-
paper Publishers Association; Donald
Davidson, advertising sales representa-
tive in Chicago for Ladies' Home Jour-
nal; and Budd Gore, advertising man-
ager of the Chicago Daily News.

Discussions, relating to the means of
improving the quality of advertising,
included: (1) do-it-yourself methods
that utilize art and layout services a-
vailable to food retailers from commer-
cial firms, as well as from the adver-
tising departments of local newspapers;
(2) the creative services of a qualified
advertising manager; and (3) the types
of services an advertising agency can
provide,

It was agreed that since women read-
ers of store advertising think in terms
of a complete meal, store advertising
should include ideas for menus as well
as recipes for appetizing dishes featur-
ing the products advertised.

“Women shoppers want to be sold
creatively and they like to see the fin-
ished dish in the ad," Davidson said.
“Tell the woman shopper about your
store and its products in her own lan-
guage. Women have a language all
their own and retallers will be wise to
use it in advertising copy.”
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Davidson descrited the varlous
and layout services currentl' availakle
to retailers who are seeking assistan:e
in preparing their own ads. de warned,
however, that these services are only §
an ald to getting the retaller startod
In the right direction, Preparing an nd §#
that represents a store requires hacd
work and ingenuity, Davidson added,

Leemls, who acted as panel modera- i}
tor, suggested that the best store ad s
one that sells both the store and the
products. “Every ad Is institutiona)
whether it's planned that way or not," i
he said, “It conveys a true or a false
picture of your store” 1

Agencles Recommended

According to Hooper, most of the
supermarket industry In the United &
States could benefit by the services of §
a good advertising agency. Those who |8
could not, he said, are the supermarket
operators who feel they must do every-
thing for themselves and there are
some who are not prepared to efficient.
ly utilize the services of an agency.

“Your advertising is your character,” |
Hooper sald, “and character is every-
thing in business. Research experts |
call this character the ‘image’ or per-
sonality; basically they are one and i
the same, for it is the sum total of how
and what people think of you."

Two basic areas where a qualified
agency can help the supermarket oper-
ator are In copy and research, he safd
“Ideas make ads and selling ideas with
copy and illustrations s one of the big §
reasons why supermarket operators |
need trained, experienced people with |§
creative backgrounds, unfetterid
by other store responsibilities,” he adil-
ed

Hooper advised retallers to read tie
women's page in the newspaper ‘o §
learn how an expert — the womar's
page editor — talks to women,

Gore, the fourth panel member, sa.d
that no one can generalize about focd
advertising Lccause the retall food bus -
ness is more local in character and o+
eration than any other business.

To Attract Customers

If an advertisement is to attract i
many customers as porsible to tte ]
store, it should possess, 'according 1o
Gore: (1) a striking, attention-winning
layout; (2) attractive, hunger-inspiring Y
artwork; (3) persuasive headlines thit EE
sell; and (4) sufficlently detailed,
clinching-the-sales body copy.

“Too many advertisements are sim-
ply devised to meet the schedule cre-
ated by the wheel of the weekly cal-

Continued on Page 5§
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Um-m-m good! Sure improves the disposition
when the inner man is well filled with

those yummy macaroni products made from
Commander Larabee's Comct No. 1 Semolina.

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

Dwctecm. ZOg0a0mad

A DIVISION OF ARCHER-DANIELS-MIDLAND - MINNEAPOLIS

COMMANDER
LARABEE
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DESIGNED
WITH EXPERIENCE
AND
BUILY BY

DEMACO B

THE CHOICE
of the
LEADERS

“ Mo other short cut press, even at extra cost can offer the exclusive combination of
found in Demaco Short Cut Presses. Meet the Demaco Short Cut Press, look it over
typical Demaco engineering from floor inlet to base — every detail a benefit to you.
its- rugged rigid frame. The exclusive full vacuum over the entire mixer with over
MR inutes of vacuum mixing. Cool running with a long wearing water cooled screw

| nodern design “forward pitch” stainless Steel feed screw — cast steel die platen,

lengths, plus all approved devices for operator

e ml: in combination with sheet formers and long goods spreaders.

oproved” single mixer with gravity feed from mixer to the feed suew with no
»t from one mixer fo the other. Press ton be used with or without vacvum.

D?g FRANCISCI MACHINE CORPORATION

546 METROPOLITAN AVENUE, BROOKLYN 37, N. Y.
e EVergreen 6-9880
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Theodore R. Sills, public relations
counselor for the past decade to the
National Macaroni Institute, the edu-
cational arm of the National Macaroni
Manufacturers Association, observed at
the Winter Meeting that there is much
more to a promotion than setting a
date and then sitting back to watch
the profits roll in.

*“A promotion is not just an idle thing,
it is on excuse for action and you
only get out of it what you put into
it," Sills reported.

Once a promotion has been set and
its theme or goal selected, that is the
time for work., Without support a pro-
motion is meaningless, and it is up to
the food processor, manufacturer, or in-
dustry to provide the punch that will
make the promotion a success, Sills ex-
plained. A good solid promotion is
backed up with advance planning, ad-
vertising, publicity, merchandising
themes and sales alds ... plus enthusi-
asm in the promotion by its sponsors.

Among the promotions discussed
were National Macaroni Week in Oct-
ober, the Easy Fixin' Casscrole cam-
paign in Jonuary-February, and the
Carnation Lenten drive with green
olives - tuna - and noodles.

Gallery of Placements

A gallery of typical placements in
magazines, newspapers and  Sunday
supplements were displayed around the
meeting room as Mr. Sills reported on
last year's commodity promotion place-
ments and then discussed this vear's
merchandising tie-ins along with the
publicity theme of Macaroni Salutes
the Fifty States. To recognize the con-
tributions made by cach of the fifty
states to the world of good food, cach
month during the year several slates
and their favorite food products will be

MACARONI INSTITUTE REPORT

Ted Sills is dazzled by a full page feature in the Miami Herald headlined:

“Macaroni - old food, new treat”,

spotlichted. (See the Salute to the
East Ceni-al States on page 22)
Photos and recipe piece of these
“Favorite Son" foods either combined
with macaroni products or on a menu
with them are being released o deily
and weekly newspapers, syndicatea
food columnists and to radio and tele-
vision homemaker shows, Sills ex-
plained. Four states or more will be
covered cach month with a special pro-
gram sel aside during the year for our
two niewest stotes, Alaska and Hawaii.
The 1959 “Macaroni and..” theme
was conceived and executed to keep
the macaroni family teamed with ev-
ery possible related item in the pub-
lic eyve throughout the year, In addi-

tion to the massive program carried
on by the Institute, an intensive cam-
pnign wus made among other food
publicists to include "Macaroni and

in their own releases.

Both phases of the program paid «f!
without outstanding results - more cil-
OF; more space in women's pages, s)n-
dicated columns, magazines, Sund 1y
magazine sections, radio and tele I-
sion; plus a whopping bonus of 16
releases sent out by cooperating orge -
izations at no cost to the industry,

Many Releases

In the course of the year, over 210
releases were sent out by the Sills « r-
ganization on behall of the Natior 2l
Mucaroni Institute. These releases we it
to every food publicity cutlet, and & »
peared repeatedly in all types of med 2
As an example of the acceptance f
this material by editors, results frc
the Macaroni Week campaign report d
a five percent increase of use over 10 &
for radio ond television releases; t. ¢
clip sheet drew an additional fifte n
pereent in photograph requests; ard
the color releases had twice as mary
placements as the previous year.

During 10859 exclusive stories we e
released to publications that were n it
feuched by the usual channels. Sone
of these were mat mailings to smell
town daily and weekly newspapers, '0
the negro and labor press, stories and
photographs to cookbook and textbook
editors, and the professional home eco-
nomics magazines. A special mailing
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'Y 1so made to all major consumer
i irm publications with exclusive
,i; al for the coming year, along
i 4 letter to alert the editors to
. ,ur "around the fifty states.”

| (ies on the news and sports pages,
5 ockevs and other radio-television
i nalities, plus news commentary
; . and newsreels all carried the
)

roni publicnty  Lall for yardage
ng 1059,
acking up the line were photos and
ies which appeared in scores of gro-
. . trade publications — publications

i readership in the grocery chains,
1 big independent supers, and the
+ Juntary and cooperative stores. Na-
§1emal trade magazines along with re-
! ¢ onal and state books alerted the re-
it:n:rl' and carried the story on maca-
| roni, its versatility and its promotional
| program to the buyers, brokers and to
Cmanufacturers of related items.
1 With the withdrawal of the films
! “Stag Party” and “Use Your Noodle"
| from television public service showings
{ after some 600 ple ments in two and
;;. half years, the Board of Directors
{ authorized Sills to develop a script to
| be considered at the summer conven-
'twn for a new educational film. Addi-
twnal advertising in “What's New in
! Home Economics” beamed at the youth
| market was also authorized.

