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can deliver FREE advertising power—with 100% “purchasing
lr"iim“ n':‘hl:’?.u”iﬁ a ROSSOTTI-designed package, because ROSSOTTI pow-
ers it with . :
o A real-life visual of your product in use ... to fan consumer interest to “want-
it-now” appeall 3
e A scientifically designed, distinctive trademark, and instantly visible brand
and product identification . . . to capture consumer attention, build package
recognition!

o Ideas for related-item tie-ins or premium promotions . ., with a rare oppor-
tunity for multi-exposure advertising at no extra cost!

e Economical, too ., . . looks like a Juxury carton but costs far less than you
think! ‘

Your package, too, can gain hard-selling advertising or promotional power , , . and incresed
selling vigor over related products as welll Write us today to learn how.
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Mﬂ” “/FIRST IN MACARONI PACKAGIN

A reliable source of supply since 1898
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Executive Offices: Westemn DI 5 MIDWEST LITHOGRAPH coRP.
OGRA RPORATION ROSSOTTI CALIFORNIA LITHOGRAPH CORP. ROSSOTTI
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UUniform amber color and granu-

lation,

Nationally famed macaroni manu-
facturers prefer Amber's Venezia
No. 1 Semolina and Imperia

AMBER’S

Venezia
1 Durum granular.,
No' semouna It’s easier to control the +quality and
and color of your products with Amber’s
Venezia No. 1 Semoli‘ia and Imperia
Imperia Durum vt e
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-
peria Durum granular,

Rigid laboratory control, highly
“skilled milling personnel and
modern milling methods com-

plete Amber's quality control program.

IEW Make your next shipment
X Amber's Venezia No., 1 Semo-

lina or Imperia Durum granular,

|
I
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No.1 Semolina

tm————-MILLING DIVISION___i

FARMERS UNION GRAIN TERMINAL ASSOCIATION
MILLS AT RUBH CITY, MINNESOTA + GENERAL OFFICES, 8T, PAUL 1, MINNESOTA
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Newly elected officera (left to right): Robert M. Green
Secretary-Treasurer; Robert I, Cowen, Third Vice-Prest
dent; Horace P. Gioia, Retiring President; Albert R
varino, First Vice-President; Emanusle Ronzoni, Ji
President; Fred Spadafora, Second Vi:co-Prelideﬂh

.

'The Macaronl Journal s registered with U.S, Patent Offiio.

Published monthly by the National Macaronl Manufocturerd Asr
riation as Its officlal publication since May, 1919.

Entered os second-class matter ot Appleton, Wisconsin.
THe MAcARoNT Jourm

1o Sills ot the podium presides over o panel discussion with Vincent F. LaRosa, Mrs. LaRosa, M
Robert Williom, and food editors Dorothy Thompson, Isabel DuBols and Ruth Ellen Church,
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rs. Horace P, Giola, Kenneth J. Forbes,

THE Fifty-sixth Annual Meeting of
the National Macaroni Manufactur-
ey Association held at the Edgewater
Beach Hotel in Chicago was a huge
success. There was record attendance,
lively discussions, and solid business
weomplished,

Newly elected officers include Eman-
wele Ronzoni, Jr.; Albert Ravarino,
it vice-president; Fred Spaddfora,
weond  vice-president; Robert Cowen,
8, third vice-president. All other of-
fcers and directors were re-elected.

The Board of Directors approved
pojects for the promotional program
of the National Macaroni Institute in-
thding advertising in “What's New In
Home Economics,” distribution of bro-
thures for National Macaroni Week,
ind National Macaroni Week kits. The
consutulion for the Association was up-
dited to improve geographical realign-
menl,

Pmtlnﬂs by President Horace P.
Giola to open the conventlon will be
lound on page 8.

Suppliers Speak
Alvin Kenner of the Durum Grow-
1 Assoc atlon outlined the long range

g Pogram f the farmers for expanding

durum m irkets, Otis Tossett, president
of the N.rth Dakota Wheat Commis-
tion, obs« ved that agriculturalists are

j bking & .:eater part in the marketing

o thelr 1. (oducts and noted increasing
Quality consclousness and abllity to buy
it Europ

it

{ The durum millers gave estimates of

durum wheat supply and distribu-
Pletuze and encouraging words on
ppearance of crop prospects.
Don Fletcher ‘of the Crop Quality
: il Invited macaroni men to make
durum field trip tentatively set for
15, 18, 17,
Harold py, Willlams, president of the
Ititute of American Poultry Indus-

ﬁm}]_ggo.

tries, urged manufacturers to “use your
noodle.” His comments appear on _age
11.

Howard Lampmen unveiled the new
wall chart In preparation by the Du-
rum Wheat Institute for schoolrcom
use. The chart will have an interesting
treatment of history, production, and
use of macaroni products. “Eronomical
Gourmet Entrees” and the consumer
verslon called “Specialtics of the
House" are being offered by food edi-
tors In newspapers acruss the country
and are getting good response, He
urged manufacturers to use these tools
to better advantage and help get wider
distribution of this important educa-
tional material.

Ted Sills of the National Macaronl
Institute moderated a discussion by a
panel of food editors including Doro-
thy Thompson of the Chicago Amer-
jcan, Isabel DuBols of the Chicago
Daily News, and Ruth Ellen Church of
the Chicago Tribune. Highlights of
their comments are reported on pages
16 to 23,

John Betjemann, a vice-president of
the A. C. Nielsen Company, world's
largest market research organization,
outlined thirteen common marketing
errors in business today, Highlights of
his talk will be reproduced in the Sep-
tember issue,

Future of Macaroni

Neal Conley, graduate student from
Northwestern University, predicted a
consumption incremse for macaroni of

.about half a pound per person by 1870

based on the record of the 1850's. This
would be about eight pounds per per-
son per annum. He observed that mar-
gins In the macaroni Industry do not
permit adequate brand advertising and
consequently there should be more ef-
fort put behind commodity promotion.
He found no relationship between in-

come and consumption and fee', that
the ultimate consumer doesn't know
and cares little about the price of the
macaroni which she regards as a spe-
cialty. The price consciousness which
has such an effect upon the industry
comes from the grocery buyer in the
distribution set-up. He pointed to the
new products and new uses as a way
to increase consumption and noted that
the potato Industry has halted their
declining consumption by coming out
with new Instant flakes, institutional
packs, and convenience forms that are
winning ready acceptance, A digest of
his comments will appear in the Sep-
tember Issue,

Additives and Trade Rules

J. Kenneth Kirk, assistant to the
commissioner, Department of Health,
Education and Welfare, Food and Drug
Administration, gave the talk sched-
uled for John L. Harvey. It appears on
page 12,

Robert J. Beller, attorney in charge
of administration of the Trade Prac-
tice Rules of the Macaroni Industry,
Federal Trade Commission, reviewed
highlights of rules provisions. He noted
cease and desist orders on “low calorie”
claims for macaroni products during
the past year, In answer 1o questions
from the audience he said that a de-
fensive price reduction to one supplier
Is legal if it is made to meet the law-
ful lower price of a competitor., He
urged that questionable conditions
should be brought to the attention of
the Commission so that they could in-
vestigate and make for correction when
possible.

Lon Carll of Progressive Grocer Mag-
nzine showed the film on their com-
prehensive Dillon Stedy, These were
findings based on the performance of
five Dillon Supermarkets over a six-

(Continued on page 31)
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DESIGNED
WITH EXPERIENCE
2 | AND
BUILT BY T Sy ERE BUILY BY

THE CHOICE h . THE CHOICE
of the of the
LEADERS LEADERS

Demaco— the complete line—Automatic
Short Cut and Noodle Dryers
Conveyers—Die Cleaners

Demaco—the complete line—Automatic
Short Cut Presses
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The amazing records of the macaroni industry are a tribute to the depend-
: able productivity of machines and dryers, designed and built by Demaco, for
e » V4 nothing sells a product like customer satisfaction. Here at Demaco most or-
e I::;mm“ - > ders are repeat orders. Now your company can improve its operating per-

N2 T L | formance and product quality with new presses and dryers or by the Demaco

D{E C O conversions or exchange plans. Our engineering service specialists are ready
m ) to serve you—call us today.
THE CHOICE

(£ AERS 4 % DE FRANCISCI MACHINE CO%PORATION
a8 45-46 Metropolitan Avenuc, Brooklyn 37, New York
Phone EVergreen 6-9880

T g Pl

Demaco—the complete line—Automatic
Long Goods Spreaders

DESIGNED ) DESIGNED
WITH EXPERIENCE 3 7 BN WITH EXPERIENCE
AND 3 AND
BUILT BY ¥ i BUILT BY

DEMACO

THE CHOICE ; { . THE CHOICE
of the X £ P of the
LEADERS T y - LEADERS

Demaco—the complete line—Automatic
Long Goods Finish Dryers

Demnco—the complete line—Automatic
Sheet Formers, Noodle Cutters

Vausr, 1960
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Remarks of Horace P. Gioia ot the 56th Annual Meeting

N BEHALF of the officers and -di-

rectors of the National Macaroni
Manufacturers Association it is my
privilege to welcome you to our fifty-
glxth annual convention,

It is particularly good to be back in
Chicago again. I say this because ad-
vance registration figures indicate this
will be one of the very best attended
conventions in many years. Chicago is
apparently a logical site for our na-
tional meetings, Our group used to
meet here more frequently — having
done so last in 1851 and prior to that
severnl times during the 1040's when
travel was curtailed. Since the geo-
graphic convenience of this city has
much to recommend it I would like to
suggest to our board of directors that
in the future we schedule our summer
conventions in this area more fre-
quently,

Association Functions

I would like at this time o make n
brief report on the comparative status
of our Associatlon,

As compared to the same date a year
earlier orir Association dues are up ap-
proximacely ten per cent. This reflects
in part the dues rate increase voted a
year ago, plus new Association mem-
berships on the part of foreign manu-
facturers namely in Germany, where
we have three and Italy where we have
one so far, We certainly extend a warm
welcome to these European members.

We would do well to heed the exam-
ple of these foreign manufacturers in
joining our Association. These com-
panies have come in unsolicited, be-
cause they see some real value in be-
coming members, Obviously, they feel
our group has, and will continue to
have, something of value to communi-
cate to them,

It is regrettable that here in our own
country, foo many macaroni and noodle
manufacturers cannot or will not see
the ben: its to be derived from better
communlcations,

It may be that some manufacturers
still have a misconception as to the
functions of a trade association such
os ours, Admittedly it Is a time con-
suming job selling the benefits of a
trade association. Often times it Is nec-
essary to correct some erroneous im-
pressions or overcome personal feelings
in order to sign up the new member.
Yet much work in this direction must
be continued.

Some six months ago I had an ex-
perience that vividly pointed up how

8

President Horece P, Glole

misunderstood a trade association may
be in the minds of some people. At that
time, which was back in January of
this year, I met a fellow competitor,
and after a few brief salutory remarks,
I asked whether he was planning to
attend our mid-winter meeting in Flor-
ida. His reply startled me more than
a little, He sald very quickly and curt-
ly, *No, I will not meet with any group
whose president is not the first to raise
prices.”

I quick!y realized that whereas I had
been asiuming everyone knew the
true and real purpose of trade asso-
ciations, here was at least one Indi-
vidu»!, who thought our purpose and
fun-l.on encompassed activities that ac-
tually are illegal, and in addition im-
moral,

I hastened to explain to this indi-
vidual that price fixing and pricing
agreements have absolutely no place
whatsoever in our group activities,
Also I went on further to explain how
the members of a trade can legally fol-
low common interests much more ef-
fectively and economically than might
otherwise be done as Individual com-
panies,

I further attempted to point out some
of the fields in which this was par-
ticularly true, such as serving as in-
dustry spokesmen in contacts with the
government, when it comes to matters
of legislation and administration. Also
I attempted to point out the tremen-
dous value received from our publicity
arm, the Macaroni Institute, even
though the Institute operates on a very

modest budget. I might further have
mentioned the great possibilitie: in car.
rying on research and development as
assoclation operations,

The opcrating figures ‘covering the
Macaroni Journal show a slight decline
in income over expenses as compared
to the like period a year earlier, This
is due because of increased custs with
regard to two specific items. They are,
the cost of printing and mailing, and
the item of posinge. We expect to im.
prove this picture shortly, Our Maca.
roni Journal managing editor is now
in the process of making new arrange-
manis for the printing of the Journal.
This should arrest the steady rise in
printing costs, we have had over (he
past few years,

However one pertinent item needs
improvement, and all of us can help
in this regard. The Journal advertising
revenue is down almost 12 per cent
Each of us, obtaining a new advertiser
from among our suppliers could resd-
ily overcome this problem. If you
should have leads or prospects that you
think Bob Green could work on, please
pass along the prospect's name to him.

Institute ltems

The third operation with which we
are con-srned is the Macaroni Institute.
For tl.e first five months of this year
our Income is down almost 11 per cenl
when compared to the same period 2
year ago, We hope this is a temporary
condition, and may reflect only some
tardiness in remittance. With the
durum mill grind running about one
per cent below a year ago It is difficult
to reconcile the greater dec:‘ase in
payments made to the Macarc i Insti
tute,

The Institute items of exp: 1se &r¢
down almost 15 per cent mu 1y be
cause some funds, although : located
have not been spent yet.

1 certainly hope that when the fig:
ures are reported on the while yes
we will find a healthy increasc In con*
tributions to the Institute prog:am. We
cannot. afford to have It otherwise The
work of the Instltute should le accel
erated in order to maintain our reli
tive position. Our products compele
against additional new items found ot
the retailers’ shelves every day. Thert
remalns a limit as to how many f
items Mrs. Homemaker can Pu"h"f'
and her family consume. Therefore !
seems {0 me that merely to maintald
our present volume is golng to ™

(Continued on page 31)
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There is something special
about Macaroni products made from

Let'a 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 lota of appetite and
health appeal. Let's have a meal that satisfies all the family all the time.
Everyone knows that macaroni productas are economical—but do they
know that they can be “'something specinl” dishes too,
They meet all the requirements of big-family budgets to the most exacting taste of the gourmet.

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

DURUM PRODUCTS
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DURUM MARKETING CONSIDERATIONS

by Alvin Kenner, Durum Growers Association,
at the 56th Annual Meeting, N.M.M.A.

As of June 1, the durum crop situa-
tion looked good, While spring was
late this year and tiie weather cold
and wet for a long time, when grow-
ers could get into the fleld they planted
the crop quickly and molsture condi-
tlons have been most favorable. The
government estimate was that a yleld
of 10 bushels to the acre would pro-
duce a crop of some 33,000,000 bushels,

Long Range Expansion

The marketing committee of the
Durum Growers Assoclation has devel-
oped a | ng range program for expand-
ing durum markets. We recognize fully
that we must beat competition of other
countries in quality and standards by
which durum Is purchased, We feel that
the best of everything should be avail-
able in this great country, and that
quality will always be the best sales
advantage that can be offered.

As farmers, we must constanily re-
mind ourselves of the hinportance of
seeding varletles of durum that the in-
dustry wants. We must use pure seed
and exerclse care in handling to avoid
add-mixtures. We are urging both
farmers and grain handlers to exerclse
greater care to avoid these mixtures.
The discriminating buyer is entitled to
thls consideration in order that he may
in turn guarantee the ultimate custom-
er the finest in macaroni and spaghettl
products.

We are attempting to educate the
growers as to the needs of industry
both as to quantity of durum needed as
well as to the best varieties to seed for
a quality semolina product.

In our efforts to improve public re-
lations with the domestic industry, w:
are trylng to better acquaint oursclves
with industry problems, We want to
know what your problems are; we
think you are interested in having a
better understanding of our problems.

We welcome any suggestions that
the millers and macaroni manufactur-
ers may have along this line. Integrat-
ing our thoughts and working unitedly
in joint promotions Is our aim, because
we are dependent upon one another.
We feel that farmers are doing a good
job but can and will do a better job.

We are Interested In seelng a real
effort in promoting experiments to de-
velop new products, including the
Crockett and Lumpman dip snacks

made from durum., Maybe when you
get home, someone will come up with
the favorite of all snacks.

We strongly favor the promotion and
advertising that will acquaint the peo-
ple with the durum production story
ard the advantages of buying products
niade from high quality durum. One
way under study is the development of
the documentary film on durum for
television use that would give the whole
production story tled together with
macaronl processing and the nutritive
values of the end products, We are also
considering tourist promotion within
the state of North Dakota which would
take the form of little sampl: bags of
durum wheat along with matcrial that
would tell the durum story.

"As an assoclation, we are working
closely with the North Dakrta State
Wheat Commission to develop new
markets in forelgn countries and ex-
pand those where we do have some
business, We must find out what for-
elgn countries like and want—this is a
job of market research. We must ex-
pand and improve our public relations
with our prospective buyers. We must
help promote things that will increase
the satisfaction of our users and ex-
pose those things which create dissatis-
faction. We think that possibly the
grain handling practices of the Com-
modity Credit Corporation could be im-
proved with this respect.