, Macaroni Gains In Canada

v

Value of factory shipments in the
caroni and kindred products indus-
in Canada reached a record total of
451,000 in 1058, larger by 19.2%
1 1957's previous high. of $13.294,000,
rding to the dominios: “ureau of
<tics' final figures in the industry
rt. Number of establishments rose
! from 18 in 1957, and the number
mployees advanced 124% to 778
G92. Their salaries and wages
almost 20% to $2,187,000 from
23,000. Cost of materials increased
tu $8,746,000 from $6,995,000 and
i added by manufacture nearly
1o $6,811,000 from $6,038,000.
tipments  of macaroni, spaghetti,
twelli and noodles climbed over
in volume to a record 112,849,000
from 89,867,000 1b. in the preceding
+oand were almost triple 1944's low
i ol 44,425,000 1b. Value of these
‘pments rose over 20% to a peak of
+458,000 from $12,147,000 a year car-
¢ and was six times larger than the
v total of §2,251,000 in 1942,

New Product

A&P has added macaroni with
thweese sauce to its Ann Page line. The

Mavy 1960
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product, packed in 15 1/2-ounce cans,
sells for 19 cents.

New Recipe Book

“Specialties of the House™ is the title
— and durum wheat main dishes is the
subject of the newly revised home-
maker's conk book, now made avail-
able for quantity distribution by maca-
roni munufacturers,

Sample copies of the recipe booklet
were  grected  enthusiastically ot the
mid-Junuary meeting of the National
Macaroni Manufacturers Association in
Florida. Now, with a new cover design
and minor changes in copy, the house-
hold-size bouklet is ready for national
distribution

“Specialties™ is the home-size version
of "Economical Gourmet Entrees,” pro-
duced in 1059 with the help of the Na-
tional Restaurant Association. “Special-
ties” was produced by the Durum
Wheat Institute, Durum Growers Asso-
ciation and the National Macaroni In-
stitute. The reeipes are from top-ranked
restaurants ucross the nation, compiled

introduces

CIALTIES

macaroni » spaghett! « noodles

COOK BOOK of Durum Wheat Main Divhes

& wriectan al Gutitandong tecpes bom

ael dnamn valing paces, 404gled 100 hume wie

OF THE HOUSE

by the food consultant, Alberta M.
MacFarlane,

Twenty-five macaroni, noodle and
spaghettt main dishes are illustrated in
full-color. The book emphasizes  the
relatively low calorie rating of durum
macaroni foods — about a 200-calorie
contribution  per two  ounce  Serving.
Durum 1s established as o standard of
quality The nutrent contribution of
macaroni foods 1s deseribed,

This consumer recipe book lets the
homemaker choose between plain and
funcy, he-man and gourmet, menus o
vary her table offerings. Evervday fam-
ily mueals 1o special oceasion dishes are
listed with top-quality photos, An ad-
ditional six recipe suggestons are Tists
ed on the last page — for macaroni
side dishes, sauces or dressings.

“Specialties™ 1s avatlable at a special
below-cost, print-run price — $149.00
per 1,000 copies. “Your Brand™ imprint-
g also is offered at printer's cost. For
further information and details  you
may write to the Durum Wheat Insti-
tute, 309 West Juckson Boulevard, Cha-
cago G, Ilinois.

“YOUR BRAND"
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ADVANCED TECHNOLOGICAL IMPROVEMENTS

Save Space — Increase Production

Improve Quality

* NEW POSITIVE SCREW
FORCE FEEDER

** NEW

improves quality and inzreases production of lon d
short goods an?shaet forming continuous pressegs.g P

3 STICK 1500 POUND
LONG GOODS SPREADER

increases production while occupying th
a 2 stick 1000 pound sprea d".Pymg e same space as

1500 POUND PRESSES
AND DRYERS LINES

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

These presses and dryers
are now giving excellent

results in these plants.

% Patent Pending
* % Patented

Ambrette

156 Sixth Street

Brooklyn 15, New York

It

MACHINERY CORP.

. R GUT WACARONI PRESSES

-:tn.ml BSCP — 1500 pounds capacity per hour
‘Model DSCP — 1000 pounds capacity per hour

‘Model SACP — 600 pounds copacity per hour

{
'_'Modcl LACP — 300 pounds capacity per hour

|
1ONG MACARONI SPREADER PRESSES

"fiMndel BAFS — 1500 pounds capacity per hour
ii:odel DAFS — 1000 pounds capacity per hour

“'Model SAFS — 600 pounds capacity per hour

'COMBINATION PRESSES

iShort Cut — Spreader

Thon Cut — Sheet Former
‘:\Threa Way Combination

*

PLANT
156-166 Sixth Street
155-167 Seventh Street
3 Yrooklyn 15, New York

4
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:i‘ VALITY — —
| RODUCTION —
| ONTROLS — —

1

| ANITARY — —

CONTINUOUS
PRESSES

i
|

Model BSCP

A controlled dough as soft as desired to enhance texture and
appearance.

Positive screw feed without any possibility of webbing makes
for positive screw delivery for production beyond rated
capacities.

So fine — so positive that presses run indefinitely without
adjustments.

Easy to clean and to remove attractive birdseyed stainless
steel housing mounted on rugged structural steel frame.

Ambnette

MACHINERY CORP.
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SALUTE TO EAST CENTRAL STATES

The National Macaroni Institute sa-
lutes the East Central States of Ken-
tucky, Tennessee, Ohio and West Vir-
ginia in May.

Bluegrass & Volunteers

Kentucky, often called the Bluegrass
State because the grass that covers its
central rolling land bears tiny blos-
soms of o dusty blue color, is famous
throughout the world for the breeding
of fine race horses, as well as the pro-
duction of orchard grass and bluegrass,
loose-leaf tobacco and  hickory-cured
and sugar-cured hams.

Kentucky is rich in folklore of the
fronticrsmen like Daniel Boone who
blazed the trail for the first settlers.
Abraham Lincoln, Jefferson Davis, and
Kit Carson all claimed Kentucky as
their birthplace, while Stephen Foster
immortalized the state with his beauti-
ful song, "My Old Kentucky Home."

Tennessee has long been called The
Volunteer State because in every war
since the Revolutionary War it has sup-
plied two or three times as many vol-
unteers as were called for by the Fed-
cral Government, Famous for its pure-
bred Jersey cows and perfectly-paired
mule teams as well os the Tennessee
walking horse, the state produces corn,
cotton, tobacco, strawberries, potatoes,
peas and peanuts for national markets,

Its long growing season makes Ten-
nessee o great truck-farming  state.
From carly summer to late fall cab-
bage, tomatoes, sweet peppers, are
trucked 1o markets. Large quantities of
strawberries, blueberries and  black-
berries are processed in Tennessee's
quick-freezing plants.

Buckeyes & The Coal Bin

Ohio, the Buckeye State, received its
populur title after the trees which once
covered its hills and plains. Through-
out its history, Ohio has been noted
for its sons and daughters who have
played a leading role in developing
our nation. Aboul one out of five Pres-
idents of the United States has come
from the Buckeye State. Thomas A.
Edison and the Wright brothers in the
ficld of invention; B. F. Goodrich and
Harvey Firestone, developers of the
rubber goods industry; military leaders
Ulysses S, Grant, William T. Sherman
and Philip H. Sheridan - all claim
Ohio s their birthplace

Ohio has all the important advant-
ages for industrial deve’ pment. 1t has
great natural resources, an abundance
of raw materials and fuel within its
own borders or near by, excellent land
and water transportation facilities, and
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Noodle Chicken Bake with salad, fresh
milk and strawberries.

a favorable location for reaching large
markets. Along Lake Erie is one of the
leading grape, apple and pearh produc-
ing belts of the United States. The
largest market in the world for fresh-
water fish is in Sandusky. Agricultural
products include corn, dairy products,
hogs and pork, eggs and poultry, cattle
and vegetables.

West Virginia, sometimes called the
Coal Bin of the World, has huge de-
posits of soft coal and mines more of
it than any other state. One of the in-
dus*rial chemical centers of the United
States lies in Ohio's Kanowha Valley
where all the natural resources are
available for producing modern synthe-
tic materials.

In the lowlands of the Ohio and Po-
tomac rivers and the valleys between

Hot Tip for merchandising.

the mountains, West Virginia produc
large crops of apples and peach:s
Other fruits grown widely inclade cher-
ries, grapes, pears, plums, anc quine:s
Herd of purebred Hereford ca:tle, d: i
ry producls, chickens and eggs, pol-
try and hogs are found in mary sce.
tions.

Accompanied by a salad of the many
truits that the East Central States or-
chards pour into the national market
basket and a dessert of juicy straw.
berries with sherry-flavored custard
sauce, the distinctive meal-in-a-d ish
Chicken Noodle Bake pays tribute to

Kentucky, Tennessee, Ohio and West

Virginia.

Noodle Chicken Bake
(Makes 4 servings)

1 tablespoon salt
3 quarts boiling water

8 ounces medium egg noodles (about 4 |

cups)
2 cups sour cream
1 clove garlic, crushed
3/4 cup sliced pitted ripe olives
1/2 cup chopped almonds
2 cups diced cooked chicken
1-1/2 teaspoors salt
1-1/4 teaspoons pepper
1/4 cup chopped parsley

Add 1 tablespoon salt to rapidly
boiling water. Gradually odd noodles
so that water continues to boil. Covk
uncovered, stirring occasionally, unil
tender. Drain,

Combine noodles and remaining 11
gredients; mix well. Turn into greas d

2.quart casserole. Bake in slow ovn

(325°) 25 minutes.

Post-Lenten Promotion

Tuna Casserole Cortina, a delicios
cumbination using eight ounces of e g |
noodles, spaghetti sauce mix, twa [}

canned tomautoes and grated cheese, s
the subject of a post-Lenten promoti n
by Lawry's Foods, Inc., Los Angeles.

For trying the recipe and mailing p
the empty spaghetti sauce mix paci-
age, the housewife receives a 25 cet
refund.

Promotional materials include a “"Ht
Tip" full-color display card, attractiv
ly illustrating the casserole and il
products used in it, tear-off recipe pals
with coupuns, and ad mats in thr:e
sizes.

National advertising, including coa:t-
to-const television over CBS and space
in Good Housckeeping magazine, back
up this promotion.

THE MACARONI JOURNAL
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ACHINE CO., INC.
Te'ephone: EVergreen 7-7540

s gl e els

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.

VISIT OUR NEW ENGINEERING & ADMINISTRATION OFFICES.

280 WALLABOUT STREET BROOKLYN 6, N.Y., U.S.A.
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The Egg Comes Of Age

from Henningsen Headlines

We all remember 1952 as Adlai
Stevenson's “Year of the Egghead”.
It appears as though 1960 may be equal-
ly well remembered as the “Year of
the Egg", Especlally if we judge by
the way news media in recent months
have been carrying the story of the im-
portant role which the egg is playing
in our daily lives.

Three times during the sumnier
months of 1959 the New York Times
ran front page stories about United
States egg productlon, some of the pro-
blems involving egg production, and
methods of encouraging people to use
egg products, The Wall Street Journal,
too, gave its front page this past Jan-
uary to an important article concern-
ing the egg producer.

Radio and television discussions have
also been focused on the farmer’s prob-
lem of getting a fair price for eggs
produced this year and on ways in
which to increase the per capita usages
of eggs. Eggs were most recently in
the news sgain when Jimmy Hoifa
promised aid to the egg farmers
through the Teamster Union.

Reasons for Interest

Why has all this additional interest
been aroused in the egg market during
the past year? The reasons are two-
fold: The primary reason, of course,
has been the very large production of
eggs during the year which made large
quantities available at relatively low
prices. Inasmuch as the producer must
survive financially, it s of overall im-
portance to all parties concerned that
he receive a fair return for the eggs
produced for the eventual consumer.
The second reason concerns our health:
With more and more research being
done and more emphasls being put on
the nutritive value of foods, the egg
which has ulways stood high in this
respect, forms an important part of the
dlet throughout the world.

From a marketing standpoint, label-
ing regu.ations have aided the egg
producers, because it has become a
great asset to be able to put eggs on
one's label in lieu of less desirable,
synthetic products.

In conjunctlon with the growth of
the egg industry, each year new uses
of egg in other products are added to
the super market shelves, Egg noodles
have an important place as a stuple
in the American diet. Egg shampoo was
introduced as a novelty in the sham-
poo line and has continued to grow in
sales to the present time. In 1059 egg
colfee wrs introduced and it too looks
as if it will hold a place on the market
shelves, Under discussion at the pres-
ent time are many new exotic products
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including pickled eggs, orangegg con-
centrate, instant scrambled eggs and in
stant frozen French toast. Anyone of
these or anyone of a host of other
products which are now only in the
commonplace as is the table egg.

Perhaps the most important develop-
ment of all has been the growth of the
egg solid industry, The abllity and the
initiative shown by the egg solids
manufacturers In adapting their spe-
cialized product to the peculiar needs
of the new products which these egg
solids help to make, have enabled food
manufacturers to find constantly new
uses for eggs in their products,

It certainly seems that the egg has
“come of age".

Case History

Thirty dozen to the case, nearly two
million cases of shell eggs were proc-
essed at Henningsen plants last year
into the full range of egg solids, The
average of thirty-eight pounds of liquid
or frozen whole egg contained In each
case was destined to form ten pounds
of egg solids. Some of the high-lights
of this process make an interesting
“case history".

Let's follow a case of eggs through
some typical production operation.

Immediately upon unpacking, the
eggs are brought to the candling sta-
tion where eggs not suitable for break-
ing are detected and immediately dis-
carded. Eggs are then broken and
examined by a trained Inspector who
eliminates any with off-odors. Those
eggs which are destined for production
of egg white and yolk solids are sep-
arated at this point,

The liquid eggs then go to churns
end homogenizers where they are
blended into a smooth, uniform pro-
duct. Whites bypass this operation and
go directly to holding tanks.

The liquid yolks and whole eggs are
then pre-heated before going into sta-
bilizing tanks, After enzymatic action
is completed, the product is chilled and
pumped to holding tanks, The next
step is flash-pasteurization. Following
this, the eggs are then delivered by
high pressure pumps to spray dryers
where they are converted to solid form.
After sifting, whole egg and yolk sol-
ids are packed into drums, ready for
shipment.

Liquid whites are preheated before
going into a stabilizing tank for fer-
mentation. From here, whitus can be
either pan or spray dried. In the first
process they are poured iuto pans and
dehydrated with circulating hot air in
two drying stages. The latler method
makes use of spray nozzles and a hot
air blast similar to the process used
for whole egg and yolk.

i TR U Y (5
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The albumen is finally sifted ¢nd
packed into drums for shipment.

This brief outline covers only he
most basic steps in egg solids prod ic-
tion. Variations and refinements e
employed to produce the Individ wl
products that make up the full raige
of modern egg solids. In addition, qual- i
ity control prrcedures are applied in
every stage of production to insure uaj. §
formity and high quality of Iinished

products, (S

Dramatic evidence of the conven ‘-,

lence of egy sollds is provided by the [iS%

following tahle of approximate equiv-J§
alencies:

1 1b. whole egg solids

equals 36 shell eggs

1 1b. whole yolk solids

equals 48 shell eggs

1 1b. egg white solids

equals 144 shell eggs.

Egg Price Forecast

Farm egg prices In the balance of |§
1960 are expected to average above the §
same period of 1059, it was Indicated
in the quarterly report of the Poultry
Survey Committee sponsored by the
American Feed Menufacturers Asso-
ciation.

According to the committee's studies,
farm egg prices In Apri)-June were ex-
pected to average 31-32 cents a dozen
contrasted with 26 cents a year earller,

In July-September, prices are expected Pl

to be around 33-34 cents, and in Oclo-
ber-December at 38-37 cents, compared

with the average of 31 cents In the lasi |§ :

six months of 1859,

The delicate balance between [SE8

“enough” and “too much" is difficull
to achieve, according to the committee §
The hatch to date indicates the cutbick
is being overdone. If the April-Junt§
hatch does not exceed a year ear jer
by 10 to 12%, egg prices in late 110
and early 1861 are likely to reacl. 2
level which will cause an overexpn
sion of egg production In late 1961 (nd
early 1062, and low egg prices 1ke
those of April-June of 1959, '

Macaroni Material

“The Versatility of Macaroni, S}
ghettl, Egg Noodles,” a dramatlc fi.ll
color chart measuring one and one-hall §
by two feet is offered free to macar i
manufacturers by the Fine Chemicals
Division of Hoffmann-La Roche, Inc,
Nutley, New Jersey.

. With many recipes, the chart is Jde |8
signed for use in store and window
displays or as a wall poster in home¢
economics classes. It may be used &
a folder for educational and advertis
ing purposes as it contains ten page
of interesting text about macaroni.
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Reduce Selling (oste

by Increased Demand

Reduce Production (osts

by Increased Volume

Reduce Distnibution (oots
by Increased Unit Sales

Ler Wo Help You!

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

USE OUR RICH NATURAL HIGH COLOR YOLKS

Frozen -
Flake -

Spray Dried Yolk Solids -
Gronulor - Powdered Albumen

BALLAS EGG PRODUCTS COMPANY, INC

Call or Write

MAX BALLAS
LEONARD BALLAS
71 Hudson Street

New York, N. Y.
WOrth 4-0114

V. JAMES BENINCASA
MARYVIN R. PAINTER
Zanesville Cold Storage Bldg.

Zanesville, Ohio
GLadstone 3-0386

May 1960
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CONVENTION PROGRAM

The 56th Annual Meeting of the
Nutional Macaronl Manufacturers Asso-
ciation will be held at the Edgewater
Beach Hotel June 20-21-22-23,

Monday, June 20

The National Macaroni Institute
Committee und the Assoclation's Board
of Directors meet on Monday, June 20.

Tuesday, June 21

President Horace P. Giola will wel-
come delegates and guests in the for-
mal opening of general sessions on
Tuesday, June 21,

The opening session will have a mar-
keting theme from the viewpoint of
suppliers as well as the industry. Rep-
resentatives of the Durum Growers
Association have been invited to ex-
press their views on marketing. Harold
M. Willlams, president of the Institute
of American Poultry Industries, will
give the outlook on the egg situation
and report what the industry plans to
do in the way of developing marketing
potential, Howard Lampman, executive
director of the Wheat Flour Institute,
will report the durum millers' program
for macaronl promotion. Ted Sills, pub-
lic relations counsel for the Nation-
al Macaronl Institute, will moderate
a panel discussion of Chicago food edi-
tors who will explore the editor's res-
ponsibility to the readers, the food
manufacturer's responsibility to con-
sumers, and look at the youth market,
ond similar subjects. This discussion
will be followed with an exchange of
views with macaroni manufacturers
from around the country, who may al-
50 comment on general merchandising
practices.