Orderly Marketing

Orderly marketing Is a very impor-
tant conslderation for the grower and
an objectlve of our marketing com-
mittee. We are encouraging farmers to
use thelr best bins for storing durum,
rather than putting it in any old bin
that creates an add-mixture problem.

We are mcommending research for
the possibility of growing grain under
contract. Durum production has been
cyclical in nature, As producers, we
must exert every effort to expand our

domestic market and re-establish gur
foreign markets, Establishing these
outlets will firm our outlets in years
of over-production, keep durum wheat
out of Commodity Credit Corporation
stocks, and encourage production by
farmers who speclalize in durum as a
specialty crop. We feel that the ex.
treme highs and lows In the durum
market due to high and low produc.
tion of some years usually proves to
hurt the farmer, the miller, and the
macaron] manufacturer, Exireme high
prices of durum have brought in mix.
ing of other wheats by some manufac.
turers, and extreme low prices create
acreage shifts by the farmer back to
hard wheat, flax, or barley. With these
facts in mind and experience behind
us, let's all be fair about getting an
adequate profit, and work together as
a three-horse team—the farmer, the
miller, and the macaroni manufacturer
—for an expanded business selling

quality.

Durum Supply and
Distribution

The durum millers' estimate of the
durum wheat supply for the crop year
19680-61 Includes an estimated carry-
over June 1 of 14,500,000 bushels of
which 0,500,000 are under loan. With
a crop estimate of 33,000,000 this makes
tlie supply outside of the government
stocks 38,00,000 bushels,

A 15-month mill grind, June 1, 1580
through Beptember 1, 1081, Is estimaled
at 27,850,000 bushels. Seed, fecd, and
cereal should amount to about £.000,000
bushels, and the amount held in coun-
try elevators and error in government
calculations is estimated at 3,000,00,
making this total usage 36,850,100.

This leaves & surplus of 115000
bushels added to the 9,500,000 bushels
of government owned stocks, making
carry-over for September 1, 1961 o

(Continued on page 40)

Durum Wheat Production by States

10 Year Average

(1948-1957)

North Dakota ..... ... 23,000,000
Montana ........... . 8,157,000**

South Dakota . . 2,358,000

Minnesota 818,000

1 Dl Sl Al s 34,334,000

* June 1 Government estimate.

1959 1060
17,518,000 25,992,000
1,855,000 4,400,000
624,000 1,920,000
585,000 660,00
———— —-_'—'-‘
20,682,000 32,0100

** Short time averages.
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by Harold M. Williams, Presiderit,

USE YOUR NOODLE

Institute of Americon Poultry Induttries

It's nice 16 sjaiik to such a normal
wdlence—ua reurotics, no psychotics.
1 say this becuuse Ludwig von Berta-
lauff, an eminent psychologist in dis-
cussing human stress and strain dur-
ing World War II said that neurosis
reackes ils peak not when biological
wrvival is at stake . . . but when life
becomes intolerably dull, vold and
meaningless. We well know the food
business is anything but dull, Most of
us are too busy using our noodles to
haye time to develop a neurosis,

Whites and Yolks

Here's something that has been keep-
ing our minds occupied—Bob Green re-
fers to it as the “sad situation on
whites” At times technical albumen
has sold for more than edible whites,
This throws a heavy cost burden on
yolks. Our Research Council had this
10 say on the subject: “Che Imbalance
of demands for egg white and yolk has
led to a drastic decrease in the sale
value of egg white and a surplus of
this product. The correspondingly high
price that yolk must bear in relation
to shell egg prices threatens to restrict
the use of this product as well, The
persistence of this Imbalance threatens
the total consumption of egg products,
which Is the area which offers most
promise for maintaining and increas-
ing the total per capita consumption
of eggs."

Now, is this & problem or an oppor-
tunity? Whites are high in quality pro-
tein, low in calories and low in price.
Join these facts with the current trend
toward }1gh protein foods and you can
¢ opportunities for the use of whites,
Possible uses coming to mind include:
Enriched bread coutaining egg whites,
% per unt of the white bread now
produce: in the United States is en-
tiched v ith B-complex vitamins. Egg
whiles .1 malted milks. Freeze-dried
28 whi'es, using two, three or four
whites 1. one yolk. I am told the pro-
tein in th.c whites acts as a fire to con-
sume cu'ories and appease the appe-
tite, Foum dried egg nog, instantly
soluble, 1:gg white capsules Instead of
gelatin for the ladies’ fingernails. New
markets in international trade,

Working Philosophy

And now let's discuss something
Which might be helpful in meeting the
lenges of Industry, We must find

n to develop a working philosophy
meet the stream of new problems
Present in & dynamie industry. Meet-

m; 1960
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Harold M. Williams

ing new problems requires judgment
and foresight. According to Robert
Bridges, “wisdom Is the masterful ad-
ministration of the unknown,” and we
need a practical philosophy to learn to
live with our problems.

Some of us may say that philosophy
is alien to business, that it should be
relegated to the ivory towers. But the
business of business is people, and
“people” are customers, employees,
stockholders—=zll of the many publics
with whom we deal. And whenever
people deal with people, there is need
for philosophy. Yes, the business of
philosophy Is people, James Hill, the
rallroad bullder, said that railroads are
80 per cent people and 10 per cent iron.
Our business must be the same,

I am of the firm opinion that the
future confronting any industry Is, to
a large extent, circumscribed or deter-
mined by the thinking, the know-how
and the vision of management. I would
like to briefi; discuss management tools
or implements necded to deal effec-
tively with problems, so that these in-
dustries and your Company can be ex-
panded on a sound basis. And after

. this we should look at the relationship
of basic research as a tool in meeting
some of the situntions facing our in-
dustry.

A business in our free enterprise
system Is a great deal like athletics,
both demand a lot of personal effort,
training, and will to win. Competition
is the driving force making for prog-
ress. And the standards of perform-

ance are getting higher. Records are
gelting more difficult to break in sales,
production, the mile run, high jump or
pole vault, but they are being broken.
Finally, results rest largely on individ-
ual performance as well as team work.
In any line of endeavor progress and
success are achieved by creative re-
sponse, and, becruse man by nature Is
creative, this also brings a sense of
achievement.,

Management Tools

Some of the management tools need-
ed are: (1) Technical know-how, abil-
ities in management skills. (2) A work-
ing philosophy, with a new attitude
toward our business. (3) Creative work-
ing relationships between existing or-
ganizations to accomplish specific goals.

First, let's look at something we all
apprecisie—technical know-how or ap-
titude. There Is an urgent need to train
and develop individual ability. As in
athletics, we need a well-rounded or-
ganization. Business is much more
complex today than it was twenty
years ago. We don’t manufacture only
one, two ¢ three products, today we
manufacture dozens, and merchandise
them under brand names. This new
type of operatlon calls for a wide varl-
ety of talents and techniques In pro-
duction, research, marketing, advertis-
ing and public relations. All of this re-
quires a well-balanced team, this could
be our greatest business asset. Devel-
oping this team Is our first challenge.

Next we come to a working philoso-
phy, developing a new attitude. The
poultry and egg business is a four bil-
lion dollar business, yet business men
in this industry often refer to them-
selves as “chicken pickers,” This be-
littling attitude displayed by manage-
ment within our own Industry has an
adverse effect on the very publics we
must reach in order to successfully stay
in business, Others see us in the image
we cast for ourselves. A reallzation
that you are producing products good
for people and of value to them, should
give personal satisfaction and pride in
one's industry. This sens2 of pride can
be spread throughout an organization

as a basls of bullding and maintaining
good morale. This is public relations at
the grass roots level. There appears tu
be a relationship between good nutri-
tion and good citizenship. We know
that the future of a country depends
upon its children . . . and these chil-
dren must be correctly nourished.

(Continued on page 34)
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THE FOOD & DRUG ADMINISTRATION
LOOKS AT MACARONI PRODUCTS

by John L. Harvey, Deputy Commissioner
Food and Drug Administration

U.5. Department of Health, Education, and Welfare
Presonted by ). Kenneth Kirk, Assistant to the Commissioner

IT 'WAS a pleasure to be invited to
meet with you this year. When Mr.
Winston extended the invitation, he re-
ferred specifically to the desire of the
group to lave some discussion of the
Fucd Addi.ives Amendment to the Fed-
erui Fuod, Drug, and Cosmetic Act, as
i3 applies to your industry and, while
1 plan tc cumply with this request, I
do thinlt there are a few other items
which also warrant some msntion.

Additives Ameiziment

The Food Additives Amendmént was
enacted in September of 1858 fo be-
come fully effective on March 6, 1860,
subject, however, to individual exten-
slons of the effective date up to March
6, 198:, where it could be shown that
the extenslons were necessary and
could be granted without undue haz-
ard to the public health. This Jaw is a
very important one and represents a
reul forward step in the efforts of the
government o protect the health and
well-being of consumers.

Essentially, what the law says is
that If your product contains any food
additlve, whether you add it directly
or whether It gets into the product In-
directly, your product is not legal for
interstate shipment unless and until
the safety of the additive has been
clearly established. The law deals with
this In several ways. First it exempts
additives for specific uses which are
generally recognized as safe by experis
qualified to evaluate the safety of food
additives, Next it exempts products for
uses which have prior sanction under
specific conditions. These are not the
only exemptions but these are the one
which would be applicable to the ma-
caronl products industry,

This industry, incidentally, is per-
haps better off than many others as far
as status under the Food Additives
Amendment is concerned because a
large proportion of your products are
covered by formal standards of iden-
tity established under the Food, Drug,
and Cosmetlie Act. These standards con-
stitute prior sanction for each and ev-
ery substance authorized thereln In the
manufacture of macaroni products,
Thus these component products of
standardized items are not food addi-
tives.
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The law, however, refers not only to
lirect additives but to those which may
Lecome a part of the food indirectly
such as from migration of unsafe sub-
stances from the equipment you use or
from the packages which are employed.

Keep in mind that the law does not
rule out food additives, it merely pro-
vides for their control based pn evalua-
tion of sound sclentific data. If you
have a substance getting into the food,
either directly or indirectly, which Is
not generally recognized as safe, and
is not covered by a prior sanction
(prior sanctions given to one firm for
a specific usage of a specific product,
apply to all), and if the additive may
be safely used, the law provides for
the submission of a petition for a reg-
ulation to legalize that additive within
certain limits, If necessary. The peti-
tion must state what the additive is,
give full information about it, outline
its toxicity, its eflect on the food, show
a reason for its presence, and must aluo
provide a means of checking to be sure
that the regulation sought can be met.
The need for naving an appropriate
method to check on the product is ob-
vious: We are not going to issue any
regulations without a means of enforc-
ing them, The law also prohibits us
from issuing such a regulation for an
additive which has been shown to in-
duce cancer in man or animal.

You Are Responsible

If you ship food in interstate com-
merce, you are responsible for mak-
ing sure that none of your products
are in conflict with the Food Additives
Amendment but, quite naturally, you
are looking to your suppliers to give
you the assurance that they are not
selling you something which will cre-
ate a food additive problem. The ma-
chinery and packaging industries which,
by and large, had not previously had
very much contact with the Food and
Drug Administrution, found this Food
Additives Amendment rather hard to
take. There were those who took the
position that even if poisonous sub-
stances were migrating from machin-
ery and from packaging sources, only
a little bit would so migrate under nor-
mal conditions and that no one should
be concerned about this.

There was a lack of reallzation of the
fact that while a little bit of one sub-
stance might not be at all harmful, the
same amount of another could preseni
a real health hazard. Then oo, there
was the lack of realization that there
are many substances which, while not
hazardous up to a certaln point of the
diet, could present a real hazard if that
amount is exceeded. One feature of
this Food Additives Amendment is that
in considering any necessary limitation
for an additive, whether direct or In-
direct, we must take into account the
amount of this substance that might get
into the diet through other means.

We had expected that by the March
6, 1960, date we would have issued
about seversl hundred regulations au-
thorizing the addition of various sub-
stances directly or indirectly to our
food supply, On the effective date,
however, the actunl number was closer
to ten. As that date approached, sup-
pliers of ingredients, packaging ma-
terials and machinery as well as vari-
ous manufacturing adjuncts became
concerned, I may say that this wos a
proper, but belated, concern.

Largely, I think, as a result of steps
taken by food manufacturers as are
represented here today, these suppliers
realized that they would have to clear
up the status of their products under
the Amendment since, if they fuiled to
do so, their customers would fin! other
sources of 'supply. Certainly, y: u peo
ple and other food manufacturc s were
entirely correct in taking the osition
that you were not going to t:xe the
risk of having your products sei. «d
of your being subject to erimin: | pros:
ecutlon for violation of the stat: te just
because a supplier had not bei i alert
to his responsibllities to protect s and
your interest,

As a result, we were floodud with
requests for extension in all of the
fields I have mentioned. So far, W¢
have issued over B00 individunl exter®
slons and while this has taken care
the situation for the moment, we 8
not impress upon industry too mu
the fact that the law does not contaln
any provision for extension beyo

(Continued on page 42)
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Bulk handling can mean savings
to you. International stands ready
to serve you by “Alrslide" ®

rail ear or bulk truck delivery
from strategically located mills in
8t. Paul and Baldwinaville,

SAlnlde, @ brods mark of ihe Fuller Co., Cotosavgen, Posa,

Bulk handling enables you to eliminate sack costs,
reduce storage and handling costs, reduce housekeeping
costs, and improve working conditions in your plant.
International’s engineering stafl has had many years'
experience dealing with bulk problems, Ask your
International representative for further information
on how bulk handling can be adapted to your plant.
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IT 1S a pleasure for me to participate
with you in this annual meeting of
your Association. I worked with the
Industry's Trade Practice Committee in
the establishment of the revised trade
practice rules for your industry and I
particularly welcome this opportunity
to speak to you as 1 have been In
charge of the administration of such
rules since they were promulgated Au-
gust 1, 1958,

In my comments I shall be express-
ing my personal views and shall not
be speaking for or expressing the offi-
cial views of the Federal Trade Com-
mission.

Business Ethics

Business ethics and good trade prac-
tices as aids to marketing are malters
of definite interest to the Federal
Trade Commission for they are among
the basic alms of the laws it adminis-
ters as well as the trade practice rules
which are interpretative of such laws.
Pructices employed ir. the marketing
of your products can mean the differ-
ence between success and perhaps your
very survival in this highly competi-
tive business, 1f such practices are un-
fair you may not only get in trouble
with the Commission with possible at-
tendant adverse publicity but what is
more serious Is that the public may
lose confidence In your firm and your
products,

Your trade practice rules afford guld-
ance as to types of practices which
must not be used In the marketing of
your products, Several provisions
therein are designed to prevent mis-
representation of your products in ad-
vertising and spell out specific types
of representations which must be
avolded. Of particular importance to
this industry as well as to members of
the purchasing public, particularly
those who must diet for health reasons,
is the rule designed to prevent decep-
tion of purchesers concerning the pro-
tein, caloric and starch content of in-
dustry products. This rule contalns a
note which rends— “Among practices
to be consideredl as subject to the in-
hibitions of this rule are representa-
tions in any advertisement that an in-
dustry product is a high protein food,
or is food of low starch or caloric con-
tent.”

In September of 1958, just about a
year piter the revised rules for your
industry were promulgated, the Com-
mission issued an order against a ma-
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Comments on Trade Practice Rules
by Robert J. Beller, Attorney in Charge of Macaroni Industry Trade
Proctice Rules, Bureau of Consultation, Federal Trade Commission

Robert J. Beller

caroni manufaciuring company and its
officers requiring the respondents to
cease and desist from representing that
—(a) Its macaroni is a low calory food.
(b) The starch content of said product
is less than in other macaroni products.
(c) The protein content of sald product
Is higher than in other macaroni prod-
ucts, The order also prohibits the re-
spondents from representing that the
“consumption of its macaroni product
will result in the loss of body welght,
which Is another type of deception in-
hibited by the trade practice rules. I
mention this case because It is a good
example of the jeopardy you place
_yourself in when your marketing prac-
tices are at varlance with the rule pro-
vislons.

About Adverilsing

The Commission’s jurisdictlon over
false advertisements of foods, as well
as drugs, devices and cosmetics, Is
broader than it is with respect to ad-
vertisements of other products, The
Commission is vested with jurisdiction
not only to stop dissemination thereof
in commerce, but also to stop dissemi-
nation of such false advertisements by
the United States mails, or by any
means when the advertisements are for
the purpose of Inducing, or are likely
to induce, the purchase in commerce of
food.

A "false advertisement"” such as I
have referred to is defined in the Fed-
eral Trade Commission Act as mean-
ing— *. . . an adverisement, other than
labeling, which is misleading in a ma-
terlal respect; and in determining
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Eost zone: ROBERT MARR & SON, INC.
154 NASSAU STREET, NEW YORK 38, N.Y,
WOrth 2-7636

whether an advertisement s mislead.
ing, there shall be taken Into account
(among other things) not only repre.
sentations made or suggested by state.
ment, word, design, device, sound, or
any combination thereof, but also the
extent to which the advertisement .alls
to reveal facts material in the light of
such representations or material with
respect to consequences which may re-
sult from the use of the commedity to
which the advertisement relates under
the conditions prescribed in said ad-
vertisement, or under such conditions
as are customary or usual,” You will
note that in arriving at a determina-
tion as to whether an advertisement s
violative of the law the Commission s
1o consider “representations made or
suggested” and this includes both rep-
resentations made categorically and by
Innuendo.