Plans are being formulated for sight-
seeing trips in the afternoon with pos-
sible excursions to an egg-breaking
plant and packaging equipment manu-
facturers where interesting develop-
ments are taking place,

In the evening the traditional Rossot-
ti Spaghetti Buffet will highlight the
social schedule,

Wednesday, June 22

On Wednesday, June 22, research re-
poris will be presented by representa-
tives of the A. C, Nielsen Marketing
Research organization and Neal M.
Conley, graduate student at North-
western University, writing his thesis
in business administration on produc-
tion and marketing aspects of the ma-
caroni Industry.

A second panel of macaroni manu-
facturers will comment on the ideas
presented in the two presentations and
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stimulate general discussion on indus-
try conditions.

Election of directors for the coming
year will be held at this session, and
an organizational meeting of the di-
rectors immediately following the gen-
eral session will elect officers for the
coming year,

Ladies attending the convention will
be the guests of the King Midas Flour
Mills on an Interesting trip to behind
the scenes at Marshall Field & Com-
pany, Chicago's famous retail depart-
ment store, They will be treated to a
look at the operation of Field's famous
kitchens, their window display depart-
ment, various service shops, and service
facilities.

In the evening the Association Din-
ner Party will be held, at which time
the newly elected officers will be in-
troduced.

Thursday, June 23

At the final business session on
Thursday, June 23, business ethics and
trade practices will be reviewed by
representatives of the Federal Trade
Commission, the Food and Drug Ad-
ministration and from industry. John
L. Harvey, deputy commussioner of the
Food and Drug Administration, De-
partment of Health, Education and Wel-
fare, from Washington, D, C,, has been
invited to be with us, Mr. Robert J.
Beller, attorney in the Federal Trade
Commission Bureau of Consultation,
Division of Trade Practice Conferences,

e il b e
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in Washington, D, C,, will report un
industry conditions as he sees them ms
administrator of the industry's trade
practice rules.

Willlam G, Mason of the Quaker
Oats Company will discuss the trade
practice recommendations for the gro-
cery industry adopted by the Coopers-
tive Food Distributors of America, Na-
tional Association of Retall Grocers of
the United States, National-American
Wholesale Grocers Association, Inc,
National Association of Food Chalns,
Supermarket Institute, Inc, Unied
States Wholesale Grocers Associatim,
and the Grocery Manufacturers of
America, Inc,

These presentations will be followed
by a panel discussion of macaroni mi n-
ufacturers expressing their ideas on the
matters considered and generating gin-
eral discussion.

An afternoon boat trip is being plin-
ned to take delegates from the convin:
tion on the North Shore down along
the Chicago waterfront to see its :e
knowned skyline and lake front fa:l-
lities.

Famous Hotel

The Edgewater Beach Hotel, scene of
many past macaronl meetings, has
been completely renovated since our
last convention there, It is now air con
ditioned, has a new Olympic pool and
cabana club, a summer tent theatre,

Continued on Page 35
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Recognition for Service

W B Bokowis, eldest emplove in
poant of ~crvice of the Amercan Beau-
v Macaron Compuny of Kansas City,
was honored by his assoctites ot & re-
cont dimner at the Hotel Aladdin
Berkowity his been with the company
tor 44 ol the company's 70 vears of ex-
e

About twenty-hive of - Berkowitz's
close dssocides were at the dinner to
hoear Rolph Swh, Ameriean Beauty's
vicespresident i charge of suales, refer
to Berkew iz s one of the outstanding
men o an the history of the company

Berkowitz  begen  his carcer  with
Amecnwean Beawwty when he was 16
vears old s o helpor sround the plant
He s o native Kansas Cittin. He now
holds the position of  ades associate
with the tirm

Also honored at the dinner were two
vther men whe have completed 20
vedrs with Amenean Beauty They
woere Loans R Moeans of Oklnhoma
ity and Henry Durn of Kansas Crov
Both of these men are unit managers
ol the company

Revere Reversed

Shades of Paul Revere!

When Revere made his hastorie gal-
lop trom Boston b Lesington on o Aprl
18 that “tatetul mght i 75" he shout-
v bs message from atep o speeding

Recognizing more than 100 years of service fo the macaroni indusiry, Ralph Sarli
(second from left), vice president of the American Beauly Macaroni Company
Kansas City, awarded 20 yecar pins to Louis R, Means, (right) Oklahoma City urit
manager and Henry Duni, (left) Kansas City unit manager at a dinner given in
honer of W. B. Berkowitz, (second from right) for 43 years of service with the
company. Berkowitz, a sales associate was given a special award.

nerse In Kieking ol 1t newest Bostone
atvs promotional campiign 183 vears
ater. Vo La Rosa & Sons, Inc, Amer-
wa's dargest seidimg brand of macaronn.
spaghetts and cgg noodles, had a de-
cided advantage over the Bay State pa-
Wil busus

Lo Besarecently developed a come
probensive car card program using Met-
opoatan Transportation  Association
vehicles The campuign served two pur-
proses 10 presented the company's od-
vertising teoamportant clements of the

Bus stop - aboard the “La Rosa Special”, what may prove to be the first bus
speciacular in advertising history, John Cuneo (left) chats with Edwards Buckley,
a buyer for New England’s Stop & Shop stores.

In the background can be seen the 14-1/2 foot mass display of La Rosa producis

as well as the hundreds of car cards mounied on the bus. Qutside of the bus are

La Rosa's king size (12 x 2-1/2)fcet posters. Vanguard of La Rosa's saturation
transporiaiion campaign, the “Special” visited chain store officials and outlets in

the Boslon area.

I8

grocery trades: it complemented wrc
supplemented 115 consumer newspap::
and broadeast offorts

Taking to the road on March 15, “Th
La Rosa Speaal” vaneuard of the 178
bus fleet. toured the eny. calling v
various chan store offices and outlets
Exterior and imterior of this “speetac i
lar” were completely carded with L
Rosu messuges In addition, o 14 1 -
ot mass  cisplay of the compan
products and a coffee bar were mour !
od aboard

Buyers, sales managers, and indr -
fual chain store managers who visit ¢
*he bus weleomed by John Cuneo, N:o»
Englund sales manager and James T .
wn advertising and  sales promot: o
manager for the $4-vear old comp
The exceutives expluined that the co
pany’s transportation thrust would ¢ ¢
ry Lu Rosa’s message throughout B -
ton and itz suburbs, tyving toget:
campaigns th other media

Twe duys Juter. the mass bus ca
paign began In addition to 125
maliy carded vehieles, 530 “blitz bust
sete completely carded, inside and o
with La Rosa advertising. These we -

used for three weeks, and  expo:s ©

more than 630,000 consumers to 1
Li Rosa message for an average of
nunutes cach

Besaides curds in buses, Lo Ros
Boston advertising schedule inelu
o heavy spot television campuign, p
~onality packages on roadio, and nev
paper appeatances in the Herald Tre -
i Glube and Record Amerean,

Government s trust, and the « -
Heets of the government are truste
ard bott the trust and the trustees i
cteated tor the benefit of the peop

Henry Clay
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Satisfied customers in over twenty-five countries
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& JAPAN e PERU e VENEIUELA
( & UNITED STATES ® ARGENTINA ® |SRAEL
. ¢ PUERTO RICO e ECUADOR & HAWAI
® CANADA ® URUGUAY * fOLOMBIA
y * PANAMA e CUBA ® DOMINICAN REPUBLIC
}1 ¢ S5OUTH AFRICA & AUSTRALIA ® SWEDEN
e HAITI

every die unconditionally guaranteed!

send for our
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Efficiency Cartons

The 1. J. Grass Noodle Company
of Chicago Is packing its new Mrs,
Grass Chicken-Y-Rich Noodle Soup
and Mrs, Grass Vegetable Noodle Soup
mixes in efficiency cartons which will
meke stamping and unpacking a faster
and simplier chore for food dealers,
The new cartons, nine inches wide and
17 3/4 inches long, contain 24 of the
newly designed twin-paks of soup
which the Grass Company currently is
introducing to the customer, Now the
dealer merely has to slit open the top
of the carton and stamp the price on all
24 twin-paks in one operation; whereas
before, he had to stamp the top tler
of twin-paks, then remove the entire
tier before he could stamp the second

one. The cartons also make a more at-

tractive floor display and can be used
as a billboard type.of eye-catcher.

New Soups

The 1. J. Grass Noodle Company of
Chicago Is introducing a new addition
to its family of famous soups - French-
Style Onion Soup Mix.

This brings to four the total of soups
prepared by Mrs, Grass. The others
are Mrs, Grass' Chicken-Y-Rich Nood-
le, Vegetable Noodle, and Beef Noodle
Soups.

The French-Style Onion Soup is
being advertised heavlly on the How-
ard Miller morning show over Chicago
radlo station WIND,. and thousands of
coupons are being mailed directly to
housewives throughout the Chicago-
land area.