While the trade practice rules spell
out certain types of misrepresentations
which must not be used, nelther Con-
gress nor the Commission can furnish
advertisers with a list of everything
that they may or may not say aboul
their products, It is up to the individ-
ual advertiser to make such deler
mination in the first instance. If sn
advertiser is Intellectually honest with
himself he can easily determine what
is false advertlsing. He starts with the
simple premise that it is unlawful to
put false ideas in another’s head by
direct statement, innuendo or otherwise.
Let the adverilser ask himsell these
questions: “What will the reader of this
advertisement think about the prod
uct?” “Is what he will think trlne!"."[i
there anything else he ought 1o iknow!

The matters covered by an adver

West zone: ASEECO, INC,
P. O. BOX B62,
LOS ANGELCS 28, CALIFORNIA

Press with Automatic
Spreader, rectangular
die.

REVOLUTIONARY DE-
VELOPMENT IN THE
TECHNIQUE OF MA-
CARONI PRODUCTION.

Press for short goods
with round die.

NEW 7YPE PRESSES

tisement are matters within tue par- | WITH! ALL COM-
ticular knowledge of the adv.rtises [l PONEITS ON THE
Who is in a better position to r-ake 8 \ “LOOR
honest appraisal of his produ:' or to MO STEPS

frame the advertisements that qonest:
ly represent It?

Of course, it Is apparent that the lie
direct is misleading, but it dves ™t
follow that o statement which is 10
per cent true is not misleading. The
Supreme Court of the United States In
the case of Donaldson v. Read Msg*
zine Inc. stated: “Advertisements as b
whole may be completely misleadinéi
although every sentence separsielf
considered is true, This may be b
cause things are omitted that should
be said, or because advertisements 87

(Continued on page 38)
THE MACARON! JoumNAk

| EASILY ACCESSIBLE |
ACILITATES CONTROL (1IN

FERENT MODELS;

FOR PRODUCTION OF
100, 900, AND 1600
POUNDS PER HOUR.




Changing Consumer Taste and Food
by Dorothy C. Thompson, Food Editor, Chicago American

PSYCHOLOGISTS tell us that eating
habits do not change quickly, that
they are deeply rooted in habit, full of
social meaning and emotlons. But our
food habits are changing, changing
faster than ever before. There are rea-
sons for this acceleration and the re-
gearch boys have done a pretty good
job in telling us why. They have glven
us reasons, some of which can be no
secret to you in the food Industry,

Influences

Top of the list of influences in our
changing food tastes is our growth in
population, a result of larger familles.
Familles themselves are changing.
There are more children, more teen-
agers and more oldsters,

We are shifting about. Farm pecple
are coming to the city. City people are
going to the suburbs, Apartment dwell-
ers are buying homes. It sometimes
seems that everyone is moving to Cali-
fornla, Ari: mna or Florida!

Since we spend fewer hours at work,
we have more leisure. Life is becom-
ing more informal, more casual. We
eat out of doors, in the backyard, on
our porches, on beaches, in roadside or
public parks, and in the galleys of an
increasing number of powered boats,

Whether we like it or not TV has
had a considerable influence on our
lives, not only in the way we spend
our time, but as an influence In the tre-
mendous growth in the number and
quantity of snack foods and beverages.
It has even helped to build up the
importance of the morning coffee
break, a phenomena replacing break-
fasts because of late night shows and
consequent later risings with too little
time to prepare and eat the latter.

We are eating more meals away from
home at specialty food “mills,” pro-
ducing ‘“custards,” hamburgers, hot
dogs, pizza, steak and pancakes—foods
served at lower costs to families, in-
formally dressed, who might not be
able to afford dinner for six in the
conventional type of restaurant.

Interest in welght control for both
esthetic and health reasons has been
reflected, not only in our eating habits,
but in our food suply. And, certainly
not the least of all the influences which
have changed our eating habits are
higher incomes (70 per cent higher
since 1850) diminishing our lower eco-
nomics group and increasing the size
of the middle income group with con-
sequent high standards of living.

There Is another dominant influence,
some researchers think will become
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Dorothy Cooley Thompeon

even stronger and that is the domi-
nance of the teen-age group. They not
only buy food but are learning to pre-
pare it. Brought up in the day of self-
service supermarkets and TV dinners
and as part of a family busy with out-
side actlvities, they have fewer pre-
concelved ideas of what to eat and
how, Their acceptance of new Ideas
(s exemplified by pizza these past few
years) will certainly do much to speed
up the change in food habits in the
1960's.

On top of all these social phenomena,
no one can deny the technological in-
fluences that have been present in the
past ten years. Improvement In raw
materials has been reflected In such
areas as the growing of crops and the
breeding of meat animals. Better meth-
ods of processing have manifested it-
self in impraved flavor, color, textures,
and nutrition.

Gastronomlically speaking, refrigera-
tion has made a year of no seasons and
transportation has made Gulf shrimp
and Arizona lettuce always as acces-
sible as the nearest supermarket.

Curious Contradictions

But as you lock at the influences in
our changing food patterns there are
curious contradictions and phenomena
apparent.

We want convenlence foods, foods
easler to prepare or already prepared.
Yet, these convenience foods are being
used Incrensingly as ingredient prod-
ucts, as parts of “made"” dishes. This Is
part of the trend toward more crea-
tive cookery among young people
whose parents encourage them to ex-
periment and learn about cooking,
among men who have discovered that

Ll et & et Wl e S N M i el L ek s,

Habits

cooking is a lot of fun, and among
women who find food preparation 3
worthwhile application of artistic and
creative talents,

While we are concerned with calories
and expanding waistlines, we buy more
snack foods and sugar-filled soft drinks,
We have a desire to cut down on the
use of fats in this concern, yel we buy
more potato chips, french fried pota.
toes, doughnuts and french fried
shrimp.

The use of flour for baking is down,
yet we are buying more cake and bis-
cuit mixes, We are buying as much
bread as ever and an Increasing amount
of specialty bakery products. Hard rolls,
frankfurter rolls, and hamburger buns
—our purchase of these has almost
doubled in ten years,

The sandwich has become a big shot,
from those fashioned in meals from the
outdoor grill to the open-face beauties
adorning the hors d' oeuvre tray, They
suit our more mobile way of lile,
whether we carry them in a lunch box
meal or buy them as we travel from
roadside stands, One survey has re
vealed some 21 billion sandwiches are
made at home each year with 12 bil-
lion more added from those made In
restaurants and sandwich shops.

Though emphasis these days seems lo
be on meats, poultry, fish, citrus fruits,
tomatoes and dairy foods, yet the con-
sumption of fresh fruits and vegetables,
even with pre-packaging and improved
store displays is down, Part of this loss
is reflected in the increase in the use
of frozen vegetables and a marked
preference for canned fruits,

And Shifts

There have been Interesting -hifts in
the popularity of fuods within o single
Indust-y. Take ‘nlik, a lot of pr ple do,
and the use of fluld milk is beir: main-
tained. But the use of evaporat.d milk
and butter has declined, the la:ter €z
plained by the higher price i erentis
between butter and margarine. ‘i ere ls
an increase in the use »f lee cred™
sour cream, cereal cresm, ice milk, flulé
skim milk and dry il solids.

Furthermore, the choesv mak:rs have
never had it so gocd, \Tonsumption hat
reached record levels. While cheddir
(or American) cheese accounts for 3
large per cent of this increase, mark
preference Is being shown for Itslis?
and Swiss cheeses.

We are eating fewer eggs, as such,
but more are going Into mixes.
poultry people are happy about turke!

(Continued on page 23}
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your product to the growing appetites of
young America.
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Your Responsibility to the Consumer
by Isabel DuBois, Chicago Daily News Home Economics Editor

REMBMEER that time worn cliche:
“What was good enough for Grand-
ma is good enough for me."” I'm certain
that if I could parade a thousand home-
makers before you each of them would
be quick to tell you , , . “It ain't neces-
sarily sol"

Indeed the fine music of yesteryear,
the magnificent Strauss waltzes, the
music of Chopin, was good enough for
Grandma and it's still good, Likewise
the fine china and sterling of the nine-
teenth and early twentieth century, the
paintings, sculpture and tapestries. And
we shouldn't overlook old fashioned
chivalry. There are scores of other
things however, and food is one of
them, that though they were good
enough for Grandma are not good
enough for today's homemaker, Today's
homemaker, enlightened by the era of
progress In which she lives and moves
demands far more of today's food
manufacturer than did Grandma,

Though any homemaker would smil-
ingly tell you she'd be quite happy to
settle for yesteryear's prices, she'd also
be quick to tell you she wants nothing
at all to do with the foods and pack-
aging of yesteryear,

Our Heritage

We in the United States are the best
fed people in the world and we have
come to accept this as our rightful her-
itage. And today's food manufacturer
has a responsibility to the public to
keep things that way.

Today we have an abundance of
meat, fish, eggs and poultry; coplous
supply of milk, butter and cheese; a
bounty of fruits and vegetables; all the
bread, macaroni and cereals we can
eat,

Our market basket knows no season.
We enjoy favorites around the calen-
dar. We eat watermelon and tomatoes
in December as well as in July and
August, Turkey comes {o our tables the
year 'round, as does spring chicken
and lamb,

We have a galaxy of processed con-
venlence foods — heat - and - eat items,
cake mixes, dehydrated products that
are instantly soluble, frozen and heat
processed foods,

Fifty years ago our Zood stores were
dingy and unsanitary. Pickles and
crackers were scooped out of blg open
barrels by a genial grocer, He'd never
heard of pre-cut meat or built-in-maid
service foods., Most every item was
welghed when purchased; coffee was
specially ground to meet each custom-

Isebel Dubols

Fifty years ago, too, Mrs, Homemak-
er visited *he butcher, the baker, even
the candlestic.: maker to get her sup-
plies.

Compared to yesteryear, today's food
story reads like a fairy tale, Today we
shop for everything from groceries to
candlesticks under one roof—in stream-
lined modern supermarkets that boast
wide aisles and big open displays, in-
vitingly arranged to aitract our eye.
Today our food comes ready-packaged
in a variety of modern wrappings to
protect its freshness, flavor and qual-
ity. And the packages are speclally de-
signed to make them easler to handle
and store in our cupboards.

The American homemaker thanks
the food industry for these achieve-
ments, thanks you for your role in help-
ing to bring us so superlor a market
basket. In the face of constantly in-
creasing population, a steadily improv-
ing standard of living and an increased
demand for food abroad, you have ac-
cepted and met the challenge of pro-
viding us with more and better food.

Must Be Continued

But don't let it stop there. Continue
to strive for even better products. Don't
let the macaroni that you manufacture
today be your ultimate goal. I urge
you to continue to make your product
better and better, to package It better
and better. Just as today's homemaker
is not satisfled with yesteryear's foods,
she will be dissatisfled with 1860 foods
and packaging twenty-flve years from
now. You have a grave responsibility
to give the lady what she wants now
as well as in the futuve.

You are not alone in having a re.
sponsibility to Mrs, Homemaker, how.

* ever, I believe that I too, that all food

and home economics editors have a
responsibility to the public, 1 belieye
one of the food editor’s biggest respon.
sibilities Is In interpreting the home.
maker's wants and needs to our na.
tion's food manufacturers. Also to in.
terpret his products, your products to
her, and to pass along Informotion that
she may not have the opportunity to
acquire in any other way. Specifically
1 believe that we have an educational
and selling job to do—teaching home-
makers how o use today's foods {o best
advantage —how to incorporate them
into thelr menus in the best way—to
show them new ways to preparing old
favorites and in so bringing variety
into their menus.

Editorial Influence

Many homemakers view the word ol
the food editor as final authority, and
this is the thing that scares me most
about my job. There are times I know,
that if I told Daily News readers that
the moon was now manufacturing
green cheese that was better than Wis-
consin made cheese that a percentage
of them would believe me. A food edi-
tor can't be too careful in what she
says, or how she says it. She must be
ever on the alert for facts and Infor- |
mation. And that’s where you come In.
You must see to it that the latest and
best possible Informatlon is piped to
the nation’s food editors. You must pass
along information about your products,
find unique new uses for them. Though
homemakers love to experiment, try
out unusual or gourmet recipc:, don't
overlook the fact that old favorites
with a new twist are always good, 100
Take macaroni and cheese as an eI
ample. It was good in Grandmi's day,
1s still good today, perhaps with: a dash
of Worcestershire or some other unique
flavoring addition, to give it a different
twist,

Remember that food editors cun the
gamut of products—they must writt
and give reclpes for meat and
cheese, bulter, bread, and vepelab
as well as macaronl, And they esl
possibly do all of their own reclpe r¢
search—they need you and other f
manufacturers to help them In this
rection.

I'm sure you'll be Interested in8 "'

readership figures. Yes, your
facts and data and those of other o
manufacturers are widely resd.
pages are second only to front and |

(Continued on me 20)
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AFTER YEARS OF RESEARCH, EXPERIMENTATION AND ENGINEERIN |,

_ff/_é'f'/'jj_f/jjf HAS ADDED THE MISSING LIN

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.

1 VMP-5A, 2000 LBS/HR PRESS 5 SPREADER HEADS 9 SPREADING STICKS
2 ELBOW FEEDER
3 RADIAL FEEDERS
4 FXTRUSION ADJUSTING CAPS

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

FEATURED COMPONENTS

6 WATER JACKET
7 DIE RETAINING BLOCKS
8 STICK FEED MAGAZINE

10 TRIMMING DEVICE
11 CHAIN STICK DELIVERY
12 MOTORS & CONTROLS

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

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

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

RADIAL FEEDER CLEANOUT

TRIMMING DEVICE OPENED




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

ELBOW FEED WITH -
RADIAL DISTRIBUTION;

a3 2R LTI 2 LI e anirs b
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The first spreader to eliminate complicated
piping. Has one elbow feeder from the
press supplying the radial feeders going
to the 2 spreader heads, Each radlal feeder
is of the same length to insure equal dis-
tribution of pressure to give constancy in
product texture, tenderness and flavor.
Each radial feeder is easily adjusted to
regulate flow of mixture through each die
by turning the extrusion adjusting caps
with a wrench,

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

 TRIMMING DEVICE PREVENTS CHECKING,

The trimmer has sickle blades to prevent

crimping or closing of holes on tubular
products and trims product stralght and
even with no ragged edges. It is easily
raised or lowered to trim products 18 to
24 inches long. Designed for long, effi-
clent, trouble-free performance.
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{RAPID  FEED MAGAZINE |
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The magazine holds and feeds appro::-
mately eighty %" dia. ribbed aluminum
sticks but is designed to also hancle any
type and size of stick. The %" aluminum
sticks, which are straight and have just
enough give under product load to prevent
rolling, are more adapted to rapid maga-
zine feeding and elimination of excessive
waste.

O T T il i A sl i

AND FAST DIE REMOVAL

LR At Mg e

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

AT S LRl AL Sl i m-mu-vni

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

VERSATILITY: AND, COMPACTNESS |
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Extrudes all types of long goods: round,
solid, flat, fancy and tubular. Operates with
all existing long goods presses and dryers.
Designed to occupy a minimum of space
and fit into any existing long goods live.
All motors, controls and mechanisms 1re
neatly housed in the frame and complet ly
accessible. The chopper-blower is & 50
housed in the frame to eliminate the b~z
ard of personal injury.

THE TEEN-AGE MARKET
by Ruth Ellen Church, Mary Meade of the Chicago Tribune

OUNGSTERS below their teens love
Yhun.burgers, hot dogs and {rench
{ries. Teen agers love pizza and french
{ried shrimp almost more than ham-
burgers. All kids love beef, and most
love fried chicken. These were my ob-
servations, but since 1 was going to
give o telk on what young people like
1o eat, | ancked my sons to qulz their
friends.

“Mother, my friends all ogree that
roast beef and steak are our very fa-
vorite foods,” reported Mr. Fourteen-
and-a-half. He conceded that french
fried shrimp and pizza, hamburgers
and cheeseburgers were also favorites,
and more likely to be ordered from a
menu than beef, if an adult wasn't pay-
ing for the meal!

Age Elght-and-a-half reported ham-
burgers and french fries were the only
things his friends liked better than
peanut butter and jelly sandwiches.
“Don't any of your friends like spa-
ghetti?" 1 asked, for this talk was for
macaroni and spaghetti manufacturers
and I hoped to say something they'd
like to hear about the popularity of
their products,

How About Spaghetti?

“Well,” said the lad who has just left
third grade behind, “Richard likes Ital-
lan spaghettl. He didn't tell me, but I
see it around his mouth all the time!"

And 15-year old twin girls told me
that they and all their friends love
Itallan spaghetti if it is good. But they
don't ! ke the kind they usually get in
restac ‘ants, and they don't like the
canne: spaghettis. Also, it's too hard
foma » for parties, they think. They'd
rathe; ‘nake or buy pizza. “You alwnys
have 12z for parties,” they declared.
And ¢ it drinks.

An  rmy survey of what G.L's like
(a th: | of them are under 20) puts
spagh. 'ti about midway in the scale of
food | eferences. Spaghetti with to-
mato  suce and ground beef Is the
most | pular macaroni product In the
Army, too. But spaghetti is less pop-
ular than potatoes, and considered, like
polatocs, as an accessory to meat.

In order of preference, Army men
like tiese ten foods best: fresh milk,
hot rolls, hot biscuits, strawberry short-
cake, grilled steak, ice cream, ice cream
Sundaes, fried chicken, french fried po-
laloes and roast turkey. Thelr chief
bates are vegetables. Corn and peas
are the only really popular vegetables,
and that's true of the teen in the gen-
eral population. Salads are relatively
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Ruth Ellen Church

unpopular; fruit salads are preferred
to vegetable combinations.

And combinations of foods are less
liked than individual foods. The best
liked mixtures in the Army study was
chili. Ground meats rate high, espe-
cially in cheescburgers, with Army
teens.

Most studies show that the taste for
sweets decreases with age. But teens
adore sweets, especially anythin® choe-
olate. When they cook, they like to
make chocolate cake and cookics. This
was shown in the recent Kroger-West-
inghouse junior cook competition,
where 37 of the 51 dishes prepared
were desserts, many of them chceolate.
Seventeen Magazine's annual teen re-
cipe contest bears this out. Both con-
tests show that teens love ground beef,
and pizza.

Pizza Popularity

Pizza has given the humburger o run
for its money, the American Bakin«
Institute reports. The all over prefer-
ence in breads £till is enriched white,
and two teen boys will eat o whole loaf
¢ans butter while touring the plant,
Mary Moore of the Institute reports.
The trend to crusty bread reflects o
rather sophisticated taste, she says,

The All-American meal still Is one
of fried chicken, mashed potatoes, peas
or corn, tossed salad and pie. The ham-
burger ond the pizza are consumed
more when teens are with teens, not
their familles. What can macaroni
manufacturers do to lure the juvenile
crowd?

First, see that better macaroni mix-
tures go into cans, packages and froz-

en food cabinets. More ground beef,
more tomato and more cheese are teen
preferences. And if the macaroni can
taste like pizza, it's wonderful.

Why can't something be done to
make macaroni as popular as french
fries ot the drive-in? How about french
fried macaroni? How about crisp and
crunchy macaroni snacks tu rival pret-
zels as between-meal fare?

And why not give teens easier recipes
so that when they cook for the young
crowd, they can do it fast. Tecn appe-
tites hate to wait, and teen cooks don't
want to miss any of the fun by being
in the kitchen too long.

Changing Haobits—
(Continued from page 10)

for we are buying small turkeys more
often and we are buying them all year
'‘round. The popularity of chicken can
be explained by its tenderness, its
fresher flavor, and the larger amount
of meat to zone. Food economists clas-
sify it as one of the best buys for the
protein dollar.

More Casseroles

Though some fathers may still favor
the basic mea! of meat, potatoes and
gravy, they are learning to eat cas-
serole dishes and saolads. They'd bet-
ter, for the little woman likes them
for many reasons, chief among which
is the fact that the casserole is usually
a meal in one dish. Into many of these
go macaroni products, cheese, ground
meat, tuna and canned, {fronzen and de-
hydrated soups.

Whether we like it or not, this is the
era of the self-service meat counter and
its influence has not been all to the
bad, It has encouraged more varied
taste in all varieties of meat. It has in-
fluenced our choices since no selection,
such as brains or ox tails, need attract
the attention of either the meat cutter
or other shoppers. Sell-service meats
have educated shoppers in the various
cuts of meat. And while roasts (includ-
ing legs of lamb) are sold cut in small-
er portions, we are all eating increas-
ingly larger amounts of meat.

Meat tenderizers have made less
tender cuts more desirable. They cook
fost enough after treatment so that
some are suitable for gnlling, even dry
roasting.

And Hamburger

And how can we speak of trends in
the use of meat without mentioning
hamburger? Call it ground round steak,
chuck, ground beef or meat-loal mix,

(Continued on page 26)
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CONTINUOUS
PRESSES

FOR YOU - “
ADVANCED TECHNOLOGICAL IMPROVEMEN'S [N SUPE

Save Space — lIncrease Production !
Vouprova Quializy SHORT CUT MACARONI PRESSES

POSITIVE SCREw Model BSCP — 1500 pounds capocity per hour :
* N E w FORCE FEEDER Mode! DSCP — 1000 pounds capacity per hour

Model SACP — 600 pounds capacity per hour

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

3 STICK 1500 POUND ONG MACARONI SPREADER PRESSES
«» NEW LONG GOODS SPREADER By

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

L 1500 POUND PRESSES
N Ew AND DRYERS LINES UOMBINATION PRESSES .

Short Cut — Sheet Former

Model LACP — 300 pounds capacity per hour

Model SAFS — 600 pounds capacity per hour

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

Three Way Combination

These presses and dryers

are now giving excellent * 5 e v
Maodel BSCP

results in these plants.
QL AL‘TY — = == = A controlled dough as soft as desired to enhance texture and

appearance.
Y Patent Pending rax & T .
—  — Positive screw feed without any possibility of webbing makes
Y% % Patented PR >D U CT I o N for positive screw delivery for production beyond rated

capacities.

‘ @' ¢ . .‘:.J co ‘TRO Ls m— e = §g finc — so positive that presses run indefinitely without !‘

adjustments,

I

ﬂ ‘ au SA‘,IITARY — o — Easy to clcon and to remove attractive birdscyed stainless {
i steel housing mounted on rugged structural steel frame. {

| i J 11 st S f
L & PLANT |

e T A S 7 1] MACHINERY CORP. ol
MACHINERY CORP.

S i Brookiyn 15, New York
T

l e el
g,
i 3 :.{'FE

MODEL BAFS — 1500 Pound Long Goods Continuous Spreeder

156 Sixth Street

Brooklyn 15, New York
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Changing Habits—
(Continued from page 23)

it all simmers down to hamburger. It
is “Mr, Big" at the meat counter, More
ground beef is sold at meat counters
than any single cut, It's relatively in-
expensive, well-flavored, and easily
and quickly cooked. Children love it
oldsters And It easy to eat and grown-
ups love it, too, Though it is not con-
sidered “stylish” it s reported unoffi-
clally that 47 per cent of the lunch
business at that celebrated retreat of
the tired business man, “21,” is ham-
burger. They list it on the menu as
hamburger and to it add a spoonful of
green beans, The tab Is $3.50 plus a
one dollar cover charge (not including
martinis).

This is a day of frozen foods in end-
less variety, of instants, of prepared
and partially prepared foods. Yet, it Is
a day of awakening interest in forelgn
foods, in wines as a beverage and as
an Ingredient prcduct, and a greater
awareness of spices, herbs, and other
seasunings,

Feod for Fun

In the fun-area of eating—where are
we going? Though some trends seem
clearly defined and unmistakable, there
are mutations that make the boldest
prognosticators wary, We can best state
the case by quoting Samuel G. Barton,
a researcher in this gubject, who in dis-
cussing consumer food interests in the
next generation in an address before
the National Soft Wheat Millers Asso-
clation two years ago said: “Will there
tend to be two fairly clearly defined
groups of people—those who feel re-
warded by their own artistry and crea-
tivity In food preparation versus those
who could not care less, or a third
group who are skillful selectors of
packaged completely finished products?
Will people not split into such groups,
but will they distinguish between two
types of meals—the quick, easily pre-
pared meal affording individual selec-
tion (as in o restaurant) versus the for-
mal meal in which meal planning and
food preparation is a fairly elaborate
affair as we know it today?”

“These trends will greatly affect your
business,” Mr. Barton told the millers.
And it will affect yours, gentlemen,
and mine.

Your Responsibility—
(Continued from page 18)

ture pages. They outrank all general
news and feature storles. One survey
indicates food pages more interesting
to women than sport pages are {o men.
One survey shows that 83 per cent of
suburban homemakers are regular food
page readers. Sixty-three per cent of

26

Foed wditors opprove publicity placements. Association President tmanuele Ronzoni, Jr.,
Ruth Ellen Church, Dorothy Cooley Thompson, Isabel
man of the National Macaroni Institute committee review o release prepared by Theodore

R. Sills and Company for macaroni products.

farm women read newspaper food
pages and about 71 per cent of urban
women. Women not only read reclipes
but they clip them too. The same sur-
vey showed that they clip upwards to
twenty reclpes a month.

Importance of Packaging

Now, briefly, 1 would like to touch
on the Importance of packaging. Food
editors regularly encourage homemak-
ers to feature macaroni in their menus
by printing new and different recipes.
In your own advertlsements you like-
wise entlce homemakers Into eating
macaroni products. Much of this is for
naught if your products are difficult to
use, poorly packaged and labeled. Mrs.
Homemaker needs good descriptive la-
bels 5o she can fit the product to the
needs of her family. Besides reference
to ingredlents, color, size, net contents,
directions for use and storage, a good
label often tells the story of unusual
nutritive values. A good descriptive
label is well worth the reading—for
menu suggestions, for a new note on
how to serve and perhaps for a new
recipe. Packaging is as important as
labeling. In these days competition is
keen among food product manufactur-
ers. They are working to produce the
best foods sclence, research, equipment
and knowledge can give the homemak-
er for prices in keeping with the times.
One manufacturer may create a pack-
age that will keep the product fresh
longer or that simplifies storage or use,
Be that manufacturer. Take the lead.
Make sure that your package is the
one that attracts attention. It is the
attractive package that prompts the
shopper to smile engagingly and snatch
at a particular item, Homemakers like
packages that are easy to handle, re-
call pleasant memories, suggest sump-
tuous foods, or carry a familiar trade-
mark. Appetizing ariwork such as to-
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DuBols, and Horoce P. Gicla, chair-

mato sauce drizzled over a mound of
spaghettl, melted cheese coating a big
dish of macaroni will catch more sales
than plain or traditionally decorated
packages.

Mrs. Homemaker has at least 1000
reasons for her feeling of friendship
toward today's food manufacturer.
That's approximately the number of
meals she prepares with their help
each year.

Three times a day the widest varlety
of nutritional values the bountiful
earth can offer are brought to Amer-
jcan dinner tables by these partners in
meal preparation. You, the macaroni
manufacturers of America are one of
these partners, You are doing an ex-
cellent job. I am confident that you
will continue to do so.

Henningsen Moves

On July 5 Henningsen Foods moved
its entire New York executive offices
to the Lincoln Building, 60 Ea:t 42nd
Street, New York City. The muve was
occasioned by the rapid and co: tinued
growth of the company, which simply
outgrew its former office space.

Overlooking 42nd Street ani Park
Avenue from the thirty-fourth :'oor In
the Lincoln Tower, the offices oier an
unobstructed view of midtowa New
York. On a clear day this view vxtends
from the Hudson to the East River
Friends are Invited to come and see.

Conned Shells

Shell macaroni dinner in 15-ounc®
cans introduced under Enrico's b
name by Ventre Packing Company ¥ill
have initial distribution in New York
state and then nationally.
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BUHLER *

UTOMATIC DRYING LINE TVK/TTQ

for Short Goods and Noodles

Here Is the automatic short goods drying line to fill both
your present and future requirements for automatic

plant operation because...

new conception, new conveyors, new paneling permit higher
drying temperatures while maintaining the desired low de-
pression, thereby producing a stronger, better looking prod-
uct. Excessive heat losses and condensation hazards are
eliminated.

it is designed to meet the highest sanitation standards.

advanced design requires less cleaning time, less mainte-
nance, saving valuable time for greater production. All parts
are easily accessible and there are no belts to remove, no
screens to mend.

it Is styled for the most modern plant of the ‘60s.




New S-Element Conveyor
heart of the
BUHLER AUTOMATIC
Drying Line for Short Goods

and Noodles

fvipe |V

for capacities up to 1500 lbs/hr

(This series of photos, taken of a modal,
Illustrate the unique features of the new conveyur)

1. Roller chains, spacially designed to work under the
pravailing stralns and climoles of a modern macaren|

4, ... 1he patented Buhler drying conveyor. It Is stronger 5. Handles oll closses of shert cut goods, such as amall
and more rigid than ony screen conveyor, handles your Alphobels...

product gently and red costly d ima for molnt

nance and cleaning.

The half-moon shaped side panels, mode
of Insulating and voper-reshiting mate-
rlals, can be opened ond remeved
quickly, glving Immediate access fo the
Innaer pari of the dryer for cleaning.

Close-up thowing Intake belt distrik Balt o shaking type distribut llob

Write or phone for a Buhler engineer to visit you

2. ...and fastensrs 1o provide a pesllive conneclien
belwaen the S-shaped aluminum elements and the links
of the roller chains.

6. ...Elbows, Shalls, Rigalenis...

Delving stallon with everdeod protecilon. '

3. S-shaped channels of oluminum alloy (best for food
handling), whith stay clsan becausa dint can't slick in
the wire mash, ore cssemblad 1o form...

7. ...and oll sizes of Noodles, Black arrows illustrale
forced alr flow.

“If you have a short goods drying

problem—such as difficulty with
thick wall products, or color
spollage during drying—or If
you wish to Increase the capacity
of your present drying line, the
inexpensive Buhler preliminary
dryer may be your answer,
Once you have operated a
Buhler preliminary dryer, you
will want to install the complete
short goods line.

Due to the unique design of
this dryer, the Individual units
can be manufactured in large
numbers and assembled to form
any size drying line required.
Mass production of units to meet
large demand also enables you
to secure the most modern dryer
at a price that will make your
Investment doubly sound.

Balt tighteners on seven-balt pre-dryer Type TVK.




It ook ons man net mere than 5 minutes
to unleck and remeve all the side panels
trom the epen sections visible In this phate,
The epenings In the veriicsl side walls are
air transfers te the drying conveyers. Thay
can be spened or closed to adjust the alr-
flew to besl sult your drying problem,

This dryer will enable you to
maintain the highest sanita-
tion standards with a smaller
sanitation and maintenance
crew.,

Cleaning the fleer and the circvlating fons.

OPTIMAL CLIMATE CONTROL

Preliminary and finlshing dryers can be equipped
with the new Buhler Optimal Climate Control, the
only control system whare the product sets the dry-
ing temparature according to lis water release
possibilities.

9 preliminary dryers and & finishing dryers with the
patented Buhler conveyors are in operation In the US.A.
and Canada.

More than 200 preliminary and finishing dryers are in
operation around the world.

Capacities up to 1500 Ibs/hr.

THE BUHLER LINE

® Automatic presses ror short and long goeds, copacities from 550 to 1500 Ibs/hr.
® Automatic spreaders, capacities up to 1500 Ibs/hr.

@ Continuous long goods dryers, capacities up to 1500 Ibs/hr.

@ Automatic storage units for dry long goods.

@ Automatic cuttars for dry long goods.

® Conlinuous dryers for short goods and noedles, capacities up to 1500 Ibs/hr.

@ Automatic mullipurpose dryer for lorg, short or twisted goods,
The only dryer with all-aluminum structural frame and 100% plastic pansling.

Englneers for Indusr ¢

@ Naw oplimal climate controls. since 1060

@ Conveying—for bulk handling and storage of raw materiols.

Write or phone for a Buhler engineer to visit you

BUHLER BROTHERS, INC. BUHLER BROTHERS

convention Highlights—
(Continued from page 5)

wen-week period during 1959, The
1.5, Dillen chain in Hutchinson, Kan-
as s an example of modern super-
marketing at its best. This year Dil-
lon's Is duing business at an annual
ate of over $00,000,000 in its fifty-two
wpermarkets in Kansas and Colorado.
This is three times their total sales in
1952

This report is of the same type as
the Super-Valu study and the Food
Town analysis made in the last few
years. Findings from the study are be-
ing currently reported in a serles of
wlicles in Progressive Grocer Magazine
nnning from May through December.
Highlights of the study are available
in booklet form at 25 cents each, and
the film that was presented at the con-
vention is available at $420 for colored
prints.