The onlon soup mix has a twa-fold
purpose In the kitchen. In addition to
meking a tasty and quick soup dish,
the mix can be used for a delicious
chip-dip when added to sour cream.
The dip will be featured in all of Mrs,
Grass' onion soup advertising. The
French-Style Onion Soup Mix retalls
for approximately 35 cents per carton
which contains two handy packets of
soup.

New Package

A new package, which stresses green
and red coloring, a picture of the prod-
uct on the table and a redesigned logo-
type, has been adopted by the Spatini
Company, Philadelphla, for its Spatini
spaghetti sauce mix.

~The package has five colors all to-
gether, with the red and green used
on opposite side panel and in the brand
name. The package, designed by Lord
Baltimore Press, has a white front and
top to creale an impression of greater
size and cleanliness.
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La Rosa Premium

The most popular children's toy
since Daniel Boone caps were pirked
up by the younger set in thc early
1950's, that Is what V, La Rosa & Sons,
Inc., America's largest manufacturer of
Italian-styl: foods, was expecting with
a recent TV premium offer — the La
Rosa Magic Whee-Lo.

This toy that has to be seen to be
believed (it runs uphill as well as
down, is safe, and appeals to kids of
all ages) was promoted for a six week
period ending April 30, The promotion
was carried over a total of eleven chil-
dren's television shows In six different
areas, These included Albany-Schen-
ectady, New York; Hartford, Connectl-
cut; Pittsburgh, Pennsylvania; Provi-
dence, Rhode Island; and New York
City.

To obtain the Magic Whee-Lo, a
child TV viewer only had to send in
30 cents with a rose from any La Rosa
product — macaroni, spaghetti, or egg
noodles,

Sald Vincent S, La Rosa, vice presi-
dent in charge of sales and advertising
when the promotion was announced,
“We think we have one of the finest
premium offers we have ever had, The
Magic Whee-Lo is well-built and the
type of toy that parents will approve
of, and it has the additional advantage
of having been tested."

Mr. La Rosa went on to say that the
Magic Whee-Lo came ou® first in a rpe-
clal test La Rosa recently condurted
among 259 students at a Long Island
grammar school. Not only dld it place
first among four other premiums, but
it was also the only one that scored
equally well among girls as well as
boys.

Fools admire, but men of sense ap-
prove.—Alexander Pope.
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Jingle Winners

The Angelo Marzano family of R4
Brooklyn, New York, can drive i
their backyard, garsge, or even tieir [
living room, any time they want fo
take in a movie. First-prize winren
of a jingle contest sponsored by V. La
Rosa & Sons, Inc. the Marzano youig-
sters received all the component pirts B8
of a drive-in movie, including & Lal. J&8
tery-powered imported Italian Fervari
children's sports car, a moving-picture
camera and projector, screen, ten car
toon and travel films, a pop-com
kit and a year's supply of plzza pit [
mix.

The contest was promoted through
children's television programs in 1l
major market areas, and in point-of-
purchase advertising displays and shell
talkers in retail outlets for La Ros
products,

In addition to the first prize, award:
ed to the Marzano children from over
100,000 entries, La Rosa awarded se¢
ondary prizes of spaca helmets and
dolls, as well as still-photography ki
to regional winners in the 11 market
areas, These regional prizes were pre
sented on the television shows through
which the contest was promoted. In all,
more than 300 children recelved prizes

New Nome at
Hotfmann-la Roche

The Vitamin Division of Hoffmann-
La Roche Inc, is now the Fine Chem:
cals Division, it has been announced
by Roche President, L. D. Barney.

One of four Roche marketing divl:
sions, the Vitamin Division was estab-
lished in 1939 to provide pure vitamin
to pharmaceutical and food manuiac
turers, Its slogan, “Vitamins By the
Tons,” became widely known throu i |§
out food and drug industries. Re:he
has repeatedly expanded its procuc 8
tion of vitamins B1, B2, B8, C, E, bictin
and panthenol and has also announ
new commerclal syntheses for vitaais
A and beta carotene,

During the post several years the
division added a number of fine che nk
cal specialties so that the new wd
broader term, Fine Chemicals Divis on [
was selected to more accurafely ces 5
cribe fts function. !

Robert W. Smith, who has been Gen- jigs
eral Manager of the Vitamin Division B3
for the past several years, continue
in the same capacity for the Fine Chem-
icals Division, us do other memben
of the sdministrative staff in Nutlef
and the field representatives,

It's easier to get ulcers from what's i
eating you than from what you est
—Robert 8. Kerr.
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More Durum Needed

Durum wheat supplies are very low
and expansion of production is urent-
ly needed, The small 1858 and 1958
crops, which fell some 6 to 8 million
bushels short of domestic needs, have
complicated matters for the makers of
macaroni and similar products,

*“This shortage may seem strange in
view of the national wheat surplus,”
says Victor Dirks, experiment station
agronomist, “but the American wheat
crop is composed of five distinct market
classes, and there is a minimum domes-
tic requirement for each: white wheat
for cooklies, soft winter wheats for cake
hard red winter and hard red springs
for breads and rolls and durum wheat

for pasta products. The minimum re-

quirement for each of these can't be
transferred from the others, although
a surplus In any class gets to bhe just
wheat. Right now we're at rock bot-
tom on durum wheat,

“Good milling durum can't be grown
in every area, it requires cool summer
nights to ripen slowly and develop the
high carolene content of the kernels,
This gives macaroni products their rich
golden yellow color, The area best
suited 1o this (and where the industry
buys its supplies) is the cooler and
higher regions of the eastern Dakotas
and the adjacent Red River Valley of
Minnesota,”

South Dakota formerly had a large
share of this durum market. The rust
years of the early fifties nearly elim-
inated durum wheat in the state. Al-
though new rust resistant varieties,
such as Langdon and Romsey, became
availoble in 1958 and two improved
varieties, Lakota and Wells, are being
released in 1960, the acrcage has not
yet been recovered.

Prices Firm

Cholce and fancy durum sold at $2.48
for all better milling types in Minnea-
polis in mid-April. Rece!;*s were Insuf-
ficient to meet demand.
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IS THE TIME TO GROW

South Dakota Growers
Expect Income Rise

Northeastern South Dakets farmers
can expect to average eight dollars per
acre additional income for growing du-
rum wheat instead of bread wheat in
1060, according to Ralph Nelson, assis-
tant economist, and Victor Dirks, asso-
ciate agronomist at South Dakota State
College.

“This advantage is based on price,
ylelds and test weight and assumes
farmers would use the best durum and
spring wheat varieties now available,”
they said.

15 Cent Premium

Durum wheat has been getting a 15
cent premium due to high demand and
short supply., Additional premiums for
fancy milling grade average out at 3
cents a bu., meaking durum wheat 18
cents above equivalent Dark Northern
Spring wheat prices.

When comparing the low test welght
of the varieties Selkirk and Conley
generally grown In northeastern South
Dakota with the typically heavier du-
rum wheats another 6 cents a bu. ad-
vantage for the durum wheat producer
is noted, they said.

“When differences in test weight and
current market prices are considered
there is a 24 cents a bu, differential for
the same grade; $2.18 for durum and
$1.04 a bu. for hard red spring wheat,
based on Minneapolis prices,” they
sald,

Yield results from the Northeast Re-
search Farm north of Watertown show
that the recommended durum wheat
varicties have outyielded the best
available bread wheat varieties by 10
te 30%.

The grower expecting a yleld of Sel-
kirk of 15 bu. an acre can expect to
gross $20.10 an acre, at the $1.04 a bu.
price. The equivalent yield of durum
wheat, 17 bu., would gross $37.06 an
acre.

LA S iy dR i S
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Durum Planting Intentions

A shortage of durum wheat for m.ca.
roni manufacture looms just ah:wai

predicts Henry O, Putnam, execuiiv |

secretary of the Northwest Crop Im
provement Assoclation,
Referring to the U, S, Departmert o

Agriculture's estimate of farmer plunt B

ing intentions for 1860, Putnam recalle
the Crop Reporting Board's March 1}

figures show that a total of 1,726,000 B8

acres will be planted to durum. Thi
will be an increase of about 350,00
over the 1850 durum acreage,

“While this increase is encouraging’
Putnam said, “it will leave the mac:
roni industry etill short of the amount

of durum it needs to meet twin de§

mands of increasing consumption andi
growing population. The industry &
hoping for 2,000,000 acres planted &
durum this year."

Shortage Indlicated

“We have in the March 18 estimat
a clear-cut indication that we will b
short of durum in 1860," Putnam said

“Fortunately, however, the govern §

ment figure is merely an estimate d
intentions to plant, Farmers in th
Northwest area still have time &

change their minds and plant suffi§

cient durum for industry's needs. Ur
less they do, we will be facing a sit-
uation similar to that which existed

following the rust epidemics of tht [

early 1850's when the macaroni Indus
try was forced to turn to substitutes

The result was an inferior product and %

loss of market.”