Tours and Socials

An interesting plant tour was made
by convention delegates on Monday to
e the operations of a modern egg
breaking plant at the Schneider Broth-
us establishment in Chicago. The fol-
lwing day tours were made of the
Triangle Package Machinery Company
1o see a demonstration of a fully auto-
matic bag maker and noodle packager,
and then to see new automatic net
welghing scales for carton packaging
it the Clybourn Machine Corporation.
i A full social schedule enabled con-
ention delegates and their families to
mix and mingle. On the opening night
the durum millers including Amber
Milling Division, G.T.A.; Commander
fLarabee Milling Company; Doughboy
ndustrie«, Inc,; General Mills, Inc.; In-
mational Milling Company; King
plidas Flour Mills; and North Dakota
Mill and +levator held a Hawailan Fes-
lival Co:.tail Party and Reception.
{his wa: [ollowed by the entire group
having «.niner and enjoying an All-
lwniial- Review in the Polynesian
oom of the Edgewater Beach Hotel,
On the second evening, representa-
"'EI of the egg firms of Ballas Egg
b oducls Company; Henningsen Foods,
nc.; Monark Egg Corporation, Inc.;
illiam i1. Oldach, Ine.; and Schneider
grothers, Inc,, hosted at a Cocktail
L y and Receptlon preceding the tra-
ilonal Hossotti Spaghetti Buffet, The
uflet was presided over by Mr. and
Charles Rossotti and their son
k, as well as representatives of the
L. The sumptuous spaghettl spread
';h:l!lo!'eﬂ by about 250 guests.
i annual Association Dinner Party
~ announcement of new officers
Preceded by a Cocktail Party and
*etption held by the machinery equip-
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Spaghatti King Jimmy Ranierl (center) polished off a platter of his favorite food In 90 sec-

"

onds at the St, Michael’s Music Festival in Chicago to win the title, He received o trophy
from convention delegate Joe Viviano (left) and congratulations from comedion Morry

Amsterdam (right),

ment manufacturers: Ambreite Ma-
chinery Corporation; M. & G. Brai-
banti Company; Buhler Brothers, Inc.;
Clermont Machine Company, Inc.; De-
Francisci Machine Corporation.

Faust Carton Corporation of Brook-
lyn, New York provided the music at
the Association Dinner Party and Re-
ception,

At the Dinner Party, retiring presi-
dent Horace P. Gioia passed the gavel
on to newly elected president Eman-
uele Ronzoni, Jr. After making a brief
acceptance speech Mr. Ronzoni pre-
sented Mr. Giola with a beautiful
plaque in recognition of leadership and
service as the head of the Association
for the past two years.

Travelogue Luncheon

At the Travelogue Luncheon con-
cluding the convention program, Dr.
Angelo Giaroll, Italian Trade Commis-
sloner in Chicago, extended a warm in-
vitation to delegates to visit ltaly and
the Milan Fair next spring. Mr. Rudy
Moor of Buhler Brotners urged busi-
ness men to expose themselves {o new
idens that they would undoubtedly find
on the Continent., He extended a spe-
cial invitation te them to visit Switzer-
land. Charles Moulton of the Lehara
Corporation, representatives of Brai-
banti in the United States, urged that
all who could should avail themselves
of the opportunities to see the sights
and pick up business idess in Italy,

Switzerland, Germany and France next
year in the month's tour planned from
mid-April to mld-May. Particulars of
the itinerary as planned will be out-
lined in the September issue of the
Macaroni Journal,

New Members

Announcements were made of two
new members joining the Association.
They are Sonnen-Werke, Sieburg &
Plortner, Seesen/Harz, Germany; and
Amaco, Inc., of Chicago, manufacturers
of special processing and packaging
machinery.

Greetings from the President—
(Continued from page B8)

quire more effort and funds spent on
publicity and advertising. May I also
make the observation that “who among
us will be content to merely maintain
his existing volume?" All of us want,
and need to grow. Since it becomes
increasingly difficult to do so in today's
market it is a matter of expediency
and logic to keep abreast in activities
having to do with industry publicity,
product promotion, and brand adver-
tising.

It may very well be timely to recon-
sider the theme of our advertising, I
am prompted to say this because of a
trade magazine article I read recently.




The article had to do with the wheat
industry and its plan for increasing
consumption. Very little mention was
made of macaroni and noodle products
specifically. However, the one para-
graph is worthy of repetition. Quoting
John A. Lynch, Assoclate Editor of
Food Business in the June issue, he
sald, *“The social status factor is doing
real harm to some wheat products like
spaghett! and noodles, They're tagged
as economy dishes in an era when it's
fashionable to at least give the appear-
ance of eating high off the hog.”

1 believe Ted Sllls' organization has
been aware of this problem. So many
of the recent releases have carried
recipes with quite exotic and romantic
names such as Noodle Ring with Lnob-
ster Sauce, Barbecued Lamb with
Epaghetti, New Mexican Noodles, Ori-
ental Pork on Spaghetti, Macaroni with
Shrimp Creole, Macaroni Sea Food
Medley, and many, many more. How-
ard Lampman and the Durum Wheat
Institute have recently used the ex-
pression “Gourmet" in the title of their
recipe book. So, you can see, our prob-
lems multiply, and our gozls become
more difficult to achieve. Under these
conditions the activities of the Natlon-
al Macaroni Manufacturers Association
and the Natlonal Macaroni Institute as-
sume even greater importance.

Name Change

The Milling Division of F. H. Pea-
vey & Compeny henceforth will be
known as Russell Miller-King Midas
Mills, but with no change either in
product brands or in facilities serving
the trade.

This decision was made July 2 by
the board of directors of the parent
company, and announced by Totton P.
Heflelfinger, president of F. H. Pea-
vey & Company.

W. M. Steinke, president of Russell-
Miller Milling Company, and H. E.
Kuehn, executive vice president of
King Midas Flour Mills, will continue
to head the management of the new
grouping, with Mr, Steinke as presi-
dent and Mr. Kuehn as executive vice
president.

Thus iwo of the oldest names in
United States flour milling, Occident
and King Midas, which were first
linked six and one-half years ago when
Russell-Miller became a wholly-owned
Peavey subsidiary, are now joined in
a single operation.

The newly-established division oper-
ates ten mills so located as to offer a
complete line of milled products, in-
cluding hard spring wheat, hard win-
ter wheat, soft wheat, whole wheat and
specialty flours, rye and durum flour
and semolina.

“All established grades and brand
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Here comes the bride! Mr, ond Mrs, David
F. Wilson morrled In Minneopolis ore at
home in Great Neck, New York. Mr. Wilson
works out of King Midas Flour Mills Durum
office In New York City,

names of both Russell-Miller and King
Midas will be maintained as hereto-
fore,” Steinke and Kuehn said in a
joint statement. “Naturally we hope to
do an even better job of serving our
customers in this keenly competitive
industry, and we will maintain the
same team of sales, administrative, re-
search and operating people who are
known to our customers through either
Russell-Miller or King Midas. We're
proud of both organizations and of our
fine people who have helped build
them."

The Russell-Miller tradition goes
back to a beginning B0 years ego in
Valley City, North Dakota, and one of
the company's mills s still operated
at that location, Its other mills are at
Billings, Montana; Minot and Grand
Forks, North Dakota; Alton, Illinois;
Buffalo, New York, and at Dallas, Tex-
as where American Beauty is its most
famillar brand name.

King Midas also has a long history
of some 54 years, well known not only
in family flour in the midwest but also
in bakery flour in many parts of the
nation and universally to the maca-
roni industry as a supplier of durum
wheat flour and semolina. Its mills are
at Superior, Wisconsin, and Hastings
and Minneapolis, Minnesota.
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North Dakota Joins Greot
Plains Market Associatinn
North Dakota State Wheat Commis.
sion became a contributling member of
the Great Plains Wheat Market Devel.
opment Assoclation on July 1,

Clifford R. Hope, Great Plains pres.
dent, said that the North Dakota com.
misslon voted to affiliate with the re.
gional asrociation for a one-year peri.
od. In 1850, the North Dakota leglsla.
ture established a wheat commission
and provided for a levy of two millsa
bushel to finance the commission's ac.
tivities; The commission Is headquar.
tered at Bismarck.

‘“We welcome North Dakola wheat
growers into our market development
program,” Mr. Hope tlated. "Their par.
ticipation will add depth and rcope to
our association, and their contribution
will make it possible to expand bot
foreign aud domestic activities of our
organizstion.”

New Catelli Plant
Near Winnipeg

Catelll Food Products, Ltd., has an-
nounced that it will bullt a $1,00000
plant in Transcona on the eastern out-
skirts of Winnipeg. Plant operations
are expected to begin in about a yer.

The new plant will process the whole
line of Catelli-Habitant food products.
Custom-built machinery will be In-
stalled to produce Catelll and Habitant
products in cartons, cellophane wrip,
glass and tins.

Manitoba farmers, particularly those
in the Greater Winnipeg area, the com-
pany stated, will find a new markd
for the products required In the proc-
essing of foods allied to spaghetti prod:
ucts, such as sauces.

Catelli Is Canada's largest processor
of durum wheat products. The com
pany uses all Canadian durun wheal,
most of it grown in the westcin prov
inces.

The company, founded in 1767, 8l¥
operates plant at Lethbridge, Alberia,
and St. Thomas, Ontarlo, and amploys
more than 700 people.

Canadian Production

More macaronl, vermicelli .nd 0o
dles were manufactured durlr . the first
quarter of 1960 than in the coi respond:
ing period last year: 26,365,01. pounds
compared to 23,925,562

AL

Frozen Spaghetti

Capitol Food Corporation, San Fé*
nando, California, Is marketing fro®
Oh Boy spaghetti and meatballs dinoef F
with Italian green beans. The 1 . Parirann Oie
package retails for nboutﬂ_cﬂt_'_‘__‘ ezt or T

National Macaroni Week
October 20-29, 1960
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Sé’m ENRICHED Macaroni
MEANS MORE ...

THE RETAILER knows that enriched macaroni
products have more sales appeal—move faster
—give him the turnover he wants.

That's because more and more housewives
today insist on foods that are enriched, know-
ing that they offer the best dollar value for they
contain the most nutrition value,

 GET
CONSISTENTLY UNIFORM ENRICHMENT

All this adds up to increased sales, more profits
for you when you enrich your macaroni prod-
ucts. And the profits grow even larger when
youuse Sterwin's modern enrichment methods.
For enrichment by Sterwin is more economical

.+ +2ssures you of maximum accuracy at mini-
. Mmum cost,

WITH

..E-T-S' {V.' viripf
(Tha original food enrichment tablst) (Brand of food-sntichment mixture)

FOR THE BATCH METHOR; '-i_'fﬂl CONTINUOUS PRESS

Both enrich r1acaroni products to conform- -
with federal standards of identity

U [

S OLMIEERD PHOM  Araets Dailgs

Subsldiory of Sterfing Drug lnc.
1450 BROADWAY, NEW YORK 18, N. Y.

SPECIALISTS IN
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Use Your Noodle—

(Continued from page 11)
Therefore, we do have a responsibility
to the consuming public to inform them
of the importance and necessity for
using our products—noodles, eggs, ma-
caroni and spaghetti in their dlets. If
we don't recognize the importance of
our products in the food industry, how
can we expect others to see this?

The third implement, creative work-
ing relatlonships. This is the capacity
o see, utllize and work out possibil-
ities to be gained by constructive co-
operation with the publics with which
we deal, such as consumers, labor,
farm and various governmental agen-
cles. In the face of growing tenslons
and pressures there is an ever increas-
ing need for industry-wide public rela-
tions. A case in point is consumer edu-
cation on the importance of science in
the production and processing of foods.

Working Together

Let me point out a few examples of
creative working relations in action:
An outstanding example is this Fifty-
sixth Annual Meeting of the National
Macaroni Manufacturers Assoclation—
here we have various industries meet-
ing together to discuss Issues of mu-
tual interest to our industries.

And, through my work as president
of the Institute of American Poultry
Industries, I am familiar with other
creative working relationships, to name
a few: The National Food Conference
with which you may be familiar. The
food industry In its largest concept,
embracing elements representing every
link in the chain from farm-to-table,
i{s now able to speak unanimously in
telling the fascinating story of -food.
Commodity organizations, like the In-
stitute, organizations representing farm-
ers, retailers and others have a special
project, the National Youthpower Con-
gress. It calls upon teen-agers, youth
leaders, parent groups and educators
to examine the role of youth and the
place of food in developing health,
vigor and achievement,

Our Research Council, composed of
75 men and women scientists from in-
dustry, from government and fiom
education is another example. In united
action, they encourage research that
will help improve industry’s competi-
tive position, give technical advice to
industry, aid in outlining projects with
reeearch institutions and other similar
activities, At one of their recent meet-
ings 36 recommendations were made
for needed research in the flelds of
poultry and egg utilization, marketing,
home economics, farm production and
marketing services and education. Spe-
cial emphasis was given to the need
for basic information on several of the
technical phases of the industry. It is
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felt that when such basic information
becomes avallable the industry can
proceed with applied research based
on these findings that will improve
products and product development.
And still another example is the de-
velopment of foreign markets for poul-
try and egg products which has been
a united industry effort. The national
and regional associations of our indus-
try have jolned forces through the In-
stitute to find and develop new outlets
abroad through market promotion ac-
tivities,

These are clear-cut examples of ex-
isting organizations joining hands to
accomplish projects which they have
not been able to accomplish single-
handedly.

Baslc research, as you know, lays the
ground work for new products, new
methods of distribution and new uses.
Some American corporations through
basic research have opened the doors
to a new industry, Upon publishing
some of this work other industries have
had the benefit of this work and gone
on to create other products. Dr. James
Killlam, Jr. of M.LT. says, “We have
an urgent need for unrestricted funds
for baslc research, the kind of research
which may have no immediate appli-
catlon, but in the long run may pro-
duce the greatest good in the world."
However, basic research s very costly
and much of it is done by the govern-
ment and educational institutions, In-
dustry then carries on research and de-
velopment work necessary to devise
new products. We must continue to de-
velop and encourage this team work,
this working relationship, between
business, government, educational in-
stitutions and the research departments
of industrial companles.

Dried Egg Whites

The development of the dried egg
white Industry is an example of the
results of basic and applied research
used to explain observed facts, First
of all, flake dried albumen was origi-
nally processed in China, It was sun-
dried. It performed very satisfactorily
in some products, mainly candies. The
prucedure was a well-kept family se-
cret. Processors in the United States
could not duplicate the Chinese product
until they realized that during the slow
sun drying process bacterial fermenta-
tion was taking place. When egg whites
were dried before fermentation, the
dried product was dark brown to black
in color and insoluble, but then when
fermented prior to drying, a clear, light

amber flake resulted. When this was
tried, the product compared favorably

with the Chinese product. In 1916, a
French chemist named Maillard, re-

ported on the chemical reaction be-

tween reducing sugars and proteins, He

found that dark insoluble jrodyey
called humine resulted from tl.¢ rege.
tion of these two substances. 1.ler ip.
vestigation in the United States showed
that the darkening of dried eg;. whitg
as well as whole egg and yol solids
was due to this chemical reacti'n dep.
tified by Maillard, When the reaclion
was identified, new processes were de.
veloped for specific fermentation and
enzymatic conversion of the glucos.
This provided egg whites of cxcellen
quality previously impossible to atlain
—product which is used in angel cake
baking. This development also accounts
for the marked Improvement In the
whole egg 2nd yolk solids which are
used by noodle manufacturers as well
as in baked goods, mayonnaise and
other foods.

International Trade

There is need for creative working
relationships in the fleld of inlerna-
tional trade. How can Individual busi-
nese men compete in the world markel
with Communistic state trading? Pub-
lic Law 480, or the Agricultural Trade
Development and Assistance Act o
1854 facilitates trading between indi-
vidual businesses in the United Stals
and private industry abroad in coun-
tries where dollars are not presently
available. The United States govem-
ment pays the exporters in dollars and
accepts the local currencies which may
be used for a variety of purposes, such
as, improving the economy, bullding
United States alr bases, paying th
United States Embassy employees und
helping to finance market promotion
activitles for United States agricultunl
products. In Germany through the use
of P.L. 480, we in the poultry businesy
initiated and were able to develop a0
expanding dollar market for our pou
try and egg products.

I mentioned earlier that the fulure
of the world rests on its child en, no¥
it over half of the world I hungm:
this is a dangerous and exp! sive sit
uation. Our productive cap: ity
food can be a tremendous ps :t to®
and to our country, and we nust pl
permit anyone to jeopardize tis asd
Our attitude will determine whethe
this capacity to produce food will be
to us o crushing burden or a ‘onstr®
tive implement of internation.l power:
Our capacity to produce food fficlent:
ly can be a bulwark for defensu—great
er than our atom bombs. In food P
duction America does excel. Even M-
Kruschev cannot deny this fact, for
Russia it takes 50 per cent of the P&’
ulation to produce food, and in e
United States, 10 per cent. Therele.
we must recognize the economis P
litical and international significanct
our industry.

(Continued on page 40)
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Moldari Dies are kmown for Quality, Workmanship, Precision --
sd Maldari is known for Service, Reliability, amd Guarantee

Our Fifty-seventh Year

4
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8% 0

D.MaLbaRl & Sons, Inc.

557 THIRD AVENUE
BROOKLYN 15, NEW YORK
U.S.A.

Manufacturers of the finest Macaroni Dies distributed the world over
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CONVENTION REGISTRANTS Allies
At the 56th Annual Muﬂn. . Gg;n;u Zlgelg;-.. ‘ ..ﬁm;co. ;?;i?lmrgledGTA s Chicago, 111
,and Mrs, E. W, B .Amber ng, Div. G.T.A... ...St. Paul, Minn.
of the National Macaroni Manufacturers Association ¢ James F. Driscoll.... - Amber Milling, Div. G.TA.. - Chicago, 1L
Macaroni Manufacturers ., Conrad Ambrette., .Ambrette Machinery Corp. ..Brooklyn, N.Y.