Putnam said that since North Dak}

ota, western Minnesota, South Dakols
and Montana produce nearly 100 per
cent of the durum grown in the United
States, Northwest farmers should cor
sider keeping this valuable market by
planting more durum in 1860,

The indicated acreage for Spin[B

Wheat is 11,091,000 compared to 12,132
000 in 1859. The acreages actuily
planted in 1860 may turn out to bt

larger or smaller than indicated, by

reason of weather conditions, prict
changes, labor supply, financial co:di
tions, the agricultural program
the effect of the report itself upon 'ar
mers' intentions,

In Canada, growers in the pruinit
provinces as of March 1 intended b

plunt 916,000 acres of durm this y:en§

90% as much as was shown in 1J5

Mill Grind Up

Northwestern Miller reports durue
mill production for crop year July L

1858 to April 10, 1860 at 7,540,636 hur i

dredweights compared to 7.473.813 last
year,
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There is something special
zpout Macaroni products made from

Lt‘u have “‘something special” is the phrase that is heard more and more
often from New York to L. A. Let's have a different kind of meal—but with lots of appetite and
health appeal. Let's have a meal that satisfies all the family all the time.

Everyone knows that macaroni products are economical—but do they
know that they can be “‘something special” dishes too.
They meet all the requirements of big-family budgets to the most exacting taste of the gourmet,

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

/ o
(44 i{f, DURUM PRODUCTS

MlNNEAPOLIS@MINNESOTA
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Make Advertising Pay
Continued from Page 12

It will result in more tie-ins, more
display, and better use of your
point-of-sale materials,
5..Do Enough Advertising.
General Foods spent last year, nine-
(] ty-six million dollars for advertis-
ing. At their stock holders meet-
ing this spring, Charles D. Morti-
mer, Chairman of the Board, told
the stock holders about this enor-
mous expenditure and how it
it helped General Foods to keep
thelr place in the market on old
products and get acceptance on new
products, He said “The surest way
to overspend on advertising is not
to spend enough to do the job prop-
erly.”
It is better to do a good job in a
limited number of markets than to
spread too thin, by advertising too
little, in a lot of markets.

Measuring Resulls

In the summary on your program,
measuring results against costs is given
prominent mention, and the statement
is made that the obstacles to measure-
ment are fallacles, That in itself is a
big statement, but to a very great ex-
tent it is true. Simple measurements
can be devised to help you evaluate
the results of your advertising. These
are;

E 1, Newspapers in many markets make
1

“Brand Preference” surveys, In
other markets, the newspapers will
make trade checks and even limit-
ed consumer checks for an adver-

] tiser,

{ 2, Some sectional magazines frequent-
ly survey the “Brand Preferences"
of their readers, This is generally
done on a yearly basis and you can
check your progress there.

3. Your own records are sometimes a
good measuring tool, It takes some
work to dig out the data by mar-
kets and compare it with previous
years results, or the results in other
markets, but the answers are often
right in the books,

4. There are‘research companies who
will, for a fee, determine your
sales trends and evaluate the re-
sults of your advertising and mar-
keting efforts. Among these are:

The Burgoyne Grocery and Drug
Index of Chicago;

Selling Research Inc, of New

York;

A. C, Nielsen Company of Chicago.

We had quite a discussion at our ta-

ble on making your advertising dollar

pay. We came to the conclusion that

the way to do it was to work hard at it.

Supermarket Shopper
Continued from Page 6

items such as pretzels, potato chips,
cookies, popcorn and nuts rated just
under candy in total decisions made at
the store. Frozen foods and baked foods
followed high on the list, with average
total store declsions of 82.7% and 78%
respectively.

The staple foods such as coffee, tea,
flour, shortening, canned and fresh
milk, eggs, as well as cigarettes and
soap flakes and detergents in the non-
foods, were the purchases shown most
often decided before reaching the store,

What conclusions are to be drawn
from this study? How can food manu-
facturers influence the shopper's store
decisions? The increased competition
for the shopper's food store dollar
points to the need for more aggressive
selling, better in-store promotions and
improved packaging,

Advertising’s Role

The following statement was pre-
pared by James S, Fish, vice presi-
dent in charge of advertising, Gen-
eral Mills, Inc., for the recent Cost
Conference:

Advertising is a marketing tool and
as such plays a different role in almost
every business, depending on the na-
ture of the product and its market, and
most particularly on the nature of the
distributive system by which the prod-
uct gets from manufacturer to ultimate
consumer, Advertising's basic role is to
persuadu the ultimate purchaser to try
and continue to use a product or ser-
vice, While it is often one of the largest
items of expense in the total budget
of companies, particularly of those in
the consumer goods field, it neverthe-
less must be considered as an overall
cost of the product — a necessary cost
required to market a product profitably
for the company who manufactures it.

As one of the top dozen advertirers
In terms of total dollars spent in the
U. 8, it is fairly obvious that General
Mills does believe in advertising. But
despite the huge aggregate total dol-
lars being spent for advertising for the
company, Lils ¢otal is arrived at only
as the sum of a number of individual
product budgets, each one prepared on
the basis of the product needs, and the
role advertising plays in marketing
products in that particular industry, It
is a far ditferent problem gaining dis-
tribution in supermarkets on a nation-
al basis and in sustaining product
movement in a field of over 5,000 items,
than in assisting a sales organization
in persuading a limited prospect to
look to us as a prime supplier of nu-
clear handling equipment, or of chemi-
cal products, or of durum flour. In
each case, the advertising role is care-

bkl itaraidliioas

.ciples in its advertising which guid:
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fully fitted into that of the total dis
tribution system so that this mass ¢ m.
munications tool can provide the m ixj.
mum of support in the ultimate 11ar. B8
keting effort. :
General Mills has three simple | rin. &

in the development of our continuing

programs:

(1) Our advertising shall be trutlifu
informative and educatlonal. |

(2) Our advertising shall render th 3§
maximum of helpful service,

(3) Our advertising shall insofar w
possible seek to expand marke |8
rather than merely take busines
from competitors,

Through following these principle |8
through continuing research on ways is
which to improve media selection, eve B8
better creative effort, ever better pack- §
aging, we continually seek ways to gais
some small competitive edge in thi
battle for the consumer vote for ow
products. The noise level in the over
all field of communications grows loud §8
er and louder each year as advertising
expenditures out-strip populatioz
growth and communications channels
Therefore it requires all who use ad-
vertising to make the most skillful use
of each of the tools of mass persuasion
in order to make these dollars do their
part in producing sales at a profit,

Again, except in the case of mail or-
der ads, advertising seldom works by

il

et | Food Advertising

*nt, dull and non-productive.”

m-and-price-only advertising can
:sed if each item is linked to an ob-  the best accomodations.
:ly low, low price, Gore sald, other-

ibiner features, He warned retailers not
fo let & committee produce their ad-
geriising, but rather hire the best pro-
fessional advertising personnel avall.
bl

“You automatically gain a proper
ore image if your advertising is plan-
ed and executed properly,” he said,
e good advertising man or woman

engths and weaknesses of your op-
RBration. Good management gets enough
ood promotional personnel. Good pro-

Mr. and Mrs. Raymond Guerrisi of
ebanon, Pennsylvania, have an-
pounced the birth of their son Michael
David, born March 24. Mr. Guerrlsi is
president of San Giorgio Macaroni, Inc.

Continued from Page 14
" he said. “There is no basic pro-

Convention Program Plans
Continued from Page 26

«al plan in evidence; no careful, tennis, and five specialty restaurants

i FHW"""""""“ 1101t R s e v

Chicago representative George Faber
and Mrs. Faber are enjoying a three-
week European trip to Switzerland and
Austria.

ce thinking has been done, And bringing patrons traditional dishes

) ut hard, long-range thinking, ad- from all over the world. Room reser- puth Bailey Dies

ing Is Ineffective, wasteful, extra- Vvations forms have been sent out from

the Association office and should be
sent directly to the hotel promptly for tired durum manager at General Mills,

Anniversary Additions
The John B. Canepa Company, man-

Mrs, Harry 1. Balley, wife of the re-

passed away after a long illness April

Conventions are good for the asso- 10 in Coral Gables, Florida, Burial was
. the store must capitalize on its clations sponsoring them, for the mem- in Indlanepolls, former home of the
te ey . bers attending, and for the industry as Baileys.

a whole, Meeting together for several

days gives you the opportunity to find

new answers to old business problems. Plant To Be Closed

Plan to attend.

The macaroni division of the Quak-
er Oats Company plant, in Tecumseh,
Michigan for forty-three years, will be
closed by June 30 due to marketing
problems, Donald R. Nixon, manager,

explore and make note of the ufacturers of Red Cross macaroni prod- announced.

ucts, announces the introduction of
eleven new items, The firm, a Chicago
industry since its formation in 1880, is
now producing six ‘new Italian special-
ty items as well as five new canned
sauces, The sauces are to be marketed
under the family name of Canepa.

World Travelers
Mr. and Mrs, Bill Ewe of Minneapo- problems which have made distribution

lis are on a trip around the world, Mr.
Ewe is retired from the Durum Divi-
sion of the King Midas Flour Mills,

The 23 employees will receive sev-
erance pay. Each employee will get
one week of salary for each year of
service up to 20 years, Those with
more than 20 years will get two weeks
pay for each year over 20,

Mr. Nixon said the plant, which man-
ufactured macaronli, spaghetti and
noodles, wlll close due to marketing

economically unsound.