] . Paul Ambrette....... ..Ambrette Machinery Corp. ..Brooklyn, N.Y.
Mr, and Mrs, Ralph Sarll. ... American Beauty Macaroni Kansas City, Kan, . Robert S. Mathews... ...Archer-Daniels-Midland Co. .. .. Minneapolis, Minn,
Mr. and Mrs, Peter Vagnino, Jr. ... American Beauty Macaroni. Los Angeles, Callf. . Robert J. Peterson ... .. Archer-Daniels-Midland Co. .. .. Minneapolis, Minn,
Mr, and Mrs, Louis S. Vagnino ... American Beauty Macaroni ....St. Louls, Mo, . and Mrs, V., James Benincasn " ..Ballas Egg Produects......... ...Zanesville, Ohio
Mr, and Mrs, W, A. Basile........, ... American Beauty Macaroni 8t, Paul, Minn, ,Robert 7 “mith..iinn, .. Armour & Company... .. Chicago, IIl,

Mr, and Mrs, Sum Arena ... .V. Arena & Sons, Inc e Norristown, Pa, . Russell +_unshell. .. Bozell & Jacobs, Inc.. ..Omaha, Neb.

Mr. Joseph S, Goldware ......... .Brice Foods. won. Omaha, Neb, . Charles F, Moulton . ..Braibanti-Lehara Corp ..New York, N.Y.
Mr. and Mrs. Horace P. Gioia... Bravo Macaroni Company............. Rochester, N.Y, . Donald E. Alzuire ..The Borden Company. .. Elgin, IIL

Mr. and Mrs. Anthony Giola.... ... Bravo Macaroni Company... ... Rochester, N.Y, . William Berger.. ..Buhler Brothers.... ..Englewood, N.J.
Mr. and Mrs, Kenneth J, Forbes. Catelli-Habitant, Ltd.............. ...Montreal, Canada . Egon Gastpar. ..Buhler Brothers..... ..Uzwil, Switzerland
Mr. and Mrs. Lucien Constant ............coocoiciniinninns Constant Macaroni Products... .....5t. Boniface, Canada Ix. F. Bondl ......... Buhler Brothers ., Uzwil, Switzerland
Mr, John H. Linstroth......ommenin The Creamette Company........uue ...Minneapolls, Minn, . Robert Ernat .. . Buhler Brothers....... .. Uzwil, Switzerland
Mr, Peter J, Viviano.......... Delmonico Foods, Inc . Rudy Moor..... .. Buhler Mill Enllneerlng Co. ..Minneapolis, Minn,
Mr, Josepn VIVIANO........commmmmimmmmmssss sasssssmsssiness Delmonico Foods, Inc.. .. ... ... Loulsville, Ky, .John C, Tinker.. ..Certified Proteins Corp.. ...Chicago, 11,

Mr, and Mrs. Dominle .Delmonico Foods, L....... ... Cineinnatl, Ohlo , Willlam Freeman . .Certifled Proteins Corp.. .. Chlcago, Il1,

Mr. and Mrs. Vincent DeDomen!co .Golden Grain Macarnni ...5an Leandro, Calif. jr. John McCann ... ..Certified Proteins Corp.. .. Chicago, Il

Mr, and Mrs. Robert Cowen, Sr......c...... Long Island City, N.Y, E B, Horstmann. . ..Chinski Trading Corp.. ..New York, N.Y.
Mr. Melvin Golbert ... Long Island City, N.Y, . and Mrs. John Amato ..Clermont Machine Co...... .. Brooklyn, N.Y.
Mr, and Mrs. Arville E. Davis Lincoln, Neb. .and Mrs. C. W. Kutz... ...Commander Larabee Milling .. Minneapolis, Minn.
Mr, and Mrs. Sidney J, Grass .. Chicago, IlL . W, A. Jullen. ..Commander Larabee Milling .. Minneapolis, Minn.
Mr, and Mrs. Alvin M, Karlin. ...I. J. Grass Noodle Co. Chicago, IIL . E Melton .......... ..Commander Larabee Milling. ...Chicago, Il

Mr, Donald Grass L. J. Grass Noodle Co. Chicago, L , Donald G. Fletcher... Crop Quality Council........... .. Minneapolis, Minn,
Mr, Leo C. Ippolito.. Ideal Macaronl COMPANY......cimrmmsmmsissrassrns: Bedford Helghts, Ohlo . Eugene S, Hayden ... Crop Quality Council .. Minneapolis, Minn,
Mr. and Mrs. J. F. Hurley. Kellogg Company Battle Creek, Mich. . Leonard DeFranciscl ... .. DeFranciscl Machine Corp. .. Brooklyn, N.Y,
Mr. Stefano La Rosa V. La Rosa & Sons Brooklyn, N.Y. .and Mrs, Nat Bontempl ..... .. DeFranciscl Machine Corp .. Brooklyn, N. Y.
Mr, and Mrs. Vincent F, La Rosa sV La Rosa & Sons Brooklyn, N.Y, . James Deegan Dobeckmun Company .. Cleveland, Ohio

V. La Rosa & Sons Hatboro, Pa. B, C. Robbins ... e . E. 1. DuPont de Nemours & Co..
.Megs Macaroni Co. . Harrisburg, Pa. .and Mrs, Ray Wentzel Doughboy Industries, Inc..........

Mr, and Mrs. Vincent P, La Rosa..
Mr. and Mrs, Lester Thurston, Jr, ..

.. Wilmington, Del.
.. New Richmond, Wis.

Mr. and Mrs. Walter F. Villaume, Sr. .Minnesota Macaroni Co .+ 8t. Paul, Minn, . Alvin Kenner.................. .. Durum Growers Assoclation . Leeds, N.D.

Mr, James B, MIer........ocmmimmimsmimnns Mamma Weaver's Noodle Co..... Canton, Ohlo . Richard K. Saunders .. Durum Growers Association .. Doyon, N.D.

Mr, J, Charles Grleco Miro Macaroni, Ltd Toronto, Canada LK K. Lilien ............... Elam Mills ......o.ooveiiieniiennnnnn .. Broadview, Ill.
Mr, Ted Pasquale...... Miro Macaroni, Ltd..... Toronto, Canada . Thomas F. Sanicola. ..Faust Carton Corporation .. Brooklyn, N.Y.
Mr. Paskey DeDomenico ............ ... Mission Macaroni Co. Seattle, Wash, . Robert J. Beller.... oiid . Federal Trade Commission. ..Washington, D.C,

.C. F. Mueller Company Jersey City, NJ. . C. A, Crouch s ....Fluldizer Company....
.National Food Products New Orleans, La. rd. A BabeOr.........ccoooovivvrvvieines Fluidizer Company....
.Paramount Macaroni Co..... Brooklyn, N.Y. . J. Kenneth Kirk .. Food and Drug Adminlstration ..
.Paramount Macaroni Co Brooklyn, N.Y, I John M. Gleason .. ...General American Trnnup Corp...
.Prince Macaroni Co, Schiller Park, Ill r. Wm. A. Lohman, Jr. ..General Mills, Inc....... coooeee.
Procino-Rossl Corp.......coummmmmmmmermsmsin ..JAAuburn, N.Y, I and Mrs, Lee Merry.
St. Louis, Mo, .J. M. DeMarco...............
St. Louis, Mo. r.and Mrs, D, W, Knutsen ... .. General Mills, Ine..
Memphis, Tenn. . and M. s. Richard L. Vessels ..General Mills, Inc..
Long Island City, NY. . Harry . Balley............. ...General Mills, Inc..
.Ronzoni Macaroni €o........cmmimmnmmiin Long Island City, N Y. . Rober! Ginnane ...
. Ronzonl Macaroni Co. .....cocmimmimasimssssrmmssasies Long Island City, N Y. L C. 1 mping, Jr...
. Peter Rossi and Sons......... Braidwood, IIl. r.and M., Charles M. Hoskins ..
.Roth Noodle Company Pittsburgh, Pa, r.and M:s. Willlam G. Hoskins.......
.San Diego Macaroni Co San Diego, Calif. T L loge
. Schmidt Noodle MIg. Co......ccccoocmicmmimsmsressissssmmres Detroit, Mich. r.and M: .. Harold Willlams.................
. Skinner Manufacturing Co Omaha, Neb, s Marg: et Lolley...
. Skinner Manufacturing Co Omaha, Neb, - Phillip Von Blon,,
..Superlor Macaronl Co Los Angeles, Calif Mrs
..Toronto Macaronl.......... Toronto, Canada
..Toronto Macaronl Toronto, Canada
..Welss Noodle Co. Cleveland, Ohlo
..Western Globe Products Los Angeles, Calll.
..A. Zerega's Sons, Inc. Fair Lawn, N.J.

Mr, C. Frederick Mueller...
Mr. and Mrs. J. L. Tujague..
Mr. Rosario Conlglio........
Mr, Joseph Conlglio.....
Mr. Anthony J. Cantella.........
Mr. and Mrs. Nicholas A. Rossi..
Mr. and Mrs. Albert Ravarino.
Mr. and Mrs. Ernest Ravarino.
Mr. Albert Robillo....oumn
Mr, Emanuele Ronzoni, Jr.
Mr, Richard Ronzoni...........
Mr, and Mrs. R. F, Di Pasca...
Mr, Henry D. Rossi, Sr.....
Mr. and Mrs. N. J. Roth....
Mr, E. D. De Rocco....
Mr, and Mrs. Richard Schmidt ...
Mr, and Mrs. Lloyd E. Skinner ..
Mr, and Mrs. H. Geddes Stanway .
Mr. Alfred Spadafora ...............
Mr, and Mrs, Joseph Ricel...
Mr. J. S, Pavia...

Mr, and Mrs, Albert S Weisa
Mr. Robert Willlam .........cocccunaee
Mr, and Mrs. J. P. Zerega, Jr.

.. Hopkins, Minn.
Hopkins, Minn,

.. Washington, D.C,

..Chicago, Il

.. Minneapolis, Minn,

..Minneapolis, Minn,

. New York, N.Y.

.. Kansas City, Mo.

.. Park Ridge, Il

.. Coral Gables, Fla.

.. New York, N.Y.

..Nutley, N.J.

.. Libertyville, Ill.

... Libertyville, 111,

....8t, Louls, Mo.

... Chicago, IlL

... Chicago, Ill

... Minneapolis, Minn.

... Minneapolis, Minn.

.. New York, N.Y.

.. New York, N.Y.

... Chicago, 111

....Chicago, I11,

.l.l.General Mills, Inc..

...Hoffmann-LaRoche, lnc
..Hoskins Company....

..Hoskins Company....

..The Huge Cnmpany
.. Inst. of Amer, Poultry !nduslriea
..Inst. of Amer. Poultry Industries ..
...International Milling Co.......
..International Milling Co....
...International Milling Co...
... International Milling Co....
-and Mrs, Gearge Hackbush . . International Milling Co. ..
¢ "Rlein Giaroli rerverne Jtalian Trade Commissioner.
- Frank Herbert Johnson-Herbert & Co...

Mr, Jacob Zwick .....ccvniminrenrennee . Zwlek .. Hamburg, Germany Kuehn .......cooooooveenne .. King Midas Flour Mllls :::.Mlnneapolls, Minn,

Mr. and Mrs. Robert M. Green .. ...National Macaron| Mfrs. Assn... . Palatine, IlL :,“d Mrs, Lester S, Swanso ..King Midas Flour Mills ...Minneapolis, Minn,

Mrs, Vera Ahrensfeld National Macaroni Mfrs. Assn. .Palatine, Il lclor Hanson.................... .. King Midas Flour Mills ...Minneapolis, Minn,

Mrs, Lorraine Amtmann ... . ... Natlonal Macaroni Mfrs, Assn. .. Palatine, 111, 12d Mrs, George L. Faber.............ovomrne King Midas Flour Mills ...Chicago, Ill

Mr. James J. Winston.. .Jacobs-Winston Laboratories. s New  York, N.Y. ud Mrs, David Wilson et King Midas Flour Mills ...Manhasset, L.I, N.Y.
. Mr. and Mrs. Theodore R. SIllS ..., Theodore R. Sills & Co. Los Angeles, Callf o Mrs, John F. Sullivan, Jr.......... Lawry's Foods, Inc.... ...Highland Park, I,

Mr, and Mrs. John Bohan. Theodore R. Siils & Co. Chicago, IlL "1d Mrs, C, Danlel Maldari...........oooocomririn D. Maldari & Sons........... Brooklyn, N.Y.

Mr, Gordon Winkler....... Theodore R. Sills & Co.... Chicago, 1L 3 :
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Convention Registrants—Allies—(continued

Mr. and Mrs. M. E. Krigel.....
Mr. and Mrs. Hiram Cooley
Mr, George W, May..........
Mr. John H. Betjemann....
. Mr, and Mrs, P, R. Fossen.
Mr. Evans J, Thomas....
Mr, Otis Tossett...........
Mr, Harold Hofstrand ...
Mr. Neal M, Conley.......
Mr. William H. Oldach.
Mr. Hugh G, Oldach ........
Mr, and Mrs, H. J, Patterson
Mr, Lon Carll ...
Mr. and Mrs. Charles C. Rossotti
Mr, Jack Rossoitl..
Mr, John Swan..........
Mr. Kenzie MacDonald....
Mr. and Mrs, Sam Sch

..... Monark Egg Corp......cuersmimmmsiens

Cleveland, Olio

..The Munson Bag Company.
..National Bakers Service

...... Chicago, Ill.

..A. C, Nielsen Company.

...Chicago, Ill

" Willlam H. Oldach, Inc....
. Willlam H. Oldach, Inc....

...Rossottl Lithograph Corp..
..Rossotti Lithograph Corp...
... Rossotti Lithograph Corp......
...Schneider Brothers, Inc

..Grand Forks, N.D,
..Chicago, Il
..Bismarck, N.D.

. Langdon, N.D.
...Evanston, Ill.
...Philadelphia, Pa,
...Philadelphia, Pa,

.. Minneapolis, Minn,
...Chicago, IlL

.. North Bergen, NJ,
.. North Bergen, NJ,
...North Bergen, N.J,
...Chicago, IlL
Chicago, Il

Mr. and Mrs, Sidney Schnelder
Mr. and Mrs, Harold Schneider
Mr. Morris Schneider.
Mr., Arnold Kaehler.........

...Schnelder Brothers, Inc
...Schnelder Brothers, Inc

...Chicago, 1l
Chicago, 11l

... Schnelder Brothers, Inc......

Chicago, IIL

Special Foods

Mr, H, D'Sinter

Red Wing, Minn.

Standard Brands, Inc,

Mr. and Mrs, Robert Tardella
Mr. and Mrs. Louis E. Kovacs.
Mr, Louls A. Viviano, Jr.....ccccc..
Mr, and Mrs. Howard H. Lampman .
Miss Margot Copeland....
Mr. James R. Affleck...
Mr. Robert H, Cass

Chicago, Il
Chicago, Il

il
Jersey City, N.J.

Chicago, IlL

Wm. Penn Flour Mills Co...
The Woodman Company........ ..

Chicago, Il
Philadelphla, Pa.
.

»d faith in discontinuance of busl-
boess in the goods concerned, or (3) if it
n be shovn that the lower price In-
Ived was made in good faith to meet
in equally low price of a competitor.
e three justifications I have men-
oned are afirmative defenses which,
if they arc to prevail [n a Commission
must be proven by the party
ed.

About Classification

There are no functional classifica-
ons of purchasers provided for in the
Robinson-Patman Act. The valldity of
rice differentials based solely on dif-
wences in the distributive functions
wrformed by purchasers depends in

first instance, like other price dif-
wentials, on actual or probable injury

» competition. Under normal condi-
fons a manufacturer’s sales to whole-

s At lower prices than charged re-
hiles who buy directly from the
panufscturer do not involve the req-

competitive injury or reasonable
whability thereof.

In the Morton Salt case the Supreme
Lourt sustained an order of the Com-
pission prohibiting Morton from grant-
ng a large chain retailer a lower price
fun accorded to wholesalers whose
fstomers were not permitted to buy

Trade Practice Rules—
(Continued from page 14)

composed or purposely printed in such
a way as to mislead.”

In competitive advertising care must
be taken not to falsely disparage com-
petitors' products. This does not mean
that a fair and truthful comparison be-
tween your product and that of your
competitors cannot be made. But any
misrepresentation as to the difference
between your product and those of
competitors, or the benefits io be de-
rived from such difference, may very
well be subject to corrective action by
the Commission.

On Vricing

The trade practice rules for your In-
dustry contain a provision condemning
the use of false and misleading price
quotations and several months after
the promulgation of such rules the
Commission adopted Guides Against
Deceptive Pricing containing more de-
tailed information as to the types of
pricing practices which are considered
deceptive. While deceptive pricing may
not be a problem in this industry at
the manufacturer’s level, I understand
it is in other parts of the food indus-
try and I thought you may be inter-
ested In several of the Guide provi-
gions on the subject. You must not use
such phrases as “Manufacturer’s Sug-
gested Retall Price,” “Sold Natlonally
At “Nationally Advertised At" or
“yalue” unless they are representations
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of a product’s usual and customary re-
tail price. You may compare the price
of your product with the price of com-
parable merchandise provided (1) that
you disclose that the comparison in
price is between your product and a
comparable product, and (2) that the
product to which the sale price of the
advertised article is compared is of the
same quantity and at least of like grade
and quality in all material respects and
(3) provided further that said compara-
ble product is generally available for
purchase at the comparative price in
the same trade nrea, and if not avail-
able, that fact is clearly disclosed. Of
course no statement must be made by
a macaroni manufacturer which repre-
sents or implies that a product is of-
fered for sale at a savings from an
established retall price unless the sav-
ings or reduct’on is from the usual and
customary retail price of the product
in the trade arem or areas where the
statement is made,

Rule 12 for your industry affords
guldance as to the requirements of Sec-
tion 2 of the Clayton Act as amended
by the Robinson-Patman Act which
relates to price discriminations, pay-
ment of brokerage commissions or al-
lowances, the furnishing of advertis-
ing allowances and other sales promo-
tional benefits, and the inducing or re-
ceiving of an illegal discrimination in
price. The Commission has recently
recelved complaints alleging that some
members of this industry are discrimi-

7 nating in prices charged and in promo-
tional services and allowances fur

nished their customers in violation

this law. A formal complaint has beet
izsued against two concerns and th
other matters are belng Investigated
This is cause for concern and while |
am not at liberty to discuss the ped
ing matters I feel that some comments
concerning the rule provisions on th

subject may be advisable.
Price differentials to be violative
the Clayton Act must be mode by

industry member engaged in commere
and in the course of such commer
the goods involved must b. of like

grade and quality and sold to W0
more customers at different p-ices,

there must be a reasonable p obability

of the differentials substantially les
ing competition or tending U
monopoly In a line of comm«
if these conditlons are presen!
provides that price differe! tinls
justified if it can be shown (1} that
differentials made only due allo¥
for differences in the cost of men
ture, sale or delivery resulting !

the differing methods or quwﬂ“::u

which the goods were sold of
ered; or (2) that the differentials
made in response to changing ©
tions affecting the market for the £°
or the marketability thereof,

but not limited to, actual or Imm
deterioration of perishable ;

lescence of seasonal goods, °©
sales under court process of
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creale
sce. Eves
the i}

irectly from Morton and who were in
peﬁ_lion with the chain.
of

With respect to cost savings to sell-
ers which serve to justify price dif-
ferentials to their customers, savings
of this nature usually occur in sale and
delivery rather than in manufacture.
Variations in sales cost may be in-
volved when salesmen of the seller are
required to call on purchasers several
times during a week for small orders
which aggregate in quantity no more
than a one call order from other pur-
chasers; and there may be a varlance
In dellivery cost due to distances the
goods must be shipped, or requirement
of special packaging or crating for
shipments, Only those cost savings
which are directly connected with the
buyer's purchases are allowed. Cost
savings resulting from the fact that ad-
ditional business spreads overhead can-
not be allocated to particular buyers.
Discounts based on the total of sepa-
rate purchases over a period of time
which are granted without regard to
the number of orders making up the
total, or the cost of separate deliveries
made with respect to such orders,
usually cannot be cost justified.

Defense of Marketability
The defense based on the market-
abllity of goods has application when
it is necessary to dispose of goods quick-
ly because of some condition affecting
the particular goods involved such as

the fact they are about to spoil, or be-
come obsolete, etc,, and a price differ-
entlal is granted to expedite such sale.
The defense does not have application
to price discriminations made pursuant
to general market demands. Price
changes made in the regular course of
business must be made at the same
time for all competing customers.
With respect to the defense of meet-
ing in good faith the lower price of a
competitor, the Supreme Court in its
opinion In the Standard OIll case used
the word “lawful” as descriptive of the
lower price to be met, which raises
the question as to whether a respond-
ent seeking to take advantage of this
defense has a burden of proving that
the lower price which he meets is a
lawful price. This question has not
been settled. In its opinion in the Sta-
ley case regarding the burden on a
seller of showing that his discrimina-
tory lower price was made in good
faith to meet a competitor's price, the
United States Supreme Court applied
the test of whether the seller could
show the existence of facts which
would lead a reasonable and prudent
person to believe that the lower price
would in fact meet the equally low
price of a competitor. It seems to me
logical to apply this same test with re-

(Continued on page 46)

FLY
to Europe

o

; {: milies.

A full month—mid-April to
I'ily, Switzerland, Germany
at group rates,

Palatine, Mlinois. '

ANy

o

on on Alitalia DC 8 Jet—
New York to Rome in 7V4 hours.

N .tional Macaroni Manufacturers Associa-
‘ tin study tour available to members,

@sociate members and their immediate

For details contact R. M. Green,
Executive Secratary, Box 336,

» MACARONI
FACTURERS ASSOCIATION

dies,

mid-May in
and France,

Top

FOR SUICK SALE!

TWO BUHLER PRESSES

Type TGP for continuous short cut
macaroni products.
pounds per hour. Machines have
had very little use—they do have

TWO FERGUSON
PACKAGING LINES

weigher and case sealer for pack-
ing 6 to 16 ounce cartons of cut
macaroni products,

Write Box 171, Macaroni Journal

Output: 600

and bottom carton sealer,

Palatine, lllinois




(Continued from page 34)
A Biory fo Tell

We have problems, yes, but we have
a great story to tell. There may be
some who would ask the government
to buy egg whites so the yolks would
cost less. Is this a sound response to
the problem? What did the tobacco peo-
ple do when confronted with the health
scare? Was their response to this prob-
lem creative? I think so—Filters—sales
of cigarettes have gone up, and so have
the profits.

This Is turning a crisis into an oppor-
tunity, The Chinese word for crisis con-
sists of two symbols—one means dan-
ger, the other opportunity. How we
look at our problems and respond to
them will determine how succes:ful we
are in meeting them.

I haven't tried to be the answer man,
but I do appreciate the opportunity to
discuss with you the outlook for eggs
as related to your industry. The pur-
pose of such a meeting as this is not
to have your problems solved for you
(it such is possible), but rather to gain
a new perspective, a fresh approach
and broader outlook. I only hope that
we have exchanged ideas which will
help develop new attitudes and new
thinking to convert obstacles into chal-
lenging opportunities.

Today the food business in the United
States is a 70 billlon dollar industry.
Are we geiling our share? In ten years
the food business in the United States
may be well over 100 billion dollars,
What will your share be then? The an-
swer depends on you.

Whole Egg Noodle

Raymond Guerris, president of San
Giorgio Macaroni, Inc., Lebanon, Penn-
sylvania, and a long time leader in the
manufacture of spaghetti, macaronl,
sauces and noodle products, announced
the full scale production of a revolu-
tionary noodle product. The name of
this product is “Old Original” Whole
Egg Noodles.

As the name implies, this is an egg
noodle made with the whole egg . . .
rather than just the yolk. Until now,
the use of only the yolk in the manu-
facture of egg noodles has been stand-
ard procedure.

In pointing out the advantages of
using whole eggs for San Glorgio noo-
dles, Mv. Guerriei said, “Old Original
Whole Egg Noodles have a distinctive
flavor, a finer texture, and are more
nourishing than ordinary noodles made
with only the yolk.”

Mr. Guerrisi also announced that San
Glorglo “0Old Original” Whole Egg Noo-
dles are belng heavily advertised in all
major media. In addition to a satura-

FAMOUS
SYMBOLS

Members of the board of directors of the United Tavern Owners of P| ¢ guest
San Gilorglo Macaroni, Inc. ghou
above, a display of San Giorglo products, are, left to rlgiﬂ: Frank Shreenan, UTOP sergeont-
at-arms; Corl Amann, executive secretary; Joh
UTOP office manager who acted as hostess; Henry J. Guerrisi, of the Son Giorgio sales
department; Walter Garvin, UTOP president; Dave Melnick, board chairman, and Re

at o dinner sponsored by

Castaldi, second vice president,

tion schedule in radio and television,
San Giorgio is utilizing an extensive
promotional campaign In newspapers
starting with a series of two-color nds.

Mr. Guerrisi pointed out that “Old
Original” Whole Egg Noodles are being
stocked by most leading supermarkets
and grocery chains, and larger inde-
pendent grocers, as well. The new prod-
uct Is being introduced to the consumer
at five cents off the regular price.

In addition to whole egg noodles, San
Giorgio produces a full line of spa-
ghettl, spaghetti sauces, and macaroni
products.

Liquid Egg Production

Liquid egg and liquid egg products
production (ingredients added) during
May totaled 100,549,000 pounds—down
10 per cent from May 1959, but up 17
per cent from the 1054-58 average for
the month. The quantities used for im-
mediate consumption, freezing, and
drying were all less than a year earlier.

Liquid egg used for immedlate con-
sumption during May totaled 7,745,000
pounds, compared with 7,004,000 pounds
in May 1850, Liquid egg frozen dur-
ing May totaled 74,084,000 pounds—
down one per cent from May 1859,
Frozen egg stocks Increased 30,000,000
pounds during May, compared with
34,000,000 pounds in May 1959 and the
five-year average increase of 37,000,000
pounds.

Egg solids production during May
was 4,623,000 pounds, compared with
6,943,000 pounds in May 1959 and. the

THE DONKEY
AND THE
ELEPHANT
ARE SYMBOLS
OF A
POLITICAL YEAR

prior to o recent meeling,

n Kane, first vice president; Edna May,

alllch:l_'sjl"rl"é‘iré"l'y”él'har"'j'cqf,' iy
‘to produce 85% of the '

The donkey was first used
os a Democratic party
symbol In a political car-
toon by Thomas Naost. It
was published in the Jan-
uary 15, 1870, issue of
Harper's Weekly. The
elephant as a symbol of
the Republican party ap-
peared first In 1874 in a
cartoon by Thomas Naost.

The Democratic party
took its present name In
1828 with the election
of Andrew Jackson. The
Republican Party is often
called the Grand Old Par-
ty or G.O.P. The political
groups that Henry Clay
and John Quincy Adom:
headed around 1825
adopted the title Nation-
al Republicon. About
1854 the current nome,
Republican, was adopted.
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average of 3,342,000 pounds. Production
in May consisted of 2,616,000 pounds of
whole egg solids, 838,000 pounds of al
bumen solids, and 1,088,000 pounds of
yolk solids, Production in May 109
consisted of 3,976,000 pounds of wholy
egg solids, 1,658,000 pounds of albumen
solids, and 1,309,000 pounds of yo
solids.
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Durum Supply—
(Continued from page 10)

10,650,000 providing no durum ls ex
ported. This is not too big a camy
over,

Gross loan figures are dow! a nicke]
in 1960 as compared to 1850 ‘or No.|
Hard Amber Durum and ! r No.!
Amber Durum, Two dollars .. id (e
ty-nine cents was the figure { - the 1%
grade last year, $2.24 now, ai-| the ¥
pected final for this year $2.7

No. 1 Amber Durum was 224 I¥

year, $2.19 now, and expectd 10° NO. 7 IN

$2.22 for the final 1960 Agur : A SERIES
No., 1 Common Durum was 32.10 ¥

year, is $2.14.now, and Is expected ¥ OgvaABfgst;S

be $2.20 for the final 1060 price.

Chef Advertising

Chef Boy-Ar-Dee products in the ¥
ounice family size packages will b? P%
moted by a four-color page ad in B
August 2 issue of Look Magazine
products are spaghettl and mealb
spaghett! with tomato sauce and ¢
lasagna, and ravioll.

THE MAacaront JoUr' o,

NORTH DAKC
Ploar Mg Divson

AND ELEVATOR
Graad Forks, Norik Dakela
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Food and Drug
Looks at Macaroni—
(Continued from page 12)

March 6, 1881, It is, therefore, impor-
tant that any food additive, be it di-
rect or Indirect, which is to be used
after March 6, 1961, must be covered
by an appropriate regulation. Incident-
ally, if your products now contain an
additive which is not covered by an
appropriate regulation and is not on
the list of substances covered by ex-
tenslon for the use to which you are
putting it, these products are in viola-
tion right now,

1f you have not already done so, I
would recommend to each of you that
when you get back to your plants, you
make a very painstaking and thorough
check of your whole operation to find
out just how you stand under the Food
Additives Amendment. You must have
full information about every ingredient
you use in order to make this evalua-
tion. You should check your equipment
and your packaging to see whether or
not unsafe substances are likely to mi-
grate keeping in mind that the law re-
fers to substances which may reason-
ably be expected to become a part of
the food or otherwise effect it: char-
acteristics. Our people have devised
means of testing equipment and pack-
aging materlal to determine whether
there is, in fact, migration and if your
suppliers have not already done the job
of finding out the facts, you had bet-
ter have it done yourself,

Sanitation

For your 1956 meeting in New Hamp-
shire, 1 prepared a paper which dis-
cussed at some length the sanitation
features of the law as applied to this
industry. What I outline then is equal-
ly applicable today and while I do not
plan to repeat those comments, I do
want to impress on each and every one
of you that our experience in this field
clearly demonstrates that the fight for
sanitation 'in the manufacture of food
is never over, Constant vigilance must
prevail in every food plant, and, of
course, you all realize that a plant
which uses flour to the extent that you
do is In a speclal category in thls re-
gard.

Experience shows that correcting
small things before they get to be big
problems pays real dividends whereas
fallure 1o do this results in seizures,
criminal prosecutions, and injunctions.
We are firmly of the view that the
former is the best and we are extreme-
ly gratified when we get reporis from
our inspectors and our laboratorles
which enable us to conclude that spe-
cific producers are operating to put out
clean, sound, wholesome products
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which have been  prepared, packed,
and held under sanitary conditions.

Bhort Welghts

1 was surprised to find that last year
we encountered three macaronl prod-
ucts menufacturers putting out prod-
ucts which ranged from five per cent to
17 per cent short weight. Years ago,
short weight was a real problem with
us but I thought that this had been
corrected, All three of these short
welght cases resulted in criminal pros-
ecution and the fines imposed by the
courts were $600, $600, and $1,000. The
$1,000 fine, however, nlso reflected a
charge that the products were con-
taminated and had been prepared un-
der unsanitary conditions.

Compared with the other problems
this industry faces, I am convinced that
the matter of putting out full welght
products is the easlest to control. We
know an occasional slack package or
two may get by but let's take another
look at the filling and welghing prac-
tices so that we don't have this sort of
thing again.

Misbranding

During the past year, we have had
more complaints to the effect that cer-
tain products represented as being
made from semolina are in fact pre-
pared in large part, or in some cases
completely, from flour, The Food and
Drug Administration takes no position
as to the relative merits of the maca-
roni products made from semolina and
those which are not. This industry,
however, has created a demand for the
semolina articles in some quarters and
we must insist that if you label your
products as having been made from
the more expensive semolina they must
be so made,

1t is, of course, a misbranding under
the law to misrepresent a food in its
labeling and where we acquire the evi-
dence that such a misbranding has oc-
curred, we will have no choice but to
institute appropriate legal action.

Noew Products

During the past year, we have had
a number of discussions with firms and
individuals about the possibility of
making varlous improvements to ma-
caroni and noodle products. Certainly,
the Food and Drug Administration s
not adverse to improvements and we
are set up to deal with these. ITn most
cases, the products involved arv those
covered by the standards of icentity
and the law provides & meais of
amending the standards on petilion
which, of course, must give reasonakle
grounds and show that the proposedi
change is one which will promote hon-
esty and fair dealing in the interest
of consumers, We do have the tempo-
rary permit system to authorize varia-

tions from the standard requiremen
to enable a firm to test-mark.t a
item. These two routes are ihe op
ones by which you may va:v stang
ardized products from the let!.r of (
standards as they exist tcday, o
course, if the improvement involve
the use of a food additive, the pro
dures I mentioned earlier must be fo]
lowed as well,

Just last month we found it nece
sary to Institute legal action by wa
of seizure against some macaroni prod;
ucts, the standards for which do no
provide for enrichment, where a many
facturer elected to include enrichin
agents, Further, we must not lose slgh
of the fact that the Section 403(j) reg
ulations dealing with foods for spec
dietary use call for certaln minimun
daily requirement statements to app
on the labels of products to which vila
min and mineral substances have b
added. Action has been taken whe
these have been omitted.

Proper Labeling

Finally, I should mentiou that ix on
selzure we included a charge that th
mandatory information on the laM
failed to appear sufficiently consplcups
ously so as to be readlly seen and
understood under customary condition
of purchase and use, This to me
something that can't go on without fu
knowledge of those in charge of |
manufacturing operations,

The law says that the consumer
entitled to be able to read the label s
know certain things about the prod
ucts. It is not expected that she w
carry a magnifylng glass when
goes shopping and you people can tel
as well as we can whether or not yo
products are labeled in such n way thi
the required information can be easl
read and understood.

1 have tried to cover a few highligh
of probable interest to you, but ho
that I can answer any specil or g
eral questions you may have ibout th
law.

ONLY 1/3c POUND COST

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

* SUPPORTS EFFECTIVE ADVERTISING AND LABEL
PROTEIN CLAIMS,

STIMULATES MORE FREQUENT SPAGHETTI MEALS
WITH HIGHER NUTRITIONAL APPEAL AND LOWER
COSTS.