56th Annual Meeting - June 21.22-23

itself. But properly integrated into an
overall marketing program and hamn- B
essed to a product or service that offers
an honest value to the customer, ad: [
vertising is a most necessary ingredient
and one which, when properly used §8
can carry a large part of the load of
building 4 successful business — pirii-
cularly one which has a degree of im-
munity from mere price competit on
The consumer franchise is Luil
through a combination of good prod ict
fair price, good package, good senice,
and a good image which has often b *n
built largely through advertising, * his
“franchise” can best be measured by
the difference a customer would iy
for this product as compared to an 1n
known product of similiar characte sis-
tics.

Advertising multiplies the sel'ing |§
voice of a company, directing this nes- |
sage al known prospects, as well o8
secking out interested prospects not
reached by direct sales effort. Despite
progress in advertising and marketing
research of all types, advertising i
still an art, rather than a sclence, and
as such continues to challenge its usen
to better ways to use the tools of illus- §
tration and message and media toward
building an economy that can match
the scientific and population growih
which marks the mid-20th contury.

THE MACARONI JoumNAl

For ideas,
information,

: plan to attend

the 56th Annual Meeting
Edgewater Beach Hotel, Chicago

June 21.22-.23

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing
In all motters involving the examination, pro-
duction and labeling of Macaroni, Noodle and
Egg Products.

1=Vitamins and Ktinerals Enrichment Assays.

2-Egg Sollds and Color Score In Eggs, Yolks and
Egg Noodles.

3-Semolina and Flour Analysis.

4—Rodent and Insect Infestation Investigations.
Microscopic Analyses.

S—SANITARY PLANT INSPECTIONS AND
WRITTEN REPORTS.

James J. Winston, Director
156 Chambers Street
N.w York 7. No Yﬂ
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More On Defatted Wheat Germ

Dear Mr, Editor;

In my talk on defatted wheat germ
as a desirable ingredient of enriched
spaghett], published in the April, 1960
issue of The Macaroni Journal, I tried
to develop the information as I, a busi-
ness man, would like to have it pre-
sented to me. But I did venture to pre-
sent a table to show the results of some
rat-feeding experiments made for us in
one of the well known independent
laboratories, and directed attention to
the marked Improvement in protein ef-
t/clency brought about by the inclusion
of wheat germ, or of wheat germ plus
‘ir.~d yeast, in the production of en-
rt .ed spaghetti. There are various
methods of determining the efficiency

PP WSV ST PR T

riched macaroni products can already
do under the existing federal standards,

There can be no doubt that macaroni
products supply a greater quantity of
protein when they are made from sem-
olina than when they are made from
flour that is lower in protein, It is also
true that both defatted wheat germ
and dried yeast are permissible ingre-
dients of enriched macaronl and spa-
ghettl, These ingredients supply not
only importunt vitamins and minerals
but they also supply appreciable quant-
itles of high quality protein, In addi-
tion to a quantitative improvement of
the products contalning them, these in-
gredients produce a qualitative im-
provement, which means that more
muscle tissue can be built from an

Enriched macaroni and enriche
spaghetti are excellent foods. The in.
clusion of defatted wheat germ, o+ o
defatted wheat germ plus dried ycas,
in their formulation, results in nutr |8
tionally better products. The prolus
tion of such nutritionally preferreq
products can be undertaken withoy
requesting any changes in the effectin
federal standards for these products,
Yours vevy truly,

Louis E, Kovacs, President
Vitarnins, Inc,
Chicago 21, Ilinois

Liquid Egg Production

T

FAMOUS
SYMBOLS

Production of liquid egg and liquid
egg products (ingredients added) dur
ing February totaled 61,020,000 pound
—up 8 percent from February 1858 and
the largest production for the month
since February 1850. The quantitie
produced for immediate consumptia
and drying were smaller than a yex
earlier but the quantity produced fa
freezing was larger.

Liquid egg used for immediate con
sumption totaled 3,088,000 pounds
compared with 5035000 pounds i
February 1059,

Liquid egg frozen during Februany
totaled 37,100,000 pounds, the larged
quantity frozen during the month sine
February 1953—22 percent more thu
during February 1850 and 37 percen

"equal amount of protein, At the risk
of becoming technical, I should like to
present some figures from tests made
for us by the Laboratories of Vitamin
Technology, which show that the pro-
tein of defatted wheat germ (Vitinc
brand) has a nutritive value equal to
that of the casein of milk,

Groups of white rats were fed other-
wise adequate diets, in which the pro-
tein content was kept at the low level
of B per cent, and either defatted wheat
germ or casein served as the sole
source of protein. Over a period of four
weeks the growth and food consump-
tion of the animals were measured.
The results in averages, and the com-
puted protein efficiency values, were

or go-called quality, of food proteins in
the laboratory. A corvespondent men-
tions one method which uses 8s & mea-
sure what is called the “prote.n effi-
ciency ratio”, which should not be con-
fused with the “protein efficieucy"” ob-
tained by other, and equally reliable,
methods, There is as yet no official
method of measuring protein quality
in this country, and it is confusing, to
say the least, to attempt to make com-
parisons of figures obtained by differ-
ent methods, though comparisons may
very properly be made of figures ob-
tained by any suitable method by one
laboratory.

Some years ago the products of the
macaronl Industry might have been

SOLDIER

In 1921 an unknown
American soldier killed In
World War 1 was burled
in Arlingten Notlonal Cem-
elery In Yirglnig, just acrons
the Polomoc River from
Washington.

The monument s a rec

criticized by nutritionists because they as follows: more than the average, Frozen 'hn:':::'cl'n :Io'chl. o‘:“ :[;::::
Proteln Gain In Food Proteln stocks increased 3 milllon pounds dur i “Hera casts [n honored
Bource weight consumed eificiency ing February, compared with a de¢ glory an American soldier
1. Caseln of milk 733 3103 263  crease of 1 million pounds in Februs L O
req emorial o -

2. Vitine Defatted Wheat Germ 944 354.6 296 109 and the average decrease of | Macke slsds wenr the

million pounds.

Egg solids production during Febn
ary totaled 5,365,000 pounds, comparel &
with 5,143,000 pounds in February
1059.. Production in February cons sie
of 4,123,000 pounds of whole egg s« lids §

Tomb of the Unknown
Soldler, and every Mamor-
ol Doy thousands gother
thers to honor the decd.
In 1958, on Memorial Day,
on unknown soldier from
World Wor Il ond an-
clher from the Korsan War

Here “protein efficlency” means the
grams of protein required to produce
a gain in weight of one gram, under
the conditions of the test, The results
show clearly that wheat germ is an

were comparatively low in some of the
vitamins, in certain minerals, and in
protein. Enrichment of the greater part
of the industry’s production has served
to put the products in a stronger posi-

IR

tion, but criticism of the low-protein
content remains, There are three
schools of thought about what should
be done in meeting this situation. One
says to do nothing, except perhaps to
call attentlon In advertising and pub-
licity to the desirability of serving ma-
caronl products with cheese, meat, fish,
etc., in order to compensate for the pov-
erty of protein in the macaroni prod-
ucts. Another says to have the federal
government standards revised in order
to incorporate into macaronl products

arious supplements that are rich in
éroleln, or amino acids which will im-

rove protein quality. The third school
says, in effect, let's see what we can
do with what is available to us, right
now. My talk “About Defaited Wheat
Germ" was intended to show what a
manufacturer who is interested in im-
proving the nutritive quality of en-
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excellent food source of protein, and
these results are in harmony with other
reports in the literature.

The results of other tests performed
for.us by three outside laboratories
have verified our assertion that the ad-
dition of defatted wheat germ, to the
extent already permitted by the fed-
eral standards, markedly improves the
quantitative and qualitative values of
the proteins of enriched macaroni and
spaghettl, The results are equally con-
clusive whether the macaroni products
are made with semolina or with flour,
Because of its nominal cost, defatted
wheat germ might well be considered
as a desirable ingredient of all enriched
macaroni and spaghetti. The supply of
defatted wheat germ, which practical
operating experience has shown to be
well adapted for this purpose, would
be fully adequate. i

563,000 pounds of albumen solids and
670,000 pounds of yolk solids, Prciu
tion in February 1959 consister d
2,755,000 pounds of whole egg sclids

1,210,000 pounds of albumen solids, and [
1,178,000 pounds of yolk solids. os ¥

of the whole egg solids produced dur
ing February, both this year and
year, was under Government contrac

New Frozen Pack

Individual servings of two new fr*
zen, ready cooked products are off
by Holloway House ol Chicago. Macr
ronl and beef In sauce and potatoes ¥
gratin are both packed in pans with?!
black base to reduce heating time b
5 to 7 minutes, Also in single servii
packages for the first time is
and cheese.
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were loid to rest with
thelr compatriot In Arling-
ton Nolienal Cematery.
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Grand Forks, North Dakola




WAY BACK WHEN

40 Years Ago
e Meet us at Niagara Falls for the 17th
annual convention to combine business
with pleasure; meet your competitors,
all honorable men; enjoy an instructive
and entertaining program; attend every
session — 'boost the macaroni industry.
e Italy used nearly 7,000,000 quintals
of hard wheat to manufacture macaroni
in 1018, ;
e French production was estimated at
a million kilos per day, and they were
short of macaroni wheat.
o Wheat Director Julius Barnes came
out strongly against the guarantee of
wheat prices after the expiration on
July 1, 1920. He said: “It is time to
remove all artificlal props or restric-
tions from business of every kind.”
e Macaroni prices were depressed by
dumping of the Navy's surplus accumu-
lated for war purposes.
¢ Commercial Macaroni Company of
Boston went out of operation.
e Cost accounting is valuable and fun-
damental, says J. Lee Nicholson, presl-
dent of the National Cost Accountants
Assoclation. He added, “Inaccuracy
promotes failures.”