* PERMITTED UNDER FEDERAL STANDARDS OF
IDENTITY FOR ENRICHED MACARONI,

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

Write us today for more information,

Two Envelope Pack

A new two-envelope packe:: of Ital
lan style spaghettl sauce mix hes 2
announced by the R. T. Freuch Com
pany of Rochester, New York

A spokesman for the company
ports that recent studies of consum
purchase patterns indlcated that 0 p
cent of all packages are purch :
quantities of two or more.

The twin package will offer 8 lo
cost per case and higher unit pro e
the retailer as well as saving
consumer, The package Is s8
vasy to store and mark, offer bet
sielf display, eud provide an
in unit sales,

THE MACARONI JOUF
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VITAMINS, INC.
809 West 58th Street
Chicago 21, lllinois

Manufacturers of Food Additives Since 1936.




IN THE good old summer time, four
states on the Great Plains west of
the Mississippl rate the August salute
from the National Macaroni Institute.

Cornhuskers

Nebraska is the Cornhusker State,
because corn is one of its chief crops
along with other cereals and grains,
Some of the greatest packing plants in
the United States are in Omaha which
ranks as one of the world's largest live-
stock markets.

The people of Nebraska still have a
great deal of a hopeful and ambitlous
ploneer spirit. Nebraska is one of the
very few states which have no public
debt. It has been on a pay-as-you-go
basls since 1875, when the constitution
prohibited a public debt of more than
a hundred thousand dollars.

Sunflowers

Kansas Is called the Sunflower State,
because the tall yellow sunflower grows
so sbundantly there. It is also known
as “the breadbasket of America,” as it
ranks first among the states in wheat
production. It ranks high in the pro-
duction of corn and cattle.

Kansas has also developed large
manufacturing industries, The state
ranks first in the country in flour mill-
ing and grist-mill products and fourth
in meat packing. It s one of the lead-
ing states in the manufacture of air-
planes and aviation equipment.

Hawkeyes

Iowa, the Hawkeye State, honors
Blackhawk, a chief of the Sauk In-
dians, who fought to keep his people'’s
hunting ground.

Jowa .is known everywhere as “the
land where the tall corn grows.” It
ranks first among the states in the
growing of corn, oats, popcorn and tim-
othey seed, and in the number of hogs,
horses, chickens, and eggs. Only Illi-
nois raises more soybeans than Iowa.
lowa produces more butter than any
other state except Minnesota. But Iowa
is not entirely a farming state. Many
of its cities and towns have huge fac-
tories which turn farm crops Into food
products, Des Moines is one of the larg-
est printing and publishing centers
west of the Mississippl.

A Missourl Congressman

Missouri takes its name from the
mighty river which flows through the
heart of the state. A Missouri Congress-
man, making a speech in Philadelphia
in 1809, said: “I come {rom a country
that ralses corn, cotton, cockleburrs,
and Democrats. I'm from Missouri and

nm@'-

you've got to show me." Missourl is
both northern and southern, eastern
and western. The influences of city and
farm life are about equally strong in
the state. It is one of the best balanced
states in the Union, A variety of crops
is raised on its broad, rich farms. St.
Louis in the east and Kansas City in
the west are two most important cities
in the state. They influence the siate
politically, industrially and culturally,
and bustle with business, banking,
rallroading, meat packing and service
distribution centers.

Mid-American Menus

Food in these mid-central states is
typically American, For example,
Steak and Vegetable Skewers on Hot
Macaroni Salad would make excellent
outdoor eating in the good old summer
time. Pork in Barbecue Sauce served
on spaghettl would tickle the palate of
any native. Noodle Nests for Creamy
Bacon and Eggs would be right in step.

With another month of hot weather
ahead, there is still plenty of time be-
fore pienic baskets and grills are put
away for the winter. The National Ma-
caroni Institute suggests appetizing
beef rolls stuffed with a savory noodle
stuffing, wrapped in aluminum foil and
baked in hot coale. Gtilled tomato
halves and mushrooms, a tossed salad
and coffee complete this simply-pre-
pared picnic meal.
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JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing
in all matters involving the examination, produc-

tion and labeling of Macaroni
ganan '} roni, Noodle and Egg

1—YVYitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs, Y
£ Noodion n Eggs, Yolks and

3—Semolina and Flour Analysis.

Western Stales Representative for macaroni factory suppliers
od repalring specialists for dies and macaroni piusses.

4—Rodent and Insect Infestati
e and An:lys:l.“ ation Investigations.

5—SANITARY PLANT INSP
WRITTEN REPORTS. FCTIONS AND

Manufacturers of ravioli and
tamale machines.

o 40 Years Experience
Bianchist Machine Shop
221-223 Bay Street, San Frencisco 11, Calif,
Telephone Douglas 2-2794

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

N-RICHMENT-A*
FOR PLUS '
QUALITY

Noodle and Beef Rolls
(Makes six servings)

1 tablespoon salt

3 quarts boiling water

8 ounces wide egg noodles (abcut
cups)

¥ cup butter or margarine

1% cup chopped onlons

1 tablespoon paprika

1 tablespoon chopped chives

1% pounds ground beef chuck

Salt and pepper to taste

3 cup fine dry bread crumbs

1% cup milk

1 egg, beaten

1 tablespoon horse-radish

?aq dependable
iform quality

DURUM
IMOLINA
- GRANULAR
FEOURS

Add one tablespoon salt ‘o rapd _ 8 —in handy wafer

boiling water. Gradually &1 noods [ 5] : or powder form

so that water continues to “oil. O E L4 % ¥

uncovered, stirring occaslor iy, W (

tender, Drain in colander.
Melt butter or margarir:

onions; cook over medium heal o

tender and lightly browned Add

rika, chives and cooked noodies;

well,

—~convenient
nationwide
stock locations

'all Ray Wentzel
CHapel 6-2101 .

Combine remaining ingredients ¥ —write for
mix until all Ingredients ar¢ s
blended; divide into six equsl P¥ ‘f“‘"P""“
Pat each part into a reclang€ literature

fourth inch thick; place some 0429
mixture on each rectangle

meat around noodles. Wrap ©
in aluminum foil. Bake in hot ¢
or moderate oven (350 degrees)

N-34-53

DOUGHBOY INDUSTRIES, INC.

Mally
ng Division New Richmond, Wis.
ZLuality Stnce 1556

WALLACE & TIERNAN
INCORPORATED

utes.
2% MAIN STREET BELLEVILLE 9 N J




FOTICT IR Ly -7 FEPMCRar I |

WAY BACK WHEN

CLASSIFIED
ADVERTISING RATES

Display Advertising .....Rates on Applic
Want Ads.......ccoocoicneniniinn T3 Canty par

40 Years Ago
» “Opportunity plus cooperation equals
attainment” says the New Macaroni
Journal cover.
e Practically all leading macaroni
manufacturers have decided to follow
the advice of the representative body
that appeared before the Federal Trade
Commission where it was agreed thal
elght ounces should constitute the
minimum weight of packages of maca-
roni products, There has been frequent
complaint that consumers pay more for
wrappers than for the food in the pack-
age,
e The Association established 'a lab-
oratory in Washington, D.C. and ob-
talned the services of Dr. B. R. Jacobs,
whose years of training in the United
States Bureau of Chemistry having di-
rect charge of matters pertaining to
Macaroni Standards, marked him as a
real expert.

30 Years Ago
e Forward With the Industry —an-
nouncements were made of national
advertising to begin in October issues
of six leading service magazines to pro-
mote macaronl. Plans were also an-
nounced for a national macaroni rec-
jpe contest.
e “The Three ‘C's' Trio" was described
by James M. Hills of Grocery Store
Products at the Niagara Falls conven-
tion. First “C" was for “cooperation”
with the newly appointed merchandis-
ing manager of the national Associa-
tion.

20 Years Ago

e The consumer expects a full pack-
age. The Government ruled that re-
sponsibility for the degree of fill in
packages of macaroni products rests
entirely on the manufacturer. The ques-
tlon was asked if an 80 per cent fill
would be sufficlent.

e As a war measure to stablize the
price of wheat and wheat products and
to increase lts Income, the Canadian
Government established a processing
tax on wheat, similar to that with
which the United States sorrowfully
experimented a few years before.

e The millers proposed definition
changes to be more descriptive of prod-
uct than of process. This would affect
durum flour, farina and semolina.

10 Years Ago

e There was concern for the durum
crop which was two to three weeks
late. The wheat was green and soft and
needid warm weather and much sun-
shiny to harden the straw and ripen
th: heads.

e / violation of enrichment laws was
«narged when a label stalement gave
comparative food vaiues of macaroni as
against other foods.

e Macaroni Day was held in Devils
Lake, North Dakota August 3, 1850,
with parades, contests, 8 Durum Queen
and a Macaroni Queen. Morris Ryan
and C. L. Norris represented the Asso-
clation.

Trade Practice Rules—
(Continued from page 38)
spect to the lawfulness of the lower
price. The courts have held that a low-
ered price is within this defense only
if it is made in response to an individ-
ual competitive demand and only it it
is used defensvely to hold customers
rather then to gain new ones,
About Allowances

Concerning the brokerage provislon
of the Robinson-Patman Act, to put it
briefly, it is unlawful for a seller to
grant to a buyer or his representative
to recelve, a brokerage, or a discount
in lieu thereof, on purchases for the
buyer. Where the intermediary trans-
mits to buyers commissions recelved
from a seller, or is obligated to trans-
mit same, the law is violated. The
transmittal may arise from contract
between buyers and the intermediary,
or by any other means by which the
buyer has the ultimate legal power to
control the distribution of the broker-
age. :
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With respect to promotional allow-
ances, services or facilities, the Robin-
son-Patman Act requires that if such
are furnished by a seller to any of his
customers, he must offer and make
available the same kind of allowances,
services or facllities (or an alternative
kind when the same is not suitable to
other customers' types of businesses or
facilities) to all competing customers
on proportionally equal terms, Promo-
tional allowances which you furnish
must be used by your customers for
the purpose for which they are fur-
nished. If they are not you may be
guilty of granting an illegal price dis-
crimination. What you furnish custom-
ers for promotlonal purposes as well as
what, if anything, you require your
customers to furnish in connection
therewith must be proportionally equal
as to all competing customers.

The Commission on May 12, 1860
adopted "Guides for Advertlsing Al-
lowances and Other Merchandising
Payments and Services . . . which

FOR SALE—on West Coast, | Buhler ¢
Ib. per hour press with single :fick, lo
goods spreader. ldeal for small plant,
large plont for fancy items. Contoct Bg
168, Macaroni Journal, Palatine, Illinois.

FOR SALE—Four Simplex outomatic pod
oging machines equipped with four ol

The Roche Review

Of Enrichment Requirements
for Cereal Grain Foods In the United States

All figures represent milliigrams par pound

St i by N ———

or volumetric. Write Box 169, Macar Thiamine Riboflavin Niacin
Journal, Palatine, llinols. RODUCT (By) (82)
FOR SALE—Two Buhler Presses 4 Min Max, Min, Max, Min, Max. Min. e
Two Ferguson Packoging
See details on page 39, Enriched BREAD
MACHINERY SALESMAN—To sell or other baked 1.1 1.8 0.7 1. i
foctiring equipment direct 10 paste g products 6 10.0 15.0 8.0 s
producers. American of Italian descent p
ferred, but not essential. Send qualificatio
and experience to Box 170, Eariched FLOUR' 20 25 12 1.5 16.0 200 | 130 16.5
INDEX TO
ADVERTISERS [ Ewited FARIA | 20 25 | 12 15 | 160 200 | 130 .
P
Amber Milling Division, G.T.A. ... Eariched
Ambrette :n:hhorr Corporation - MACARONI -
Bianchi’s Machine Bhop ... Y 50 1, !
Buhler Brothers, Inc. . & NOODLE y 22 | 270 34.0 13.0 165
Classified ... Products?
Clermont Machine Company, Inc. 19
Commander Larabee Milling Co. ..
DeFranciscl Machine Corporation. Enriched
Doughboy Industries, Inc. ... CORN MEALS 20 30 12 1.8 16.0 24,0 13.0 26,0
General Mills, Inc. Covar /
Hoffmann-LaRoche, Inc, ........ Cover I
International Milling Company ... Enriched
Jacobs-Winston Laboratories, Inc.. CORN GRITS? 20 3.0 1.2 1.8 16.0 24.0 13.0 26.0
King Midas Flour Mills ... oo
Maldari, D.. k Sons, Inc. ... oo Earich
National Macaroni A,uoddtlun ...... chd
r
B D Mo = o WHITI: RICE* 20 40 | 12es  24ve| 160 320 | 130 260

Corporation ...

Sterwin Chlml.clll.- Inc.
Wallace & Tiernan, Inc. .. -~

mum level established.
drement for vitamin Bs Is optional pending further stud;
: q y and public hearin
becaus: 5f certain difficulties ¢ d in the application of this vlllmI:
- ed sell-rising flour, cakium is alwo required between limits of 300-1500 mg. per

make possible a better unt ‘rsland
of the obligations of seller. and t
customers in joint promoti anl act
ties. The Guides contaln uggestie
which busineis men will fin. very ¥
ful in preventing unintentis! violatio
Coples of such Guides may ¢ obtal?
by request to the Commission.
The Commission is making 80 in
tive effort to eliminate unfair
practices in all industries and your 2
assurance that your practices are P
er is to see that they are in acco!
the trade practice rule and gul
visions, With your cooperatiol In
serving the rule requirements i
bringing to the attention of the
mission rule violations, the
be of benefit to the entire industry’

Tug MACARONI JOU™

Levels - low for 30-50% losses In kitchen procedure.

ILevels - ust ot fall be Imum
\ low 83% of min pec
Federal Standards of Identiy. of m fgures after & specific test described in the

4The St.1dardy sat
ad o that the rice, after a rinsing test, must contain v Jzast BS% of th
"'":"u':‘: '!'M:lllm[ll levels, The Qovernments of Puerto Rico and the Phillppines Ill:
ol rinsing test. 1f the method of enrichment does not permit this rinsing
Bl 'l::"d 10 be met, consumer slze packages must bear the statement, Do not rinse
tinsing lcﬂ."}hhlo after cooking.” Rice enriched by the Roche method will meet the
s 0 South Catolina law does not require a rinsing Lest on packages less
pounds, as the rice In small packages Is presumed to be sufliciently clean.

The maximum and minimum levels shown mbove for enriched bread,
Mmmduu flour, enriched farina, enriched macaroni, spaghetti and noodle
, enriched corn meal and corn grits and enriched rice are in
&m‘ lh:.:]u with Federal Standards of Identity or State laws, Act No. 183
for at overnment of Puerto Rico requires the use of enriched flour
Products made wholly or in part of flour, including crackers, etc.

Brief, authoritative
stories nbout the en-
richment of many

cereal grains have

teen gathered into

a booklet which you
may have for the asking, Just send
your request for “The Vital Story
of Cereal Grain Products” to the
Department of Education, Fine
Chemicals Division, Hoffmann-
La Roche Inc., Nutley 10, N. I.
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Hundreds of women “must have their séy’;-
make Betty Crocker recipes good enough for j

And they are all Betty Crocker home testers! don’t make the grade, Those that have a higl
These are the women who test Betty Crocker's rating are passed on to you, for example,
macaroni, spaghetti, and noodle recipes, They General Mille' new “Macaroni, Spaghet
carefully check every recipe to be sure directions Noodles" recipe booklet—for you to pass on
are easy to understand, ingredients are available your customers under your own brand name,:
and reasonable in price, and that their families Now, follow the creation of a Betty Crock
like the finished foods. Frankly, some recipes recipe from her kitchen to your consumers,

FIRST STEP: Betty Crocker's own kitchens

Here the recipe is painstakingly developed by
Betty Crocker's professional home economists.
The finished dish is subjected to a taste panel—
men and women who are skilled in detecting
and understanding flavors, §oiy w.

SECOND STEP: pilot tests with six bémomlknn a

8ix local homemakers try the recipe in their .
own homes, Each fills out a complete report.

* Did she like the recipe? Was it easy to under-
stand? What would she do to improve it?

THIRD STEP; 26 food detectives must say "OK"

* Next, Betty Crocker asks 256 homemakers to
try the recipe under typical home conditions
and to tell her if the dish was easy to make. If
the recipe was too fussy. If any of the ingre- | . .~ |
dients were difficult to obtain. If her family : -
liked it, The women send actual samples of their
finished food to the Betty Crocker Kitchens.

FOURTH STEP: America's homemakers try their hand

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

FIFTH STEP: Betly Crocker's own kitchens

One final analysisof all the information gathered
and the recipe is ready for Betty Crocker's ap-
proval and inclusion in the new General Mills'
“Macaroni, Spaghetti, Noodles" recipe booklet.

Just off the pressl You may have as
many of thass new booklets as you wish,
Imprinted with your own brand name, at less
than cost. Ask ycur General Mills Durum’
Sales representative for dstalls. (Offe

good In U.8.A, only). X

DURUM SALES

Minr P '_' 28, Minn .‘
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