30 Years Ago

e “Practical and profitable merchandli-
sing" was announced as the theme of
the 27th Annual Meeting again to be
held at Niagara Falls, Canada.

e Turnover: Of sixty active members
listed ten years ago, twenty-three are
now defunct and seven are no longer
members, Of sixteen Associates, six
had gone out of business and four re-
signed.

o Trustees for the macaroni advertis-
ing campaign were setting up machin-
ery to “teach the millions to eat more
macaroni, spaghetti and egg noodles.”
First board meeting was held in April
of 1830,

e Seventy-five cents a case was offered
by an Oklahoma wholesaler for two
dozen T-ounce packages. This brought
a rise out of M, J, Donna, who wrote:
*You have been in the jobbing busl-
ness long enough to know that good
macaroni products cannot be manufac-
tured at that price. No wonder you
are not satisfied with the quality you
have been buying."”

e There was concern about a reduction
of spring wheat acreage amounting to
4% In 1930,

e A new macaroni factory started op-
eration in Chicago under the name of
the Roma Macaroni Manufacturing
Company., Owners: Rosario Presio and
James Graziano.
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20 Years Ago

o Needed - slack filled package under-
standing. What the industry needs
says a Journal editorial, is stability in
packaging regulatlons, Manufacturers
must know what constitutes a legal
package for all of the varlous sizes and
shapes of macaroni products.

e The Federal Trade Commission
clamped down on exaggerated claims
that long macaroni was better than
ghort cut. The Governmental agency
sald length is no qurlity guide,

e There was agitat’ .n for hearings by
the Government bodies at the conven-
tion city during the annual conference
of the macaronl industry as a matter
of convenlence and of obtaining gen-
eral opinion of the trade as expressed
by elghty manufacturcrs who attend
these meetings,

e The date set for formal hearings on
the proposed definitions of standards of
identity for semolina, farina and du-
rum flour on May 13, 1040 was can-
celed.

e Art in Macaroni Products was an
article by Edna Teall in the Newark,
New Jersey News. She observed that
gea shells, bow tles, and other fancy
shapes are both artistic and deliclous,
Macaroni wheels which are again stag-
ing a renalssance were among the
items noted by the author.

10 Years Ago

o Below cost selling hurts the indivi-
dual and the Industry, said President
C. C. Brecure, of the National Associa-
tion of Retail Grocers. The editor noted:
“He could have had in mind the pro-
fit-robbing practice prevalent in some
macaroni quarters,”

» A reglonal meeting was held in Chi-
cago ten years ago to hear a report
from Ted Sills on the activities of the
National Macaroni Institute and round-
table discussion on employees relations
and trade practices.

e The 2nd Plant Operations Forum
conducted by the Hoskins Company at
Northwestern University was called a
success,

o Tide magazine carried a case study
on V. La Rosa & Sons describing how
advertising Ingenuity makes a modest
budget go a long way. The report told
of emphasis on foreign language radlo
and a special network feature with big
Hollywood stars at a low cost.

e Joseph Santl of Venice, Italy des-
cribed a revolution in food processing.
It concerned the invention of the conti-
nuous automatic press and controlled
drying, greatly increasing the output of
Italy’s 1800 factorles.

* i At il L Vhnaial b AL e E AL L Al Sl T SR

CLASSIFIED
ADVERTISING RATES

Display Advertlsing.....Rotes on Appl -alin

Want Adb.cvsensrrsnannes 75 Conts pi- Uy

—

WANTED — Subscribers lo the Mocoron! Jow.
nali your sales representolives, broker:. &
pariment heads, key customers, and ofhe . wiy
want to know whal's geing on in the mc o
flsld, Annval subseription roter $4 do kg
$5 foreign. Reduced rales for groups ovir I
Contact the Macaronl Journal, Box 334, Pole
tine, Hlinols,

INDEX TO

ADVERTISERS
Ambar Milling Divhlen, O.T.A, .ov0vue ]
Ambretts Machinery Corporation ,..... 10-I B8
Ballas Egp Preduchs Co. Inc.
Braibantl Company, M. & 6. .....ov.un,
Bubler Brothers, Int ..vvuunnnn
Clermont Machine Company, Inc.
Commander Larabee Milling Co. ..vvuvus
DeFranclicl Mochine Cerperatien .... 16,1

—_—

sesssnenen U

Gonaral Mills, Ine. . .voverransrsnnnans 1
Henningsen, Inc, ...... sesesannesnens
Hotimann-laReche, Inc. o ... vuuve ++ Cover B
1 Milling Company ..... Cover R
Jocwie Winsten Loberaterles, Int. oovoes B
Miny Midas Flour MIlls o ooovenianrrnes 8
o thedd, D, B Sens, INC L oiiiiinianie n

Nailonal Macaron! Manufocturers Asn, ... ¥

North Doketa Mill & Rlevater ,...... .. YRR nl:liul'orthepu

Pavan, M. B M. iovvvnviannniansnanns
Rossoti Lithegraph Corporatlon ... ..

Oversight

By an oversight, two associatc men
bers of the National Macaronl Manv
facturers Association were omitld
from the Buyers Guide in the Aprili
sue.

Merck & Company, at Rahway, Nev
Jersey, are suppliers of vitamin igrt
dients distributed directly to mille 3

inclusion in semolina and flour rdxs Gy

U. S. Printing & Lithograph Dir.
Diamond National Corporation, 5%
Madison Avenue, New York 22, Nev
York, are suppliers of lithogr:phd
packaging materials. i

Macaroni Man Dies

John R. Rezzolls, Sr., 78, dled ? (srd
3l at Sarasota, Florida where he
been spending the winter,

A former resident of DuBols, i'ent
sylvania, he was president of the F en¥
ing-DuBois Corporation and for nad
years had owned and operated the In&
ana Macaioni Company in
Pennsylvania.

He is survived by his wife Jensk
two sons, four daughtors and their {12
ilies.
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INSIDE SCIENCE

The Vital Story of

MACARONI ENRICHMENT

by Science Writer

This Is the Jourth article in & serles devoted fo the story of cereal enrichment

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

Il

of the great benefits which result from enrichment.
For years, some forward-looking manufacturers of

oni and noodle products have used enrichment to
their good foods better, They know that enrichment

tores important vitamin and mineral values which are
navoidably lost in milling, and they recognize their

nsibility to Erovide the greatest health-building
lic.,

richment is really a simple process, It adds the fol-
g cssential clements to the food during manufacture,

Thiamine—also called vitamin By, This vitamin helps
g0 build physical and mental health, It is essential for
hormal appetite, intestinal activity and sound nerves.

Etilmﬂav{n—nlso called vitamin By, This vitamin helps

<p body tissues healthy and to maintain proper
on of the eyes. It is cssential for growth,

:cin—another “B" vitamin, is needed for health
tissues, Its use in the American diet has done muc!
¢ a serious disease called pellagra disappear.

-'is a minera! used in all enrichment, It is essential
xing good, red blood and preventing nutritional

ucts made from semolina may be enriched by two
's. One uses small square wafers which contain
vitamins and iron necessary to enrich 100 lbs,
fers break up in a small amount of water which
added to the paste. For manufacturers who use
“inuous press method,
“dered concentrate of
iumins and iron, called

a mechanical

oo b gt
"
Z'A I, -::""ﬂu

These are the minimum and maximum levels, in milll-
grams pex pound, required by the Federal Definitions
and Standards of Identity for enriched alimentary pastes.

Min. Max.
Thiamine (vitamin By )...vevvvesnses 40...... 50
Riboflavin (vitamin Bg)..cvueannsses LT00iin 22
Niacin ...... B 1 veed:270......340

IFON oeevvannnnsssssansnsransssesss180.00...105

NOTE: Thesc levels allow for 30% to 50% losses in
kitchen procedures.

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

The Hoflmann-LaRoche
people, who produce a
good percent of the vita-
mins used in enrichment,
use umnzlnglﬁ complex
processes with scientific
production controls. This
requires modern, special
equipment filling whole
buildings, each one a city
block square and many
stories high.

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

This article, reprints of which are available without
charge, is published as a service to the macaroni industry
by the Fine Chemicals Division, Hoffmann-La Roche
Inc., Nutley 10, New Jersey. In Canada: Hoffmann-
La Roche Limited, 1956 Bourdon Strect, St. Laurent,
Montreal 9 P Q. © 1980 HLR ING,
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UNIFORMITY,

you get it from
International!

L e v

That's because continuing research
and strict products control at
International mean greater
uniformity, better flavor and

nutrition—for all your :
macaroni products, o
Bo, the next time you order, i
be sure of uniformity with
durum products from , . .

] Vi
® :
International ;
MILLING COMPANY '
DURUM DIVISION

GENERAL OFFICES: MINNEAPOL!IS 2, MINNESOTA
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